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ABSTRACT

This article examines the effect of perception of women entrepreneurs on adopting social
media platforms and how the socio-cultural and financial challenges are moderating this effect.
For this purpose, women entrepreneurs from Jeddah, Riyadh, and Khobar were approached, and
253 responses were gathered. For the empirical analysis purpose, confirmatory factor analysis
(CFA) and structural equation modelling (SEM) was carried out. The outcomes of the study have
suggested that only financial challenges moderate the relation of perception of women
entrepreneurs with the implementation of social media. It is found that socio-cultural positively
but insignificantly moderates the effect of perception of women entrepreneurs on the adoption of
social media, but financial challenges affect positively and significantly. In this regard, the study
also provides implications for policymakers.
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INTRODUCTION

Over the centuries, Saudi Arabia has maintained a culture that is based on the aspects of
feudalist, religious, and traditional morals. Such societies are considered to be strongly
patriarchal, where the rights of women are practised at minimal levels (Ahmad, 2011; Alturki &
Braswell, 2010; Sadi & Al-Ghazali, 2010). However, the role of women has generally focused
on a child brought up and reserving to the homes. Considering the strict patriarchy in the
country, the change has been taken place, and the change is known to be dramatic as the
traditional norms of the society are changing in the country (Danish & Smith, 2012; Naguib &
Jamali, 2015). According to the article of Minkus-McKenna (2009), it has been highlighted that
diversity, information, and change are considered as the main actors of the present society, and
hence this era is known to be the age of innovation, technology, and information. Within the
scope of technological innovation, the conditions of the competition mainly require restructuring
at different stages of life.

Arabian Business Global (2019) reported that in Saudi Arabia, 600,000 women were
recruited as a workforce in both the private and public sectors in the first quarter of 2019. The
study further evaluated the growth rate and asserted that the turnover is 282% within a year.
However, when it comes to businesses registered under the name of women in Kingdom of Saudi
Arabia (KSA), Al-Kwifi et al. (2020) quoted the annual business statistics in Saudi Arabia by
mentioning that there are only 4% businesses named under women whereas, remaining 96%
businesses are registered under the name of men. Concerning the statistics, it is deemed that
governmental initiatives are needed to break these stereotypes as women are considered as
unfeasible for owning businesses in KSA (Arab News, 2017). In furtherance, another report of
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Arabian Business Global (2019a) has highlighted that Vision 2030 is introducing women to the
new dimensions and levels of economic empowerment and leadership.

The growing number of entrepreneurial activities in Saudi Arabia by women in recent
years is a new indication of the success that women are achieving in diversified fields. A study
conducted by Naguib & Jamali (2015) highlighted that the small businesses owned by women
are successful due to the effective implementation of social media, which is helping them in
reaching out to their customers. Furthermore, the facts presented in the report of Saudi Gazette
(2018), which highlighted that women in the Business Network Platforms launched by Small and
Medium Enterprise General Authority (Monshaat), had held different women entrepreneurs with
the innovative fields. An ideal situation is provided to the women entrepreneurs of Saudi Arabia
by the platform which is mainly for women entrepreneurs that belong to different fields like
technology, development, and services which helps in building a proper vision of
entrepreneurship in Saudi Arabia leading to economic development (Danish & Smith, 2012).
However, only a handful of studies have focused on evaluating the challenges of adopting social
media encountered by women entrepreneurs of KSA. Hence, this research intends to examine the
views of female entrepreneurs regarding challenges and issues they are facing along with the
strategies used to overcome them that mainly relates to the adoption of social media. The central
gap identified in the study is based on the fact that there are no ample studies carried out, which
can mainly focus on women entrepreneurship in Saudi Arabia, along with their adoption of
social media platforms. Previous researches that are carried in the context of Saudi Arabia are
mainly related to women entrepreneurship, whereas there are traditional approaches that are
proposed in previous researches. No previous researches have focused on the use of social media
platforms in women entrepreneurship especially, in the context of KSA. This research mainly
focuses on the adoption of social media channels. The focus is on the problem that the women in
Saudi Arabia are not provided with equal opportunities and rights; therefore, they could practice
and implement their business ideas. Also, it is imperative to say that social media provides many
opportunities for women entrepreneurs to establish their business and get success in the market.
Therefore, reflecting on the problem, the objectives of the study are designed as,

1. To evaluate the significance of women entrepreneurship in Saudi Arabia.
2. Toidentify the challenges of women entrepreneurship and the adoption of social media in Saudi Arabia.

3. To evaluate the perception of women entrepreneurs about the strategies and challenges concerning the
adoption of social media in Saudi Arabia.

The research question which has been set of this research paper is as,

Q. What are the perceptions of women entrepreneurs about the strategies and challenges
about the adoption of social media in Saudi Arabia?

