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Abstract

Social commerce has really changed things for entrepreneurs, mixing social media with business functions and
creating a bunch of new chances for women-led small businesses. This study looks at how platforms like
Instagram Shops, WhatsApp Business and live selling affects business performance, customer retention and
empowerment. Using a quantitative approach, data was collected from 200 women entrepreneurs in Bangalore
and analyzed with all the usual stats tools. The results were pretty surprising- it turned out that just using social
commerce platforms doesn’t really boost business performance or feelings of empowerment. Customer
engagement and trust were found to have a significant but negative link with people actually buying things or
coming back, which points to some gaps in turning 'likes' into sales. Things like not having great digital skills or
financial problems were not significant factors in whether or not adopting these platforms led to growth. The
findings highlight that while social commerce makes it easier to start a business online, its potential to empower
women entrepreneurs really depends on effective engagement strategies, training and better support from the

community and government.
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Introduction:

The way business is done digitally has really mixed-up social networking with shopping, creating this new thing
called social commerce. It basically puts buying and selling functions right into social media platforms, letting
businesses build on trust, friend recommendations, and interactive chats in a way that regular e-commerce just
can’t. For women entrepreneurs, especially those running tiny businesses, this change has brought both some big
opportunities and new challenges. In India, where businesses owned by women are a huge help to their families
and communities, social commerce has become a real way for them to become self-reliant. Unlike old-school
business models that need a lot of cash and a physical store, platforms like Instagram Shops and WhatsApp
Business offer low-cost, super interactive options. These let women entrepreneurs show off their creativity, sell

unique products and talk directly with customers.

Bangalore, which everyone calls India’s “startup capital” is a great place to see this all in action. The small
businesses run by women in Bangalore are all over the place, from home-based fashion and food shops to digital-
first startups trying out new marketing ideas. The city's awesome digital setup, the fact that almost everyone has
a smartphone, and a customer base that gets tech makes it a perfect place for social commerce to grow. At the
same time, the cultural and social side of things like women often juggling both family and their business means
its important to look at more than just the money they make. Things like personal empowerment and work-life
balance matter a lot too. Social commerce also comes with its own set of problems. Not knowing all the tech,
trouble getting funds, competing with bigger brands, getting seen by the algorithms, and security risks can all get
in the way of their success. While these hurdles aren’t unique to women, they tend to hit these smaller women-
led businesses harder because of limited resources and what society expects. So, when studying social commerce,
it’s not just about business growth, but also how it affects confidence and the ability to balance a business with

personal life.

By looking into how trust is built, the patterns of customer engagement and the empowerment that comes with
using social commerce, this study hopes to fill in some of the gaps in the current research. It will provide real
evidence from what's happening on the ground in a specific place. Understanding the dynamics of social
commerce adoption in Bangalore will not only show its potential to be a game-changer but also help shape better
policies, training programs and even how the platforms are designed. The whole point is to better empower

women entrepreneurs and help the economy in India grow in a way that includes everyone.
Statement of the Problem:

Women entrepreneurs are a huge part of India's economic growth, especially when it comes to small businesses.
Social commerce sites have opened up new doors for them, making it easier to start a business and connect
directly with customers. However, it’s still not totally clear if using these platforms really leads to business
growth, keeping customers, and a sense of empowerment for these women, especially in a city like Bangalore.
While older studies have talked about the potential of platforms like WhatsApp and Instagram, most of them are
pretty general and don't offer much solid, local proof. Key things like customer trust, engagement, empowerment,

and work-life balance are usually talked about separately, not as connected pieces that drive long-term success.
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Also, the impact of challenges like not having great digital skills, money problems, and platform-specific issues

hasn't been properly tested to see how much they get in the way.

