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Abstract

This study aims to examine social media's impact on the entrepreneurial landscape,
with a particular emphasis on female entrepreneurs in Bangladesh. The study
utilizes survey data to analyze the demographics and characteristics of female
entrepreneurs, focusing mainly on their age, educational background, and business
endeavors. This study explores the use of various social media platforms, including
Facebook, TikTok, and Instagram, for marketing purposes. It focuses on activities
such as content creation and collaborations with influencers. A study examined the
correlation between social media support, the success of women's entrepreneurship,
and women's empowerment. According to survey results, many female entrepreneurs
fall within the age range of 25 to 35. Many of them have obtained Honor's degrees
and successfully operate online businesses that generate substantial monthly income.
The study highlights the widespread use of social media platforms for marketing
purposes and underscores the benefits of social media in promoting businesses and
achieving a better work-life balance. However, it also acknowledges the challenges
of managing negative feedback and the constraints of available resources. The
regression analyses reveal a significant link between social media support and
female entrepreneurship and empowerment achievements. 37% of the differences in
successful female entrepreneurship can be attributed to social media support, while
social media support accounts for 46% of the observed differences in female
empowerment. The results highlight the important role that social media plays in
supporting and empowering women in their entrepreneurial pursuits. This highlights
the importance of continuous support and the enhancement of digital platforms to
drive business success among women entrepreneurs in Bangladesh.
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1. Introduction

The number of women who have started their businesses in Bangladesh has increased
significantly over the past several years, particularly in urban centers such as Dhaka.
According to Ahmed and Zaman (2019), this growth can be ascribed to several socio-
economic variables, such as improved access to education, shifting societal norms,
and the introduction of digital technology. Social networking websites such as
Facebook and Instagram have developed as powerful platforms that help women start
and build their companies by connecting with a broader audience and gaining access
to valuable resources (Islam & Hasan, 2020). These digital technologies belong to the
category of digital technologies. According to Rahman and Hossain (2021), these
platforms not only function as marketing tools but also offer a space for networking,
the development of skills, and individuals to feel empowered. Recently, more female
entrepreneurs in Bangladesh, notably in Dhaka, have used Facebook and Instagram to
market their enterprises and empower themselves (Ahmed & Tausif, 2017). These
platforms allow women entrepreneurs to expand their reach, network, and promote
themselves online (Hossain & Alam, 2019). Competition, algorithm updates, and
online visibility are also obstacles in the digital world (Khan, 2020). Despite these
obstacles, many female entrepreneurs are using social media marketing to build their
enterprises and boost Bangladesh's economy. This article examines how female
entrepreneurs in Dhaka use social media to promote and strengthen their businesses
and the pros and cons of this digital strategy.

The purpose of this research is to investigate the role that social networking sites play
in empowering female entrepreneurs in Bangladesh, specifically in the city of Dhaka,
and to gain an understanding of the problems and opportunities that these
entrepreneurs face when attempting to leverage these platforms to grow their
businesses and individual development.

1.1 Obijectives of the Study: The Primary objective of this study is to assess the
degree to which social networking sites facilitate the empowerment of female
entrepreneurs in Bangladesh.

i To investigate the strategies and approaches female entrepreneurs employ in
utilizing social media platforms for business development and growth.

ii  To assess social media platforms' perceived role and impact in supporting
and enhancing the success of women entrepreneurs in Bangladesh.

iii To explore the relationship between successful women's entrepreneurship
and women's empowerment

This research examines these aims to offer significant perspectives on the impact of
social networking platforms on the empowerment and entrepreneurship of women in
Bangladesh.
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1.2 Research Questions: The primary objective of this research is to investigate the
impact of social media on the empowerment aspirations of female entrepreneurs from
Bangladesh. The subsequent inquiries are discussed:

(1) How do female entrepreneurs in Dhaka utilize social networking sites to be
successful entrepreneurs?

(2) What are the perceived benefits and challenges female entrepreneurs face in
Bangladesh when leveraging social media platforms for business growth and
empowerment?

1.3 Research Problem: Considering the increasing recognition of the significant
presence of female entrepreneurs in the digital domain of Dhaka, there remains a
noticeable lack of understanding regarding the specific mechanisms through which
social networking platforms, specifically Facebook and Instagram, enable and
promote their empowerment and success in the business sphere (Islam et al., 2021).
Previous studies often focus on broader aspects of women's entrepreneurship or the
digital economy in Bangladesh, neglecting to investigate the precise influence of
social media platforms on empowering and facilitating women's entrepreneurial
endeavors (Hossain & Rahman, 2018). Moreover, there is a paucity of empirical
research on the subject at hand, which neglects to sufficiently examine the diverse
obstacles and prospects female entrepreneurs face when employing social networking
sites for marketing, resource acquisition, and networking (Khan & Arif, 2021).
Therefore, it is critical to undertake a comprehensive inquiry that examines the
intersection of social media, women's entrepreneurship, and empowerment within
Bangladesh's unique socio-cultural and economic context, concentrating on Dhaka
(Alam et al., 2020; Rahman, 2019).