The paper continues by setting up writing literature for understanding key ideas relating
to female entrepreneurship. The sample consists of women entrepreneurs who are operating their
business, both physical and through online channels in Jeddah, Riyadh, and Khobar. In
particular, the study has also focused on investigating both socio-cultural and financial
challenges along with the constraints faced coupled with strategies that can be used for improved
adoption of social media.
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LITERATURE REVIEW
Women Entrepreneurs

Globally, the concept of entrepreneurship is commonly recognised as the most crucial
segment for the country’s economic growth. Notably, countries that are going through a
transition period are more likely to gain some important outcomes from entrepreneurship in
terms of generating more jobs and enhancing the well-being of citizens (Paul & Shrivatava,
2016; Caputo et al., 2016). In this regard, female entrepreneurs have brought some useful and
concrete ideas that foster economic development, growth, and employment. The study carried
out by (Sarkar, 2017), defines women entrepreneurs as those women who possess professional
skills and specific financial capacities, or women who also practised training in those specific
areas. Moreover, women entrepreneurship is considered a stride towards uniformity and an
essential source of poverty alleviation in a country (Aslam et al., 2013; Paoloni et al., 2018).

As per the study of Hashmi (2019), over the years women have shown noticeable
progress in the economic growth; however, their overall impact towards the economy is still
considered to be moderate as only 37% of all the global firms are owned by women’s, and the
leadership positions that women hold is only 18% of the overall enterprises (Gashi & Gashi,
2019). Following the same study, the global earnings to women are predicted to rise from $13
trillion to $ 18 trillion in the next five years. Therefore, economies need to pay close attention to
women and encourage them to exploit their capabilities for strengthening the economic position
of the country. In the current situation, the concept of women empowerment is not just limited to
developing job opportunities for them, but it requires women to set up their businesses to more
opportunities for the sake of social and economic development (Sangolagi & Alagawadi, 2016).
Countries are looking for opportunities for female entrepreneurs to start-up their businesses
because of the significant potential that women hold among themselves, which is being reflected
from the achievements that they make either in education, sports, or even in the business sector.

Challenges Faced by Women Entrepreneurs

Regardless of the enormous recognition that women entrepreneurs have received for their
contribution to different economic activities, the growth in the numbers of women entrepreneurs
has still stayed significantly restrained (Moses et al., 2016). Generally, women entrepreneurs are
dealt with several operational and social constraint, which continues to confine them from
initiating and running economic enterprises (Raghuvanshi et al., 2017). In a male-dominant
business environment, women entrepreneurs have found it challenging to attain their full
potential due to the immeasurable restrictions and limitations they experience while setting up
practical business ventures. The challenges that women entrepreneurs faced are mainly revolved
around financial and socio-cultural challenges (Mauchi, 2014; Ghiat, 2014). Similarly, in the
context of Saudi Arabia, women entrepreneurs are exposed to several challenges that hinder their
abilities to start and run their business operations. Based on Islamic laws interpretation, the
government of KSA has traditionally put several limitations on women about their profession
and their rights to run their own business (Basaffar et al., 2018). However, it has also been
discussed through the findings of Moshashai et al. (2018), the government of KSA is now
undergoing structural changes in the majority of its policies or reforms. It can be stated that the
government has now realised the importance of women empowerment and the role they can play
in different sectors, including the business sector. Besides all these initiatives and development

3 1528-2651-23-5-623

Citation Information: Igbal, T. (2020). Understanding the perception of women entrepreneurs and their adoption of social media:
Strategies and challenges in the kingdom of Saudi Arabia. Journal of Entrepreneurship Education, 23(5).



Journal of Entrepreneurship Education Volume 23, Issue 5, 2020

that has taken place in the current era, the intervention of women and their extended role in
different sector is still a debate in the low conservative KSA’s societies (Samara et al., 2015).
According to Islam (2014), the government of KSA has focused on empowering women and is
devoted to giving rights to women that Islam as a religion has provided. However, there is still a
considerable debate among Saudi academician that whether the government policies and reforms
are inspired by religion or there are social and cultural norms that are creating hurdles and
restrictions for women in the social and financial terms.

