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Abstract— Women entrepreneurs in Saudi society face 
cultural, technological, and financial obstacles that limit their 
empowerment in national social projects (NSPs). This study aims 
to quantify these barriers and examine the moderating role of 
Technology Management (TM) and social media. A quantitative 
approach will be used, employing a structured questionnaire 
distributed among female entrepreneurs in seven Saudi 
institutions, with data analyzed using SPSS. 

Preliminary findings suggest these women encounter cultural 
challenges (societal perception and gender stereotyping), 
technological barriers (poor training and lack of female role 
models), and financial constraints (lack of government funding 
and program awareness). Social media plays a role in supporting 
their participation in NSPs under Saudi Vision 2030. Initiatives 
like the Women Empowerment Program and SDAIA aim to 
enhance labor-force participation and economic opportunities for 
women. 

This research contributes by identifying and addressing key 
barriers, supporting the empowerment of Saudi women 
entrepreneurs, and promoting policy recommendations aligned 
with Saudi Vision 2030. 
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I. INTRODUCTION  
Entrepreneurship has become the mainstay of societal 

development, solving problems, creating jobs, encouraging 
innovation, and enhancing research [1]. Promoting women's 
involvement in economic growth has become a priority in 
national development programs [2].  Technology management 
(TM) empowers women by integrating innovation and 
excellence, enabling them to acquire digital skills and address 
regional concerns [3]. 

     Many female entrepreneurs serve as role models in 
creativity and problem-solving. However, cultural, 

technological, and financial obstacles hinder their success [4]. 
Overcoming these challenges requires leveraging technology 
to achieve gender equality [5]. Saudi women entrepreneurs 
must be better represented in public and private institutions to 
strengthen leadership inclusivity [6]. 

     TM is critical in driving entrepreneurial creativity, data-
driven decision-making, and business-level operations [7]. It 
supports female entrepreneurs by optimizing scheduling, 
networking, business strategies, funding, and stakeholder 
engagement [8]. However, barriers still limit women's 
advancement in the digital age [9]. 

     Social media platforms have proven their ability to support 
women entrepreneurs by meeting diverse communication 
needs [10]. Social media provides resources, economic 
opportunities, and policy shifts favoring small and medium 
enterprises [11]. 

     Saudi Vision 2030 aims to empower citizens, diversify the 
economy, and create an attractive investment environment 
[12]. Women’s entrepreneurial empowerment is crucial, as 
female labor market participation remains among the lowest 
globally. Through Vision 2030, policies enhance women's 
abilities, knowledge, and self-reliance [13]. Progress is evident 
as Saudi women hold key leadership roles in government and 
private sectors, breaking barriers in new fields such as the 
military [14]. 

     Saudi Arabia has recognized entrepreneurship’s 
significance in national social projects (NSPs) and has 
implemented policies, programs, and educational efforts to 
support women entrepreneurs. NSPs promote social justice, 
economic security, education, and balanced services [15]. A 
dedicated national center for women entrepreneurs was 
proposed under Vision 2030 to provide training, feasibility 
studies, and investment guidance. Saudi women have achieved 
notable progress in entrepreneurship due to rapid economic 
changes. The National Transformation Program includes 36 



objectives aimed at boosting female labor market participation 
[16]. 

      Despite these efforts, research has not sufficiently 
explored how TM and social media can help overcome the 
cultural, technological, and financial barriers limiting Saudi 
women entrepreneurs. While previous studies have examined 
women's workforce participation, little attention has been 
given to the specific mechanisms through which digital 
transformation and technological innovation contribute to their 
success in NSPs. Additionally, gaps remain in understanding 
how social media facilitates women's entrepreneurial growth 
and economic independence within the Saudi context. This 
study aims to fill these gaps by examining these barriers, 
exploring the moderating role of TM in overcoming them, and 
assessing how social media influences women’s 
entrepreneurial success and integration into NSPs. 

     Many reasons prompted the researcher to conduct this 
research, including the continuous development of 
entrepreneurship and the increased use of social networking 
sites in Saudi Arabia. There is an urgent need to develop 
women's entrepreneurship amid economic and cultural 
challenges under Saudi Vision 2030. Additionally, the rising 
number of women-owned companies highlights the growing 
role of female entrepreneurs in the labor market. This study's 
novelty lies in examining the impact of TM and social media 
on Saudi women entrepreneurs in NSPs. Achieving gender 
equality in entrepreneurship could significantly boost the 
global economy, reinforcing the importance of addressing 
barriers to women’s startup success. 

II. LITERATURE SURVEY 

A. Obstacles Faced by Women Entrepreneurs 
     Despite the opportunities to encourage women's entry into 
the labor market and their entrepreneurial work, many 
challenges hinder their participation, most notably social 
restrictions that do not encourage women's economic 
independence [17]. Some also lack technical and financial 
abilities, making it difficult to enter the business world [18]. 
Family responsibilities are also factors hindering women's 
entrepreneurship [19]. Women face the challenge of balancing 
social impact and financial sustainability, ensuring their 
projects remain viable while creating positive change [20]. 

     Cultural obstacles relate to society’s culture, beliefs, and 
views of women, affecting their ability to take leadership 
positions [21]. The glass ceiling phenomenon limits women's 
entrepreneurial access despite their qualifications [22]. Many 
cease their projects after marriage due to family 
responsibilities [23],[24]. The idea of women entering 
entrepreneurship is not widely accepted socially, particularly 
in the Gulf region [25]. 

