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Abstract  
The subject of the paper is to examine the importance of the use of the social 
network Facebook in women's entrepreneurship with the aim of encouraging 
the development or improvement of existing business of women entrepreneurs 
engaged in SMEs, through the use of this modern interactive and marketing 
tool. The paper is of a general and overview character and aims to inform all 
interested parties about the importance and manner of using the social network 
Facebook in the development of entrepreneurial business, by undertaking 
marketing and promotional activities and by the possibility of establishing 
cooperation, participation, collaborations and interactions with different 
partners in their everyday business environment. In the era of digital 
technologies, social media marketing has a wide development, offering 
entrepreneurs cooperation and connection with customers. Social media 
platform is a vital channel for reaching customers for businesses. Facebook is 
a kind of public space where all initiatives are welcome. Its technology relaxes 
all the entry barriers for all entrepreneurs, because starting a small business 
on Facebook does not require digital or legal expertise, entry costs or even a 
high level of digital literacy. Women's entrepreneurship refers to women or 
groups of women who discover new economic opportunities and activities, by 
actively running and managing a business. Using Facebook as a marketing 
tool to achieve goals, allows women entrepreneurs to gain greater visibility 
and popularization in the market, while also avoiding facing business 
inequality. Through the content analysis, the paper points out the 
attractiveness of the social network Facebook, as a modern digital 
communication space, which provides fast and viral dissemination of 
information for various purposes, and thus women entrepreneurs can find their 
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way to their customers or other partners, to promote and sell their products or 
services, with the ultimate goal of surviving and improving their business.  

Keywords: Social Networks, Facebook, Entrepreneurship, Women's 
Entrepreneurship, Growth and Development. 

 

Introduction  

The paper contains four subsections. In the first subsection we deal with the definition of the 
social networks and point out the importance of using social networks in the context of 
economic potential. Social networks are a place of mutual interaction for all economic entities 
and are no longer used only for communication or marketing. The social networks have great 
business potential and have revolutionised the activities of many companies, regardless of 
their size or scale of activity (Lupa-Wojcik, 2020). The second subsection covers the key 
characteristics and dilemmas of the social network Facebook usage, in general. The social 
networks such as Facebook and Instagram are very powerful marketing tools for promotion 
and advertising (Perčić, Perić, Kutlača, 2019, pp.65-66). The third subsection is oriented 
towards the general usage of social networks in entrepreneurship, and it emphasizes the 
economic benefits in business for entrepreneurs, which are a consequence of the usage of the 
social networks. Entrepreneurs need to engage in the use of new internet technology to reach 
their target markets, boost productivity and gain a competitive advantage (Ogbari,  
Eberhibekhole,  Olokundun,  Ogunnaike,  Atolagbe,  2018). The fourth subsection  is the 
essence of the paper, which emphasizes the connection and importance of the social network 
Facebook usage in the women's entrepreneurship in order to show to women entrepreneurs 
how to manage their business, whether it is about surviving or improving it. With the 
development of technology, and the transition from classic marketing to digital marketing, 
women entrepreneurs see their chance for growth and development in the market 
(Gardašević, Lalović, Fimić, 2020, 109).  In the emerging business environment and with the 
rapidly growing contemporary business trends, the concepts of entrepreneurship and 
entrepreneurs tend to adapt to the new circumstances of business practice (Gardašević, 
Brkanlić, Kostić, 2020). The aim of this paper is to present the most important theoretical 
framework that emphasize the correlation between the Facebook usage in developing the 
women's entrepreneurship, with the genaral aim of strengthening women's entrepreneurship 
(from surviving to improving) especially in this challenging time.  
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Theoretical Framework 

2.1. The Social Networks and their Economic Potential  

Social networks are gaining popularity around the world. As of January 2020, 3.8 billion 
people had active social media accounts, representing 49% of the world’s population. 
Compared to the same period in the previous year, this number had increased by 321 million 
(9.2% increase) (Lupa-Wójcik, 2020). Social networks are a vital channel for reaching 
customers for businesses. Social networks are increasingly relevant in the e-commerce area, 
especially (but not only) for the B2C relationship (Chaffey, 2015; Cirlugea, Faragó, Hintea, 
2020). It can be assumed that social networks are online platforms (websites or applications) 
whose functions are primarily to create, process, play, share, and receive visual and audio 
content (e.g. text, images, movies, games) (Heymann-Reder, 2011) by various entities 
(individual and/or institutional) and respond to them in various forms.  In collaboration with 
customers, in finding out their opinions about the products and services, media can also be 
an issue if consumers gain too much power over the information and the marketing process 
(Arrigo, 2018). On social media, there are very complex interactions between various types 
of economic entities that have a real economic dimension. Figure 1. shows the interaction 
between various entities on social media.  

