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ABSTRACT:                                                           

This study examines the variables affecting women entrepreneurs' adoption and use of e-commerce technology in the Kalyana, Karnataka, area, with a particular 

emphasis on small and medium-sized businesses. Finding the main factors that encourage female entrepreneurs to use digital platforms, examining the difficulties 

in utilizing these platforms, and making suggestions to improve e-commerce adoption in the area are the objectives of this study. A self-administered online survey 

is used in the study to gather primary data from 110 female entrepreneurs in Kalyana, Karnataka who work in a variety of industries. Data on digital transformation, 

perceived benefits, difficulties, resource accessibility, and business outcomes are all analysed using a combination of descriptive and analytical research approaches. 

SPSS (Statistical Package for the Social Sciences), a potent instrument that enables statistical analysis and aids in the interpretation of the links between various 

variables, is used to conduct the data analysis. To offer context, secondary data from industry publications, government records, and pertinent research on gender 

and digital entrepreneurship are also examined. The study's conclusions will aid in determining the key elements promoting or impeding the adoption of e-commerce 

and provide helpful suggestions for advancing women entrepreneurs' digital transformation. This will therefore promote company expansion, enhance competitive 

advantages, and offer insights on how technology, gender, and entrepreneurship intersect in the area.  
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Introduction: 

E-commerce has emerged as a key element of the global transformation in industries brought about by the quick development of digital technology. The 

emergence of e-commerce platforms in India has given companies new opportunities to expand their consumer base, increase operational effectiveness, 

and reach a wider audience. As digital technologies advance, entrepreneurs' adoption of them is viewed as essential to the expansion of their businesses, 

especially for female entrepreneurs who confront significant difficulties. Understanding how female entrepreneurs use e-commerce technology to improve 

their business performance is becoming more and more important as a result of the growing trend of digital transformation. Many women entrepreneurs 

operate small and medium-sized businesses (SMEs) in a variety of industries, such as manufacturing, services, and retail, in the Kalyana, Karnataka, area. 

Notwithstanding the possible advantages of implementing e-commerce technologies, many female entrepreneurs encounter obstacles such restricted 

resource availability, difficulties with digital literacy, and societal influence. Despite certain advancements in digital adoption in the region, women-

owned firms still have a low level of e-commerce integration when compared to their male counterparts. It is essential to comprehend the elements that 

impact the adoption of e-commerce by female entrepreneurs in this area in order to promote inclusive economic growth and increase the involvement of 

women in the digital economy. 

 

This study aims to explore the factors that impact the adoption and use of e-commerce technologies by women entrepreneurs in the Kalyana, Karnataka, 

area. The study will look at how a number of factors, including perceived utility, usability, social effects, and support networks, affect female 

entrepreneurs' decisions to adopt and successfully use e-commerce platforms. The study's conclusions are intended to help female company owners 

overcome obstacles and use e-commerce technologies to advance their enterprises and achieve economic empowerment. The study will also offer 

insightful information about how to better apply digital transformation to assist female entrepreneurs. 
 

• Shopify is an easy-to-use platform that makes it simple for female entrepreneurs to open their own online businesses, manage their inventory, 

and handle payments. 

• Etsy enables users to sell homemade goods, crafts, and vintage things to a worldwide audience, making it the perfect platform for women 

entrepreneurs in the creative business. 

• Amazon is a well-known online retailer that allows female business owners to sell anything from commercial goods to handcrafted goods and 

profit from its extensive customer base. 

http://www.ijrpr.com/
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• Instagram is not specifically an e-commerce platform, but it has grown to be an essential marketing tool for female business owners, assisting 

them in creating brands and establishing direct connections with clients through visual material. 

• Flipkart is an e-commerce platform in India that gives local women business owners a way 

• to sell goods all over the country and reach a sizable customer base.  

• Facebook Marketplace: This free platform gives female business owners a low-barrier entry into online sales by allowing them to post and 

sell goods locally. 

• Woo Commerce is an open-source WordPress plugin that enables female business owners to create unique online stores and incorporate many 

payment methods. 

