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ABSTRACT:  

This study investigates the role of digital innovation in the growth and development of women entrepreneurs in India. With a focus on how digital tools—such as 

online platforms, mobile payments, and e-commerce—impact business outcomes, the research explores both opportunities and challenges encountered by women 

in adopting these technologies. Primary data was collected from 384 women entrepreneurs using a structured questionnaire and analyzed through descriptive 

statistics, Chi-square tests, and independent samples t-tests. The results indicate a moderate positive perception of digital tools in improving business processes, 

with the highest acceptance for their role in daily operations. However, digital tools were perceived to have a lower impact on revenue generation. Statistical 

analysis further revealed no significant association between educational background and technical skill challenges, nor any meaningful difference in perception of 

government digital programs between urban and rural respondents. These findings suggest that digital adoption benefits are recognized broadly, but further efforts 

are needed to improve digital accessibility, training, and support systems. The study provides useful insights for policymakers, educators, and support organizations 

aiming to foster inclusive digital entrepreneurship among women. 
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1. INTRODUCTION 

1.1 Background of the Study 

 

The digital revolution has significantly influenced the entrepreneurial ecosystem in India, opening new opportunities for underrepresented groups, 

especially women. With the rise of digital platforms, social media, mobile banking, and e-commerce, women entrepreneurs now have greater access to 

resources, customers, and networks than ever before. Digital innovation has emerged as a key enabler in bridging gender gaps and fostering inclusive 

growth. However, despite these advancements, many women continue to face barriers such as limited access to technology, digital illiteracy, socio-cultural 

norms, and lack of institutional support. 

 

1.2 Need for the Study 

 

While various government initiatives and private programs aim to empower women through digital tools, there remains a gap in understanding how 

effectively these innovations are translating into actual entrepreneurial success. There is also a lack of empirical research focusing on the challenges that 

women entrepreneurs face in adopting digital platforms. This study aims to fill this research gap by providing insights into the opportunities, obstacles, 

and enabling factors related to digital entrepreneurship for women in India. 

 

1.3 Statement of the Problem 

 

Women entrepreneurs, particularly in semi-urban and rural areas, continue to be underrepresented in the digital economy despite its growing accessibility. 

There is an urgent need to understand why digital tools are underutilized and to identify measures that can facilitate greater digital participation among 

women entrepreneurs. 

 

1.4 Objectives of the Study 

 

• To study the impact of digital tools and platforms on the growth and development of women entrepreneurs in India. 
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• To identify the key challenges faced by women entrepreneurs in adopting digital innovations. 

• To evaluate policy measures and technology-based strategies that can promote inclusive growth among women entrepreneurs. 

 

1.5 Scope of the Study 

 

The study focuses on women entrepreneurs across different sectors in India, particularly those using or attempting to use digital platforms. It covers 

digital innovation aspects such as e-commerce, online marketing, digital payments, and virtual networking. 

 

1.6 Significance of the Study 

 

This study will contribute valuable insights for policymakers, educational institutions, startup incubators, and NGOs. It will help in designing digital 

literacy programs, supportive policy frameworks, and targeted interventions to enhance women’s participation in the digital economy. 

2. REVIEW OF LITERATURE 

This chapter reviews prior studies and theoretical contributions that highlight the relationship between digital innovation and the growth of women 

entrepreneurs in India. It summarizes major findings in areas such as digital empowerment, technological barriers, e-commerce, policy interventions, and 

financial inclusion. The studies referenced below form the foundational knowledge base for this research. 

 

1. Nambisan (2017) emphasized how digital platforms are reshaping entrepreneurship by providing new opportunities, especially for 

marginalized groups like women. The study highlighted that digital technologies reduce entry barriers and allow women to start and scale 

businesses even with limited physical infrastructure. 

2. OECD (2018) reported that digital tools like mobile internet, e-wallets, and e-commerce platforms can significantly improve market access 

for women entrepreneurs. The study stressed the importance of training and digital literacy as critical enablers for women's business success 

in developing nations. 

3. Kumar and Bansal (2019) examined how Indian women are increasingly using social media platforms such as Instagram and WhatsApp to 

run home-based businesses. Their findings showed that digital platforms offer visibility, cost-efficiency, and customer interaction benefits, 

even in low-resource environments. 

4. Sharma and Choudhury (2020) analyzed digital innovation as a growth catalyst for women entrepreneurs in Tier II and Tier III Indian cities. 

They found that while access to digital tools has increased, limited training and societal restrictions still act as bottlenecks to full digital 

adoption. 

5. UNCTAD (2019) underscored the global digital gender divide and highlighted that women are 20% less likely than men to be online in low-

income countries. The report noted that closing this gap could significantly boost GDP and entrepreneurial ecosystems. 

6. Bhatia and Jain (2021) studied Indian women-led startups and found that those leveraging fintech and digital marketing tools experienced 

higher business sustainability. Their research emphasized the role of innovation hubs and incubators in promoting digitally empowered women 

entrepreneurs. 