The identified research gap underscores the need for a thorough examination that
explores the complexities of how female entrepreneurs in Bangladesh utilize social
networking sites to overcome traditional barriers, forge connections, and enhance
business opportunities, thus promoting their economic independence and
empowerment.

2. Review of Literature

The emergence of social networking sites has indeed brought about a significant
transformation in how business operations are carried out globally. The emergence of
female entrepreneurs utilizing these platforms has been remarkable in Bangladesh,
specifically Dhaka. The present section examines the extant body of literature about
women's entrepreneurship, focusing on the significance of social networking sites in
business. Additionally, this section aims to investigate the correlation between
financial independence and confidence and the subsequent empowerment
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experienced by women.

2.1 Women's Entrepreneurship: The phenomenon of women's entrepreneurship has
garnered considerable interest in the past few years, primarily because of its
perceived capacity to stimulate economic development and facilitate transformative
societal shifts. Brush et al. (2019) define women's entrepreneurship as the
participation of women in the initiation, management, and expansion of commercial
enterprises. This definition highlights the importance of women's economic
participation and their role in driving economic development. Brush et al. emphasize
the importance of women's entrepreneurship in owning businesses and generating
value and employment opportunities within the economy. As per the findings of
Brush, de Bruin, and Welter (2009), it has been observed that women entrepreneurs
encounter distinct challenges in their entrepreneurial journey. These challenges
primarily revolve around the limited availability of resources and the prevailing
societal norms that discourage women from actively engaging in entrepreneurial
pursuits. Nevertheless, it has been observed that women entrepreneurs have exhibited
remarkable resilience and ingenuity in surmounting these obstacles (Marlow &
McAdam, 2013). The emergence of digital technologies has also impacted the
delineation of women's entrepreneurship. McAdam, Crowley, and Harrison (2019)
define digital entrepreneurship among women as the strategic utilization of digital
platforms and technologies to establish and expand firms. This contemporary
viewpoint acknowledges the increasing importance of digital tools in enabling
women's business pursuits and emphasizes the necessity of assisting women in
properly accessing and utilizing this technology.

2.2 Social Networking Sites and Entrepreneurship: Social networking sites, including
popular platforms like Facebook, Instagram, and Twitter, allow entrepreneurs to
engage with a wide-ranging audience while minimizing expenses effectively. The
aforementioned platforms facilitate interactions between businesses and customers by
utilizing interactive content, direct communication, and targeted advertising.
According to Ahmad et al. (2022), a recent study revealed that small and medium-
sized enterprises (SMEs) that utilized Facebook as a marketing tool observed a
noteworthy surge in customer engagement and sales. According to Li and Wu (2021),
entrepreneurs who actively network on LinkedIn and other professional sites are
likelier to gain valuable insights and resources contributing to business growth.
Women entrepreneurs, in particular, benefit from the empowerment that SNS offers
by providing opportunities to overcome traditional barriers. Hussain and Ahmed
(2021) highlight how female entrepreneurs in emerging economies leverage SNS to
build businesses and achieve economic independence.

It is worth noting that social networking sites such as Facebook and Instagram have
emerged as indispensable platforms for business promotion and customer
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engagement. Kaplan and Haenlein (2010) state that social media platforms provide a
cost-effective avenue for marketing, allowing entrepreneurs to expand their reach and
cultivate customer relationships effectively. Furthermore, it is worth noting that
social networking sites play a significant role in enabling entrepreneurs to engage in
information sharing, networking, and collaboration, as highlighted by Treem and
Leonardi (2012).

2.3 Empowerment through Entrepreneurship: According to Duflo (2012), financial
independence is frequently identified as crucial in women's empowerment. The
pursuit of entrepreneurship presents women with a promising avenue to attain
financial independence, fostering self-assurance and bolstering their ability to make
informed choices (Coleman & Robb, 2009). Research by De Vita, Mari, and Poggesi
(2021) highlights that women entrepreneurs often achieve higher levels of income
and financial stability than their peers in traditional employment. This financial
independence enables them to make more autonomous decisions regarding their
personal and professional lives. Brush, Edelman, Manolova, and Welter (2022) found
that women entrepreneurs often become role models and mentors, challenging
traditional gender roles and inspiring others to pursue entrepreneurial ventures.
According to a study by Carter, Gartner, Shaver, and Gatewood (2023), these
psychological gains are crucial for sustaining entrepreneurial endeavors and
achieving long-term success. A study by Hechavarria, Renko, and Terjesen (2022)
underscores the importance of digital literacy and online presence for modern
entrepreneurs. Moreover, it is worth noting that entrepreneurship offers a valuable
opportunity for women to actively confront and question prevailing societal norms
and stereotypes, thereby facilitating their individual and occupational development
(Loscocco & Bird, 2012).