This gap really highlights the need for a deeper look into how using social commerce actually shapes business
results and personal empowerment for women running small businesses in Bangalore. Without that kind of
understanding, the power of social commerce could be overhyped, and any plans to support these women-led

businesses might end up missing the real structural problems that hold them back in the long run.
Review of literature:

The rise of social commerce has reshaped the entrepreneurial landscape for women microenterprises in India,
particularly in digital hubs such as Bangalore. Early studies highlighted how women entrepreneurs in the city
adopted digital platforms to expand their reach and improve performance (Afsana & Joshi, 2021; Pai, 2019). With
the growth of social media commerce, platforms like WhatsApp and Instagram have become critical tools,
offering low-cost entry and customer engagement opportunities (IFMR LEAD, 2024; Women’s World Banking,
2019). WhatsApp Business, with its catalogue and payment features, has been especially favoured by home-based
sellers due to its familiarity and ease of use, though infrastructural challenges and rising feature complexity
remain concerns (Sharma & Kaur, 2025; Srinivasan & Ahmed, 2024; Your Story, 2023). At the same time,
Instagram has emerged as a powerful demand-generation engine, with influencer marketing and commercial posts
driving consumer awareness, trust, and purchase intent among Indian youth (Balyan & Tiwari, 2024; Vohra &
Singh, 2024; Christano et al., 2024). Studies of Instagram thrift stores and fashion-based microenterprises confirm
strong customer engagement and sustainability-oriented motivations (Saxena, 2021). Live commerce further
enhances competitiveness by fostering interactive product experiences, boosting trust and purchase likelihood
(Rahman et al., 2023). Platforms like Meesho illustrate how reseller-driven ecosystems can scale women’s
microenterprises by integrating affordability, accessibility, and digital payment infrastructure (Meesho, 2025).
Beyond sales, social commerce has been linked to psychological empowerment, financial independence, and
livelihood sustainability for women entrepreneurs (Ahuja, 2022; Rahman et al., 2023). Nevertheless, structural
barriers such as digital literacy gaps, affordability of technology, and online safety concerns continue to hinder
women’s participation at scale (Cherie Blair Foundation, 2025). Policy frameworks around India’s platform
economy suggest that targeted digital skilling, social protection, and access to credit can strengthen women’s
entrepreneurial resilience in social commerce (NITI Aayog, 2022). Taken together, these studies underscore that
social commerce platforms like Instagram and WhatsApp act not only as sales channels but also as enablers of
empowerment and growth for women-led microenterprises in Bangalore, while highlighting the need for

ecosystem-level interventions to address persistent barriers.
Research Gap:

Existing literature highlights the growing role of social commerce platforms such as Instagram, WhatsApp, and
live selling in enabling women entrepreneurs to access markets, engage with customers, and build trust in digital
spaces (Balyan & Tiwari, 2024; Sharma & Kaur, 2025). Studies have also shown how these platforms enhance

visibility, drive purchase intentions, and contribute to empowerment outcomes (Afsana & Joshi, 2021; Rahman
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et al., 2023). However, much of this research is either focused on broad national trends, influencer marketing, or
platform-level adoption without examining the localized experiences of women micro-entrepreneurs in urban
ecosystems like Bangalore. Specifically, there is limited empirical evidence on how adoption of social commerce
translates into measurable business performance, customer retention, and empowerment outcomes in the context
of women-led microenterprises. Moreover, while barriers such as digital literacy, financial constraints and
platform competition are acknowledged in general terms, their moderating influence on the success of social
commerce for women entrepreneurs remains underexplored. This creates a gap for focused research that
integrates adoption, engagement, performance and empowerment into a single framework, contextualized to the

dynamic entrepreneurial landscape of Bangalore.
Objectives:

1. To analyze the adoption and usage of Instagram Shops, WhatsApp Business, and live selling among

women-led microenterprises in Bangalore.

2. To examine the role of customer engagement and trust on purchase behaviour and customer retention

in social commerce platforms.

3. To evaluate the impact of social commerce on business performance and growth of women

entrepreneurs in Bangalore.

4. To explore how social commerce contributes to empowerment and work—life balance for women

entrepreneurs, while identifying barriers that hinder scalability.
Hypotheses:

Hi: “Adoption of social commerce platforms (Instagram, WhatsApp, live selling) has a positive and

significant effect on the business performance of women-led microenterprises in Bangalore”.

