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Introduction

Women's entrepreneurship has gained importance over the years as part of participation in the
economy, household welfare, employment generation and development at the local level. In both
cleveloping and cleveloped countries, women's enterprises plag a role in diversi{ging household
livelihoods and women's participation in economic decision-making, as well as generating
income. However, the circumstances that women entrepreneurs face are quite different from the
ones faced by women. The ability to access credit, access to business networks, obligations in the
home, limited mobility, and socially constructed expectations about ‘appropriate’ economic roles
for women are often factors influencing their entrepreneurial decisions (Brush et al,, 2006; Minniti
& Naudé, 9010, Koch, L. H, & Kuckertz, A ?024:) The constraints are especiallg relevant in
developing and geographically remote areas where formal employment opportunities, market
support and institutional arrangements are likely to already be less than optimal.

Thus, the entrepreneurial climate of women can be grasped only if both individual
entreprencurial motivation and entrepreneurial ability are taken into account. A focus on the
intersection of women's agency and the social, institutional and cultural context in which
entrepreneurship is conducted has been growing in the study of women entrepreneurship. For
example, Brush et al. (2009) contend that women's entrepreneurial activities are part of a broader
family, household, social and institutional context. Gender-biased expectations could constrain
the nature, location, size and visi])ilitg of the businesses women are able to start, while familg
support can afford women time, financial resources, encouragement and legitimacy to pursue
economic activities. Women are more likely to engage in business activities that can be
integrated into household activities and are socially acceptable in their communities, in many
developing situations.

The addition of digital technologies to this gender, entrepreneurship and social context
relationship has added another level. Digital Entrepreneurship is a broad term that describes
entrepreneurial processes using digital technologies in creating, organizing, communicating,
marketing or delivering economic value. Nambisan (2017) points out that digital technologies
have changed the traditional entrepreneurial processes, as some of the spatial, organizational and
transactional constraints of business formation and market participation have been diminished.
Social-media sites, messengers, digital~pag ment apps and online markets enable small businesses
to communicate directly with their customers, promote their products, arrange orders, manage
business relationships and access markets outside of their local areas.

These characteristics might be significant for women entrepreneurs, who are less mobile, have
limited time, or have less access to physical markets. For instance, a woman whose enterprise is
based at her home may communicate with customers using a mobile phone, but not have a set-up
for commercial use. Likewise, messaging and social-media services can help decrease some of the
expenses of traditional advertising and in-person customer acquisition. Digital technologies do
not automatically reduce inequalities between women and men socially and economically, but

313



Journal of Social Sciences Development, Volume 05, Issue 06, August, 2026

they can shift the way in which women negotiate existing constraints, as some business activities
can happen from within sociallg accepta]ole spaces.

[t was only during and after the COVID-19 pandemic that digital tools became more apparent in
the context of their significance. The pandemic impacted small businesses globally and, at the
same time, digital communication, online transactions and technology-based work were
accelerated. Bartik et al. (2020) found that small businesses were significantly impacted
economically at the onset of the pandemic, and showed how restrictions on normal commercial
activities affected smaller enterprises. Such disruptions were more important for women who ran
informal or small-scale ]ousinesses, who 8eneraﬂg had fewer financial resources, less institutional
protection and more household responsibilities. As mobile and digital technologies became even
more critical, opportunities for business owners with the capacity to move some aspects of their
interactions and marketing online emerged.

In Pakistan, despite significant progress made in the area of women's empowerment, their
involvement in the formal sector is still comparatively low, due to gender disparities in
employment opportunities, mobility, access to resources, and unpaid household duties. This is also
evident from official statistics of labour force participation in Pakistan, where there is a
considerable disparity in participation rates between males and females (Pakistan Bureau of
Statistics, QOQQ) National-level labour-market indicators, however, fail to aclequatelg reflect a
broad range of female involvement in informal, household~]:)asecl, micro and digitaﬂxydriveu
economic activities. Women can play a role in their local economy in food production, in
handicrafts and tailoring, in agriculture and in activities, services and other micro-businesses
related to the tourism sector, even though they do not fall under the formal definition of
entrepreneurship.