E-commerce platforms are now major drivers of business expansion in the rapidly changing digital landscape of today, providing entrepreneurs with 

previously unheard-of prospects. Digital platforms are turning out to be a game-changer for female entrepreneurs, particularly in underdeveloped areas 

like Kalyana, Karnataka, since they enable them to grow their companies beyond conventional bounds. In addition to offering a way to connect with a 

larger audience, these platforms also create opportunities for economic empowerment, financial Independence, and fair completion in marketplaces. 

Due to cultural norms, restricted access to finance, and a lack of business networks, women frequently face specific difficulties in gaining access to 

resources and markets, especially in rural and semi-urban areas. But as digital platforms have grown in popularity, business opportunities have become 

more accessible, allowing women to overcome these barriers and manage profitable businesses with more freedom. It is indisputable that e-commerce 

platforms have the ability to close the gender gap in business by giving female entrepreneurs access to resources that were previously unattainable.                                      

 

The National Bank for Agriculture and Rural Development, or NABARD, supports Indian rural women entrepreneurs through a number of initiatives. 

It gives women entrepreneurs in rural India access to markets, training in business skills, and financial support. 

 

WE Connect International India is a component of a global network that links big corporate purchasers with women-owned companies. The platform 

facilitates access to business possibilities and the development of links between female entrepreneurs and suppliers. Additionally, it offers events, 

resources, and certifications to help women grow their businesses. 

 

Shenomics was created to support Indian women entrepreneurs. It provides resources such as business tools, instructional information, and mentorship. 

Additionally, the platform hosts business boot camps and networking events for women in a variety of industries. 

 

In India, FICCI FLO is a national organization that supports women entrepreneurs by providing networking opportunities, training, and lobbying. 

Through a variety of events, courses, and partnerships, FLO provides a platform for female entrepreneurs to grow their companies. It also facilitates 

women's access to international markets and financial resources. FICCI FLO (Federation of Indian Chambers of Commerce & Industry – Ladies 

Organization) 

Literature review: 

Kasuma, J., Yacob, Y., & Hussin, H. H. (2018) Women entrepreneurs encounter a number of obstacles that impact their adoption of e-commerce, 

particularly in Malaysia. According to studies, cost, perceived relative advantage, and competitive pressure are important factors that influence the 

adoption of e-commerce. Even though they are aware of these advantages, many Kuching, Sarawak-based Malay women businesses have not yet fully 

embraced e-commerce technologies. Adoption is crucial for expanding corporate growth and gaining access to new markets (Kasuma, Yacob, & Hussin, 

2018).   

 

Chellappa, S., & Subhashini, S. (2022) The study highlights how women entrepreneurs are becoming more and more influential in India, especially in 

the MSME sector. Women still face several obstacles, particularly in the area of financial inclusion, even if the number of women-owned enterprises is 

rising. According to the report, fintech may play a key role in closing the gender gap in finance and fostering the expansion of female entrepreneurs' 

businesses. The importance of Fintech awareness and usage limitations in assisting female entrepreneurs is highlighted using a conceptual model. 

 

Dutta, S., & Shivani, S. (2022) Despite the enormous development potential that e-commerce offers, its adoption among female micro and small business 

owners in Jharkhand is still low. In order to investigate the elements influencing women entrepreneurs' desire to embrace e-commerce, Dutta and Shivani 

(2022) updated the UTAUT2 model, concentrating on performance expectancy, effort expectancy, social impact, and other determinants. The study 

concluded that all criteria, with the exception of hedonic motivation, had a positive impact on the adoption of e-commerce, highlighting the significance 

of simplicity of use and seeing value in ICT investments. 

 

Maharana, N., Das, G. P., Ganesh, B. U. B., Patnaik, C. S., & Chaudhury, S. K. (2024) Women entrepreneurs faced particular difficulties as a result 

of the COVID-19 pandemic, including restricted access to financing, networks, and resources. Digital technologies, such as social media, e-commerce 

platforms, and digital payment methods, have been essential in assisting female entrepreneurs with business expansion, innovation, and adaptation. These 

technologies promote resilience and growth in spite of obstacles like unequal access and gaps in digital knowledge, highlighting the necessity of equitable 

digital inclusion. 