7. World Bank (2020) found that digital financial inclusion among women increased business productivity and economic independence. The 

study also noted that when women had access to mobile payments and online banking, their decision-making and reinvestment rates improved. 

8. Kaur and Sandhu (2018) investigated the role of digital training programs in rural Punjab. Their research showed that when women received 

hands-on training in mobile apps, online payments, and inventory tools, they were more confident in operating independent ventures. 

9. Ismail and Priya (2020) explored how digital innovation is used by women in the Indian handicraft and textiles sectors. They found that 

access to e-commerce platforms significantly boosted profit margins and customer reach, especially for artisans in remote regions. 

10. Patel and Desai (2021) found that women entrepreneurs who used online accounting and productivity tools demonstrated better financial 

management. The study highlighted the need for affordable and vernacular-language-based applications to increase usage among semi-literate 

users. 

11. Chaudhary and Singh (2019) examined gender-sensitive digital policies in India and recommended targeted awareness campaigns and digital 

subsidies to encourage women’s entrepreneurial participation. They emphasized the importance of community-based digital mentoring 

programs. 

12. KPMG (2021) conducted a sectoral study on digital entrepreneurship and found that 34% of digitally active women-owned enterprises 

reported higher year-on-year growth compared to those without tech integration. The report attributed this to better customer engagement and 

automation. 

13. Mehta and Sharma (2016) investigated the impact of online marketplaces like Amazon and Flipkart on women microentrepreneurs in India. 

Their findings suggested that seller training, simplified logistics, and mobile-based seller dashboards encouraged wider participation. 

14. Sahoo and Mohapatra (2020) found that women-led businesses that engaged in digital networking, such as through LinkedIn or women-

only business forums, showed higher collaboration and investment rates. The research emphasized the value of peer support in digital 

ecosystems. 

15. Google & Bain & Company Report (2020) titled “Women Entrepreneurship in India – Powering the Economy with Her”, concluded that 

digital adoption can increase the number of women-owned businesses by nearly 90% over the next decade. The report also recommended 

gender-specific skilling, mentorship, and access to digital capital for scale-up. 
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3. RESEARCH METHODOLOGY 

3.1 Introduction 

 

This chapter outlines the research methodology adopted to analyze how digital innovation influences the growth of women entrepreneurs in India. The 

study is based entirely on primary data collected from respondents across different sectors. 

 

3.2 Research Design 

 

A descriptive research design was employed to gain insights into the relationship between digital tools and business development among women 

entrepreneurs. This design supports the collection of factual data to describe current practices and challenges in digital adoption. 

 

3.3 Population and Sampling 

 

The target population includes women entrepreneurs from various regions of India, operating in micro, small, and medium enterprises. 

• Sampling Technique: A non-probability convenience sampling method was used to access respondents efficiently via digital platforms. 

• Sample Size: A total of 384 women entrepreneurs participated in the study, which provides sufficient data for meaningful statistical analysis 

and generalization within the scope of the research. 

 

3.4 Data Collection Method 

 

The study relies solely on primary data, gathered using an online structured questionnaire through Google Forms. The survey was designed to assess 

the use of digital platforms, benefits derived, challenges faced, and suggestions for improvement. Responses were collected anonymously and voluntarily. 

 

3.5 Data Analysis Techniques 

 

All collected data were analyzed using the Statistical Package for the Social Sciences (SPSS). The software was used for computing descriptive statistics 

and inferential analyses to identify patterns and relationships between digital innovation and entrepreneurial outcomes. 

 

3.6 Scope of the Study 

The research is limited to women entrepreneurs who have access to digital platforms. It focuses on business operations within the Indian context, 

particularly in relation to digital infrastructure, innovation, and technology-driven strategies. 

 

3.7 Limitations of the Study 

 

• The convenience sampling method may limit the generalizability of the findings. 

• The study does not include entrepreneurs who are offline or have limited internet access. 

• Data accuracy is dependent on the truthfulness and understanding of the respondents. 

 

3.8 Ethical Considerations 

 

Respondents were informed about the purpose of the research. Participation was voluntary, and confidentiality of information was ensured. No personal 

identifiers were collected, and all responses were used strictly for academic purposes. 

4. RESULTS AND DISCUSSION 

4.1 Descriptive Statistics: 

Table No: 4.1 

Table Name: Descriptive Statistics 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Use of digital tools in business 384 1 5 3.15 1.401 

Digital innovation improved business 

reach 

384 1 5 3.01 1.420 

Online platforms reduced operational 

costs 

384 1 5 3.09 1.377 

Digital tools increased revenue 384 1 5 2.83 1.428 

Digital innovation essential for growth 384 1 5 2.97 1.413 

Valid N (listwise) 384     



International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025), Page – 9077-9082                  9080 

 

 

Interpretation: 

Descriptive analysis was conducted on five variables related to digital innovation and business outcomes among women entrepreneurs. The mean values 

ranged from 2.83 to 3.15 on a 5-point Likert scale, indicating a moderately positive perception of digital tools in enhancing business operations. 