The lack of capital or financial challenge has been identified as the major challenges that
are women entrepreneurs faced around the world (Thieu et al., 2017; Goel & Rajkumar, 2018).
Women entrepreneurs mostly end up losing their businesses not due to the failure of the
business, but mainly because of financial constraints. Moreover, under the study carried out by
Anggadwita et al. (2017), women entrepreneurs have faced more challenges from prevailing
socio-cultural issues, which are mostly linked with societal structure and cultural expectations
like attitudes, gender roles, etc. Notably, in the context of developing nation’s women,
entrepreneurs are dealt with several challenges, which are associated with negative social
attitudes occurring from forcefully entrenched biased cultural norms, values, and practices
(Panda, 2018). Following the report of Kinninmont & Kinninmont (2017), 90% of the
respondents from Saudi Arabia is agreed with the statement, which states that Arab leaders
should need to put more effort to enhance human rights and personal freedom of women (Figure
1). This implies that KSA is not fully exploiting the skills of their women entrepreneurs, and
their women’s entrepreneurs are still exposed to several challenges.
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FIGURE 1
VISION 2030 AND SAUDI ARABIA’S SOCIAL CONTRACT AUSTERITY AND
TRANSFORMATION

Based on the overall review of previous literature, the following hypotheses are
developed for this study:
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H1: Financial challenges moderates the relationship between social media usage and perception
of women entrepreneurs.

H2: Socio-culture challenges moderate the relationship between social media usage and
perception of women entrepreneurs.

Importance of Social Media in Women Entrepreneurship

The applications and platforms of social media are viewed as an important tool for
entrepreneurship, which allows entrepreneurs to realise the opportunities and changes in business
formation through communications and interactions with peers on different networks (Rai &
Sijariya, 2020). These platforms have open up opportunities for entrepreneurs to quickly reach
out to their target audience and improve the competitiveness of their business (Ameen & Willis,
2016). Similarly, for women entrepreneurs, the usage of social media platforms plays a crucial
role in overcoming financial barriers, which are considered to be a key barrier amongst women
entrepreneurs (Cesaroni et al., 2017). Similarly, in the context of KSA, the usage of social media
holds colossal importance for women entrepreneurs, as it enables them to overcome cultural and
regulatory complications for setting up physical shops (Dahari et al., 2019). The introduction of
social media platforms allows the entrepreneurs to save high costs, especially for women it is
more appealing as it enables them to achieve their desired business goals while managing their
personal lives by being close to their family members.

According to Damanhouri (2017), social media has also enabled women, entrepreneurs,
to identify entrepreneurial opportunities through online selling. The low operating cost and
investment that is associated with social media start-ups is another crucial aspect that encourages
women to run their businesses. Moreover, the limited complications for new start-up through
social media is another key benefit for women entrepreneurs, as it does not require any
significant level of technological understanding (Al-Arfaj & Solaiman, 2019). Therefore, the
usage of social media carries out immense importance for women entrepreneurs to overcome
some of the significant challenges.

Perception of Women Entrepreneurs Regarding Effective Social Media Usage

In the current business environment, social media platforms are perceived as an essential
measure of entrepreneurship activities, which provides women entrepreneurs with an opportunity
for business growth (Mack et al., 2017). As per the study of Beninger et al., (2016), most of the
women entrepreneurs view Facebook as an essential tool, which allows them to manage the right
balance between family and networking life.

In the context of Saudi Arab, the usage of social media has gained massive popularity
amongst women entrepreneurs and has been perceived as a useful source for overcoming social
restrictions that are imposed on women entrepreneurs. As per the report of Assaf (2017), a wide
array of women entrepreneurs is utilising different social media platforms to carry out their
business activities. Following the same report, in KSA, ‘Insta-businesses’ is viewed as a major
source of economic independence for women, and also a part of an informal economy. Similarly,
several studies (Geng & Oksiiz, 2015; Al-Haidari, 2017) have revealed the positive attitude of
women entrepreneurs towards the usage of social media channels, as they perceive social media
platforms as a useful way for instant messaging, low-cost information disclosure, and an
effective way to overcome socio-cultural and financial restrictions. Moreover, the component of
flexibility is heartily welcomed by women entrepreneurs, as social media allows women to
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effectively manage their businesses along with their family responsibilities (Gavino et al., 2019).
Conclusively, as per the review of previous literature, the positive perception of women

entrepreneurs has been found regarding the adoption of social media usage. In this regard, the
following hypothesis can be deduced:

H3: There is a significant effect of the perception of women entrepreneurs on the adoption of
social media.

Conceptual Framework

Explained in below Figure 2

Challenges
® Financial
Challenges
®*  Socio-
Cultural
Challenges

Perception of
Women
Entrepreneurs

Adoption of
Social Media

FIGURE 2
CONCEPTUAL FRAMEWORK OF THE STUDY

METHODS

Participants

A total of 300 women entrepreneurs from Jeddah, Riyadh, and Khobar, the kingdom of
Saudi Arabia, took part in the survey process. Here, it becomes essential to mention that the
survey questionnaire was provided via email and through social media channel Facebook. As a
result, the researcher was able to assess the desired respondents; meanwhile, the age group of the
respondents was observed as 25 to 36 years old. All participants were informed about the context
of the study to make them understand the purpose of the survey. Similarly, participants were also
briefed that their participation in the study was voluntary, and they can also opt-out any time
without any permission. Therefore, a total of 253 correct and appropriate responses were
gathered that could be used for the empirical evidence, so the response rate of the study was
84.33%. This sample size is an appropriate sample to conduct a survey where few scholars, such
as Yu-TeTu & Hsu (2013) has used a sample smaller than the present study. Therefore, a
response rate of 84.33% is better, along with the sample size of 253.
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Procedure