 

Mannummel, A. D., & Jerome, V. B. (2024) The study examines how women entrepreneurs' success is affected by their adoption of digital marketing 

technologies, with a focus on the obstacles they encounter. The results show that although digital marketing presents tremendous development potential, 
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women entrepreneurs in Kochi, India, face obstacles such as a lack of funding, gender bias, and a lack of technical expertise. The report highlights the 

necessity of changing policies to help women get beyond these barriers and increase their use of digital marketing. 

 

Suresh, M., & Senthilkumar, N. D. (2024) The COVID-19 pandemic accelerated the shift to e-commerce, with women entrepreneurs in Coimbatore 

District, Tamil Nadu, increasingly adopting digital platforms for their businesses. The study, based on the UTAUT 2 framework, identifies key factors—

such as behavioral intention to use technology and facilitating conditions—that influence the adoption of e-commerce technologies. These findings 

highlight the significant role of technology acceptance in empowering women entrepreneurs in sectors like retail, fashion, and food. 

Methodology: 

The study used a combination of descriptive and analytical research techniques, and 110 female entrepreneurs from a range of industries in the Kalyana, 

Karnataka, area were chosen at random for equitable representation. Small and medium-sized businesses are the subject of the study, which uses an online 

survey that participants self-administer to gather primary data. Within the selected research region, a representative sample of female entrepreneurs from 

various industries are the aim of the survey. It will collect data about their use of digital transformation, perceived advantages and difficulties, resource 

accessibility, and the success of their businesses. To give a thorough background for the study, government documents, business data, and pertinent 

studies on gender and digital entrepreneurship will also be examined and analysed. 

Objectives: 

1. To investigate what influences female entrepreneurs' use of e-commerce technology. 

2. Investigate the role of digital platforms in facilitating and improving women entrepreneurs' engagement in business. 

3. To evaluate how women entrepreneurs' business performance and the use of e-commerce technology relate to one another. 

4. To assess the obstacles female entrepreneurs have when implementing e-commerce technology. 

5. To offer suggestions for enhancing the area's female entrepreneurs' use of e-commerce technology. 

Data analysis:      

Demographic profile: (Table 1)                            

Category Sub categories Frequency Percent(%) Valid percent 
Cumulative 

percent 

Gender  
Female 110 100 100 100 

Total 110 100 100   

 

 

 

 

 

Age 

 

 

 

  

Below 20 4 3.64 3.6 3.6 

21-31 57 52 51.8 55.5 

31-41 35 31.82 31.8 87.3 

41-50 9 8.18 8.2 95.5 

50 and above 5 4.55 4.5 100 

Total 110 100 100  

 

 

 

Marital Status 

 

 

  

Married 87 79 79.1 79.1 

Unmarried 20 18.18 18.2 97.3 

Widow 2 1.82 1.8 99.1 

Divorce 1 0.91 0.9 100 

Total 110 100 100   

 

 

 

Education Level 

  

  

  

  

High school (up to 12th Std ) 11 10 10 10 

Bachelor's Degree 93 84.55 84.5 94.5 

Master's Degree 4 3.64 3.6 98.2 

Doctoral Degree 2 1.82 1.8 100 

Total 110 100 100  

 

 

 

 

 

 

 

 

Beauty & Cosmetics products 25 22.73 22.7 22.7 

Food Products & Services 20 18.18 18.2 40.9 

Electrical Goods 3 2.73 2.7 43.6 

Garments products 28 25.45 25.5 69.1 

Handicrafts products 12 10.91 10.9 80 
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Type of E-

commerce 

Business 

  

  

  

  

  

  

  

  

Leather products 10 9.09 9.1 89.1 

Printing Photography 7 6.36 6.4 95.5 

Travel and Advertising 5 4.55 4.5 100 

Total 110 100 100      

The data provides a comprehensive demographic overview of the sample, emphasizing factors influencing female entrepreneurs' adoption of e-commerce. 