According to existing literature, social networking sites significantly impact the
emergence and growth of female entrepreneurs in Bangladesh. The aforementioned
platforms provide women with a convenient and economical avenue to initiate and
expand their enterprises, resulting in enhanced financial autonomy, heightened self-
assurance, and empowerment. With the increasing number of women engaging in
entrepreneurship via social media platforms, a promising opportunity exists for
substantial socio-economic transformation within the context of Bangladesh.

2.4 Research Framework: The theoretical framework functions as the bedrock of the
investigation, providing direction for the study's design, analysis, and interpretation.
This study's theoretical framework offers a conceptual perspective for examining the
phenomenon of women's empowerment through social media in Bangladesh. This
research will be guided by three important theories: Empowerment Theory, Social
Capital Theory, and Technology Acceptance Model (TAM). For the study, the
following theories will be utilized:
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o Empowerment Theory: The empowerment theory emphasizes the importance
of individuals making informed decisions and having a say in shaping their
lives and communities (Kabeer, 2005). This theory highlights the
significance of bolstering women's abilities, resources, and opportunities to
attain empowerment in different aspects of life.

e Social Capital Theory: Social capital theory highlights the significance of
social networks, relationships, and trust in enabling collective action and
community development (Putnam, 2000). This study will use social capital
theory to delve into how social media platforms facilitate the formation of
networks, collaboration, and the mobilization of support for gender equality
and women's empowerment.

e Technology Acceptance Model (TAM): The Technology Acceptance Model
(TAM) is centered around gaining insights into the factors that impact users'
technology acceptance and utilization (Davis, 1989). This study will utilize
TAM to investigate the factors that impact women's adoption and usage of
social media platforms for empowerment. These factors include perceived
usefulness, ease of use, and social influence.

By combining Empowerment Theory, Social Capital Theory, and the Technology
Acceptance Model (TAM), a comprehensive theoretical framework can be
established to analyze and comprehend the intricate dynamics of women's
empowerment through social media in Bangladesh. This theoretical framework will
provide a solid foundation for the research design, data collection, and analysis
processes, resulting in a thorough and thought-provoking exploration of the research
topic.

After conducting the necessary research, a structural model (Figure 1) has been
developed to examine the impact of social media on the aspirations of women
entrepreneurs in Bangladesh. The aim is to empower them in their business ventures
and overall lives.

[ Usage of Social Media

Successful Women
Entrepreneurs Empowered Women

Perceived Support from
Social Media for
Entrepreneurs

Figure 01 — The Theoretical Framework

Hi. There is a relationship between social media usage and Successful Women'’s
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Entrepreneurship.

H,. Perceived support from social media for Entrepreneurs has a positive
relationship with Successful Women’s Entrepreneurship.

Hs. There is a relationship between Successful Women’s Entrepreneurship and
women’s empowerment.

3. Methodology of the Study

3.1 Research Design: A combination of primary and secondary data sources was
utilized for the study. By conducting interviews and a small-scale survey, this
research study offers a comprehensive understanding of the various attributes
associated with women's entrepreneurship. This research project aims to provide
reliable and informative data on women's entrepreneurship to female entrepreneurs in
Bangladesh. This research aims to generate new and deeper understandings, insights,
and interpretations of the social networking domain and its various contexts by
adopting an interpretative stance. In addition, thoroughly examining the research
subject, materials, and data provides a subjective ontological viewpoint to the study.

The current study utilizes a mixed-methods design, incorporating qualitative and
quantitative methodologies. We have collected primary data by using semi-structured
and participant observation. Data were gathered for this research from the
Bangladesh Economic Review, the National Survey of SME Contribution in
Bangladesh, various government continuous surveys, pertinent books, papers,
articles, and journals, as well as the official website of the SME Foundation.

3.2 Sampling: The primary objectives of this research are to enhance comprehension
of women's economic empowerment through a comprehensive analysis of the
personal lives of accomplished female entrepreneurs in Bangladesh. Furthermore, the
researchers employ case studies to analyze the regulatory frameworks to promote a
business-friendly environment and evaluate the most successful strategies employed
by successful female entrepreneurs.