     Women entrepreneurs lack family support, reducing 
financial and psychological assistance [26]. They face twice 
the effort to establish credibility compared to men [27]. There 
are not enough female role models, and women are judged 

based on past performance rather than potential [2], [28]. 
Social disparity continues to favor men in economic and legal 
frameworks [29].  

     Society's lack of acceptance and restriction of women to 
specific services negatively impact entrepreneurship [30]. 
Family obligations and social pressures cause additional 
challenges [31]. Women are often viewed as incapable of 
handling entrepreneurial risks, reinforcing stereotypes about 
traditional female roles [2]. Entrepreneurial culture must 
encourage women’s participation to help societies prosper 
[32]. Women are often seen as more suited for stable, low-risk 
jobs than entrepreneurship [33], [34]. 

     Several factors prevent women from succeeding in new 
projects, including reactionary views on women’s work, lack 
of funding, and lack of skills [35]. There is a gap in 
entrepreneurship education for women and misalignment 
between educational outcomes and market demands [36]. 
Many lack technical, administrative, and financial skills, 
limiting their ability to develop creative business ideas [37]. 
Women also have limited access to knowledge and financial 
opportunities [38]. 

     One of the most common challenges is the scarcity of 
financial resources. Female entrepreneurs often struggle to 
secure funding, as they tend to focus on social impact rather 
than profits [20]. Limited financing and market access create 
further obstacles [39]. Many women hesitate to enter the 
sector due to difficulty obtaining financing, complex 
government regulations, and financial instability [1]. Poor 
financial planning and inadequate preparation contribute to 
failures [40]. Cultural and gender biases further prevent 
women from securing loans or financing [41].  

B.  Women Entrepreneurs and Technology Management (TM) 
     TM is the process of caring for technological techniques 
that can be used in various operating processes and activities 
within commercial and industrial institutions, making the 
company capable of managing its technological resources to 
improve services, products, and competitiveness [42]. TM 
includes cloud computing, the Internet of Things, big data, and 
artificial intelligence. TM and entrepreneurship foster growth, 
increase productivity, and create employment opportunities 
[43]. The most important feature of entrepreneurship today is 
employing technology mechanisms, including robots, modern 
applications, websites, and electronic platforms [44]. The 
integration of TM with entrepreneurship has led to new 
alternatives for implementing services and developing 
products more efficiently and competitively [45]. 

     Access to technology and digital knowledge, supported by 
strong family relationships, contributes to women 
entrepreneurs' professional, economic, and personal 
opportunities [46]. They also develop power and contribute to 
social change by communicating with others, exploring 
alternative ways of working, and building a collective voice 
[47]. Effective use of TM empowers women individually by 
enhancing their confidence and career prospects and 
collectively by improving their advocacy, lobbying, and 



networking [48]. However, obstacles and shortcomings hinder 
women's advancement, denying them many opportunities in 
the digital age, including entrepreneurship. In addition, the 
limited technological resources of women-owned companies 
affect their ability to transform opportunities into value [49]. 

     TM is one of the most critical pillars in building 
competitive advantages for organizations. The creative ideas 
presented by women entrepreneurs play a significant role in 
investing in successful projects due to the competitive 
advantage gained through creativity [50]. Women 
entrepreneurs are more likely to adopt digital tools to make 
their development easier and enhance competitiveness. To 
stay ahead in the competitive race, they must take steps to 
develop and produce products efficiently and cost-effectively. 
TM is the most secure strategic option for institutions facing 
environmental disturbances [46]. Distinctiveness in goods and 
services achieved through TM can protect organizations from 
competitors, creating brand loyalty. Women entrepreneurs 
who adopt the concept of focus tend to develop high-quality 
products due to their expertise in the targeted field. 
Additionally, those who focus on a limited range of products 
experience a faster technological innovation process [51]. 

C. Women Entrepreneurs and Social Media 
     Social media is essential in educating society about 
women's participation in creative fields and enhancing 
awareness of their success stories [10]. Institutions must 
collaborate to address barriers facing women in 
entrepreneurship through forums and action plans, fostering 
economic and social development [52]. 

     Social media networks rapidly attracted millions of users, 
meeting diverse communication needs [10]. It provides 
women entrepreneurs access to untapped resources, enhances 
economic growth, and strengthens social cohesion [53]. It has 
particularly benefited women in remote areas and vulnerable 
populations [54]. Additionally, social media has influenced 
laws and policies supporting small and medium enterprises 
and expanding financial access [23]. 

     Social media lowers barriers to entry for women in male-
dominated fields by providing access to knowledge [55]. It 
shapes the perception of women entrepreneurs, influencing 
attitudes and behaviors [36]. Women-owned businesses have 
rapidly expanded through social media, requiring minimal 
capital and benefiting from affordable advertising [56], [57]. 
These platforms help women achieve financial and social 
independence [58]. 
Entrepreneurship attracts tech-savvy women in the Middle 
East, yet social networks influence their involvement, often 
requiring family encouragement [11], [59]. Social media helps 
overcome these challenges by improving access to resources 
and networks [60]. Integrating social media into women’s 
entrepreneurship enhances financial stability, industry status, 
and entrepreneurial habits [61]. 