Since all of the respondents in this analysis are female, it is evident how businesswomen use different digital platforms. In order to better understand how 

women entrepreneurs, utilize digital tools to expand their businesses and reach a wider audience, the sample records important characteristics that impact 

their adoption and usage of these platforms. According to the age distribution, the majority of respondents (52%) are between the ages of 21 and 31, 

suggesting that younger people are more inclined to engage in e-commerce. This age group may be more engaged since they are generally more at ease 

using technology. In contrast, 31.82% of people are in the 31–41 age range, which indicates that people are still interested in e-commerce as their careers 

progress. Age may be a barrier to tech adoption, as seen by the lower participation rates among the older age groups (41 and over). 

The majority of entrepreneurs may be balancing job and family obligations, as indicated by the 79% of respondents who are married. This may suggest 

that people who are juggling a lot of obligations find e-commerce platforms' flexibility appealing. In terms of education, 84.55% of respondents have a 

bachelor's degree, indicating a positive correlation between e-commerce involvement and educational attainment. The majority of participants are engaged 

in industries that greatly benefit from online platforms, social media, and digital marketing, such as clothing (25.45%) and beauty & cosmetics (22.73%), 

according to the kind of e-commerce business. This implies that female entrepreneurs are making good use of e-commerce technologies, especially in 

industries with strong customer demand and online visibility. 

Factors influencing the usage of e-commerce technology by female entrepreneurs: 

Category Factors 

Personal factors  

Work life balance  

Entrepreneurial mind-set 

Digital literacy and skill 

Social and Cultural factors  

Education and training opportunities  

Cultural norms and gender roll 

Peer support 

Economic and Business factor  

Access to capital 

Market demand and competition   

Cost of technology  

Technological factor 

Internet and infrastructure  

Platform accessibility 

Security and trust 

Policy and institutional factor 
Government support and Regulations  

Access to financial services  

Personal factors including work-life balance, entrepreneurial mind-set, and digital literacy have a significant impact on how female entrepreneurs adopt 

e-commerce. Because of its flexibility, e-commerce is popular among women who want to reconcile work and family obligations. However, they could 

find it difficult to grow their firms online if they lack a strong entrepreneurial spirit that embraces innovation and risk-taking. Digital literacy is also 

important; people with technical abilities can employ online marketing methods, conduct digital transactions, and navigate e-commerce platforms 

efficiently, while people without these skills may have a hard time adopting. 

Economic, sociological, and cultural aspects influence women's use of e-commerce. Business productivity is increased by education and training, but 

access is restricted by traditional gender standards. Confidence is increased by peer support via networking and mentoring. Financial limitations continue 

to be a significant obstacle, and participation is difficult due to intense competition and costly technology expenses. The key to boosting women's digital 

entrepreneurship is overcoming these barriers. Women's adoption of e-commerce is significantly influenced by technological and regulatory variables. 

Beginners are discouraged by expensive or complicated platforms, and access is restricted by inadequate internet infrastructure. Trust in internet business 

is impacted by security issues, such as fraud and data protection. Women's success in e-commerce can be shaped by government policies that support 

digital inclusion and improved financial services like digital payments and microloans. 

Women's adoption of e-commerce is influenced by institutional support and governmental policies. Financial access, digital training, and supportive rules 

increase participation, while bureaucracy and banking restrictions impede expansion. Strong regulations are necessary to close the gender gap in digital 

business since promoting fintech and financial inclusion empowers women. 
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Exploring the Impact of Digital Platforms on Empowering Women Entrepreneurs and Enhancing Their Business Engagement: (Table 2) 

Research Question      Mean Median Mode 

Std. 

Deviation 

 

How easy is it for you, as a woman entrepreneur, to use Digital platforms 
 

3.9364 

 

4 5 
 

1.11106 

 

Does Flipkart help you reach a diverse and broad customer base. 

 

 
4.2000 

 

 
5 

 
5 

 

 
1.16367 

 

How effective is Myntra in selling fashion and lifestyle products for your business. 

 

3.8909 
 

4 5 

 

1.16796 
 

How satisfied are you with Tata Cliq for selling luxury and premium products. 

