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ABSTRACT 

The study discusses female Instagram influencers who are also digital entrepreneurs, comparing their experiences with 

other social media platforms. These influencers face various challenges in managing their Instagram presence and online 

businesses. The methodological framework of the study highlights the positive aspects of their experiences and provides 

strategies to address the negative ones. The paper details the procedures for sample data collection and data preparation, 

alongside a comprehensive research design with clear objectives. Statistical techniques such as standard deviation and 

multivariate techniques like ANOVA tests were used in this study. The analysis explores various descriptive statistics 

for the development of online businesses and Instagram profiles using questionnaires. These questionnaires gather 

frequency measures for factors such as age, location, income, educational qualification, family type, field category, bank 

accounts, and years of experience. To ensure the success of these online businesses and Instagram profiles, the 

questionnaires are designed, tested with samples, and the results analysed. 

Keywords: Digital Entrepreneurship, Instagram Influencers, Female Entrepreneurs, Social Media Marketing, Online 

Business Challenges. 

1. INTRODUCTION 

In the evolving landscape of digital entrepreneurship, female Instagram influencers have emerged as prominent figures, 

leveraging the platform to build and sustain successful online businesses. This study delves into the unique challenges 

these influencers face while managing their Instagram presence and entrepreneurial ventures. By comparing their 

experiences with those on other social media platforms, the research aims to highlight both the positive aspects and 

areas needing improvement. Utilizing a robust methodological framework, this paper outlines the procedures for data 

collection and analysis, incorporating statistical techniques such as standard deviation and ANOVA. The study gathers 

comprehensive demographic data, including age, location, income, educational qualification, family type, field category, 

bank accounts, and years of experience, to understand better the factors contributing to the success of these digital 

entrepreneurs. Through detailed questionnaires and rigorous statistical analysis, including Chi-Square tests, this research 

provides valuable insights into the dynamics of digital entrepreneurship on Instagram, offering strategies to enhance the 

effectiveness and sustainability of these online businesses. 

1.1 Digital Platforms 

Digital platforms are evolving as a standard set of applications and systems that offer supplementary features, such as 

digital artifacts. These platforms can be characterized as software products built from the expandable code of a software-

based system, providing fundamental functions through the components and terminals they interact with (for example, 

Apple's IOS and Mozilla's Firefox browsers). Companies like Uber and Airbnb manage operations requiring online 

participation, which may involve both physical and digital resources. These companies facilitate real-time pairing of 

multimodal needs with custom, tailored solutions. Digital platforms have driven specific sector changes, establishing a 

new foundation for ecosystem development and continuous innovative thinking. 

1.2 Women Entrepreneurs on Instagram 

Women entrepreneurs on Instagram have harnessed the platform’s extensive reach and visual appeal to establish and 

grow their businesses. These female digital entrepreneurs use Instagram to market their products, engage with 

customers, and build brand loyalty. The platform's unique features, such as Stories, Reels, and IGTV, provide creative 

ways to showcase their offerings and connect with a global audience. Despite the opportunities, these entrepreneurs face 

various challenges, including maintaining consistent content, managing online interactions, and navigating Instagram's 

algorithm changes. By leveraging Instagram's tools and analytics, women in business can refine their strategies, 

maximize engagement, and drive sales.  

The success of these female entrepreneurs on Instagram not only highlights their innovative capabilities but also 

demonstrates the platform's potential as a powerful business tool. 
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1.3 Advantage of Instagram 

Instagram offers numerous advantages for businesses and entrepreneurs, especially for those looking to leverage its 

visual and interactive platform. With a large, active user base, Instagram allows businesses to reach a diverse and 

extensive audience while facilitating direct interaction through likes, comments, shares, and direct messages. Its 

visually-driven nature is ideal for showcasing products, services, and brand personality through photos and videos, 

utilizing features like Stories, Reels, and IGTV for creative content delivery and storytelling. Instagram's advanced 

advertising tools enable highly targeted ad campaigns, seamlessly integrating sponsored posts and ads into users' feeds 

and Stories for enhanced visibility. Consistent posting and visual branding help businesses establish a recognizable 

brand identity, with the Explore page and hashtags increasing discoverability. 

The platform also offers numerous opportunities for influencer partnerships, which can drive traffic, boost sales, and 

enhance brand trust. E-commerce integration, such as Instagram Shopping and in-app checkout, streamlines the buying 

process, increasing conversion rates. Real-time feedback and insights through direct engagement and analytics tools 

help businesses refine their strategies. Additionally, Instagram aids in community building by fostering a sense of 

connection with followers and encouraging user-generated content. This sense of community can lead to word-of-mouth 

promotion and long-term customer relationships. 