The targeted sample size of the study was 300; however, some of the questionnaires were
not appropriately filled, and some questionnaires were intentionally left by participants.
Meanwhile, some of the participants had spent very little time to attempt the questionnaire.
Therefore, it was determined that any participant completing the questionnaire within three
minutes would be considered invalid, given that the questionnaire contained in-depth questions
that require the real attention of entrepreneurs that should be reflected in their response. Despite
being told that their participation is voluntary, but some of them filled the questionnaire in less
than three minutes, and their exclusion was also necessary from the data to ensure data contains
real measurable sense and makes analysis right. It has also been used by various scholars in their
studies, such as McPeake et al. (2014) and Liu & Wronski (2018). The authors had determined a
time threshold that each respondent must pass, where minimum time spending was set at as low
as possible, and it was also determined that length and difficulty of the survey were negatively
associated with the response rate. In this regard, in the following study, a minimum of 5 minutes
was considered as a cut-off, and no upper limit was determined to ensure that the provided
questionnaire is appropriately filled by each respondent irrespective of the time constraint (Saleh
& Bista, 2017). In this sense, this approach eventually benefited from improving the quality of
the survey process as respondents were provided with the questionnaire without any limitation so
they could contribute to the theoretical and practical innovation more adequately. As discussed,
the questionnaires were provided in Jeddah, Riyadh, and Khobar among the entrepreneurs of
various business divisions. However, there can be an identified number of businesses that are
owned by women, especially in these cities.

Therefore, the researcher followed the non-probability sampling technique to support the
survey process. Regarding the findings of Taherdoost (2016), a non-probability sampling
technique is considered to be an effective sampling technique that authorises researchers to take
the proportion of population instead of the entire population. Irrespective of the drawbacks of
this sampling technique in lights of generalisability and related issues, the technique is vitally
crucial in presenting and predicting the viewpoint of the entire population based on the selection
proportion of the population. Additionally, it has also been discussed in the findings of Etikan
(2016), a non-probability convenience sampling technique is also distinct because of its
convenience and freedom that add in the survey process. With consideration of this, it can be
stated that a non-probability convenience sampling technique was appropriate and justified
sampling technique for the context of the current research.

Instrument Development

The instrument was developed based on the 5-point Likert scale survey questionnaire in
which 1 represented the strongly disagree opinion of the participants and five represented
strongly agreed opinion of respondents, and the questionnaire contained four sections as follows

o Demographics: There were three specific questions in this section, where respondents were asked about the
age group in which they fall, marital status, and status of their education. Participants were asked to tick
mark given options in the demographics.

e Perception of Women Entrepreneurs: There were five questions in this section that was specifically
designed to measure the perception of women entrepreneurs towards social media. The average of each
participant’s response to five questions provided a comprehensive opinion of each participant, which was
used as the independent variable of the study.
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e Adoption of Social media: There were four questions in this section, which were also specifically designed
to measure the women’s opinion on the adoption of social media towards social media. Meanwhile, similar
to the previous section, in this section average of each participant’s response to five questions was taken
and considered a comprehensive opinion of each participant, which was used as the dependent variable of
the study.

e Challenges Faced by Women Entrepreneurs: In this section, there were two sub-sections; socio-cultural
challenges and financial challenges. The purpose of this section was to measure the extent to which
participants are facing socio-cultural and financial challenges while being an entrepreneur. In the
meantime, each sub-section consisted of three questions, and the average technique was also used for each
sub-section to get a comprehensive opinion of each participant on socio-cultural and financial challenges.

Data Analysis

As discussed, the data was collected through a survey questionnaire; however, for
analysis, Smart PLS 3 statistical software has been used. It is statistical software that uses the
partial least square (PLS) path modelling method in which PLS-based structural equations
modelling (SEM) is used. SEM models are being used for their flexibility regarding the
distribution assumptions, and in this condition, data that does not meet with the normality can
also be used for empirical analysis (Tenenhaus, 2008). SEM modelling belongs to the family of
the confirmatory factor analysis (CFA) in which the structure of factors is verified that does the
relation between observed variables and the latent variable exists (Thompson, 2004).