The research have considered to have employed judgmental sampling because it
focused on successful female business owners in Bangladesh. According to Saunders
et al. (2016), purposive sampling, also known as judgmental sampling, is the method
of selecting specific examples with the greatest potential to address research inquiries
and achieve objectives based on personal judgment.

3.3 Measurement: Nevertheless, the study focused on female entrepreneurs in
Bangladesh as its target population. Data from both online and face-to-face surveys
were collected using a structured approach to gather information on independent and
dependent variables. A total of 150 entrepreneurs who are running online businesses
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were surveyed. Approximately 135 women entrepreneurs participated in the study,
accounting for a response rate of 90%. The independent variables in this study
include the perceived support from social media, usage frequency of social media,
social capital, and perceived ease of use. The dependent variable, on the other hand,
is women's empowerment. Control variables include demographic variables and
internet access. Comments were evaluated using a five-point scale, ranging from
"1=strongly disagree" to "5=strongly agree."

3.4 Statistical Analysis: The data will be analyzed using a combination of qualitative
and quantitative research methods, as outlined in the table below:

Table 1: Research tools based on objectives.

Objectives Quialitative/ Quantitative Research
Tools

a) Determine the approaches utilized by | Descriptive Statistics through SPSS
female entrepreneurs

b) Tracking the relationship between Regression Analysis
the usage of social media and
Successful women's Entrepreneurship

¢) Perceived Support of social media as | Regression Analysis.
a catalyst for Successful women's
entrepreneurship

d) Assess the relationship between Regression Analysis.
successful women entrepreneurship and
women empowerment

3.5 Ethical Considerations:

o Informed Consent: As a researcher, it is important to ensure that participants
are fully informed about the purpose of the study, their rights, and the
confidentiality of their responses. Therefore, participants will be provided
with this information before obtaining their informed consent.

¢ Anonymity and Confidentiality: The collected data will be treated with strict
confidentiality, and the participants' identities will be anonymized to protect
their privacy and ensure confidentiality.

4. Findings and Analysis

4.1 Demographic Information Analysis: The survey data provides valuable insights
into entrepreneurs' demographics, social networking habits, and business strategies.
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Regarding demographic information, a significant proportion of respondents fall
between the ages of 25 to less than 35 (42.22%), and a majority hold an Honor's
degree (45.93%). Most entrepreneurs have between 1 to less than 10 years of
experience (47.41%) and primarily operate online businesses (68.89%). Regarding
monthly revenue, many entrepreneurs earn more than 50 thousand (45.19%).
Regarding social networking, Facebook is the most frequently used platform
(67.41%), followed by TikTok (61.48%) and Instagram (54.07%). A majority of
entrepreneurs post business-related content daily (69.63%) and employ influencer
collaborations (60%) and paid advertising (53.33%) as their primary social media
marketing strategies. All respondents utilize e-commerce features on social media
platforms. Additionally, most entrepreneurs have between 100,000 and less than
1,500,000 contacts/followers on social networking sites (37.78%). Overall, the data
underscores the growing reliance on digital platforms among entrepreneurs for
business operations, marketing, and networking.

Table 02- Statistics Descriptive
No. Total Sample Response %

Demographic Information:

1. Age
(a) Between 20 and less than 25 26 19.26%
(b) Between 25 and less than 35 57 42.22%
(c) Between 35 and less than 45 43 31.85%
(d) More than 45 09 6.67%
2. Educational Qualification
(@) SSC and below 17 12.59%
(b) HSC 43 31.85%
(c) Honor’s 61 45.93%
(d) Masters 9 6.67%
(e) above 5 3.70%
3. Years of Experience as an Entrepreneur
(a) Between 1 year and less than 05 years 59 43.70%
(b) Between 05 and less than 10 years 64 47.41%
(c) Between 10 and less than 15 12 8.89%
(d) More than 15 0 0%

4. Type of Business
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(@) only online business 93
(b) online along with offline operations 42

Monthly Revenue from Business

(@) Between 10 thousand and less than 7
20

(b) Between 20 thousand and less than 13
30

(c) Between 30 thousand and less than 23
40

(d) Between 40 thousand and less than 31
50

() More than 50 61

Social Networking Usage

Social media sites that you use frequently-

(@) Facebook 91
(b) Instagram 73
(c) Tik Tok 83
(d) Twitter 2
(e) WhatsApp 64
() YouTube 43
(g IMO 26
(h) Others 0

How frequently do you post content related
to your business on social media?

a) Daily 94
b)  Weekly 37
¢) Monthly 4
d) Rarely 0
Approaches Utilized for Business
Expansion

Which social media marketing strategies do
you employ?