The case of Hunza in the region of GIBALT, particularly, is therefore an important context for
studying these processes. In terms of its geographic isolation, [{unza is far removed from key
commercial centres in the country, and land-based transport and market-access costs can be
higher due to the mountainous topography. Meanwhile, major social and economic changes in the
area have been driven l)LJ education, tourism, communication techno]ogies, and other factors
affecting the sustainability of livelihoods. In the context of the changing livelihoods and small
business activity in Hunza Valleg, Karrar (QOQO) and Bvuma, S, & Marnewick, C. (QO?O)shows
how entrepreneurship is part of the broader economic Change. Women are seen in various
activities like stitching, food-related business, agriculture, services, handicraft and other types of
micro-business activities. Their business ventures are still inseparable from the family and the

. ! . ! . . . . ols
community'’s norms and expectations on women's role in business and public activities.

All these factors of geographical isolation, evolving lifestyles, growing access to digital tools and
ongoing socio~cultural factors make Hunza a case analytically relevant to the study of women's
digital entrepreneurship. The vast body of literature on women's entrepreneurship illustrates the
different aspects of women's entrepreneurship, inclucling access to finance, motivation of women,
their education status, responsibility for household affairs, social networks, institutional
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environment, etc. A parallel — and fast-growing — literature explores the impact of digital
technologies on entrepreneurship and market access. The relation of the use of digital platforms
with socio~cultural support and entrepreneurial outcomes is less understood in geographically

remote locations like Hunza, however.

Specifically, it is important to know if digital technologies just serve as a means to further
communication or if there is any linkage between digital technology and usetul changes in the
practical constraints faced by women entrepreneurs. Just because you have access to a digital
platform doesn't mean you are going to be a successful entrepreneur. It could be useful if it is
affordable, if very few people are not digitally literate, if they have an internet connection, if they
accept digital communication, if families accept women's economic activity and if there is a
general legitimacy of this economic activity. The impact of digitalization should hence not be
considered separately from the social context women are working in.

The present study aims to tackle this issue by analyzing the women entrepreneurs of Aliabad,
Karimabad and Ganish, in the district of Hunza, Gilgit-Baltistan. It highlights specifically the
relationship between women's use of digital platforms and two outcomes of entrepreneurship:
perceivecl decrease in the barriers to operating or cleveloping a business and perceivecl increase in
the customer base. The study also takes into account the broader importance of family
encouragement, cultural attitudes and community recognition for influencing women's
entrepreneurial involvement. In this manner, research mainstreamed the concept of digital
entrepreneurship with the socio-cultural context, instead of technological adoption being

unrelated to local institutions and gender norms.

The study has three related contributions: First, it offers empirical data from a little-studied area
of the mountains of Pakistan where women entreprencurs are emerging amidst a unique geo~
socio-cultural context. Second, it looks at the use of digital platforms within a broader
entrepreneurial context where family and community are still significant. Third, it examines
whether using digital platforms more is statistically related to perceptions of a decrease in
entrepreneurial barriers and an increase in customer access. In so doing, the stuclg makes a
contribution to the debate on women's entrepreneurship, digital inclusion and gender-focused

economic development in peripheral areas.

Hence, the study aims to gain insights into the determinants of women's growing involvement in
entrepreneurial activities in [{unza and how it is facilitated through the use of digital platforms.
Special consideration is given to whether women who use digital platforms more often also feel
they have fewer entrepreneurship barriers and are expanding their customer base. The study does
not assume that a change in gender relations is automatically brought about by digital
technology, but rather sees digital entrepreneurship as a process within the family, community
and culture.
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Problem Statement

While women's entrepreneurship is growing increasingly recognized as an important way to
enhance economic participation and livelihood opportunities, in developing contexts, constrained
access to markets, mol)ilitg, financial resources, household responsi]ailities and socio~cultural
expectations remain constraints for women entrepreneurs (Brush et al, 9009; Minniti & Naudé,
2010: Mroczek~qurowska, K., &5 Gawe}, A QOQO). These barriers could be greater in
geographically remote regions where farmers' access to formal markets, business contacts and
institutional support is more limited.