 

3.8636 
 

4 5 

 

1.24501 
 

Does IndiaMART help you effectively connect with suppliers and buyers. 

 

4.3182 

 

5 5 

 

1.03986 

 

How easy do you find Shopify to use. 
 

4.2818 

 

5 5 
 

1.06772 

 

Do you believe the customization options on WooCommerce meet your business 

needs. 

 

4.2818 
 

5 5 

 

1.10985 
 

How well does Magento support the scalability of your business. 

 

4.2000 

 

5 5 

 

1.10711 

 

How effective do you find Google Ads for targeted advertising. 
 

3.9455 

 

4 5 
 

1.09071 

 

Does Facebook Ads effectively help you reach your desired audience. 

 

4.4182 
 

5 5 

 

.97097 
 

How effective do you find Twitter Ads in terms of advertising budget efficiency. 

 

3.9909 

 

4 5 

 

1.26705 

 

Do you believe LinkedIn Ads are effective for targeting a professional audience. 
 

4.3000 

 

5 5 
 

1.01863 

 

How well do YouTube Ads help you engage with your target audience. 

 

4.4273 
 

5 5 

 

.92329 
 

Does Amazon Ads provide good opportunities to reach e-commerce customers. 

 

4.6273 

 

5 5 

 

.63331 

 

How helpful are Pinterest Ads for showcasing visual products. 
 

4.5455 

 

5 5 
 

.50021 

 

How effective do you find Instagram Ads in reaching a younger demographic. 

 

4.7545 
 

5 5 

 

.52787 
 

Do you think Reddit Ads are effective for targeting niche markets. 

 

3.4182 
 

4 4 

 

.87138 
 

Do you find Benchmark Email effective for your email marketing campaigns. 

 

4.0273 

 

4 4 

 

.45854 

 

How helpful is Simple Texting for SMS marketing and customer outreach. 4.1909 5 5 1.06224 

How effective is Zoho CRM Plus for managing customer relationships and sales. 
 

3.8909 

 

4 5 
 

1.16796 

 

How effective is Klaviyo for automating and managing email marketing. 

 

3.8636 
 

4 5 

 

1.24501 
 

How easy do you find IndiaMART to navigate and connect with suppliers or buyers. 

 

4.3182 

 

5 5 

 

1.03986 

 

How satisfied are you with the Trade India platform for expanding your business's 

digital presence. 

 
4.2818 

 

5 5 
 

1.06772 
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How effective is Amazon Business in helping your business connect with 

international buyers and suppliers.    

 

4.2818 

 

5 5 

 

1.10985 

 

Does Udaan provide efficient wholesale trading solutions for your business. 

 

4.2000 5 5 

 

1.10711 

 

Does Tata Nexarc offer valuable solutions for your business, such as procurement 
and government tender access. 

 

3.9455 

 

4 5 

 

1.09071 

 

How beneficial is Power2SME in helping your business procure raw materials 

affordably. 

 
4.4182 

 

5 5 
 

.97097 

 

Do you find Moglix to be an efficient platform for industrial product procurement. 

 

3.9909 
 

4 5 

 

1.26705 
 

How effective are the credit solutions offered by Of Business for your SME’s growth 
and procurement needs. 

 

4.3000 

 

5 5 

 

1.01863 

 

I feel more empowered to make key business decisions because of the resources and 
opportunities provided by digital platforms. 

 

4.4273 

 

5 5 

 

.92329 

 

Digital platforms have considerably improved my ability to engage with clients and 
expand my business. 

 

 
4.6182 

 

5 5 
 

.63509 

 

 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 

.995 .996 36 

The information includes answers from female business owners about how they use different digital platforms, with an emphasis on features like usability, 

efficacy, and contentment with particular platforms like Flipkart, Myntra, Shopify, Google Ads, and others. With the majority of replies falling between 

4 and 5 on a 5-point scale, the mean scores show an overall favorable perception across all platforms. For example, Myntra obtained a mean score of 3.89 

for fashion and lifestyle products, showing somewhat less satisfaction but still a positive view, whereas Flipkart received a mean score of 4.20, indicating 

that respondents believe it effective in reaching a large client base. However, platforms such as Instagram Ads (4.75) and Facebook Ads (4.42) received 

higher scores, indicating their excellent efficacy in reaching target consumers.                  