Ha: “Customer engagement and trust built through social commerce platforms have a positive relationship

with customer purchase and retention”.

Hs: “Higher levels of social commerce adoption are associated with greater empowerment and work—life

balance among women entrepreneurs”.

Ha: “Barriers such as digital literacy gaps and financial constraints negatively moderate the relationship

between social commerce adoption and business growth”.
Research Methodology:

The present study titled “Click, Share and Sell — The Role of Social Commerce in Empowering Women-led
Microenterprises in Bangalore” adopts a quantitative research design to examine how adoption of social
commerce platforms impacts business performance, customer retention, and empowerment outcomes for women

entrepreneurs.
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Research Design: A descriptive and analytical research design was used. The descriptive part captured
demographic characteristics and adoption patterns of social commerce, while the analytical component tested

hypothesized relationships among adoption, engagement, business performance, empowerment and barriers.

Study Area and Population: The study focused on women-led microenterprises operating in Bangalore city,
recognized as one of India’s most dynamic digital and entrepreneurial hubs. The target population consisted of
women entrepreneurs using social commerce platforms such as WhatsApp Business, Instagram Shops and live

selling for business purposes.

Sample Size and Sampling Technique: A total of 218 respondents were approached, of which 200 valid
responses were analyzed. A purposive sampling technique was adopted, ensuring inclusion of women
entrepreneurs actively engaged in social commerce platforms across different sectors (fashion, food, beauty,

handicrafts, and others).
Data Collection: The main data was gathered using a detailed questionnaire that was split into three parts:

a) The first part asked for basic demographic info — stuff like age, education, marital status, income, what
kind of business it is, and how long its been running.

b) The second part focused on the main topics of the study — like how much social commerce is being used,
customer engagement and trust, business performance, empowerment and work-life balance, and what's
holding them back (like digital skills or money problems).

c) The third part had a bunch of questions based on a Likert scale to measure people’s feelings and challenges
related to the study's main ideas.

d) For background information, secondary data was pulled from academic journals, industry reports, and

government papers to help back up the research and give it some context.

Measurement of Variables: All the big ideas in the study was measured using a standard five-point Likert scale

(where 1 meant strongly disagree and 5 meant strongly agree). Then, average scores were calculated for each of

these areas:
a) AU (Adoption of Social Commerce)
b) CET (Customer Engagement & Trust)
c) CPR (Customer Purchase & Retention)
d) BPG (Business Performance & Growth)
e) EW (Empowerment & Work-Life Balance)

f) CB (Constraints & Barriers)

Data Analysis Tools: The data was analyzed with SPSS. A few different tests were run on it:

a) Descriptive Statistics: This was for getting basic numbers, like frequencies and percentages for the
demographic information.

b) Correlation Analysis: This was to see how the main variables were connected to each other.

¢) Regression and ANOVA: These tests were used to check the study's main theories about how adoption,

engagement, and other factors affect business results.
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d) Moderation Analysis: This was to figure out if digital literacy and money problems changed the link

between using social commerce and business growth.

Results of Demographic Profile:

Table 1: Showing Demogr aphic Profile of Respond ents
Demographic Variable Categories Percent
Age Below 25 11.0%%0
2534 17.4%0
i5—4 24.3%%6
4554 17.0%%
55 and Above 22.0%%
Education Below 10th 20.6%0
12th/PUC 21.1%%
Graduate 17.0%6
Postgraduate 18, 53%0
Protessional 14.7%0
Marital Status Smgle 34.9%%
Married 31.2%0
Widowed/Divorced 25.7%o
Monthly Household Income Below 25000 21.1%0
25 000-50,000 27.5%%
50.001-1.00.000 23,994
Above 1.00,000 19 3%
Types of Enterprise Fashion/A pparel 15.1%a
Food & Beverages 18.8%0
Beauty & Wellness 19, 324
Home Décor/Handicrafis 19 3240
Other 12.3%%