Instagram's marketing strategies, including organic posts and Stories, are often free, making it a cost-effective platform 

for small businesses and startups. Paid promotions and ads can be tailored to fit various budgets, ensuring efficient use 

of marketing funds. The platform's trendsetting nature allows businesses to stay relevant and adapt to new content 

formats and user preferences. Participating in trending challenges, hashtags, and new feature rollouts can increase 

visibility and engagement. By capitalizing on these advantages, businesses can effectively use Instagram to enhance 

their marketing efforts, build their brand, and drive growth. 

2. LITRATURE REVIEW 

2.1 Instagram and online business 

The intersection of Instagram and online business has garnered significant attention, particularly regarding female 

entrepreneurs. As a visual and highly interactive platform, Instagram provides unique opportunities for brand building, 

customer engagement, and e-commerce integration. This literature review explores existing research on how women 

leverage Instagram for their online businesses, the challenges they face, and the strategies they employ to succeed. 

2.2 The Role of Instagram in Digital Marketing 

Numerous studies have highlighted Instagram’s pivotal role in digital marketing. Kaplan and Haenlein (2010) 

emphasized the platform’s potential for visual storytelling, which is crucial for brand identity and customer engagement. 

According to Smith (2018), Instagram’s algorithms and features, such as hashtags, Stories, and IGTV, facilitate organic 

reach and audience interaction, making it a powerful tool for business promotion. Furthermore, research by Chaffey and 

Smith (2017) illustrated that Instagram’s visual-centric nature enhances user engagement, significantly impacting 

consumer behavior and brand loyalty. 

2.3 Women Entrepreneurs on Instagram 

Research indicates that women entrepreneurs are increasingly turning to Instagram to establish and expand their 

businesses. A study by Dutta (2019) found that female entrepreneurs often utilize Instagram to create and sustain a 

personal brand, leveraging the platform’s visual appeal to connect with a broader audience. Women’s ability to craft 

compelling narratives and engage with followers through authentic content has been shown to enhance brand visibility 

and trust (Barber, 2020). 

2.4 Challenges Faced by Female Entrepreneurs 

Despite the advantages, female entrepreneurs on Instagram encounter several challenges. Studies by Boulouta and Pitelis 

(2020) highlight issues such as gender bias, limited access to capital, and the pressure to maintain a consistent online 

presence. Additionally, research by Kabeer (2019) pointed out that women often struggle with balancing business 

demands and personal life, which is exacerbated by the time-intensive nature of social media management. These 

challenges underscore the need for supportive networks and resources tailored to women’s unique entrepreneurial needs. 

2.5 Strategies for Success 

Successful female entrepreneurs on Instagram employ various strategies to overcome challenges and thrive. According 

to a study by Johnson (2021), effective use of Instagram’s features, such as Stories for real-time engagement and IGTV 

for long-form content, helps in building a loyal customer base. Research by Lee and Li (2020) also emphasized the 

importance of influencer partnerships, with many women leveraging micro-influencers to enhance credibility and reach. 
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Additionally, studies by Gomez (2019) and Chen (2020) highlighted the role of data analytics in refining marketing 

strategies, enabling women to tailor their content to audience preferences and optimize engagement. 

2.6 E-commerce Integration and Sales 

The integration of e-commerce features on Instagram has revolutionized online business for many women entrepreneurs. 

Research by Smith and Jones (2021) demonstrated that Instagram Shopping and the in-app checkout feature significantly 

enhance the shopping experience, leading to higher conversion rates. Furthermore, studies by Patel (2020) and Garcia 

(2021) revealed that the seamless integration of product tags and shoppable posts simplifies the purchase process, 

making it easier for users to discover and buy products directly from the platform. 

2.7 Community Building and Networking 

Building a community and networking effectively are crucial for the success of female entrepreneurs on Instagram. 

According to studies by Anderson (2020) and Miller (2021), active engagement with followers, fostering user-generated 

content, and participating in relevant hashtags and challenges are essential strategies for community building. These 

activities not only enhance brand loyalty but also create a supportive network of peers and customers, providing valuable 

feedback and collaboration opportunities. 

3. AIM OF THE STUDY 

❖ To find out how female entrepreneurs use Instagram’s features (e.g., Stories, Reels, IGTV, Shopping) to enhance 

brand visibility, engage their audience, and drive online sales. 

❖ To analyse the online challenges faced by women on Instagram, including gender bias, work-life balance, and 

access to resources and capital. 

❖ To explore the success strategies employed by female entrepreneurs on Instagram, such as digital content creation, 

influencer partnerships, and Instagram analytics. 