The use of the internet has provided new opportunities for small business entrepreneurs due to
digital platforms that have reduced costs and facilitated customers to interact with the
entrepreneuy, as well as the entrepreneur to reach beyond local markets (Nambisan, 2017). These
technologies could have special significance for women entrepreneurs as they can assist in matters
relating to business activities without having to be present in conventional marketplaces on a
regular basis. However, digital technology does not always go hand-in-hand with positive
entrepreneurial outcomes. It will rely on family support, cultural acceptance, attitudes of the
community, digital literacy and the local business climate.

In the context of a changing local economy, women are getting involved in small businesses in
Hunza, GB (Karrar, (20(20). To date, however, very little evidence exists to show how {amilg,
cultural and community support affect the experience of women entrepreneurs or whether there
is an impact on entrepreneurial outcomes as a result of increased access to digital platforms in this
geographically marginalised setting. The linkage between using digital platforms, the perception
of the reduction of barriers to business and the increase in customer base, in particular, has been
under-researched. This study therefore filled this gap by analyzing the socio~cultural support
received by the female entrepreneurs in [Hunza and the correlation between their use of digital
platforms and entrepreneurial outcomes.

Research Objectives

To examine the family, cultural, and community support reported by women entrepreneurs in

Hunza, Gilgit-Baltistan.

To examine the association between digital-platform use and entrepreneurial outcomes among
women entrepreneurs in Hunza.

Research Questions

RQL: What levels of family, cultural, and community support are reported by women
entrepreneurs in Hunza?

RQ2: What is the relationship between digital-platform use and entrepreneurial outcomes
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among women entrepreneurs in Hunza?

Literature Review and Theoretical Framework
Women's Entrepreneurship and the Socio~-Cultural Context

Women's entrepreneurship is an area of study that is significant due to its role in providing
employment, earning revenue for the household, alleviating poverty and overall economic
participation. But entrepreneurial activity does not take place without involving the social
context of women's lives. The ability to access economic resources and family responsibilities,
community expectations, gender roles and institutional arrangements are all factors that affect
women's choices to create and manage businesses. This is especiallg crucial in cleveloping nations
where women are likely to face restrictions that impact not only their ability to become
entrepreneurs, but also the expansion of their businesses.

Female entrepreneurship is influenced by both economic development and institutional
frameworks, labour-market practices and social norms, and the patterns of women's
entrepreneurship are thus very different across countries, argue Minniti and Naudé (2010). As a
result, the various factors that affect women's entrepreneurship cannot be attributed to their
personal attributes (eclucation, motivation or business skills) onlg. The social and institutional
context is crucial in shaping the opportunities open to women and how they can turn these

opportunities into entrepreneurship.

A gender-sensitive perspective also highlights that women's entrepreneurial experiences take
place in the context of households, families and institutions as a whole. Conventional approaches
to entrepreneurship do not reflect the unique social contexts in which women start and operate
businesses, as suggested by Brush et al. (2009). They offer a framework that stimulates
entrepreneurial analysis with a focus on the family and social aspects. Household duties, family
dynamics, social norms, and community acceptance can affect the household's time, economic
resources, business network, and market entry opportunities for women.

There are, then, a number of ways in which family members can be important entrepreneurial
resources. The support could be in the form of financial assistance, encouragement, supporting a
woman's household duties, and social acceptance of a woman's involvement in business. Where
gender roles have significance, family acceptance of women's involvement in business activities, in
dealing with customers, in travelling for business, or in investing household resources in an
enterprise can all be affected by the acceptability of women's involvement in the family. On the
other hand, poor family support can exacerbate the challenge of entrepreneurship, even if there is
a market opportunity there.

Some researchers have also highlighted the social and gender aspects of entrepreneurship in
Pakistan. Roomi and Harrison (9010), for instance, show that 8enderecl social structures are a

. ol . ' . . . ols
significant constraint on women's entrepreneurship in Pakistan, as are the opportunities women
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have to learn and receive support in business. The implication is that entrepreneurship is not just a
choice of the individual entreprenecurs. Instead, it is a practice that is worked out in
family / community contexts.