  
Fig. 1. The interaction between various entities on social media.  

Source: Lupa-Wójcik, 2020.  
 

Networking has been recognized as a crucial entrepreneurial activity, for both male and 
female entrepreneurs, helping them to gather valuable information and advice, to identify 
opportunities and access critical resources for business creation, maintenance, development 
and entrepreneurial success (Aldrich et al, 1989; Åndersson, Evensson, 2001; Baines, 
Wheelock, 1998; Doyle, Young, 2001; Hall, Bennett, 2000; Hampton et al, 2009; Mankelow 
et al, 2002; Manolova et al, 2007; Veltz, 2002).  
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2.2. The Facebook  

The phenomenon of the social network Facebook is reflected in an increasing number of 
academic articles. This topic arouses interest among scientists from various disciplines such 
as Law, Economics, Psychology, Sociology, Information Technology, and the volume of 
research is growing rapidly (Wilson, Gosling, Graham, 2012). They also play an important 
role in modern marketing activity and are an inevitable tool in modern marketing 
communication (Gardašević, Ćirić, Carić, 2018). Everyone is on the Facebook, from the 
youngest to the oldest, from the most technologically literate to those without great 
technological knowledge (Zarrella, 2013, pp 77). The Facebook also finds its application for 
business purposes. Many marketing professionals have started to conduct advertising 
campaigns on social networks, not only because of the large audience (so-called base of 
future clients), but also because social networks allow very specific targeting of selected 
individuals who fall under previously defined characteristics (Gironda, Korgaonkar, 2014, 
pp. 572). In addition to advertising on Facebook,  business pages and advertisements on the 
social network Facebook also serve as a means for marketers to increase brand awareness 
(Delgado-Ballester, Navarro, Sicilia, 2012). Business pages on the Facebook are also an 
extremely convenient platform for consumers to spread information from word of mouth 
(Word of mouth) and thus provide, among other things, companies with key information 
about the values of consumers themselves (Dobele, Lindgreen, 2011). Figure 2. shows an 
example of one Business Page.  

 
Fig. 2. Example of one Business Page.  

Source:Official Facebook Business Page of Pew Research Center, 2021.  

Business pages contain all the essential details that are important to users. On the Home page, 
there is a retrospective of news, current information that is placed in real time.  

 

2.3. The General Role of the Social Networks in an Entrepreneurship  

Entrepreneurship is recognized as a multi-dimensional concept that revolves around risk and 
uncertainty, innovation, or value creation, and that generally involves the common idea of 

12
  
Editorial Universitat Politècnica de València 



Jovana Gardašević, Marko Carić, Sandra Brkanlić 

 
 
 

individuals exploiting market opportunity through innovation (Van Stel et al., 2005; 
Venkataraman, 1997). At the crossroads of digital technologies and entrepreneurship, digital 
entrepreneurship calls for a totally new approach of entrepreneurship theories (Zaheer et al., 
2019). As an illustration, digital infrastructure i.e. “digital technology tools and systems (e.g. 
cloud computing, data analytics, online communities, social media, 3D printing, digital 
makerspaces, etc.) that offer communication, collaboration, and/or computing capabilities” 
(Nambisan, 2017, p.4) enables the entrepreneurial process, leading to the democratization of 
entrepreneurship in the past decade (Aldrich, 2014). From a company’s point of view, social 
media have become a relatively inexpensive and effective marketing channel, and their low 
promotion costs represent a real economic benefit. Economic benefits for business can also 
result from the use of social media to improve communication within a company, the 
organisation of work, file and document exchange, online meetings, remote work support, 
etc (Lupa-Wójcik, 2020).  