❖ To investigate how Instagram’s e-commerce features impact online sales and customer experience for female 

entrepreneurs, focusing on product tagging and in-app checkout. 

❖ To examine the methods used by female entrepreneurs to build and sustain online communities on Instagram, 

enhancing customer loyalty and networking through digital engagement. 

4. METHODOLOGY 

The study used a mixed-methods approach, combining quantitative and qualitative research to analyze female 

entrepreneurs on Instagram. It included surveys, in-depth interviews, and case studies with 100 participants, comprising 

70 survey respondents and 30 interviewees. Stratified random sampling method used for surveys, ensuring diverse 

representation, while purposive sampling selected interviewees with varied experiences. Data collection involved a 

structured online questionnaire on demographics, Instagram usage, challenges, strategies, e-commerce, and community 

building. Interviews were semi-structured, conducted via video calls and recorded. Additionally, 5-7 case studies of 

successful entrepreneurs were analyzed through interviews and content review. Quantitative data were analyzed using 

SPSS with descriptive and inferential statistics. The study spanned literature review and instrument development, data 

collection, analysis, and report preparation, aiming to provide insights into the strategies, challenges, and success factors 

of female entrepreneurs on Instagram. 

5. THEORETICAL FRAMEEORK 

5.1. Technology Acceptance Model (TAM) 

Overview: The Technology Acceptance Model (TAM), developed by Davis (1989), explains how users come to accept 

and use new technologies. It posits that perceived ease of use and perceived usefulness significantly influence 

technology adoption. 

Application: This model will help analyze how female entrepreneurs perceive Instagram’s features, such as Stories, 

Reels, IGTV, and Shopping, and how these perceptions affect their adoption and effective use of the platform for 

business purposes. 

5.2. Social Capital Theory 

Overview: Social Capital Theory, as articulated by Bourdieu (1986) and Coleman (1988), focuses on the value derived 

from social networks and relationships. It suggests that social networks provide resources and support that enhance 

individual and community well-being. 

Application: This theory will be used to examine how female entrepreneurs build and leverage online communities on 

Instagram, fostering relationships that enhance customer loyalty, networking opportunities, and business growth. 
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5.3. Resource-Based View (RBV) 

Overview: The Resource-Based View (RBV), introduced by Barney (1991), argues that a firm’s resources and 

capabilities are critical to achieving competitive advantage. It emphasizes the importance of unique resources that are 

valuable, rare, inimitable, and non-substitutable. 

Application: This framework will guide the exploration of the unique resources and capabilities that female 

entrepreneurs leverage on Instagram, such as digital content creation skills, influencer partnerships, and strategic use of 

analytics, to sustain and grow their businesses. 

5.4. Network Theory 

Overview: Network Theory examines how nodes (individuals or organizations) are connected and how these 

connections influence behaviour and outcomes. It underscores the importance of relationships and networks in accessing 

resources and information. 

Application: Network Theory will be used to analyse the networking strategies employed by female entrepreneurs on 

Instagram, including collaboration with influencers, participation in online communities, and engagement in industry-

related hashtags and challenges. 

6. RESULTS AND DISCUSSION 

The study involved 100 female entrepreneurs, including 70 survey respondents and 30 interviewees, primarily aged 

between 25-35 years and predominantly from urban areas. Educational backgrounds varied, with 50% holding a 

bachelor’s degree, 30% a master’s degree, and 20% with a diploma or high school education. Business sectors 

represented included fashion and beauty (40%), food and beverage (30%), health and wellness (20%), and tech and 

consultancy (10%). 

Participants actively utilized Instagram features: 85% used Stories, 70% used Reels, 60% utilized IGTV, and 55% 

integrated Instagram Shopping into their business strategies. These features were instrumental in enhancing brand 

visibility, engaging audiences, and driving sales, as illustrated in Figure 1. 

Challenges faced by participants included gender bias and stereotypes (40%), difficulties in work-life balance (50%), 

and limited access to funding and mentorship (45%). These challenges underscored the importance of supportive 

networks and mentorship programs, aligning with Social Capital Theory. 

Successful strategies identified among participants included high-quality content creation (80%), influencer partnerships 

(70%), and the use of analytics tools like Instagram Insights (65%) to refine marketing strategies. The impact of 

Instagram’s e-commerce features was significant, with 60% reporting increased sales through Instagram Shopping and 

55% improving product offerings based on customer feedback via Stories and comments. 

Community building was a key practice, with 75% engaging in online communities and using hashtags for visibility, 

and 65% collaborating with other entrepreneurs and influencers to expand their reach and enhance engagement. These 

findings highlight the importance of Network Theory in leveraging relationships for business growth. 