The study contained three main variables; perception of women entrepreneurs, adoption
of social media, barriers women entrepreneurs facing, and this section also contained two sub-
sections measured as socio-cultural challenges and financial challenges. Meanwhile, the
statistical technique structural equation model (SEM) was used to create three SEM models; the
first model was a basic model that was constructed that attempt to determine how predictor
variables are affecting the regressand variable of the study. Meanwhile, the second model of
SEM interaction of financial challenges and perception of women entrepreneurs was used to
develop an interaction variable to determine how does financial challenges moderates the effect
of an independent variable over the dependent variable. Here it becomes essential to give credit
to Lee et al. (2010), who have also used this technique previously.

In the third model, the interaction of socio-cultural challenges and perceptions of women
entrepreneurs to determine how socio-cultural challenges were moderating the effect of an
independent variable over the dependent variable. Meanwhile, the bootstrapping technique was
used to approach correct distribution and improve results. The bootstrapping technique is a
resampling technique that corrects any distribution through random sampling distribution and
thus improves the results of data that is also not normal or non-parametric (Bai et al., 2016).
Therefore, in the following study bootstrapping results were used to interpret how variables have
been affecting the dependent variable and that how it is being moderated by another variable.
Furthermore, reliability, convergent validity, and discriminant validity were also used in the
study to ensure that the constructs used in the study are reliable and valid.

RESULTS
Construct Reliability and Validity

A measure is constructed and developed to measure certain variables, and it is often used
in survey analysis and social experiments. Therefore, it is crucial that constructs also have to be
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reliable and valid to empirically conduct tests on the data collected through those measures (Kim
& Kim, 2010). If the constructs are unable to produce consistent results and do not measure what
they were designed to measure, in this condition, empirical investigation is worthless as gathered
data can be questioned, and empirical results cannot be trusted (Negri, Bassi, and Fave, 2019).
Therefore, to overcome the issue of reliability and validity following tests were conducted in
which Table 1 illustrates the results of factors loading and construct reliability and convergent
validity.

Table 1
RELIABILITY AND VALIDITY
Constructs Fact_or Cronbach's Compqs_ite Average Variance
Loadings Alpha Reliability Extracted (AVE)
Adoption of Social Media 0.79 0.86 0.55
ASM1 0.68
ASM2 0.66
ASM3 0.73
ASM4 0.81
ASM5 0.81
Percéﬁ:irggrgm’gfsme” 0.82 0.88 0.59
PWE1 0.81
PWE2 0.76
PWE3 0.66
PWE4 0.80
PWES5 0.79
Socio-Cultural Challenges 0.73 0.84 0.64
SCC1 0.79
SCC2 0.83
SCC3 0.78
Financial Challenges 0.74 0.85 0.65
FC1 0.85
FC2 0.74
FC3 0.83

In order to determine the internal consistency of the constructs, Cronbach’s alpha and
composite reliability are being used interchangeably. Similarly, in the subsequent investigation,
both were used to examine if constructs have internal consistency. The scholarly work by Huang
(2017) and Ul-Hameed et al. (2019) suggests that to assume that constructs have internal
consistency, it is a prerequisite that Cronbach’s alpha and composite reliability value has to be
above the threshold of 0.7. Since the value of Cronbach’s alpha and composite reliability is over
the 0.7 thresholds; hence it can be claimed that constructs being used in the study are reliable.
Besides, the threshold for factor loadings is considered to be 0.6 (Avkiran & Ringle, 2018). In
this aspect, all the factor loadings can be deemed as reliable.
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On the other hand, the average variance extracted (AVE) is being used to measure the
variance that has been explained by the construct, and residual variance is considered as an error
of measurement. The work of scholars such as Kuikka & Laukkanen (2016) and Huang et al.
(2018) suggests that average variance extracted (AVE) of the construct must be greater than 0.5
to conform to the convergent validity of the construct. Since the value of AVE of all constructs is
higher than suggested thresholds, hence it can be claimed that constructs being used in the study
do have validity and can be classified as valid.

Discriminant validity

Discriminant validity tries to measure the extent to which a construct varies from another
construct given that the difference between the construct must exist; this determines the accuracy
of the construct conceptually. The Table 2 provides discriminant validity being measured
through Heterotrait-Monotrait Ratio (HTMT).

Table 2
DISCRIMINANT VALIDITY HTMT
Adoption . . Perception of .
Heterotrait-Monotrait Ratio (HTMT) of Social Financial Women Socio-Cultural
: Challenges Challenges
Media Entrepreneurs
Adoption of Social Media
Financial Challenges 0.777
Perception of Women Entrepreneurs 0.675 0.676

Socio-Cultural Challenges 0.831 0.682 0.828

Samar, Ghani, and Alnaser (2017) suggested that the HTMT value of the construct
should not cross 0.9 to validate the constructs and assume that constructs are conceptually
accurate. Similarly, Table 2 shows that the HTMT value of all constructs is less than 0.9 and
meets with the threshold. Therefore, it is evident that constructs that were not supposed to be
related are unrelated; hence constructs can be stated as conceptually accurate. Since the
constructs used in the study are reliable and are valid; therefore, this allows the researcher to
conduct empirical testing further to accomplish research objectives.