Source: data collected through structured questionnaire

The demographic profile shows that a majority of women entrepreneurs fall within the 35-44 years (24.3%) and
55 and above (22.0%) age groups, indicating both mid-career and experienced participation in social commerce.
In terms of education, most respondents had 12th/PUC (21.1%) and below 10th (20.6%), suggesting that even
those with modest educational qualifications are actively engaging in business. Marital status reveals a higher
proportion of single (34.9%) and married (31.2%) women entrepreneurs. Income distribution is relatively
balanced, with the largest group earning ¥25,000-50,000 (27.5%), reflecting microenterprise-level operations.
Regarding enterprise types, participation is spread evenly across beauty & wellness, home décor/handicrafts,
and other categories (each ~19%), while online-only businesses (33.5%) dominate the nature of enterprises.
Finally, business experience shows a wide spread, with a significant share having 1-5 years of experience
(38.1%), reflecting a growing trend of women-led ventures in social commerce.

Testing of 15 Hypothesis

“Adoption of social commerce platforms (Instagram, WhatsApp, live selling) has a positive and significant effect
on the business performance of women-led microenterprises in Bangalore”.
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The following null and alternative hypotheses are framed to test the above hypothesis.

To test the above hypotheses, correlation and regression analysis were applied using SPSS. Pearson correlation
was used to examine the strength of the relationship between social commerce adoption (AU) and business
performance (BPG). Regression analysis further assessed the magnitude and significance of AU’s effect on

BPG.

Ho: “Adoption of social commerce platforms (AU) does not have a significant effect on business

performance (BPG) of women-led microenterprises in Bangalore™.

Hi: “Adoption of social commerce platforms (AU) has a positive and significant effect on business

performance (BPG) of women-led microenterprises in Bangalore”.

Table 2: Showing Correlations

AT meanscore

BPG meanscore

Source: data collected through structured questionnaire

The Pearson correlation between adoption of social commerce platforms (AU _meanscore) and business
performance (BPG_meanscore) is —0.036, with a significance value of 0.612 (>0.05). This indicates that there is

no significant relationship between adoption of social commerce platforms and business performance. Hence,

I

the null hypothesis is not rejected at this stage

200

AT imeanscore Pearson Correlation 1 -.036
Sig. (2-tailed) G612
~N 200 200

BPG meanscore Pearson Correlation -.036 1
S1g. (2-tailed) 612

200

Table 3: Showing ANOVA?

Model Sum of | df Mean Square | F Sig.
Squares
1 Regression 100 1 .100 258 612°
Residual 76.747 198 388
Total 76.847 199

a. Dependent Variable: BPG_meanscore

b. Predictors: (Constant), AU_meanscore

Source: data collected through structured questionnaire

The regression ANOVA test shows an F-value of 0.258 with a p-value of 0.612 (>0.05). This confirms that the
overall regression model is not statistically significant, meaning adoption of social commerce does not

significantly explain the variation in business performance. Thus, the null hypothesis is supported.
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Table 4: Showing Coefficients?®

Model Unstandardized Standardized |t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 3.064 214 14.340 000
AU meanscore | -.036 070 -.036 -.508 612

a. Dependent Variable: BPG_meanscore

Source: data

collected through structured questionnaire

The regression number for adopting social commerce platforms came out to B =—0.036, with a t-score of —0.508
and a p-value of 0.612. Since that p-value is way over 0.05, it tells us that even though the effect is slightly
negative, its not significant at all. Because of this, we cant reject the null hypothesis. It basically means that,
based on this data, just being on social commerce platforms doesn't really have a major impact on how well a

business performs.

Testing of 2nd Hypothesis

“Customer engagement and trust built through social commerce platforms have a positive relationship with

customer purchase and retention”.
Following null and alternative hypotheses are written to test the above hypothesis.

Ho: “Customer engagement and trust have no significant relationship with customer purchase and

retention”.

Hi: “Customer engagement and trust have a positive and significant relationship with customer purchase

and retention”.