Specifically, the highest mean score was for the use of digital tools in business (M=3.15), while the lowest was for digital tools increasing revenue 

(M=2.83). The standard deviations around 1.4 suggest a reasonable level of agreement among participants, but also some variability in opinions. These 

insights highlight areas where digital adoption is perceived to be more or less beneficial. 

 

4.2 Chi-Square Test 

 

Chi-Square Test between education level and the challenge of lacking technical skills. 

Hypotheses: 

• H₀: There is no association between education level and technical skill challenges. 

• H₁: There is a significant association between education level and technical skill challenges. 

 

Chi-Square Tests 

 Value df Asymptotic Significance (2-sided) 

Pearson Chi-Square 13.120a 12 .360 

Likelihood Ratio 13.390 12 .341 

N of Valid Cases 384   

 

Interpretation: 

The Chi-square test assessed the association between education level and the challenge of lacking technical skills. The Pearson Chi-Square value was 

13.120 with a p-value of 0.360, which is greater than the significance level of 0.05. This indicates that the relationship between education and technical 

skill challenges is not statistically significant. Therefore, we fail to reject the null hypothesis (H₀), concluding that there is no meaningful association 

between the level of education and perceived technical skill challenges among the respondents. 

 

4.3 Independent Samples t-Test 

 

Hypotheses  

• H₀: There is no difference in perception of government programs between urban and rural entrepreneurs. 

• H₁: There is a significant difference in perception of government programs between urban and rural entrepreneurs. 

 

Table No: 4.3.1 

Table Name: Group Statistics 

Group Statistics 

 Region_ N Mean Std. Deviation Std. Error Mean 

Government programs helped digital 

adoption 

1.00 121 2.95 1.419 .129 

2.00 131 3.15 1.452 .127 

 

Table No:4.3.2  

Table Name: Independent Samples Test 
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Table No: 4.3.3  

Table Name: Independent Samples Effect Sizes 

 

Independent Samples Effect Sizes 

 

Standardizer

a 

Point 

Estimate 

95% Confidence Interval 

Lower Upper 

Government 

programs helped 

digital adoption 

Cohen's d 1.437 -.135 -.383 .112 

Hedges' correction 1.441 -.135 -.382 .112 

Glass's delta 1.452 -.134 -.381 .114 

a. The denominator used in estimating the effect sizes.  

Cohen's d uses the pooled standard deviation.  

Hedges' correction uses the pooled standard deviation, plus a correction factor.  

Glass's delta uses the sample standard deviation of the control group. 

 

Interpretation: 

An independent samples t-test was used to evaluate whether perceptions of government programs differ between urban and rural entrepreneurs. The mean 

score for rural respondents was 2.95, and for urban respondents it was 3.15. The p-value for the t-test was 0.284, which is greater than 0.05, indicating 

that the difference is not statistically significant. Hence, we fail to reject the null hypothesis (H₀), concluding that there is no significant difference in 

perception of government digital adoption programs between rural and urban women entrepreneurs. 

5. FINDINGS FROM THE STUDY 

The study revealed that women entrepreneurs moderately agree that digital tools and platforms contribute positively to their business growth. Among the 

measured variables, the use of digital tools in daily operations and outreach showed the highest levels of acceptance. However, the impact on revenue 

generation was perceived to be relatively lower. Cross-tabulation analysis indicated no significant association between education level and challenges 

related to technical skills, suggesting that such challenges are experienced across different educational backgrounds. Additionally, the independent 

samples t-test showed no significant difference in perception of government programs between rural and urban entrepreneurs, implying a generally 

uniform experience regardless of location. 

6. RECOMMENDATIONS AND SUGGESTIONS 

To enhance the effectiveness of digital adoption among women entrepreneurs, tailored training programs focusing on practical digital skills should be 

implemented across all education levels. Government initiatives should focus on simplifying digital interfaces and expanding outreach, particularly 

through vernacular content and localized support. Regular awareness campaigns and feedback mechanisms must be incorporated to bridge the knowledge 

gap and ensure better alignment of government support with real-world challenges. Collaborations between tech firms and women's business networks 

could further accelerate adoption by offering hands-on assistance and resources. 

7. CONCLUSION 

The research concludes that while women entrepreneurs recognize the value of digital innovation, its full potential is yet to be realized due to varying 

levels of accessibility, technical know-how, and awareness. The lack of a significant link between education and technical challenges emphasizes the need 

for universal capacity-building initiatives. Similarly, the absence of a perceptual gap between rural and urban entrepreneurs highlights the uniformity in 

their experiences with government programs. Therefore, a more inclusive and adaptable approach is required to ensure that digital empowerment becomes 

a sustainable driver of entrepreneurial growth for women across India. 
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