D.  Women Entrepreneurs in Saudi Arabia 
     Governments worldwide are increasingly concerned with 
unemployment and its economic impact [62]. In the Gulf 
region, the workforce absorption capacity is only 5% [63]. 
The government sector alone cannot accommodate all job 
seekers, necessitating private sector involvement, particularly 
for women [64]. Saudi Arabia actively seeks to empower 
women while addressing cultural barriers [65]. Women's 
participation in the Saudi labor market rose from 20.5% in 
2019 to 33.6% in 2022, achieving the highest global growth 
rate [66]. Saudi Vision 2030 aims to increase this percentage 
from 22% to 30% [12]. Saudi Arabia is recognized among the 
top five nations in reducing the gender pay gap, reflecting 
efforts to improve women's economic and social status [67]. 

     Saudi Arabia’s transformation emphasizes developing 
human resources and achieving social development [68]. 
Vision 2030 prioritizes increasing women's labor market 
participation [69]. Economic indicators highlight the need to 
integrate women into entrepreneurship, given the increasing 
number of female job seekers and the economic benefits of 
their participation [1]. Expanding women's entrepreneurship 
amid economic challenges  will enhance employment 
opportunities [70]. Women’s empowerment in business 
strengthens small and medium-sized enterprises through 
technology integration and skill development programs [71]. 

     The government aims to foster a strong ecosystem for 
women entrepreneurs [72]. This involves enacting regulations, 
organizing conferences, and addressing entrepreneurial 
challenges [70]. Exhibitions are vital in marketing women’s 
products, catering to Saudi consumer interest in unique goods 
[73]. Women’s charitable associations address social and 
economic concerns, operating as independent entities or 
branches within government-supervised organizations [6]. The 
Saudi government continues supporting women’s 
entrepreneurship through financing, training, consulting, and 
awareness programs [74]. 

     Economic and regulatory reforms have increased Saudi 
women’s presence in the job market [75]. This has motivated 
many to pursue entrepreneurship [76]. By 2017, Saudi women 
comprised 39% of all women entrepreneurs, and in 2018, they 
owned 98,853 commercially registered companies. The Saudi 
Arabian Monetary Agency (SAMA) reports that the number of 
Saudi women in the private sector has tripled to 216,000 since 
2010. To digitize their businesses and expand through social 
media, women entrepreneurs need access to essential 
technological resources [77]. 
 

E. A Proposed Theoretical Framework 
     This research proposes a theoretical framework based on 
gender theory, the technology theory of entrepreneurship, the 
theory of network society, and media system dependency 
theory to examine the participation of Saudi women 
entrepreneurs in social media. The framework aims to 
understand key relationships that lead to their empowerment 
by addressing cultural, technological, and financial obstacles, 



along with the moderating roles of TM and social media as 
shown in Figure 1.  

 
Fig. 1: The Proposed Theoretical Framework. 

     Gender theory explores societal expectations that shape 
gender roles, often limiting women's access to financial 
resources and leadership positions [78]. The technology theory 
of entrepreneurship highlights how digital transformation 
supports business operations and skill development [79]. The 
theory of network society describes how digital connectivity 
influences business processes, particularly for women in 
emerging markets [80]. Media system dependency theory 
examines how social media networks shape entrepreneurial 
strategies and resource accessibility [81]. These theories 
provide the foundation for analyzing the factors influencing 
Saudi women entrepreneurs' success in social media and 
business environments. 

III. RESEARCH PLAN 
     This study adopts a descriptive analytical approach to 
examine the relationship between TM and women's 
entrepreneurship, particularly in how online platforms 
empower Saudi women entrepreneurs. The quantitative 
method is selected for its ability to generate statistically valid 
conclusions, ensuring accurate data analysis through 
measurable variables [82],[83]. The questionnaire is the 
primary data collection tool, as it is efficient, allows broad 
subject coverage, and is widely used in social research [84]. 

     The questionnaire consists of five main sections: personal 
information, obstacles faced by women entrepreneurs 
(cultural, technological, and financial), TM (strategy, 
innovations, and operations), social media (positive and 
negative effects), and women’s entrepreneurial empowerment. 
A 5-point Likert scale is employed to provide clarity and 
reliability in responses [85]. 

     The study population includes female entrepreneurs from 
governmental, private, and civil society institutions such as the 
Small and Medium Enterprises General Authority "Monsha'at" 
and the Saudi Business Women Association, as shown in 
Table 1. The simple random sampling method ensures fair 

representation [86], with a target sample size of 288 based on 
Krejcie and Morgan’s sampling table [87]. The questionnaire 
will be distributed via SurveyMonkey, with an expected 
response rate of 85%-95%. 
 

TABLE 1: RESEARCH POPULATION AND SAMPLE 
 
 

Institution 
Name 

Total 
Population 

Minimum 
Sample Size 

Monsha’at 334 80 
Saudi Entrepreneurship Association 388 96 
Riadiatapp 55 16 
9/10ths 36 12 
Saudi Business Women Association 161 38 
The Aljanob Women's Organization 109 26 
Arweqah Company 71 20 

Total 1154 288 
 

 
     To ensure validity and reliability, the Cronbach alpha 
equation will measure internal consistency, while 
confirmatory factor analysis (CFA), KMO, and Bartlett’s test 
will verify construct validity [88]. The researcher will conduct 
a pilot study with 30 female entrepreneurs to refine the 
questionnaire before full distribution [89]. 