 

2.4. Facebook Usage and the Women’s Entrepreneurship  

Women's entrepreneurship refers to women or groups of women who discover new economic 
opportunities and activities, by actively running and managing a business (Dangi, 2014). 
Women entrepreneurs are defined as women who are involved in independent business 
decision-making related to running a business (Sutcliffe-Braithwaite, Lawrence, 2019), and 
they would achieve this by developing, identifying and nurturing the vision and turning it 
into innovative ideas, thus creating chances for better development and performance of the 
business itself (Iwu, Nsengimana, Robertson, 2019). Several authors made an important 
statement that women's entrepreneurship focuses and is based on the power to control their 
business by creating innovative ideas and products required by the market, monitoring and 
absorbing as much information as needed and also improving relationships with other 
employers, producers and consumers (Setini, Yasa, Supartha, Giantari, Rajiani, 2020).  
Women’s groups are created online to offer networking support through providing them, and 
especially entrepreneurs and executives, with information and lists of contacts 
(Constantinidis, 2011). In an research conducted by the author Constantinidis (2011) she 
reveals that in terms of objectives, when using Facebook, women consider it important to 
share advice and experiences with other self-employed women, to make women’s 
entrepreneurship known and to meet other women entrepreneurs. Her analyses reveal 
significant differences between women in male, female and mixed sectors in terms of new 
clients gained through Facebook. Significantly larger numbers of women in female sectors 
of activity have gained clients via Facebook, compared with women in male or mixed sectors. 
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Hence virtual networking seems to open up new opportunities and ways of doing business 
for women entrepreneurs, who can use it to target markets, publicize their products and 
services, and establish, maintain and develop relations with new or existing customers 
(Constantinidis, 2011, p. 267).   

Methodology  

Our intention in this paper was to present the crucial and the latest overview of the literature 
based on the content analyses which is in a connection to the actuel problem.  Through 
methods of analysis, synthesis, induction, deduction, content analysis, positivism, we have 
presented the most modern attitudes of authors regarding to the use of the social networks, 
the Facebook, their economic potential and their importance in the entrepreneurship, 
especially women's entrepreneurship, in order to give an overview which will empower 
women to use Facebook for survival or improving their businesses.  

Results  

According to the authors Aral, Dellarocas, Godes (2013) mentioned in the paper of author 
Lupa-Wójcik (2020), some of the crucial economic aspects associated with the use of the 
social media in business activities are:  

1. Concentration of a large number of users;  

2. Discussion by users regarding company products and their activities, which require social 
media monitoring;  

3. Possibility of user segmentation due to various criteria;  

4. Possibility of using various forms of marketing;  

5. Development of tools supporting business on social media. These factors have 
revolutionised the activities of many economic entities in the world, regardless of their size 
or scale of activity.  

Entrepreneurs see their chance to gain competitiveness by promoting their companies on 
social networks, so we can see every day on Facebook or Instagram how they try to attract 
their consumers and increase the visibility of their products, and ultimately result in final 
sales (Gardašević, Lalović, Fimić, 2020). In order to be functional and successful for 
marketing strategies, it is necessary to know how to use their key factors to create a successful 
marketing campaign. The key factors are the need to understand the various social networks 
and the how they work, to know the motives for the use of social networks by users, and to 
understand their preferences (Gardašević, Ćirić, Carić, 2018, p. 311).  

Networking has been recognized as a crucial entrepreneurial activity, for both male and 
female entrepreneurs, helping them to gather valuable information and advice, to identify 
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opportunities and access critical resources for business creation, maintenance, development 
and entrepreneurial success (Constantinidis, 2011).  

Women have mainly used the Facebook and other new communication technologies to create 
and develop virtual communities, within which they can now share experiences, concerns, 
beliefs and common interests. Growing numbers of women venture capitalists, business 
owners and consumers use the Facebook to interact with and support each other, becoming 
key players in the online landscape (Herring, 2001). 

Conclusion   

By applying adequate and relevant literature in this paper, we have tried to emphasize the 
importance of developing women's entrepreneurship, the potential it brings and the ways in 
which it can be achieved. With the development and advancement of technology, the 
transition from classic marketing to digital and internet marketing, women entrepreneurs see 
their chance for growth and development in the market itself. By analyzing the importance 
of using the social network Facebook in the domain of the development of women's 
entrepreneurship, we have shown how important Facebook really is in modern business. The 
innovativeness of modern marketing business and the use of Facebook as a modern marketing 
tool to achieve goals, allows women entrepreneurs to gain greater visibility and 
popularization on the market, also helping them to avoid business inequality. Finally, it is 
important to emphasize the chance that Facebook gives women entrepreneurs to 
communicate together, create communities and organizations, which will significantly 
strengthen them, advance them and increase their chances for success. By communicating, 
connecting and creating networks of new partners, they both gain in importance and 
visibility, both in the narrower and in the wider environment. We can conclude that the social 
network Facebook, as a tool for application in business, is really one of the fundamental 
internet platforms for advertising, increasing the visibility of business and making a profit, 
as well as a great chance that women entrepreneurs can use for their success and progress.  
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