To test this second hypothesis, correlation and regression analysis were applied. A Pearson’s correlation helps
show the direction and strength of the connection between customer engagement/trust and customer
purchases/retention. After that, a multiple regression analysis was used to test if engagement and trust taken
together can actually predict purchases and retention, which would confirm if the relationship is statistically real

and positive.
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Table 5: Showing Correlations
CPR._meanscore CET_ meanscore

CPR_meanscore Pearson Correlation 1 -.149"

Sig. (2-tailed) .035

N 200 200
CET_ meanscore Pearson Correlation -.149" 1

Sig. (2-tailed) 035

N 200 200
*, Correlation 1s significant at the 0.05 level (2-tailed).

Source: data

collected through structured questionnaire

The Pearson correlation between Customer Engagement & Trust (CET_meanscore) and Customer Purchase
& Retention (CPR_meanscore) is —0.149, with a significance value of 0.035 (<0.05). This shows that there is
a statistically significant but weak negative correlation between the two variables. While significance indicates
a relationship exists, the negative sign suggests that higher engagement and trust scores do not necessarily lead

to higher purchase and retention, which contradicts the expected direction of H1.

Table 6: Showing ANOVA?

Model Sum of | df Mean Square | F Sig.
Squares
1 Regression 1.703 1 1.703 4.487 .035°
Residual 75.144 198 .380
Total 76.847 199

a. Dependent Variable: CPR_meanscore

b. Predictors: (Constant), CET meanscore

Source: data

collected through structured questionnaire

The ANOVA results show an F-value of 4.487 with a p-value of 0.035 (<0.05). This confirms that the regression
model is statistically significant overall. In other words, customer engagement and trust, when considered as
predictors, do have a significant relationship with customer purchase and retention. However, the direction of this

relationship, as seen in the coefficients, is negative.
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Table 7: Showing Coefficients?

Model Unstandardized Standardized |t Sig.
Coefficients Coefficients
B Std. Emror Beta
1 (Constant) 3.396 211 16.070 .000
CET meanscore | -.144 068 -.149 -2.118 035

a. Dependent Variable: CPR_meanscore

Source: data

collected through structured questionnaire

The regression coefficient for Customer Engagement & Trust (CET_meanscore) is B=-0.144, with a t-value
of —2.118 and a p-value of 0.035 (<0.05). This indicates that CET has a significant but negative effect on CPR.
The standardized coefficient (Beta = —0.149) also supports this finding. Therefore, while the null hypothesis is
rejected on grounds of significance, the alternative hypothesis expecting a positive effect is not supported.
Instead, the data reveals a significant negative effect, meaning higher reported engagement and trust levels are

associated with lower purchase and retention in this sample.
Testing of 3" hypothesis

“Higher levels of social commerce adoption are associated with greater empowerment and work—life balance

among women entrepreneurs’.
Following null and alternative hypotheses are written to test the above hypothesis.

Ho: “There is no significant association between social commerce adoption and the empowerment and

work-life balance of women entrepreneurs”.

Hi: “There is a positive and significant association between social commerce adoption and the

empowerment and work—life balance of women entrepreneurs”.

To test the third hypothesis, correlation and regression analysis are employed. Correlation (e.g., Pearson’s r)
measures the strength and direction of the association between social commerce adoption and
empowerment/work—life balance. Regression analysis further evaluates whether higher levels of adoption
significantly predict empowerment and work—life balance outcomes, thereby confirming or rejecting the stated

hypothesis.
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Table 8: Showing Correlations
AU _meanscore EW _meanscore

AU meanscore Pearson Correlation 1 -.013

Sig. (2-tailed) 856

N 200 200
EW meanscore Pearson Correlation -.013 1

Sig. (2-tailed) 8356

N 200 200

Source: data

collected through structured questionnaire

The Pearson correlation between social commerce adoption (AU_meanscore) and empowerment & work-life
balance (EW_meanscore) is —0.013, with a significance value of 0.856 (>0.05). This result indicates a very
weak and statistically insignificant negative relationship between adoption of social commerce and
empowerment/work—life balance. In other words, higher adoption of social commerce does not appear to be

associated with empowerment or work—life balance among women entrepreneurs in this dataset.

Table 9: Showing ANOVA?

