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1. Introduction 

In the Asian region of the world, women are treated with less respect compared to men and are 
given less opportunity to grow up. Recent research shows a reduced rate of 3% credit opportunity 
rather than men for entrepreneurship (Wellalage & Locke, 2017) which clearly indicates a 
discrimination. Although the scenario is changing now a days and women are considered that they 
have the same ability as men, the practical scenario is still not satisfactory. As a result women in 

Abstract: The key purpose of this paper is to explore Social media-based entrepreneurial 
tendency among Asian women. The study tried to explore the hidden issues behind Social 
media-based entrepreneurial tendency which may change the ultimate low image of Asian 
women in the contemporary era. The authors used systematic literature review to do the 
research. First, the existing literature was reviewed extensively to find the gap and then a 
thorough analysis of existing literature was conducted with a set of quality assessment 
questionnaire based on social media and the attitude of women entrepreneurs. To analyze the 
data, authors used systematic literature review. Results show a significant relationship about 
Social media based entrepreneurial tendency among Asian women. Women may change their 
image as well as they may lead a prestigious life with the help of social media in 
entrepreneurship. The study was conducted with a limited number of women entrepreneurs 
from China which may affect the generalizability of the result. This study aims to fulfill the gap 
in the current literature by analyzing the contemporary scenario of women entrepreneurs and 
their aims and motivation to do better in innovative ways.  
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this region are still fighting to achieve their rights and trying hard to develop themselves. The 
contemporary role of information and communication technology (ICT) along with social 
networking facility may create a breakthrough in this circumstance. The leading social media in 
the world which is recognized and commonly known as Facebook, currently own 2.2 billion users 
(Statista, 2018) around the world. China, as a big Asian country is popular for using WeChat which 
has 980 million users (Statista, 2018). According to the United Nations' goals to develop the world 
and maintain sustainability, one of the major concerns is to develop women and girls to ensure 
their rights (United Nations, 2018; Hossain et al., 2019). As a result, to ensure the development of 
the women who are deprived and have less opportunity to get a job or earn money in the society, 
social media can play a vital role. This paper utilized empirical method to analyze the social media-
based entrepreneurial tendency among Asian women towards sustainable development based on 
the gap found in the current literature on this burning issue.  

Therefore, this study examines the role of social media in various dimensions to empower the 
rights of women in the society as well as ensure a path to earn the necessary income for their living. 
The study fulfill the gap by stating some unique ways of conducting entrepreneurial activities using 
available social media which may have managerial and practical implications in the society. In 
addition, this study is helpful to guide the policymakers and decision-makers in the organizations 
to select and authorize their distribution channel system. This study may be a breakthrough to 
change the tradition distribution system and women entrepreneurs may be considered as a strong 
part of it.  

2. Research Questions 

This is an attempt by the authors to investigate Social media-based entrepreneurial tendency 
among Asian women towards sustainable development. In order to investigate the phenomenon, 
the following research questions are utilized:  

RQ1: What are the different roles of Social media-based entrepreneurship?  

RQ2: What are the role of Asian women towards entrepreneurship and sustainable development? 

RQ3: What are the various factors which may affect Social media based entrepreneurship? 

2.2 Search procedure 

Search procedure to conduct systematic literature review (SLR) is very organized and clear. It can 
avoid anything irrelevant or vague information. In order to conduct the search procedure the 
authors utilized the key objective of the study which is Social media based entrepreneurship for 
Asian women in sustainable development. To proceed, the authors searched key words to find 
literature from the available database such as the web of science and science direct. The search 
strings which were utilized are, “Social media”; “entrepreneurial tendency”, “Asian women”, and 
“sustainable development”. The search was limited to the literature between 2015 and 2019 in 
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order to pick the existing phenomenon. However, some exclusive literature outside this time period 
was also included in this study for the benefit of useful findings.  