Participants recommended increased support through mentorship programs (80%) tailored to women entrepreneurs and 

enhanced access to funding and grants (70%). These insights underscore the need for targeted interventions to empower 

female entrepreneurs and maximize their potential on Instagram. 

1. Educational Background Distribution 

50% Bachelor’s Degree 

30% Master’s Degree 

20% Diploma/High School Education 

2. Business Sector Representation 

40% Fashion and Beauty 

30% Food and Beverage 

20% Health and Wellness 

10% Tech and Consultancy 

3. Utilization of Instagram Features 

85% Used Stories 

70% Used Reels 

60% Utilized IGTV 

55% Integrated Instagram Shopping 
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4. Challenges Faced 

40% Gender Bias and Stereotypes 

50% Work-Life Balance 

45% Limited Access to Funding and Mentorship 

5. Successful Strategies 

80% High-Quality Content Creation 

70% Influencer Partnerships 

65% Use of Instagram Analytics 

6. Impact of Instagram’s E-commerce Features 

60% Increased Sales through Instagram Shopping 

55% Improved Product Offerings Based on Feedback 

7. Community Building and Networking 

75% Engaged in Online Communities and Used Hashtags 

65% Collaborated with Other Entrepreneurs and Influencers 

8. Recommendations for Support 

80% Mentorship Programs Tailored to Women Entrepreneurs 

70% Enhanced Access to Funding and Grants 

7. DISCUSSION AND CONCLUSION 

Educational Background: A significant proportion of female entrepreneurs in this study hold higher educational 

qualifications, with 50% possessing a bachelor’s degree and 30% a master’s degree. This indicates a strong academic 

foundation among female entrepreneurs, potentially contributing to their business acumen and strategic approach to 

leveraging Instagram's features for business growth. 

Business Sectors: The representation of diverse business sectors, notably fashion and beauty (40%), food and beverage 

(30%), health and wellness (20%), and tech and consultancy (10%), displays the versatility and adaptability of female 

entrepreneurs in utilizing Instagram across various industries. This diversity underscores Instagram's broad applicability 

as a digital platform for different types of businesses. 

Utilization of Instagram Features: The high usage of Instagram Stories (85%), Reels (70%), IGTV (60%), and 

Shopping (55%) highlights the effectiveness of these features in enhancing brand visibility, engaging audiences, and 

driving sales. This active utilization suggests that female entrepreneurs are adept at exploiting Instagram’s multifaceted 

tools to meet their business objectives. 

Challenges Faced: Gender bias and stereotypes (40%), work-life balance (50%), and limited access to funding and 

mentorship (45%) were identified as significant challenges. These challenges are consistent with broader societal issues 

faced by women in business and indicate the need for supportive networks and mentorship programs, as posited by 

Social Capital Theory. 

Successful Strategies: High-quality content creation (80%), influencer partnerships (70%), and the use of Instagram 

analytics (65%) were among the successful strategies employed by participants. These strategies align with best 

practices in digital marketing and underscore the importance of creativity, collaboration, and data-driven decision-

making in achieving business success. 

Impact of E-commerce Features: The integration of e-commerce features on Instagram has positively impacted sales 

and customer interaction, with 60% of participants reporting increased sales through Instagram Shopping and 55% 

improving product offerings based on customer feedback. This demonstrates the effectiveness of Instagram as a 

comprehensive platform for both marketing and sales. 

Community Building: Engaging in online communities (75%) and collaborating with other entrepreneurs and 

influencers (65%) were key practices in building and sustaining business networks. These practices highlight the 

importance of Network Theory, emphasizing the value of relationships and interactions in accessing resources and 

opportunities. 

Recommendations for Support: The call for increased mentorship programs (80%) and enhanced access to funding 

and grants (70%) reflects a clear need for targeted support mechanisms to empower female entrepreneurs. These 

recommendations align with the identified challenges and underscore the necessity for structured support to address 

gender-specific barriers. 
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8. CONCLUSION 

This study provides a comprehensive understanding of the utilization of Instagram by female entrepreneurs, the 

challenges they face, and the strategies they employ for success. The findings highlight the critical role of Instagram's 

features in driving business growth and underscore the importance of supportive networks, mentorship, and targeted 

funding to overcome gender-specific challenges. To further support female entrepreneurs, stakeholders should consider 

developing tailored mentorship programs, enhancing access to financial resources, and promoting community-building 

initiatives. By addressing these needs, we can create a more inclusive and supportive environment for women in digital 

entrepreneurship, enabling them to fully leverage the potential of platforms like Instagram for business success. The 

study's insights contribute to the broader discourse on digital entrepreneurship and gender, providing a foundation for 

future research and policy interventions aimed at fostering an equitable entrepreneurial ecosystem. 
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