     The conceptual framework in Figure 2 illustrates the 
relationships between the study variables. The obstacles faced 
by Saudi women entrepreneurs (cultural, technological, and 
financial) are the independent variables, while TM and social 
media serve as moderating variables. The dependent variable 
is women’s entrepreneurial empowerment in NSPs. 

 
 

Fig. 2: The Proposed Conceptual Framework. 

     This study hypothesizes that cultural, technological, and 
financial obstacles significantly impact the empowerment of 
Saudi women entrepreneurs in NSPs. Additionally, it 
examines whether TM and social media moderate this 
relationship. 



     The SPSS statistical package will be used for data analysis, 
including descriptive statistics, t-tests, ANOVA, and 
correlation analysis to test hypotheses and validate findings 
[90]. Ethical considerations, including data privacy, 
participant consent, and adherence to IRB guidelines, will be 
strictly followed. 
     This research is subject to limitations, including the 
exclusive use of quantitative methods and potential difficulties 
in participant recruitment. However, efforts will be made to 
mitigate these challenges through effective sampling strategies 
and rigorous data validation. 
 

IV. CONCLUSION  
     This study concluded that women's empowerment 
enhances their ability to overcome cultural, technological, and 
financial obstacles in NSPs, fostering creativity and business 
growth. It highlights the impact of social media in supporting 
Saudi women entrepreneurs, enabling them to develop skills 
that contribute to national progress. The increasing global 
participation of women in entrepreneurship has significantly 
influenced economic and societal advancement, with social 
media playing a key role in this transformation. Additionally, 
Saudi Vision 2030 is crucial in empowering female 
entrepreneurs through programs that promote workforce 
participation, talent development, and leadership 
opportunities. Women entrepreneurs anticipate further 
opportunities in NSPs, aligning with the vision’s objectives. 
TM fosters technological creativity by enabling Saudi women 
entrepreneurs to leverage knowledge, skills, and expertise in 
national projects. It also allows them to become role models, 
inspiring others through digital platforms such as social 
media, websites, and blogs, while supporting sustainable 
expansion and social justice efforts. These conclusions are 
based on the literature review but may evolve due to the rapid 
transformation of Saudi Arabia, particularly in women’s 
entrepreneurship and technological advancements. 
 

REFERENCES 
 
[1] B. Aliffitria, Y. M. Yani, and D. Yulianti, “Sweden feminist foreign 

policy in building women entrepreneurship (SHE-Leads Program) in 
Saudi Arabia 2017–2021,” Ilomata Int. J. Social Sci., vol. 4, no. 4, pp. 
607–621, 2023. 

[2]  A. Bullough, U. Guelich, T. S. Manolova, and L. Schjoedt, “Women’s 
entrepreneurship and culture: gender role expectations and identities, 
societal culture, and the entrepreneurial environment,” Small Bus. 
Econ., vol. 58, no. 2, pp. 985–996, 2022. 

[3]  C. Khoo, E. C. L. Yang, R. Y. Y. Tan, M. Alonso-Vazquez, C. 
Ricaurte-Quijano, M. Pécot, and D. Barahona-Canales, “Opportunities 
and challenges of digital competencies for women tourism entrepreneurs 
in Latin America: a gendered perspective,” J. Sustain. Tourism, vol. 32, 
no. 3, pp. 519–539, 2024. 

[4]  S. Hashim, “Women entrepreneurs in the Gulf States: Taking stock and 
moving forward,” Entrepreneurship Reg. Dev., vol. 35, no. 9–10, pp. 
841–884, 2023. 

[5]  G. S. Darma and N. P. A. Krismajayanti, “Challenges and strategies to 
encourage women to be entrepreneurs in the industrial revolution era,” 
Rev. Manage. Account. Bus. Stud., vol. 1, no. 1, pp. 9–16, 2020. 

[6]  H. Al-Dajani and M. Alsahli, “Can women entrepreneurs thrive in 
Saudi Arabia?,” Entreprendre & Innover, no. 2, pp. 100–109, 2021. 

[7] A. Salamzadeh, L. P. Dana, J. Ghaffari Feyzabadi, M. Hadizadeh, and 
H. Eslahi Fatmesari, “Digital technology as a disentangling force for 
women entrepreneurs,” World, vol. 5, no. 2, pp. 346–364, 2024. 

[8]  M. Cansiz and P. D. Tekneci, “Innovative and technology-based 
women entrepreneurs in Turkey: Capital and performance,” J. Econ. 
Cult. Soc., no. 57, pp. 151–183, 2018. 

[9]  F. E. A. Azra, “How to drive women entrepreneurship and 
empowerment through digital technology? Quadruple helix approach,” 
Manag. Stud. Entrepreneurship J. (MSEJ), vol. 4, no. 6, pp. 9481–9493, 
2023. 

[10] S. Chatterjee and K. Banerjee, “Impact of social media in women 
entrepreneurship–unlocking potentials for business success,” J. Mines, 
Met. Fuels, vol. 71, no. 5, 2023. 