2.3 Study selection 

According to the search result using various database stated above, we found a total number of 
1648 papers which need to be further analyzed to use in this study due to the large number. First, 
we used exclusion criteria to sort out the papers. This is a method to reject some papers simply 
based on some specific criteria. For example: 

i) Exclude irrelevant papers (even if the topic is similar) 
ii) Exclude papers based on the theme 
iii) Exclusion based on relevancy and necessity 
iv) Exclusion based on the practical and managerial implication 
v) Exclusion based on scientific research 
vi) Exclusion based on the research model and structural model analysis.  

2.4 Inclusion criteria  

The authors made some inclusion criteria in order to select the papers. Such as:  

i) Priority for empirical research 
ii) Journal indexing and reputation as well as impact factor (IF) 
iii) Inclusion based on the research model and structural model analysis. 
iv) Inclusion based on scientific research 

Inclusion criteria will be helpful to analyze and select the papers in an effective way.  

2.5 Quality assessment questions 

Altogether there were four questions to assess the quality of the papers which are:  

QA1: Is the paper related to any kind of social media or social networking? 
QA2: Is the paper is about entrepreneurial tendency or relevant?  
QA3: Is the paper contains an acceptable model or structure?  
QA4: Is the paper similar to the topic of this study?  

For QA1, QA2, QA3 and QA4, there are 3 different scoring systems to assess the questions. Those 
are represented by Y, P and N. Y represents “YES” – it means the question has been well defined, 
P represents “Partially” which is also acceptably defined. However N represents “No” which is 
not acceptable. The scoring system is: Y = 1, P = 0.5 and N = 0 

2.6 Systematic Literature Review and data collection 

This study is based on literature review analysis in a systematic way. Systematic literature review 
is considered as ubiquitous, contemporary, reliable and more trustworthy than usual literature 
review.  
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Table 1: Key literature review at a glance 

Author Year Objective Method Relevant 
Findings 

Kim 2011 The notion of 
cosmopolitanism 
not certainly 
exist in the Asian 
country 

Two-stage 
approach, in-
depth interview 
and diaries 

Globalization 
promotes 
emancipatory 
lifestyles 

Cho, Lee, & Im 2012 Media frames the 
minority group 
that the women 
engaged in 
international 
marriage 

qualitative and 
quantitative 
content analysis 
 

Whether the 
proximity 
characteristic is 
bound up with 
news value code 

Genç & Öksüz 2015 Social media can 
assist in a certain 
of female 
entrepreneurs 
overlooked by 
traditional media 

Semi-structured 
interviews,  
qualitative 
analysis 

Social media 
provides an 
effective tool for 
business due to 
its characteristic 

Chen & Abedin 2014 To examine the  
behavior of 
different gender 
facing rejection 
and criticism on 
social media 

Design, focus 
group and pre-
tests, stimuli 

The male is 
much attractive 
than female 
when they in 
confronted with 
threats on social 
networking  

Smith, Smith, & 
Shaw 

2017 How to employ 
digital tools for 
acquiring social 
capital in 
business 

Qualitative 
analysis 

The social 
networking can 
help entrepreneur 
connect to social 
capital 

Harrison 2002 A plethora of 
academician 
focus on updated 
theories on 
global 
entrepreneurship 

Quantitative 
analysis 

To understand 
the state-of-art 
studies in  start-
ups management 

Welsh, Kaciak, & 
Thongpapanl 

2016 To examine how 
women 
entrepreneurs 
commence on 
their business 
under the two 

Inductive theory-
building 
approach 

It is found most 
appropriate to 
apply stages of 
economic 
development 
(SEDs)  since it 
copes with 
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context of 
environment 

obstacle of the 
women-own 
business 

Welsh, Kaciak, & 
Shamah 

2018 To research the 
conditions of 
firm 
performance 
for female 
entrepreneurs 
influenced by 
antagonistic 
environment 

Data analysis To suggest the 
requirement of in 
the sphere of 
women 
entrepreneurship  