a) Paid advertising 72

b)  Influencer collaborations 81

Rahman and Hossain

68.89%
31.11%

5.19%

9.63%

17.04%

22.96%

45.19%

67.41%
54.07%
61.48%
1.48%
47.41%
31.85%
19.26%
0%

69.63%
27.41%
2.96%
0%

53.33%
60%
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c)  Content marketing (blogs, videos, 53 39.26%
etc.)
d)  Customer engagement (polls, Q&A 7 5.19%
sessions, etc.)
e) Others 0 0%
Do you use any e-commerce features on
social media platforms (e.g., Facebook
Marketplace, Instagram Shopping)?
1) Yes 135 100%
2)  No 0 0%
Number of contacts/friends/followers 78 33.19%
having on S.N.S
a) Lessthan 1000 followers 7 5.19%
b)  Between 1000 and less than 50000 35 25.93%
c) Between 50000 friends and less than 23 17.04%
100000
d) Between 100000 and less than 51 37.78%
1500000
e)  More than 1500000 19 14.08%

Table 03- Descriptive Statistics

The survey employed in this study consisted of two separate components. The
minimum and maximum values are within the range of 1 to 5. In addition, Table 3
displays the number of responses for each individual item. The mean values for each
component fall within the range of 3.11 to 4.65. The range of potential values for the
standard deviation is observed to be between 0.719 and 1.235.

[N | Min | Max | Mean | std

Section 1: Reasons for Using Social Media as an Entrepreneur

1.

It is easier for women to start a business
using social networking sites compared to
traditional methods.

135 |1 5 4.43 0.776

Social networking sites provide a user-
friendly platform for female entrepreneurs.

135 |1 5 419 | 0.987

Social networking sites allow women to
maintain a better work-life balance.

133 | 1 5 3.89 | 0.921

Starting a business through social
networking sites requires a comparatively

106 | 1 5 3.87 1.106
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smaller investment.

5. | My business on social media yields | 117 | 1 5 3.19 | 0.871
maximum profit with low manpower.

Section 2: Utilization of social media for Business Expansion

6. | Social networking sites have been effective | 135 | 1 5 425 | 0.763
in promoting my business.

7. | I actively engage with customers through | 129 | 1 5 449 | 0.961
social media to understand their needs and
preferences.

8. | Social media platforms have helped me | 109 | 1 5 4.18 0.921
reach a wider audience beyond Dhaka.

9. |l use social media to showcase my | 117 | 1 5 4.56 0.745
products/services and attract potential
customers.

10. | Utilizing social media can be an effective | 123 | 1 5 414 | 0.786
way to engage with both new and returning
customers.

11. | Getting started with social media. 127 | 1 5 3.76 | 0.956

12. | Converting social media followers into | 122 | 1 5 391 | 00911
customers is possible

13. | Sharing fresh content about a product or | 118 | 1 5 3.23 1.235
service on social networks is a breeze and
doesn't break the bank.

14. | Female entrepreneurs can maximize their | 135 | 1 5 311 | 1021
profits by utilizing social networking sites,
which require minimal manpower.

15. | Entrepreneurship  growth  has  been | 112 | 1 5 3.21 0.971
revolutionized by the emergence of social
media.

Section 3: Obstacles Encountered in Leveraging social media

16. | Limited technical knowledge is a barrier to | 113 | 1 5 3.91 1.112
effectively using social media for my
business.

17. | Managing negative comments or reviewson | 119 | 1 5 3.87 | 0.873
social media is challenging.

18. | Lack of resources (time, money) hinders my | 127 | 1 5 3.62 | 0.915
ability to maintain an active social media
presence.

19. | Competition on social media makes it | 128 | 1 5 347 | 0.843
difficult to stand out and attract customers.

Section 4: Influence of Social Networking
Platforms on Professional and Personal
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Growth

20. | Social media has contributed to my | 129 | 1 5 4.65 | 0.781
professional  growth by  providing
networking opportunities.

21. | Engaging with other entrepreneurs on social | 127 | 1 5 438 | 0.753
media has helped me gain valuable insights
and knowledge.

22. | Social media has boosted my confidence in | 111 | 1 5 451 0.869
running and expanding my business.

Section 5: Women's Empowerment through social media

23. | Social media platforms have played a | 131 | 1 5 421 0.917
significant role in empowering women
entrepreneurs in Bangladesh.

24. | Owning a business on social media has | 100 | 1 5 3.62 | 0.819
provided women with more financial
independence.

25. | Social networking sites have helped me | 117 | 1 5 3.78 0.719
gain financial independence.

26. | Social media platforms have enhanced my | 123 | 1 5 3.39 | 0.937
decision-making confidence.