[11]  B. D. Metcalfe, B. L. Bastian, and H. Al-Dajani, Eds., Women, 
Entrepreneurship and Development in the Middle East. Abingdon, UK: 
Routledge, 2021. 

[12]  M. A. M. I. Alafeef, “The role of Vision 2030 in supporting Saudi 
women to participate in marketing activities in the Kingdom of Saudi 
Arabia,” Migration Lett., vol. 21, no. S2, pp. 520–538, 2024. 

[13]  N. A. A. Abdelwahed, B. L. Bastian, and B. P. Wood, “Women, 
entrepreneurship, and sustainability: the case of Saudi Arabia,” 
Sustainability, vol. 14, no. 18, p. 11314, 2022. 

[14]  A. A. Alasgah and E. S. Rizk, “RETRACTED ARTICLE: Empowering 
Saudi women in the tourism and management sectors according to the 
Kingdom's 2030 vision,” J. Sustain. Finance Invest., vol. 13, no. 1, pp. 
16–43, 2023. 

[15] A. Alotaibi, F. Edum-Fotwe, and A. D. Price, “Critical barriers to social 
responsibility implementation within mega-construction projects: The 
case of the Kingdom of Saudi Arabia,” Sustainability, vol. 11, no. 6, p. 
1755, 2019. 

[16]  N. A. Alessa, H. S. Shalhoob, and H. A. Almugarry, “Saudi women’s 
economic empowerment in light of Saudi Vision 2030: Perception, 
challenges and opportunities,” J. Educ. Soc. Res., vol. 12, no. 1, p. 316, 
2022. 

[17] F. S. Abdulla and A. Ahmad, “Challenges faced by women 
entrepreneurs of 21st century: Literature review,” J. Manage. Sci., vol. 
21, no. 1, p. 16, 2023. 

[18]  N. A. A. Abdelwahed, B. A. Soomro, N. Shah, and U. N. Saraih, 
“Effect of institutional support and entrepreneurial knowledge on 
women’s entrepreneurial self-efficacy and venture performance in a 
developing country,” Int. J. Innov. Sci., vol. 15, no. 5, pp. 776–798, 
2023. 

[19]  A. H. Giwa and A. M. Babakatun, “Effect of socio-cultural factors on 
women entrepreneurship development in Kaduna State,” J. Hum. 
Resour. Manage., vol. 7, no. 3, pp. 57–65, 2019. 

[20]  O. P. Egbo, H. Ezeaku, E. Igwemeka, and O. M. Okeke, “Financial 
literacy and access: Revisiting the bridges and barriers to women 
entrepreneurship in Nigeria,” Amazonia Investiga, vol. 9, no. 29, pp. 
436–444, 2020. 

[21]  G. Kiradoo, “The role of women entrepreneurs in advancing gender 
equality and social change,” Res. Asp. Arts Soc. Stud., vol. 8, pp. 122–
131, 2023. 

[22]  F. Germann, S. J. Anderson, P. K. Chintagunta, and N. Vilcassim, 
“Breaking the glass ceiling: Empowering female entrepreneurs through 
female mentors,” Univ. Chicago, Becker Friedman Inst. Econ., Working 
Paper, no. 42, 2023. 

[23]  S. Waheed, S. Sattar, Z. I. Bhatti, and M. Naeem, “Social media 
encourages women entrepreneurship: A study of challenges and 
empowerment,” Int. J. Media Inf. Lit., vol. 7, no. 2, pp. 596–605, 2022. 

[24] C. Sahoo, “Women entrepreneurship in India: An insight into problems, 
prospects and development,” Int. J. Eng. Res. Technol., vol. 9, no. 09, 
2020. 

[25]  V. Mathew, “Women entrepreneurship in Gulf Region: Challenges and 
strategies in GCC,” Int. J. Asian Bus. Inf. Manage. (IJABIM), vol. 10, 
no. 1, pp. 94–108, 2019. 



[26] M. Al-Qahtani, M. F. Zguir, L. Al-Fagih, and M. Koç, “Women 
entrepreneurship for sustainability: Investigations on status, challenges, 
drivers, and potentials in Qatar,” Sustainability, vol. 14, no. 7, p. 4091, 
2022. 

[27] F. A. M. A. A. Fattah and H. Al Halbusi, “Understanding how 
entrepreneurship innovation solves women's challenges in the Arab 
region: Omani women entrepreneurs model,” in Innovative Economic, 
Social, and Environmental Practices for Progressing Future 
Sustainability, IGI Global, 2022, pp. 269–283. 

[28] Y. Cho, J. Park, S. J. Han, M. Sung, and C. Park, “Women entrepreneurs 
in South Korea: Motivations, challenges and career success,” Eur. J. 
Train. Dev., vol. 45, no. 2/3, pp. 97–119, 2021. 

[29]  M. Akter, M. Rahman, and D. Radicic, “Women entrepreneurship in 
international trade: Bridging the gap by bringing feminist theories into 
entrepreneurship and internationalization theories,” Sustainability, vol. 
11, no. 22, p. 6230, 2019. 

[30]  U. C. Okolie, C. Ehiobuche, P. A. Igwe, M. A. Agha-Okoro, and C. C. 
Onwe, “Women entrepreneurship and poverty alleviation: 
Understanding the economic and socio-cultural context of the Igbo 
women’s basket weaving enterprise in Nigeria,” J. Afr. Bus., vol. 22, no. 
4, pp. 448–467, 2021. 