Model Sum of | df Mean Square | F Sig.
Squares
1 Regression 013 1 013 033 856°
Residual 78.401 198 396
Total 78.414 199

a. Dependent Variable: EW_meanscore

b. Predictors: (Constant), AU meanscore

Source: data collected through structured questionnaire

The ANOVA test for the regression model shows an F-value of 0.033 with a p-value of 0.856 (>0.05). This means
that the overall regression model is not statistically significant. Thus, social commerce adoption, as an
independent variable, does not significantly explain the variance in empowerment and work—life balance. This

provides further support for the null hypothesis.
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Table 10: Showing Coefficients®

Model Unstandardized Standardized |t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 3.015 216 13.961 000
AU _meanscore | -.013 071 -.013 -.181 856

a. Dependent Variable: EW_meanscore

Source: data

collected through structured questionnaire

The regression coefficient (B) for social commerce adoption (AU_meanscore) is —0.013, with a t-value of —
0.181 and a p-value of 0.856 (>0.05). This result shows that adoption has a negative but statistically
insignificant effect on empowerment and work—life balance. The constant (3.015) is significant, indicating that

empowerment/work—life balance exists independently of adoption, but adoption itself contributes very little.
Testing of 4™ Hypothesis

“Barriers such as digital literacy gaps and financial constraints negatively moderate the relationship between

social commerce adoption and business growth”.
Following null and alternative hypotheses are outlined to test the above hypothesis.

Ho: Barriers such as digital literacy gaps and financial constraints do net significantly moderate the

relationship between social commerce adoption and business growth.

Hi: Barriers such as digital literacy gaps and financial constraints negatively and significantly moderate

the relationship between social commerce adoption and business growth.

To test the fourth hypothesis, moderation analysis using multiple regression is used. Here, the interaction terms
(social commerce adoption x digital literacy gap, and social commerce adoption x financial constraints) are
included in the regression model. If the interaction effects are significant and negative, it confirms that these
barriers weaken the positive relationship between adoption and business growth. This approach helps identify not

only direct effects but also how structural challenges shape entrepreneurial outcomes.
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Table 11: Showing ANOVA?

Model Sum of | df Mean Square | F Sig.
Squares
1 Regression | .297 2 .149 383 .683°
Residual 76.550 197 .389
Total 76.847 199

a. Dependent Variable: BPG_meanscore

b. Predictors: (Constant), CB meanscore, AU meanscore

Source: data

collected through structured questionnaire

The ANOVA results came back with an F-value of 0.383 and a p-value of 0.683, which is over that 0.05 threshold.
What this pretty much means is that our whole regression model, the one that used social commerce adoption
(AU_meanscore) and barriers (CB_meanscore) to predict business growth (BPG_meanscore), isn't statistically
significant overall. In other words, the things we were testing do not really explain much of the changes in

business growth. This gives us some initial backup for sticking with our original guess, the null hypothesis (HO).

Table 12: Showing Coefficients®
Model Unstandardized Standardized |t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 3.199 286 11.197 .000
AU meanscore | -.030 071 -.031 -.430 668
CB_meanscore | -.050 070 -.051 =712 477
a. Dependent Variable: BPG_meanscore

Source: data

collected through structured questionnaire

The coefficients table indicates that both things we looked at—social commerce adoption and barriers—don't
really have a significant effect on business growth. For social commerce adoption, the number was a little negative
(B =-0.030), with a t-value of —0.430 and a p-value of 0.668. Since that p-value is way over the 0.05 mark, it
suggests adoption dont have a meaningful impact on business growth. It's a similar story for the barriers; its
coefficient was also negative (B = —0.050), with a t-value of —0.712 and a p-value of 0.477. Again, since that's
higher than 0.05, it show that barriers don't significantly influence growth either. Because both predictors are
statistically insignificant, the model is telling us that neither social commerce adoption nor the barriers, by
themselves, help explain why a business grows. This pretty much implies that other factors, or maybe some
combined effects this simple model didn't catch, are probably playing a much bigger role in determining business

growth.
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Major Findings:

1.