Basic Model

In the basic model of SEM, financial challenges, perception of women entrepreneurs, and
socio-cultural challenges have been included in determining how they affect the adoption of
social media by women entrepreneurs in the Kingdom of Saudi Arabia. Table 3 illustrates the
results of the model after bootstrapping, and the model has an R-squared of 0.719, which implies
that 71.9% of the variance of the regressand can be estimated by the predictor variables and
moderating variables of the study.
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Table 3
BASIC MODEL 1
Path Path Coefficients | T Statistics | P Values

Financial Challenges — Adoption of Social Media 0.089 1.482 0.139
Perception of Women Entrepreneurs — Adoption of Social Media 0.498*** 10.611 0.000
Socio-Cultural Challenges — Adoption of Social Media 0.360*** 6.142 0.000

R-Squared 0.719

Adjusted R-Squared 0.716

*** (Significant at 0.01), ** (Significant at 0.05) and * (Significant at 0.10)

The coefficient value represented by the original sample for the financial challenges is
0.089, with p=0.139 implying that financial challenges do not affect the adoption of social media
among the women entrepreneurs. Meanwhile, the perception of women entrepreneurs has a
coefficient of 0.498 with p=0.00, indicating that the perception of women entrepreneurs has a
significant positive effect on the adoption of social media in the Kingdom of Saudi Arabia.

Moderation of Socio-cultural Challenges

In this second model of SEM, it has been determined how predictor variables affect the
regressand and that how the effect of the variable is moderated by the interaction variable
SCC*PWE! of the model. In this regard, Model 2, presented in Table 4, illustrates the strength of
the model in terms of estimation. R-squared is often termed as the coefficient of determination
that has been used by statisticians to describe the strength of models in terms of estimation and
prediction. The basic purpose of R-square to tell to what extent the independent variables and
moderating variables could explain or estimate the dependent variable of study (Zhang, 2017).
Meanwhile, the R-squared of this model is 0.72, which implies that 72% of the variance of the
adoption of social media can be explained by all predictor variables and moderating variables of
the study. Meanwhile, referring to the estimation and effect of variable table 4 illustrates results:

MODERATION OF SOCIAL C-{J?_b'II'TJLIEQAL CHALLENGES MODEL 2
Path Path Coefficient | T Statistics | P Values
Perception of Women Entrepreneurs — Adoption of Social Media 0.52*** 11.48 0.00
SCC*PWE — Adoption of Social Media 0.04 1.11 0.27
Socio-Cultural Challenges — Adoption of Social Media 0.41*** 8.82 0.00
R-Squared 0.72
Adjusted R-Squared 0.72

Table 4 shows that if there is one unit of variance in the perception of women
entrepreneurs, SCC*PWE, socio-cultural challenges would influence a variation of 0.52
[p=0.00], 0.04 [p=0.27] and 0.41 [p=0.00] respective. This implies that there is a positive and
significant impact of perception of women entrepreneurs and socio-cultural challenges on the
adoption of social media, but interaction variable (SCC*PWE) does not have a significant effect

1SCC=Sacio-cultural challenge, and PWE=Perception of women entrepreneurs; and their interaction is SSC*PWE
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since its effect is relatively low and negligible. This also indicates that the effect of perception of
women on the adaption of social media is not moderated by the interaction variable.

Moderation of Financial Challenges

In this third model of SEM, it has been determined how independent variables affect the
dependent variable and that how that effect is being moderated by the interaction variable
FC*PWE? of the model. In this regard, Table 5 illustrates the strength of the model in terms of
estimation. The R-squared of the third SEM model is 0.68, implying that variables included in
the model have explanatory power of 68%. This shows that a 68% variance of the regressed
adoption of social media can be predicted or estimated by the independent variable and
interaction of the model (Zhang, 2017). However, remaining variability that intact is residual of
the model that could only be explained by other factors. Furthermore, Table 5 illustrates the
effect of each predictor variable on the predicted variable.

MODERATION OF SOCIAL C-LI-J?_b'II'eU??AL CHALLENGES MODEL 3
Original Sample | T Statistics | P Values
FC*PWE — Adoption of Social Media 0.07*** 2.16 0.03
Financial Challenges — Adoption of Social Media 0.28*** 5.35 0.00
Perception of Women Entrepreneurs — Adoption of Social Media 0.64*** 15.06 0.00
R-Squared 0.68
Adjusted R-Squared 0.68

It has also been found that if a single unit of change in the FC*PWE, financial challenges,
and perception of women entrepreneurs would bring a change 0.07 [p=0.03], 0.28 [p=0.00] and
0.64 [p=0.00]. This implies that all variables have a significant and positive effect on the
adoption of social media, and that effect is also being moderated by FC*PWE.