27. | Social networking sites have been crucial in | 126 | 1 5 458 | 0.951
empowering me as a female entrepreneur.

28. | | feel more empowered in every sense due | 133 | 1 5 3.23 0.873
to my engagement in social media-based
entrepreneurship.

Section 6: Rise of Female Entrepreneurship in Bangladesh

29. | There has been a noticeable increase in the | 123 | 1 5 3.39 0.937
number of female entrepreneurs in
Bangladesh due to social media.

30. | Social media has provided women the tools | 131 | 1 5 3.21 | 0.926
and resources to start their businesses more
easily.

The survey data provides insights into the perceptions and experiences of female
entrepreneurs in Bangladesh regarding using social media for business. In the section
focusing on reasons for using social media as an entrepreneur, the respondents
largely agreed that social networking sites offer advantages such as ease of starting a
business (Mean = 4.43) and providing a user-friendly platform (Mean = 4.19).
Moreover, social media facilitated a better work-life balance (Mean = 3.89) and
required smaller initial investments (Mean = 3.87). Regarding utilizing social media
for business expansion, the respondents reported high levels of engagement with
customers to understand their needs (Mean = 4.49) and showcasing products/services
to attract potential customers (Mean = 4.56). However, managing negative comments
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or reviews (Mean = 3.87) and resource constraints like time and money (Mean =
3.62) were cited as significant obstacles. Interestingly, social media was perceived to
have a positive influence on both professional growth (Mean = 4.65) and women's
empowerment (Mean = 4.21), with many respondents attributing increased financial
independence to their online businesses (Mean = 3.62). Despite these benefits,
respondents noted challenges in standing out due to competition on social media
(Mean = 3.47) and the need for improved technical knowledge (Mean = 3.91).
Overall, the data underscores the growing significance of social media in fostering
female entrepreneurship in Bangladesh while highlighting areas for improvement and
support.

Table 04- Reliability Analysis

S/. Constructs N Number of Items Cronbach’s
Alpha
1. | Perceived Support of 135 10 0.876
Social Networking Sites
2. | Successful Women 135 2 0.776
Entrepreneurship
3. | Women Empowerment 135 9 0.793

Conducting a reliability analysis is essential for researchers to ensure the consistency
and accuracy of their measures. The values in Table 4 indicate a range of Cronbach's
alpha coefficients, ranging from 0.776 to 0.876. It can be considered reliable when
the value is approximately equal to 1. The Cronbach's alpha values for the different
measures were calculated to be 0.776 for support from SNS, 0.876 for attitude and
confidence in entrepreneurship, and 0.816 for entrepreneurial intent. The study
findings demonstrate statistical significance at the 0.01 and 0.05 levels. The
Cronbach alpha is displayed in the diagonal with brackets.

Table 5-Regression Analysis for Hypothesis Tests
Entrepreneurship Intention is a dependent variable.

Regression Coefficients

Predictors Beta SE R R? Adjusted | t-test | F Sig.

R? F
Perceived support | 0.73 0.69 | 0.57 | 0.37 | 0.47 2.87 2.43 | 0.01
from SNS
Successful 0.83 0.87 | 0.73 | 0.49 | 0.43 3.1 9.66 | 0.01
women
entrepreneurship
Women 0.63 0.69 | 0.67 | 0.33 | 0.31 2.23 7.59 | 0.02
Empowerment
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ANOVA Test
Df F-test Significance F
Regression 3 128.59 0.000
Residual 123
Total 125
Regression Statistics
Multiple R 0.81 Adjusted R? | 0.39
R? 0.46 Standard 1.0012
Error

The regression analysis conducted aimed to examine the factors influencing
entrepreneurship Success, with the dependent variable being women’s empowerment.
The study examined three predictors: perceived support from Social Networking
Sites (SNS), successful women entrepreneurship, and women empowerment. The
findings indicate that all three predictors made a significant contribution in
explaining the variability in entrepreneurship intention. The results indicate that there
is a positive relationship between perceived support from social networking sites
(SNS) and entrepreneurship intention. The beta coefficient for perceived support
from SNS was 0.73 (t=2.87, p=0.01). The beta coefficient for successful women
entrepreneurship was found to be 0.83 (t=3.11, p=0.01), indicating a significant and
positive relationship with entrepreneurship intention. The results of the study indicate
that there is a positive relationship between women empowerment and
entrepreneurship intention. The beta coefficient for this relationship is 0.63, which
suggests a moderate effect size. The t-value of 2.23 indicates that the relationship is
statistically significant, with a p-value of 0.02. The overall model was found to be
statistically significant (F(3, 123) = 128.59, p<0.000), indicating that it explains 37%
of the variance in entrepreneurship intention. The multiple R value of 0.81 suggests a
strong relationship between the predictors and the dependent variable. The adjusted
R2 value obtained in this study was 0.39, indicating that around 39% of the
variability in entrepreneurship intention could be explained by the predictors
included in the model. The findings highlight the significance of perceived support
from social networking sites (SNS), the success of women entrepreneurship, and
women empowerment in shaping individuals' intentions towards entrepreneurship.