De Vita, Mari, & 
Poggesi 

2014 To fill the gap 
between the 
theories of 
women 
entrepreneurs 
and scientific 
findings 

Qualitative 
analysis 

Married women 
are more 
possibly to 
consider to be 
entrepreneurs, 
but the scarcity 
of training and 
social 
legitimation will 
barrier them 

Hsu, Wiklund, 
Anderson, & 
Coffey, 

2016 How the linkages 
between the 
work and family 
affect men or 
women to decide 
their 
entrepreneurs’ 
intentions 

Quantitative 
analysis 

Females have 
more intended to 
exit position than 
males 

Lerner, Brush, & 
Hisrich 

1997 To examine 
individual 
conditions 
affecting 
women-owned 
businesses in 
developing 
country 

 Investigate the 
condition which 
affect the 
businesses 
owned by 
women in 
developing 
nations.  

Drori et al 2018  developing 
female 
entrepreneurship 

Secondary data 
analysis from 
2361 firms 

Women inclusion 
is necessary for 
organization 
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Table 2: Quality assessment result 

Paper ID QA1 QA2 QA3 QA4 Total score 
P1 Y Y Y Y 4 
P2 Y Y Y P 3.5 
P3 Y Y Y P 3.5 
P4 Y Y Y Y 4 
P5 P Y Y Y 3.5 
P6 Y Y Y Y 4 
P7 P Y Y Y 3.5 
P8 P P Y P 2.5 
P9 Y Y Y Y 4 
P10 Y Y Y Y 4 
P11 Y Y Y P 3.5 
P12 Y Y Y Y 4 

 

Table 3: Additional literature reviewed  

SL Journal Name  Publisher 
1 International Entrepreneurship and Management 

Journal 
 

Springer International 
Publishing 
 

2 International Journal of Entrepreneurship and 
Innovation 

Ip Publishing Ltd. 

3 International Journal of Entrepreneurship and 
Innovation Management 

Inderscience Enterprises Ltd 

4 International Journal of Entrepreneurship and 
Small 
Business 

Inderscience Enterprises Ltd 

5 International Journal of Gender and 
Entrepreneurship 

Emerald Group Publishing 

6 Journal of Entrepreneurship Sage Publications 
7 Journal of Research in Marketing and 

Entrepreneurship 
Emerald Group Publishing 

8 Journal of Small Business and Entrepreneurship Taylor & Francis Online 
9 Small Business Economics: an entrepreneurship 

journal 
Springer International 
Publishing 

10 Strategic Entrepreneurship Journal John Wiley & Sons, Inc 
11 World Review of Entrepreneurship, Management 

and 
Sustainable Development 

Inderscience Enterprises Ltd 

12 Entrepreneurship and Regional Development Taylor & Francis Online 
13 Entrepreneurship: Theory and Practice John Wiley & Sons, Inc 
14 International Journal of Innovation and Learning Inderscience Enterprises Ltd 
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15 International Journal of Intelligent Information 
Technologies 

IGI global 

16 International Journal of Strategic Decision 
Sciences 

IGI global 

17 Japan and the World Economy Elsevier 
 

3. Result of the study 

As we mentioned earlier, this study is based on a systematic literature review so that Table 1 
represents the key literature in a systematic way followed by a quality assessment questionnaire 
represented in table 2. Table 3 represents some other journals studied and reviewed thoroughly to 
search more information to include in this study to reach in-depth of the study phenomenon.  

The result from the key literature review and the other sources are presented in the following 
section.  

3.1 Search result 

According to our inclusion and exclusion criteria, we finally found 12 key papers which are 
summarized in table 1 in a systematic way. The other literature also included in the discussion 
section. Table 1 and 2 only represented the key papers for this study with year of publication, 
author (s) name and major findings of the study along with the methodology used. Most of the 
papers are chosen based on their reputation, indexing and impact factor. In addition, the most 
recently published papers were given priority to add in this study.  