Summary of Hypothesis
Table 6
HYPOTHESES ASSESSMENT SUMMARY
. Coefficient ..
Hypothesis (Significance) Decision
H1: Financial challenges moderate the relationship between social media usage 0.07%%* Accepted
and perception of women entrepreneurs. '
H2: Socio-culture challenges moderates the relationship between social media 0.04 Rejected
usage and perception of women entrepreneurs. '
H3: There is a significant effect of the perception of women entrepreneurs on 0,525 Accepted
the adoption of social media. '

In accordance with Table 6, the first hypothesis of the study is accepted since the
coefficient is positive and significant, indicating that financial challenges positively moderate the
interconnection between the social media usage and perception of women entrepreneurs. In
contrast, the second hypothesis is rejected since the coefficient is positive, but the effect is
insignificant, implying that socio-cultural challenges do not moderate the interconnection

2FC=Financial challenge, and PWE=Perception of women entrepreneurs; and their interaction is SSC*PWE
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between the social media usage and perception of women entrepreneurs. The last hypothesis is
also accepted, where the effect of perception of women is found significant in the adoption of
social media adoption.

DISCUSSION

To summarize the findings of the study, the SEM modelling of the three models revealed
that perception of women entrepreneurs and socio-cultural challenges as a whole has a positive
and significant effect on the adoption of social media and financial challenges have a positive but
statistically insignificant effect. Secondly, the moderating effect of the socio-cultural challenge
has been found positive and insignificant, and the moderating effect of financial challenges has
been found positive and significant. In the business community, Facebook is an essential part of
entrepreneurship activities that allows maintaining a balance between personal life and
professional life (Mack et al., 2017; Beninger et al. 2016). Though this statement signifies the
importance of social media in the formation of the social bindings among Saudis and Saudis with
the other part of the world, nonetheless, the growing importance and use of social media
channels in promoting, advertising, and managing businesses are also evident.

Women often use Facebook in pursuance of acquiring suppliers and clients through their
connections and connections of their friends. Therefore, Facebook has been very famous and
favourable for the women entrepreneurs, and as per the Assaf (2017); Geng & Oksiiz, (2015);
Al-Haidari, (2017) that women possess an encouraging attitude towards utilization of social
media, and perceive it useful, cost-effective and efficient to meet with dynamic needs of the
society. In contrast, the outcomes of the present study suggest that financial challenges moderate
the effect of perception of women entrepreneurs on the adoption of social media significantly.
This indicates that the adoption of social media has been an issue for female entrepreneurs.
However, this challenge has become a turning point for them to avail opportunities, expand the
business, and get support from the government and other state institutions through effective
utilization of social media platforms. Hence, financial challenges have been affecting women
positively and encourage them to adopt social media platforms.

However, it is found that socio-cultural positively but insignificantly moderates the effect
of perception of women entrepreneurs on the adoption of social media in Saudi Arabia. This
suggests that financial challenges do not create hurdles for the adoption of social media for the
women, and but socio-cultural challenges create a hurdle for them. It also implies that women in
Saudi Arabia are not effectively utilizing social media to attain work-life balance, as suggested
by the findings of Mack et al. (2017); Beninger et al. (2016). In contrast, financial challenges
encourage women to adopt social media based on the fact that it allows them to support their
business and overcome financial challenges (Jose, 2018). However, the insignificant effect of
socio-cultural challenges does not affect, but it should also positively influence the use of social
media. It is because socio-cultural challenges create opportunities for entrepreneurs to create
balance in their personal lives and professional lives.

PRACTICAL AND THEORETICAL SIGNIFICANCE

The findings of the study have provided both theoretical and practical significance. In
Saud Arabia, the number of women entrepreneurs has continued to increase. However, they are
facing certain challenges that are affecting the overall growth of entrepreneurial activities in
Saudi Arabia. Though this study is limited in its scope and preliminary, however, the findings of
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the study can be beneficial for the government officials and SMEs sector so that they can put
joint efforts to improve the opportunities provided to the women entrepreneurs.