Adoption and Business Performance (H1): Adoption of social commerce platforms (Instagram,
WhatsApp, live selling) showed a weak and statistically insignificant relationship with business
performance. This suggests that simply being present on these platforms does not automatically translate

into measurable business growth for women-led microenterprises.

Customer Engagement and Retention (H2): Customer engagement and trust had a statistically
significant but negative relationship with purchase and retention. This counterintuitive result indicates
that while engagement exists, it may not always convert to sustained purchases, possibly due to high

competition, consumer price sensitivity, or lack of differentiated strategies.

Empowerment and Work-Life Balance (H3): Social commerce adoption showed no significant
relationship with empowerment or work-life balance. Women entrepreneurs may experience
empowerment through entrepreneurship in general, but the adoption of social commerce alone does not

appear to directly enhance these aspects.

Barriers and Business Growth (H4): Barriers such as digital literacy gaps and financial constraints did
not significantly moderate the relationship between adoption and business growth. This suggests that
while barriers exist, their direct moderating impact may be overshadowed by other external factors like

platform competition, consumer preferences, or marketing reach.
Demographic Insights:

a) A large proportion of respondents were in the 35-44 years (24.3%) and 55+ years (22%) age

groups, showing strong participation from both mid-career and experienced women.

b) Education levels varied, with a significant share having only PUC (21.1%) or below 10th
(20.6%), highlighting inclusivity of women with modest qualifications.

¢) Income distribution showed most were operating at a microenterprise scale, with 27.5% earning

between X25,000-50,000 monthly.

d) Online-only businesses (33.5%) dominated, highlighting a digital-first entrepreneurial mindset.

Suggestions:

1.

Training and Capacity Building: Women entrepreneurs require structured training in digital marketing,
customer engagement strategies, and financial planning to effectively leverage social commerce

platforms.

Conversion-Focused Engagement: Since customer engagement did not translate into purchase and
retention, women entrepreneurs should adopt strategies such as loyalty programs, bundled offers,

influencer tie-ups, and personalized customer interaction to strengthen conversions.
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3. Work-Life Integration Support: Social commerce should be positioned not only as a sales tool but also
as a flexible livelihood model. Policymakers and NGOs can promote mentoring, peer networks, and time-

management workshops to support work—life balance.

4. Bridging Barriers: Interventions to reduce digital literacy gaps—through vernacular language apps,
simplified platform features, and community-based training—should be prioritized. Similarly, easier

access to microcredit or digital loans will help overcome financial constraints.

5. Ecosystem Support: Collaboration between government bodies, fintech companies, and social media
platforms is needed to provide integrated support systems—training, financing, safety frameworks, and

digital infrastructure—for sustainable women-led entrepreneurship.
Conclusion:

The study highlights that while social commerce platforms such as WhatsApp, Instagram, and live selling have
opened new opportunities for women entrepreneurs in Bangalore, their impact on business performance, customer
retention, and empowerment is not as straightforward as often perceived. Adoption alone does not guarantee
growth; the effectiveness lies in how entrepreneurs utilize these platforms to engage, convert, and sustain
customers. Empowerment and work—life balance outcomes also require more than technological adoption—they
depend on ecosystem support, personal agency, and family—social contexts. Persistent barriers like digital literacy
and financial access, although not statistically significant in this study, remain critical issues to be addressed.
Overall, the findings emphasize that social commerce is a promising tool, but to truly empower women-led
microenterprises, a multi-pronged approach combining digital adoption, capacity building, supportive

ecosystems, and policy interventions is essential.
Limitations of the Study:

The present study is not without limitations. First, the research is geographically restricted to women-led
microenterprises in Bangalore, which limits the generalizability of findings to other regions or larger business
scales. Second, the data were self-reported through structured questionnaires, making them prone to biases such
as social desirability and subjective interpretation. Third, the study examined only a few selected variables—
adoption, engagement, empowerment, and barriers—while other influential factors like competition, platform
algorithms, and customer demographics were not considered. Fourth, the cross-sectional design restricts the
ability to establish causality between social commerce adoption and business outcomes. Finally, the moderating
role of barriers may have been underestimated due to measurement limitations and the possibility of unobserved

contextual influences.
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