4. Discussion 
4.1 Factors affect social media-based entrepreneurship  

There are innumerable factors discussed about the pros and cons of media entrepreneurship. The 
key reason is the innovation of modern technology, affordability of internet and tremendous 
popularity of mobile phone usage (Hossain, 2019).  Women are deprived and received less 
opportunity over the years especially in the Asian region. In addition, at times, they are forced to 
be involved with low quality work with low pay and no respect. In order to survive and develop, 
technology such as internet and mobile devices with the blessing of social media has brought 
ubiquitous opportunity for the women and helped them to become an entrepreneur without much 
obstacles. Martinez Dy (2019) reckoned that the tendency of supporting digital entrepreneurship 
as a social driving force to make “everyone can be digital entrepreneur” possibly, especially 
marginalized community and disabled people. However, she still stated this plethora of 
encouragements will form the more vulnerable economy due to the structural barriers relating to 
process, technology, and social. In fact, the figures manifested the rising penetration rate of  
household entrepreneurship swept the southeast country due to mobile payment, to be more 
specific, China, Thailand, Vietnam and Indonesia (Yin, Z., Gong, X., Guo, P., & Wu, T. 2019). In 
addition, the managers from medium and small-sized enterprises implement the community 
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between employees and customers through social media, which assist pre-exisiting and middle 
firms in aiming to raise capital during crowdfunding campaigns (Sahaym, Avi, Datta, & Brooks, 
2019). Meanwhile, Lang & Fink(2019) also verified rural social entrepreneurs engaging with 
social media that link to local social capital and  reset social resources have access to connect local 
social networking and regime-level authorities. However, social media has acute information risk 
security that make challenges for enterprise maintenance and competition exemplified by 
empirical studies (Jussila, Kärkkäinen, & Aramo-Immonen, 2014). As stated by Khajeheian 2017, 
p. 102, a complete description of media entrepreneurship is: 

 
“Media entrepreneurship is taking the risk to exploit opportunities (creation/ discovery) by 
innovative use of (radical/incremental/imitative) resources (ownership/control) in transform of an 
idea into activities to offer value (creation/delivery) in a media form (content/platform/user data) 
that meets the need of a specific portion of market (businesses or consumers), either in an 
individual effort or by creation of new venture or entrepreneurial managing of an existing 
organizational entity and to earn benefit (money/attention/favorite behavior) from one of the 
sources that is willing to pay for (direct consumers, advertisers, data demanders or any customer 
of generated information of consumers).” 

Hossain, Nurunnabi, Hussain, & Saha (2019) expressed about the variety seeking tendency which 
lead to involve with various activities. Media entrepreneurship could be one of those variety 
seeking tendency which may bring sustainable development in the society. As per the definition 
above, media entrepreneur with variety-seeking may create better value in the market for both 
producer and seller. As a result, women should consider variety-seeking so that it can affect media 
entrepreneurship effectively. In addition, (Hossain, Shan, Musa, & Rahman, 2020) discovered the 
power of innovative ideas generated by women entrepreneurs recently. Media entrepreneurship is 
the key factor to generate such kind of ideas in the marketplace and more and more women from 
Asia are involved with such kind of activities in the contemporary era. Likewise m-learning 
(Hossain, Shan, & Nurunnabi, 2019), m-commerce received similar or even more popularity 
recently in the Asian region. In one hand, m-shopping is popular, on the other hand m-shopping 
can be used as a tool for media entrepreneurship. Even though technology usage is discovered 
widely in various sectors such as education (Hossain, Ying, & Saha, 2019), marketing, shopping, 
tourism and so on; it received limited focus on women entrepreneurship. From the above analysis, 
it is evident that there is significant relationship about social media-based entrepreneurial tendency 
and Asian women. Women may change their image as well as they may lead a prestigious life with 
the help of social media in entrepreneurship. 