The coefficient is not statistically significant at the 1% level. The regression analysis
results presented in Table No.6 demonstrate the correlation between the frequency of
social media usage and the success of women entrepreneurship. The correlation
between social media use and successful women entrepreneurship was calculated to
be 0.63. A positive effect of less than 1% is considered statistically significant in our
research. The influence of the variable of frequency of social media usage is
significant, as evidenced by the Adjusted R2 value of 0.46 and the F test result of
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128.59. These results provide support for the hypothesis in its entirety. The primary
finding of the study indicates that business owners possess a comprehension of the
significance of social media and networks in terms of nurturing relationships with
clients and partners, as well as enhancing the global visibility of their brand.
Ultimately, this study suggests that there is a positive correlation between
encouraging business owners to improve their standards and the production of
higher-quality goods. The analysis of the data indicates that there is a positive
correlation between the level of support provided by social media platforms for
entrepreneurship and the subsequent success of entrepreneurial behaviour. When it
comes to launching a product, social media is invaluable for researchers since it not
only helps spread the word but also provides a forum for collecting immediate
consumer feedback.

The analysis of variance indicates that the approach exhibits a high level of statistical
validity (F = 128.59). The results of the regression analysis indicate that the
theoretical model has a moderate level of predictive power. Specifically, the
attributes of Entrepreneurship Intention explain 46% of the variance in Social Media
Support (adjusted R-square = 0.46). The results of the preceding table indicate that
all three of the predictors used in the regression analysis are statistically significant.
The primary factor that had the most significant impact was the student's aspiration to
become an entrepreneur. This was closely followed by the student's level of
engagement with social media and their perception of the support they received from
it. It was assumed that all three of these associations would have positive effects.
Based on the regression findings, it was determined that H1, H2, and H3 were all
supported.

4.2 Hypotheses Testing

Hypothesis 1: There is a relationship between social media usage and Successful
Women’s Entrepreneurship.

Based on the statistical data, our research findings indicate a robust and statistically
significant correlation (p < 0.01) between the frequency of social networking site
(SNS) usage and entrepreneurial attitude and confidence. A straightforward
regression analysis was conducted to investigate the associations between confidence
and entrepreneurial mentality, as depicted in the table.

Research has revealed that there is a significant correlation between the usage of
social media and the success of female entrepreneurs. This finding is supported by a
significance level of 0.01, indicating that a positive beta coefficient of 2.43 is
statistically significant. Based on the updated R2 value, it can be concluded that
entrepreneurial attitude and confidence account for 47% of the variability in the
frequency of social networking site (SNS) utilization. The results of the correlation
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analysis support these findings. The validity of the hypothesis can be deduced from
the available evidence.

Hypothesis 2: Perceived support from social media for Entrepreneurs has a positive
relationship with Successful Women’s Entrepreneurship.

The findings of this study demonstrate a clear and statistically significant correlation
between Perceived support from Social Networking Sites (SNS) for Entrepreneurs
and Successful entrepreneurship. The correlation is positive and strong, suggesting
that a higher level of perceived support from SNS is associated with greater success
in entrepreneurship. A regression analysis examined the relationship between
perceived assistance from social networking sites (SNS) and successful women
entrepreneurship.

The study's findings indicate that perceived support from social networking sites
(SNS) significantly and positively affects entrepreneurial attitude and confidence (F
= 9.66 at 0.01). Furthermore, our observations indicate that the perceived support
from social networking sites (SNS) positively impacts the variable Beta. According
to the adjusted R2 statistic, it can be inferred that 43% of the variation in perceived
support from social networking sites (SNS) can be explained by entrepreneurial
mentality and confidence. The researcher verifies these findings by conducting a
correlation analysis. Based on the evidence, it is reasonable to conclude that the
hypothesis is accurate.

Hypothesis 3: There is a relationship between Successful Women’s Entrepreneurship
and women’s empowerment.

The findings of this study indicate a significant and robust correlation (R=0.61)
between entrepreneurial confidence and entrepreneurial intention, at a significance
level of 0.05. Through the utilization of fundamental regression analysis, our research
also uncovered a strong correlation between successful female entrepreneurs and
women's empowerment. Our research has discovered a significant positive
correlation between entrepreneurial confidence and both entrepreneurial desire and
Beta (F = 7.59, p < 0.02). The revised R2 value suggests that the variables associated
with entrepreneurial intention account for 31% of the variability in entrepreneurial
confidence. Based on the correlation analysis provided below, the hypothesis is
supported as the results table aligns with the data.