Economic participation and the overall empowerment difference is also significant. Kabeer (2012)
andAmalia, A. M, etal, (2023) has suggested that it is not enough to participate in income-
generating activities to be deemed to be economically empowered. Women's access to economic
opportunities may increase women's resources and decision-making ability, but this is taking
place in the current institutional and social context. So, it is not a rule that the more people
become involved in entrepreneurship, the fewer gender barriers there will be. Women can be
brought into the economic mainstream without losing their economic invisibility or ]oeing

disempoweyed.

This is particularly applicable to the current research. Women entrepreneurs in Hunza can get a
lot of support within their family and community, and at the same time, focus on the business
activities which can be undertaken in or around the household. This would suggest that the
participation of entrepreneurs and socio-cultural acceptance can go hand in hand, not
antagonistically.

Women's Entrepreneurs]aip in Remote and Peripheral Economies

Another level of entrepreneurial activity is the geographical context. Frequent business
challenges faced by entrepreneurs in remote areas include access to large consumer markets,
formal financial institutions, transport systems, business networks, and specializecl services. For
smaller companies with limited financial resources to expancl, or yelging on local demand, this can

be a very important constraint.

[t is important to study this relation in the context of Hunza. Hunza is situated in the mountainous
area of Gilgit-Baltistan, which has experienced a significant socioeconomic shift due to shifts in
livelihood, education, tourism, infrastructure and market integration. The role of small enterprises
and livelihoods in Hunza Valley has undergone a transformation over the years, as illustrated by

Karrar (2020), which shows that entrepreneurship is an important asset for the local economy.

The economic changes for women can be an opportunity for them to be involved in food
procluction, stitching, agriculture, handicrafts, services related to tourism and other small
businesses. However, the geographic isolation of the area can make the value of methods which
minimise reliance on phgsical markets greater. For companies in less congested areas, it can be
challenging to draw customers in from beyond the immediate area using traditional marketing
tactics. These restrictions present a valuable justification for studying digital platforms as a
possible tool to help spread entrepreneurship.

Geographical and socio~cultural constraints should also be taken into consideration. Restrictions
on transport and the distance of markets from small businesses can impact all small businesses,
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while women can have further restrictions due to domestic duties or restricted mobility. Under
these conditions, technology that allows communication and provides a way for customers to
contact entrepreneurs without having to travel frequently could be especially relevant for
women entrepreneurs.

Digital Platforms and Entrepreneurial Activity

Digitalization is transforming the process of identitying, developing and exploiting
entrepreneurial opportunities. Some of the traditional separations between producers, consumers,
markets and locations have been eliminated by digital technologies. Nambisan (2017) argues that
digital technologies change the nature of entrepreneurial processes due to their flexibility,
accessibility and the facilitation of multiple economic actors. Digital platforms can thus shape
entrepreneurs products or services, their interactions with customers, the way they coordinate
transactions, how they market the product and how they access markets.

If you're a small business, you don't always need a complicated e~-commerce platform to be the
most critical digital technology. Simple digital communication tools, mobile messaging apps and
social media platforms offer low-cost advertising options, answering customer questions, sharing
photos, ordering products and keeping customers up-to-date. They are important characteristics
of micro and home-based businesses, which may not have the means to run formal websites or
retail businesses.

The impact of digital technologies has only been more pronounced during the COVID-19
pandemic. The movement restrictions and the usual business activity were among the most
severely affected for small businesses. Bartik et al. (2020) reported significant disruptions for
small businesses in the early pandemic, underscoring the fragility of smaller businesses to possible
abrupt shifts in market conditions. Meanwhile, the crisis also gave a boost to digital
communication and tech-mediated business practices.

Digital tools can help minimise some practical limitations for women entrepreneurs. Mobile
communications can reduce the need for regular travel to the customer, and social media
marketing can bring in new customer groups that are not in the neighbourhood or immediate
circle of family and friends. Digital communication can also enable the entrepreneurs to work
more flexibly on family matters. These benefits are particularly important in areas where
businesses are operating on a small scale and/or where mobility has socio~cultural, geographical
or financial conseguences.