The study can be beneficial for the women entrepreneurs as well who are looking for
different entrepreneurial opportunities but are not provided with ample resources so that they can
practice their business idea. One of the primary objectives of women entrepreneurship is to
improve the economic condition of the country by providing females with adequate
opportunities. When promoting the business through social media, the customers may be inclined
towards buying the product, which can improvise the overall situation of entrepreneurship in
Saudi Arabia. Also, the identification of key social media platforms will help in quickly
capturing the attention of the customers, which is also important for the marketer is in the SME
sector for deciding on the most effective platform of social media. In this context, the
government should also focus on providing opportunities to the women entrepreneurs by equally
adopting social media platforms so that the entrepreneurial activities can thoroughly be practised.

As far as the theoretical significance is concerned, the following research has contributed
towards the understanding of different concepts related to entrepreneurship along with the
challenges which a women entrepreneur might face while practicing entrepreneurship. With
respect to the public policy, the management areas, business environment, and training should be
considered for the successful promotion of women-owned businesses. Precisely, there should be
an increased societal awareness regarding the contribution of women in entrepreneurial
opportunities of Saudi Arabia and the issues about the lack of financial support and government
programs.

LIMITATIONS AND FUTURE RESEARCH

This study has provided significant theoretical contributions pertaining to the concept of
entrepreneurship literature that is applicable in the context of Saudi Arabia. However, it is
necessary to identify the limitations and take them into consideration. The first limitation is
associated with the sample size as the Saudi women entrepreneurs contribute to a total of 39% of
total KSA businesses, the research sample size could be improved in order to bring effectiveness
in the results. The second limitation is related to the findings of the study, which are not
generalizable to other industries of different nature or other developing countries as the
researcher has mainly executed the survey from small and medium enterprises owners.

Lastly, the results were only limited to the quantitative findings where the survey was
carried out from the Saudi Women Entrepreneurs. This could also be achieved through
qualitative measures by interviewing government specialists and policymakers who could shed
light on women entrepreneurship and their adoption of social media. A future study could have a
look into the repeated exposures by having a qualitative perspective as well in order to
authenticate the findings further. Also, a contrasting study can be carried out for presenting the
findings where one developed and one developing country’s women entrepreneurship can be
compared. This will enable the researchers to have a better idea about the findings.

CONCLUSION

From the findings of the study, it can be concluded entrepreneurship is advancing with
the specific focus in Jeddah, Riyadh, and Khobar as it seems to provide different support
activities and prospects for women entrepreneurs in the country. The issues identified provided
an insight into the overall challenges faced by women in developing countries about women
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entrepreneurship. Also, the findings suggest that women entrepreneurs face difficulty in the
adoption of social media for promoting their business to potential customers. Based on these
findings, it can be suggested that female entrepreneurs should be provided with innovative
opportunities to support their business activities with adequate social media platforms to reach
out to customers. It can also be suggested that the appetite of entrepreneurship in Saudi Arabia
among women is healthy, this suggests that the government of KSA needs to invest in providing
access to education and training opportunities so that it can be practised effectively.
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Explained in below Figures 3-5.
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UNDERSTANDING THE PERCEPTION OF WOMEN ENTREPRENEURS AND
THEIR ADOPTION OF SOCIAL MEDIA: STRATEGIES AND CHALLENGES IN THE

KINGDOM OF SAUDI ARABIA (Table 7 and Table 8)

Name:
Age:

18- 24 years

25-30 years

31-36 years

37-42 years

43 years and above
Education

Primary and Secondary
Diploma/Certification
Graduate

Masters

PhD

Table 7

PLEASE RATE YOUR RESPONSES BY v THE VALUE THAT YOU THINK IS MORE APPROPRIATE

Strongly Agree Agree Neutral Disagree Strongly Disagree
5 4 3 2 1
Table 8
QUESTIONS

PERCEPTION OF WOMEN ENTREPRENEURS

Female entrepreneurs often have less relevant training and
education prior to engaging in entrepreneurial activity.

Limited social media platforms are provided to women
entrepreneurs

Difficulties in measuring the impact and effectiveness of
enterprise

Limited awareness among women entrepreneurs for effectively
using social media in KSA

Male domination in the entire business and entrepreneurship

ADOPTION OF SOCIAL MEDIA

Women entrepreneurship can positively prevail through the
adoption of social media in KSA

Women entrepreneurs adopt and use social media for
marketing their ventures

Women entrepreneurs in Saudi Arabia create brand
recognition amongst their target audience through Social Media
adoption

Women entrepreneurs can easily connect with customers
through Social Media.

Facebook and Instagram are widely used by women
entrepreneurs for promoting their products and services.

CHALLENGES FACED BY WOMEN ENTREPRENEURS

Socio-Cultural Challenges

18
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Women entrepreneurs are not getting family support.

Conflicting gender roles

Encounter harassments in registering and operating business

Financial Challenges

Difficulties in finding and building a venture team

Very little support from management consultancy, legal
consultancy, marketing, financial, enterprise planning and
development

Difficulties in finding and building a venture team
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