[31]  N. Rudhumbu, E. C. Du Plessis, and C. Maphosa, “Challenges and 
opportunities for women entrepreneurs in Botswana: Revisiting the role 
of entrepreneurship education,” J. Int. Educ. Bus., vol. 13, no. 2, pp. 
183–201, 2020. 

[32]  R. Khalid, M. Raza, A. Sawangchai, and C. Somtawinpongsai, “The 
challenging factors affecting women entrepreneurial activities,” J. 
Liberty Int. Aff., vol. 8, no. 1, pp. 51–66, 2022. 

[33]  B. Ahmetaj, A. D. Kruja, and E. Hysa, “Women entrepreneurship: 
Challenges and perspectives of an emerging economy,” Adm. Sci., vol. 
13, no. 4, p. 111, 2023. 

[34]  A. Basit, Z. Hassan, and S. Sethumadhavan, “Entrepreneurial success: 
Key challenges faced by Malaysian women entrepreneurs in 21st 
century,” Int. J. Bus. Manag., vol. 15, no. 9, pp. 122–138, 2020. 

[35] G. Afshan, S. Shahid, and M. N. Tunio, “Learning experiences of 
women entrepreneurs amidst COVID-19,” Int. J. Gend. 
Entrepreneurship, vol. 13, no. 2, pp. 162–186, 2021. 

[36] H. Al-Boinin, W. Zaghouani, and S. N. Vatanasakdakul, “Women 
micro-entrepreneurs in Qatar: Motivation, challenges, and social media 
opportunities,” in Proc. 8th Int. Conf. Behav. Social Comput. (BESC), 
Oct. 2021, pp. 1–4. 

[37]  V. S. Rani and N. Sundaram, “Opportunities and challenges faced by 
women entrepreneurs for sustainable development in India,” J. Law 
Sustain. Dev., vol. 11, no. 10, p. e438, 2023. 

[38]  S. M. Ghouse, O. Durrah, and G. McElwee, “Rural women 
entrepreneurs in Oman: Problems and opportunities,” Int. J. 
Entrepreneurial Behav. Res., vol. 27, no. 7, pp. 1674–1695, 2021. 

[39]  R. Mashapure, B. Nyagadza, L. Chikazhe, N. Msipa, G. K. P. Ngorora, 
and A. Gwiza, “Challenges hindering women entrepreneurship 
sustainability in rural livelihoods: Case of Manicaland province,” 
Cogent Soc. Sci., vol. 8, no. 1, p. 2132675, 2022. 

[40]  M. Umar, S. A. Ali, and M. H. Sial, “Exploring women 
entrepreneurship prospects, challenges, and barriers in Pakistan,” Int. J. 
E-Entrepreneurship Innov. (IJEEI), vol. 12, no. 1, pp. 1–17, 2022. 

[41] K. D. Hughes, C. Saunders, and N. Denier, “Lockdowns, pivots & triple 
shifts: Early challenges and opportunities of the COVID-19 pandemic 
for women entrepreneurs,” J. Small Bus. Entrepreneurship, vol. 34, no. 
5, pp. 483–501, 2022. 

[42] A. Shaygan and T. Daim, “Technology management maturity 
assessment model in healthcare research centers,” Technovation, vol. 
120, p. 102444, 2023. 

[43]  S. Ahn, K. S. Kim, and K. H. Lee, “Technological capabilities, 
entrepreneurship and innovation of technology-based start-ups: The 
resource-based view,” J. Open Innov. Technol. Mark. Complex., vol. 8, 
no. 3, p. 156, 2022. 

[44]  A. N. Salmizi and N. N. Abd Aziz, “Exploratory factor analysis of 
technology-organization-environment and e-commerce adoption among 
urban women entrepreneurs,” J. Acad. Res. Bus. Soc. Sci., vol. 13, no. 3, 
pp. 655–665, 2023. 

[45] N. Hussain and B. Li, “Empirical study to understand the social 
entrepreneurial intention towards technology management in social 
entrepreneurial ventures,” Int. J. Asian Bus. Inf. Manage. (IJABIM), vol. 
13, no. 1, pp. 1–19, 2022. 

[46]  T. Ge, J. Abbas, R. Ullah, A. Abbas, I. Sadiq, and R. Zhang, “Women’s 
entrepreneurial contribution to family income: Innovative technologies 
promote females’ entrepreneurship amid COVID-19 crisis,” Front. 
Psychol., vol. 13, p. 828040, 2022. 

[47] R. Mukherjee, “Women entrepreneurship and the future of work: 
Adapting to technological and economic shifts,” J. Higher Educ. Theory 
Pract., vol. 23, no. 1, p. 636, 2023. 

[48]  B. Ozkazanc‐Pan and S. Clark Muntean, “Networking towards (in) 
equality: Women entrepreneurs in technology,” Gend. Work Organ., 
vol. 25, no. 4, pp. 379–400, 2018. 

[49]  F. Pacho, “Digital technology adoption by women entrepreneurs amid 
COVID-19 pandemic,” Acad. Entrepreneurship J., vol. 29, no. 2, 2023. 