The table's Standard Deviation (SD) numbers indicate respondents' differing degrees of agreement. Strong agreement is indicated by lower SD values 

(e.g., Pinterest Ads with SD = 0.50), whereas more different viewpoints are suggested by higher SD values (e.g., Twitter Ads with SD = 1.27), which 

represent varying experiences with the platforms. 

 

Furthermore, the Cronbach's Alpha value of 0.995 indicates high internal consistency, implying that the poll accurately measures entrepreneurs' 

impressions of digital platforms. The findings show that women entrepreneurs usually consider digital platforms as empowering tools, particularly for 

expanding their business reach and improving decision-making, as evidenced by the high scores for empowerment (4.43) and business engagement (4.62). 

Evaluate the connection between female entrepreneurs' commercial performance and their use of e-commerce platforms, as well as their 

perception: (Table 3)      

parameter for evaluating how e-commerce is perceived and how it affects women entrepreneurs Mean Score 

E-commerce technology enabled your business expand its reach beyond local marketplaces. 4.82 

Using e-commerce technology improved your sales and revenue. 3.69 

believe e-commerce has provided new business prospects for female entrepreneurs. 3.63 

E-commerce has made it easier for women to start their own businesses than traditional company structures. 4.65 

Women entrepreneurs now have greater control over their work-life balance because to e-commerce. 4.64 

E-commerce gives women a chance to be creative and develop original company concepts. 4.31 

Women may now compete on an equal basis with larger companies thanks to e-commerce technologies. 3.83 

E-commerce has enabled women to reach worldwide markets with their products and services. 4.53 

E-commerce platforms empower women entrepreneurs with equal opportunity to flourish, regardless of location. 4.01 

E-Commerce ensures the security 4.27 
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E-commerce technology has helped your company optimize its operations. 4.86 

believe that e-commerce platforms have increased your customer base. 4.56 

E-commerce technology in promoting your products/services to a larger audience 4.21 

User Education and Awareness 4.53 

Innovation and Continuous Improvement 4.44 

The initial setup and learning curve for e-commerce platforms can be tough. 4.60 

difficulty in sustaining a digital marketing strategy for your e-commerce company. 3.95 

Financial constraints (e.g., platform fees, advertising charges) limit your ability to fully implement e-commerce 

technology in your organization. 
3.76 

encounter technological difficulties, such as lack of expertise or access to skilled personnel, in efficiently 

implementing e-commerce technologies. 
4.79 

Fear of data security and online fraud undermines your trust in employing e-commerce technologies for your 

organization. 
4.26 

E-commerce websites are tailored 4.93 

E-commerce has contributed to women-led firms becoming more well-known and visible. 4.01 

The influence and impression of e-commerce technology among female entrepreneurs are shown in the mean values in Table 2. The statement "E-

commerce websites are tailored" has the highest mean value of 4.93, indicating that female entrepreneurs firmly feel that e-commerce platforms are 

adapted to their business requirements, enabling them to maximize their online visibility. Additionally, the score of 4.86 for "E-commerce technology 

has helped your company optimize its operations" emphasizes how e-commerce improves efficiency and shows that female entrepreneurs believe the 

technology helps with operational enhancements. A number of additional answers, such as 4.82 for "E-commerce technology enabled your business to 

expand its reach beyond local marketplaces," highlight how female entrepreneurs may access international markets using e-commerce. Notwithstanding 

the overwhelmingly positive responses, the mean values of 3.76 and 4.60 indicate that women may encounter certain obstacles in fully utilizing the 

potential of e-commerce, particularly in areas like financial limitations and initial setup difficulties. 