 

Table 4 below explains the devices used by male and female in different categories. Mostly, people 
are engaged with laptop computers and smartphones followed by some other portable devices. 
Figure 1 is the representation of various time duration and specified time of device usage. This 
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may help the entrepreneurs to decide the time schedule for sending offers to the prospective clients 
in an effective way.  
 
 

Table 4 
Devices used, subdivided by male and female (N = 201, male = 143, female = 58) 

 
Device type 

 

Count percentage of 
usage by 
student 
participants  

Laptop Male 121 84.61% 

Female 42 72.41% 
Smartphones Male 118 82.51% 

Female 48 82.75% 
Desktop Male 27 18.88% 

 Female 14 24.13% 
Tablet Male 28 19.58% 

Female 8 13.79% 
Electronic book 

reader 
Male 1 0.49% 

Female 0 0% 
 

Source: Hossain, Ying, & Saha (2019) 
 

Figure 1: Duration of various devices (N = 201) 
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Source: Hossain, Ying, & Saha (2019) 
 

4.2 Usage of social media in small business  

Although social media has been created for communication, fun, exchanging information and 
maintaining a good connection with friends and family, in the recent era, the usage of social media 
turned in to various ways. It has become a stronger tool for the marketers to promote their products 
swiftly, directly and successfully. For the small and medium enterprises, social media is a tool to 
represent the entrepreneur in the large market. The representation sometimes does not cost 
anything, as a result more and more people, especially more women who have less or no 
opportunity, are involved with social media to conduct their business (Hossain, Shan, Musa, & 
Rahman, 2020). Social media not only utilize in the external development of entrepreneurship, but 
the inner socialization-oriented social media will generate positive factors to enhance employee 
performance and team corporation. Song, Wang, Chen, Benitez, & Hu (2019) demonstrated social 
media potentially applied in the workplace can trigger synergies in teamwork and employees’ 
productiveness. Meanwhile, Hassan, Nadzim, & Shiratuddin (2015) proposed social media as a 
marketing tool based on its characteristic for small business, especially connecting wider 
customers as soon as possible. It is highly recommended that using social media among micro-
sized and pre-existing businesses and self-employed entrepreneurs is available to offer booming 
and low-pay information discourse aiming to save operation capital (Genç & Öksüz, 2015). 
WeChat as an example in China is very popular among Chinese citizens to buy and sell products 
online. Most of the medium and small enterprises and independent sellers or entrepreneurs use 
WeChat as a tool to conduct their business. The first reason of using WeChat is to have a fast 
communication as WeChat has huge volume of active members in China (Hossain, 2019) and the 
other reason for using WeChat is because of its secure payment system. Most of the small firms 
with little number of employees and less amount of capital, use social media to advertise their 
product, may be just post the photos and videos of their products without spending any money. 
This is a big question of the advertising procedure. The way people are promoting their products 
especially the social and medium enterprises, is a threat to the traditional advertising industry 
(Hossain, Shan, Musa, & Rahman, 2020). Although Facebook is the most popular media in the 
world, due to security and local law, it is still banned in China. However, in some neighbor 
countries like India, Pakistan and Bangladesh. Facebook is extremely popular and small and 
medium enterprises use Facebook as the key tool to promote their business. From the above 
analysis, it is also evident that there is significant relationship about social media based 
entrepreneurial tendency and Asian women especially for the small and medium enterprises.  