[50]  R. A. Almarzouki, Investigating the influence of technology on Saudi 
women entrepreneurs overcoming gender discrimination, Ph.D. 
dissertation, Univ. of Reading, 2019. 

[51]  A. Dsouza and N. Panakaje, “Factors affecting women entrepreneurs’ 
success: A study of small and medium-sized enterprises—A review,” 
Int. J. Case Stud. Bus. IT Educ. (IJCSBE), vol. 7, no. 2, pp. 51–89, 2023. 

[52]  N. S. Rahayu, Masduki, and E. N. Ellyanawati, “Women entrepreneurs’ 
struggles during the COVID-19 pandemic and their use of social 
media,” J. Innov. Entrepreneurship, vol. 12, no. 1, p. 51, 2023. 

[53] W. Alhakimi and S. Albashiri, “Social media adoption by women 
entrepreneurial small businesses,” Asia Pac. J. Innov. Entrepreneurship, 
vol. 17, no. 3/4, pp. 158–175, 2023. 

[54]  N. H. Ali, M. Suriyani, M. A. Jalil, and M. Man, “A framework for 
development of social networking site skill among rural women 
communities,” Humanit. Soc. Sci. Rev., vol. 7, no. 5, pp. 280–285, 2019. 

[55]  S. Gangwani, N. Alruwaili, and S. A. Safar, “Social media usage and 
female empowerment in Saudi Arabia,” Acad. Strategic Manag. J., vol. 
20, no. 4, pp. 1–8, 2021. 

[56] D. D. Sholihah, “Increasing innovation and social media marketing 
among women entrepreneurs in Kampung Kerupuk Surabaya,” 
Nusantara Sci. Technol. Proc., pp. 98–104, 2023. 

[57]  A. K. Olsson and I. Bernhard, “Keeping up the pace of digitalization in 
small businesses–Women entrepreneurs' knowledge and use of social 
media,” Int. J. Entrepreneurial Behav. Res., vol. 27, no. 2, pp. 378–396, 
2021. 

[58] T. Iqbal, “Understanding the perception of women entrepreneurs and 
their adoption of social media: Strategies and challenges in the Kingdom 
of Saudi Arabia,” J. Entrepreneurship Educ., vol. 23, no. 5, pp. 1–21, 
2020. 

[59] A. Aljarodi, T. Thatchenkery, and D. Urbano, “The influence of 
institutions on early-stage entrepreneurial activity: A comparison 
between men and women in Saudi Arabia,” J. Entrepreneurship 
Emerging Econ., vol. 15, no. 5, pp. 1028–1049, 2023. 

[60]  H. Chaker and S. Zouaoui, “Meeting the challenge of entrepreneurship 
with social media: The case of Tunisian women entrepreneurs,” J. 
Entrepreneurship Innov. Emerging Econ., vol. 9, no. 1, pp. 33–61, 2023. 

[61]  J. Lichy, J. D. Farquhar, and M. Kachour, “Entrepreneurship via social 
networks–‘connected woman’ in Lebanon,” Qual. Mark. Res.: Int. J., 
vol. 24, no. 4, pp. 426–448, 2021. 

[62]  S. Mathieu, A. Treloar, J. Hawgood, V. Ross, and K. Kõlves, “The role 
of unemployment, financial hardship, and economic recession on 
suicidal behaviors and interventions to mitigate their impact: A review,” 
Front. Public Health, vol. 10, p. 907052, 2022. 

[63]  H. Dkhili and L. B. Dhiab, “The relationship between economic 
freedom and FDI versus economic growth: Evidence from the GCC 
countries,” J. Risk Financial Manag., vol. 11, no. 4, p. 81, 2018. 

[64]  M. Parveen, “Reflection of Saudi women’s participation and leadership: 
A study on the gender differences in leadership and structural barriers,” 
Rupkatha J. Interdiscip. Stud. Humanit., vol. 15, no. 2, 2023. 

[65]  S. Alhawsawi and S. S. Jawhar, “Education, employment, and 
empowerment among Saudi women,” Gend. Educ., vol. 35, no. 4, pp. 
401–419, 2023. 



[66]  V. V. Muthuswamy, “Effects of equal employment opportunities, 
workplace environment and sustainable career path on Saudi female 
employees’ job performance: Role of organizational culture,” Int. J. 
Oper. Quant. Manag., vol. 29, no. 1, 2023. 

[67]  J. Syed, F. Ali, and S. Hennekam, “Gender equality in employment in 
Saudi Arabia: A relational perspective,” Career Dev. Int., vol. 23, no. 2, 
pp. 163–177, 2018. 

[68]  M. M. Z. Al-Qahtani, T. T. Y. Alkhateeb, H. Mahmood, M. A. Z. 
Abdalla, and T. J. O. T. Qaralleh, “The role of the academic and 
political empowerment of women in economic, social and managerial 
empowerment: The case of Saudi Arabia,” Economies, vol. 8, no. 2, p. 
45, 2020. 

[69] H. F. Khan, “Women entrepreneurs in Saudi Arabia: Opportunities and 
challenges,” Int. J. Commer. Econ., vol. 2, no. 2, pp. 13–16, 2020. 