Table 06- Successful Women Entrepreneurship/ Women Empowerment

Specifics Mean Std. Dev | 1 2 3

Successful Women 3.17 0.17 (0.873
Entrepreneurship

Women Empowerment 3.43 0.47 *0.59 **0.61 | (0.77)
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Study Significant at the **0.01 and *0.05 levels; Cronbach alpha is indicated in the
diagonal by parenthesis.

The survey data in Table (06) analyses the relationship between successful women
entrepreneurship and women empowerment from a researcher's perspective. The
research findings suggest that the average score for successful women
entrepreneurship is 3.17, with a standard deviation of 0.17. On the other hand, the
average score for women empowerment is slightly higher, measuring at 3.43, with a
standard deviation of 0.47. Research shows evidence of a positive association
between the characteristics of women empowerment and successful women
entrepreneurship. According to our research, the correlation coefficient between
women empowerment and successful women entrepreneurship is 0.59, suggesting a
moderate to strong association. Furthermore, it is worth noting that women
empowerment demonstrates a correlation coefficient of 0.61 with itself, indicating a
substantial and reliable relationship. The Cronbach's alpha values, which indicate the
reliability of the survey items, are denoted in the diagonal with brackets. The study
revealed statistically significant associations at the 0.01 and 0.05 significance levels,
indicated by ** and *, respectively. The evidence suggests that there is a positive
correlation between successful women entrepreneurship and women empowerment.
This highlights the significance of empowering women to cultivate entrepreneurial
success.

5. Conclusion

The rise of female entrepreneurs in Bangladesh, particularly in Dhaka, showcases the
significant influence of social networking sites in fostering empowerment. These
platforms have made it easier for women to participate in entrepreneurial activities by
providing accessibility, cost-effectiveness, and flexibility. As a result, the obstacles
that hinder women's engagement in this domain have been effectively reduced. The
mentioned change not only plays a role in achieving financial independence, but it
also has the potential to boost self-confidence, improve decision-making skills, and
empower women in general. The success of women in Bangladesh's thriving
economy is apparent in their skillful management of work-life equilibrium, achieving
impressive results with minimal resources and manpower, and maximizing profits.
Women have been recognized as crucial contributors to the country's economic
development. With the increasing use of social networking sites by women in
Bangladesh for business expansion, there is a positive outlook for the growth of
female entrepreneurship in the country. In summary, social media platforms have
evolved into essential resources for entrepreneurs in Bangladesh, with a particular
emphasis on women. The integration of digital technologies and the implementation
of successful social media tactics can substantially bolster the expansion and
prosperity of enterprises led by women. Facilitating the access of women
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entrepreneurs to essential resources and support can foster an entrepreneurial
ecosystem that is more comprehensive and flourishing, thereby empowering them.

5.1 Recommendations

Improve Digital Skills: Entrepreneurs should focus on developing their
digital skills to fully utilize social media platforms for business expansion.
Training programs and workshops on social media marketing can provide
valuable insights and skills.

Emphasize Customer Engagement: Entrepreneurs should prioritize customer
engagement by utilizing interactive content and personalized marketing
strategies. This will help foster strong relationships and cultivate customer
loyalty.

Online Reputation Management: Entrepreneurs must skillfully handle any
negative comments or reviews they receive on social media platforms.
Developing a strong online reputation management strategy is crucial for
preserving a favorable brand image.

Advocate for Women Empowerment: Efforts focused on empowering women
through education, training, and providing access to resources can greatly
bolster women's entrepreneurship. Working together with organizations and
government bodies can foster a supportive environment for women
entrepreneurs.

Partner with Influencers: Entrepreneurs can form partnerships with
influencers and leverage influencer marketing to expand their reach and
increase brand visibility.

Stay on top of Performance: Consistently monitoring and analyzing social
media performance can offer valuable insights into customer preferences,
trends, and growth opportunities. By leveraging analytics tools,
entrepreneurs can gain valuable insights to make well-informed decisions
and enhance their social media strategies.

Promote Networking: Building connections is crucial for business success.
Entrepreneurs can benefit from attending networking events, joining industry
groups, and establishing connections with colleagues, mentors, and potential
collaborators.

Advocating for Positive Change: Policymakers must develop and implement
policies and initiatives that foster an environment conducive to women's
entrepreneurship. This includes ensuring access to funding and creating
opportunities for gender equality within the business ecosystem.
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