4.3 Role and opportunities of women entrepreneurs in using social media  

Women should have the similar opportunity like men in order to ensure the sustainable economic 
development. However, in Asian region, women were deprived and faced difficulties years after 
years just because of gender discrimination. The discovery and affordability of social media 
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enhanced the development of women in a various ways. Genç & Öksüz (2015) portrayed social 
media as a revolutionary and affordable tool in current business circumstance, which welcomes 
women’s participation and concern the balance between family responsibilities and work. In 
essence, the males are visible more aggressively than females when they face the threats in their 
workplace (Chen & Abedin, 2014). Compared to Europe and USA, the problem is more vivid in 
Asian sub-continent. However, it is not evident that the problem is totally disappeared from 
developed countries. Women are first attracted to social media to buy goods from others and then 
eventually become interested to do something, especially the women who have no job or no income 
due to variety of reasons (Lerner, Brush, & Hisrich, 1997). Scholars clearly investigated the 
women-owned enterprises in Asian region, however, after the mass popularity of social media, the 
role and opportunities of women in terms of entrepreneurial development draw less attention from 
the researchers.  Meanwhile, women entrepreneurs employ information communications 
technology to sell products straightly for their customers and bridge the highly social capital 
(Crittenden, Crittenden, & Ajjan, 2019). Additionally, digital technology has tendency to build the 
safety space for women entrepreneurs, where the institutional voids by informal framework 
(McAdam, Crowley, & Harrison, 2019). Compared to men, women are sometimes more 
trustworthy and can communicate better as well as innovate some new ideas of business (Hossain, 
Shan, Musa, & Rahman, 2020). From the above analysis, it is also evident that there is significant 
relationship about social media-based entrepreneurial tendency due to innumerable opportunities 
using social media.  

The opportunities of women entrepreneurs depend on so many factors and support from their 
friends and family. If any women get support or financing from local bank or any financial 
institution, it would be easier for them to start up the business quickly. However, if there is even 
no funding or no financial support, still they can start the entrepreneurial activity with the help of 
their friends who can share and post photos or videos via social media (Hossain, Shan, Musa, & 
Rahman, 2020). So the role and usage of social media can bring innumerable changes for the 
women entrepreneurs in the recent circumstance.  

5. Conclusion, Limitations and future research direction 

The study tried to explore the hidden issues behind Social media-based entrepreneurial tendency 
which may change the ultimate low image of Asian women in the contemporary era. From the 
systematic literature review, it is evident that the social media has an important role to develop the 
women entrepreneurs to conduct business in a various unique ways which can be helpful for the 
whole society towards sustainable development. Therefore, this study examines the role of social 
media in various dimensions to empower the rights of women in the society as well as ensure a 
path to earn the necessary income for their living. The study fulfills the gap by stating some unique 
ways of conducting entrepreneurial activities using available social media which may have 
managerial and practical implications in the society. In addition, this study is helpful to guide the 
policymakers and decision-makers in the organizations to select and authorize their distribution 
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channel system. This study may be a breakthrough to change the tradition distribution system and 
women entrepreneurs may be considered as a strong part of it.  

The study contains a limited number of pf limitations. First of all, the literature which was reviewed 
finally were limited in number due to the new topic of media entrepreneurship. As the phenomenon 
is new, there is less research on this topic. However, we attempted to find the similar research to 
come to the findings. In addition, due to the lack of funding, the study could not organize empirical 
analysis which may generate a better result. Future research should attempt the same issue in a 
scientific way with larger sample size. Also, this study was based on one country which is China, 
whereas there are other Asian countries to be investigated. Although China is one of the most 
popular destinations for online shopping due to Alibaba and TaoBao, other Asian countries may 
follow the same and develop women entrepreneurship. Finally we can say that the study has 
successfully explored the hidden issues behind social media-based entrepreneurial tendency which 
may change the ultimate low image of Asian women in the contemporary era. The research has 
both managerial and practical implications. The managers, decision-makers, directors and CEOs 
of the organizations may think about the development of women entrepreneurship in a systematic 
way and help them with technological advancement which may help them to sell their products 
successfully. In practical, this innovative idea about entrepreneurial growth may reduce the 
unemployment opportunity for the women and ensure sustainable development in the society. We 
conclude the study with the phenomenon that compared to men, women are sometimes more 
trustworthy and can communicate better as well as innovate some new ideas of business (Hossain, 
Shan, Musa, & Rahman, 2020) and become successful entrepreneurs with the help of media 
entrepreneurship.  
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