[70]  S. A. Alreshoodi, A. U. Rehman, S. A. Alshammari, T. N. Khan, and S. 
Moid, “Women entrepreneurs in Saudi Arabia: A portrait of progress in 
the context of their drivers and inhibitors,” J. Enterprising Cult., vol. 30, 
no. 3, pp. 375–400, 2022. 

[71]  S. Alkhaled, “Women's entrepreneurship in Saudi Arabia: Feminist 
solidarity and political activism in disguise?,” Gend. Work Organ., vol. 
28, no. 3, pp. 950–972, 2021. 

[72]  A. Aljarodi, T. Thatchenkery, and D. Urbano, “Female entrepreneurial 
activity and institutions: Empirical evidence from Saudi Arabia,” Res. 
Globalization, p. 100102, 2022. 

[73]  R. P. Kemppainen, “Saudi female innovators as entrepreneurs–
theoretical underpinnings,” Int. J. Gend. Entrepreneurship, vol. 11, no. 
2, pp. 166–185, 2019. 

[74]  M. Alsahli and H. Al-Dajani, “Women's entrepreneurship in a 
transitioning Saudi Arabia,” in Women, Entrepreneurship and 
Development in the Middle East, pp. 72–90, 2021. 

[75]  A. A. Abou-Moghli and G. M. Al-Abdallah, “A systematic review of 
women entrepreneurs opportunities and challenges in Saudi Arabia,” J. 
Entrepreneurship Educ., vol. 22, no. 6, pp. 1–14, 2019. 

[76]  G. T. Alhothali and H. Al-Dajani, “Emotions and resilience in Saudi 
women’s digital entrepreneurship during the COVID-19 pandemic,” 
Sustainability, vol. 14, no. 14, p. 8794, 2022. 

[77] A. Alsheikah, Factors Affecting Female Entrepreneurship in Saudi 
Arabia, Ph.D. dissertation, Effat Univ., 2022. 

[78]  N. Tabassum and B. S. Nayak, “Gender stereotypes and their impact on 
women’s career progressions from a managerial perspective,” IIM 
Kozhikode Soc. Manag. Rev., vol. 10, no. 2, pp. 192–208, 2021. 

[79]  C. Daraojimba, K. M. Abioye, A. D. Bakare, N. Z. Mhlongo, O. 
Onunka, and D. O. Daraojimba, “Technology and innovation to growth 
of entrepreneurship and financial boost: A decade in review (2013–
2023),” Int. J. Manag. Entrepreneurship Res., vol. 5, no. 10, pp. 769–
792, 2023. 

[80]  X. Neumeyer, S. C. Santos, A. Caetano, and P. Kalbfleisch, 
“Entrepreneurship ecosystems and women entrepreneurs: A social 
capital and network approach,” Small Bus. Econ., vol. 53, pp. 475–489, 
2019. 

[81]  N. N. M. Rohmah and E. Rahmawati, “Interpretation of media system 
dependency theory on financial technology,” J. ASPIKOM, vol. 8, no. 1, 
pp. 153–168, 2023. 

[82]  A. Gupta and N. Gupta, Research Methodology. SBPD Publications, 
2022. 

[83]  G. Rassel, S. Leland, Z. Mohr, and E. O’Sullivan, Research Methods 
for Public Administrators. New York, NY: Routledge, 2020. 

[84]  M. Lu, T. Cui, Z. Huang, H. Zhao, T. Li, and K. Wang, “A systematic 
review of questionnaire-based quantitative research on MOOCs,” Int. 
Rev. Res. Open Distrib. Learn., vol. 22, no. 2, pp. 285–313, 2021. 

[85] E. C. Aybek and C. Toraman, “How many response categories are 
sufficient for Likert type scales? An empirical study based on the Item 
Response Theory,” Int. J. Assess. Tools Educ., vol. 9, no. 2, pp. 534–
547, 2022. 

[86]  S. Yang, J. K. Kim, and R. Song, “Doubly robust inference when 
combining probability and non‐probability samples with high 
dimensional data,” J. R. Stat. Soc. Ser. B Stat. Methodol., vol. 82, no. 2, 
pp. 445–465, 2020. 

[87] R. V. Krejcie and D. W. Morgan, “Sample size determination table,” 
Educ. Psychol. Meas., vol. 30, pp. 607–610, 1970. 

[88] N. Shrestha, “Factor analysis as a tool for survey analysis,” Am. J. Appl. 
Math. Stat., vol. 9, no. 1, pp. 4–11, 2021. 

[89] A. E. Lewis Presser, J. M. Young, L. J. Clements, D. Rosenfeld, M. 
Cerrone, J. F. Kook, and H. Sherwood, “Exploring preschool data 
collection and analysis: A pilot study,” Educ. Sci., vol. 12, no. 2, p. 118, 
2022. 

[90]  D. J. Denis, Applied Univariate, Bivariate, and Multivariate Statistics: 
Understanding Statistics for Social and Natural Scientists, With 
Applications in SPSS and R. Hoboken, NJ: John Wiley & Sons, 2021. 

 


	I. Introduction
	II. Literature Survey
	A. Obstacles Faced by Women Entrepreneurs
	B.  Women Entrepreneurs and Technology Management (TM)
	C. Women Entrepreneurs and Social Media
	D.  Women Entrepreneurs in Saudi Arabia
	E. A Proposed Theoretical Framework

	III. Research Plan
	IV. Conclusion
	References