For female entrepreneurs, e-commerce technology have been revolutionary, giving them more control over work-life balance, increasing their sales and 

revenue, and enabling them to compete with larger businesses. However, as shown by mean values of 3.76 and 3.95, certain difficulties still exist, 

especially those pertaining to financial limitations and technical issues. Notwithstanding these obstacles, e-commerce technologies are viewed as 

empowering instruments that provide women more control and visibility over their companies. E-commerce promotes greater consumer outreach and a 

better work-life balance, as indicated by mean values of 4.64 and 4.56. Values like 4.53 for accessing international markets and 4.31 for encouraging 

creativity also demonstrate the favorable view of e-commerce's contribution to business expansion. These findings suggest that despite the substantial 

advantages, women entrepreneurs continue to encounter obstacles that could prevent e-commerce from reaching its full potential, especially with regard 

to funding and technological adaptability.     

Challenges faced by female business owners while utilizing e-commerce technology: 

When implementing e-commerce technologies, female businesses encounter a number of significant obstacles. Financial limitations are one of the key 

obstacles since, particularly for small or starting enterprises, the expenses of establishing e-commerce platforms, digital marketing, and upkeep can be 

prohibitive. Furthermore, many women struggle with technology because they lack technical knowledge or access to qualified staff, which makes it 

challenging to effectively set up and run e-commerce platforms. Furthermore, entrepreneurs with no prior expertise with digital technology may be 

discouraged by the early learning curve and difficulty of using e-commerce solutions. Furthermore, many women are hesitant to completely trust and use 

e-commerce platforms due to worries about data security and online theft. Sustaining a digital marketing plan is another major challenge because it can 

take a lot of time and work to maintain constant online presence and interaction. These obstacles frequently prevent female business owners from taking 

full use of e-commerce's potential, which impedes the expansion and profitability of their enterprises. 

Suggestions: 

• Offer grants and financial assistance. The financial strain of establishing and sustaining e-commerce platforms can be lessened by providing 

grants, subsidies, or low-interest loans to female entrepreneurs, hence increasing accessibility for small firms. 

• Provide Programs for Technical Training Women can be given the skills they need to implement and operate e-commerce platforms with 

confidence by holding workshops or online courses on digital marketing, website management, and e-commerce software. 

• Provide Reasonably Priced E-Commerce Solutions Create e-commerce platforms that are more user-friendly, scalable, and inexpensive, with 

a focus on small enterprises and female entrepreneurs who might not have the technical know-how. 

• Promote mentoring and peer networking. Create mentorship programs where seasoned female business owners may help novices navigate the 

e-commerce landscape by offering advice on how to get over typical roadblocks. 
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• Improve Instruction in Cybersecurity to make women entrepreneurs feel more comfortable utilizing digital platforms, provide them with 

information and training on data protection, fraud prevention, and safe e-commerce practices. 

• Boost Knowledge of the Advantages of Online Shopping to promote adoption, start efforts to inform female business owners about the 

advantages of e-commerce, including increased reach, increased sales, and better work-life balance. 

• Provide Tailored Financial Products: To assist female entrepreneurs in reducing the expenses related to expanding their online businesses, 

financial institutions can develop specialized products such as inexpensive digital marketing tools or credits for e-commerce platforms. 

Conclusion:                            

E-commerce has transformed company prospects, providing female entrepreneurs with an opportunity to improve their operations and attract a wider 

audience. Notwithstanding its promise, a number of obstacles prevent e-commerce technologies from being widely adopted, which restricts the capacity 

of women entrepreneurs to take full advantage of these prospects. Although e-commerce presents substantial growth prospects for female entrepreneurs, 

a number of obstacles prevent its broad adoption. The main obstacles to the efficient use of e-commerce technology include lack of funds, technological 

challenges, platform setup difficulty, and data security issues. These challenges can be lessened, though, by offering focused assistance such reasonably 

priced e-commerce solutions, technical training, funding, and mentoring. Additionally, encouraging a sense of community and providing tools to assist 

business owners in navigating cybersecurity and digital marketing will enable women to fully utilize e-commerce. In addition to improving the 

performance of women-led enterprises, addressing these problems will help create a more inclusive digital economy that will allow female entrepreneurs 

to compete on an equal basis with larger corporations. 
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