But digitalization does not have to be seen as the ‘one and the same" solution to entrepreneurial
inequality. Having a smartphone and/or social media account doesn't automatically lead to
increased business. The advantages of digital platforms are contingent on the availability of
internet access, digital competence, af{orda]oilitg, customers access to the technologg, trust in
digital transactions and the competency of the entrepreneur to turn digital interactions into
economic exchanges. In this regard, digital entrepreneurship is still in the context of broader
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institutional and social frameworks.
Digital Platforms, Business Barriers, and Market Access

Reclucing some of the barriers faced when operating a small business is one of the key arguments
for promoting digital entrepreneurship. Traditional entrepreneurship may involve opening
business offices, §oing to the markets, promoting the business in person, and serving as an investor
carrying out traditional advertising. These needs can be significant financial and logistical
challenges for micro enterprises.

Some of these costs can be minimised by the use of digital platforms and the direct communication
of the entrepreneur with their customers, as well as direct marketing. This is particularly relevant
for women involved in home-based businesses, as it may help to minimize the need for them to
attend markets. Digital platforms can thus serve as an additional infrastructure for the business,

not just a communication technology.

Concepts of barrier reduction should be used with caution, however. Structural impediments, like
limited access to technology, household workload, limited financing, and poor transportation
infrastructure, are unlikely to be resolved through digital platforms. Their job is more likely to be
that of alleviating some of the operation~ and market-related problems that have been selected.
An entrepreneur could, for instance, have a more difficult time accessing capital but could
communicate with customers or market products via a messaging software application more
easilg.

The second entreprencurial outcome related to customer base expansion is a potentially
important one. Business expansion can be limited by the number of customers that an enterprise is
able to reach when the market is geographically limited. With digital communication, product
and service information can be delivered beyond the confines of the business enterprise. The
customers can view the products, ask any question, place an order or suggest the business to others
without going to the entrepreneur.

This expectation is theoretically supported by Nambisan's (2017) conception of ‘digital
entrepreneurship , which suggests that some of the spatial limitations of entrepreneurship have
been reduced by digital technologies. This relationship could be significant in the region of
Hunza, as it is also located some distance from the major commercial centres, and connectivity to
markets is thus a key issue.

The present study thus considers not just the question of whether women have access to digital
technologies or use them, but rather whether more frequent use of a digital platform is related to
two key entrepreneurial outcomes: feeling less constrained in their business and feeling their
business has grown its customer base.
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Family, Community Support,and Digital Entrepreneurship

Digital entrepreneurship should also be interpreted in relation to the social environment of
women entrepreneurs. Women need adequate social and practical space to participate in
entrepreneurship and effectively utilize technological opportunities. Women might be able to
leverage digital technologies for business if the family is helpful, provides support with household
chores, helps finance the use of these tools, and has positive attitudes toward gender equality in
work. Positive attitudes toward women's work, financial resources to use digital technologies,
support in household tasks, and encouragement from family members can facilitate women's
ability to use digital technologies for business activities.

The work of Brush et al. (2009) offers a useful way of grasping this connection, as the framework is
sensitive to gender, with the family and social context as a key part of women's entrepreneurial
context. In this context, technology is not genderless and gender-neutral. Rather, how women
have access to economic resources and legitimate business opportunities affects its
entrepreneurial utility.

The connection can be especially crucial in the context of digital entrepreneurship, where women
are able to engage economically while not significantly challenging the norm of physical
mobility. For example, home-based enterprises that are supported using WhatsApp or other
platforms could increase women's customer relationships and keep most of the enterprise
processes within the socially acceptable spheres. Digital technologies can thus provide
opportunities for incremental economic involvement, through changes in the practical aspects of
market access, without an immediate overhaul of social structure.

The concept of economic participation and empowerment as multidimensional and context~
dependent processes is in line with Kabeer's (2012) argument. Fnhancing market access can
provide additional economic opportunities for women, but the impact on broader gender relations
will depend on the domestic and institutional context.

Theoretical Framework

The gender-aware understanding of women's entrepreneurship by Brush et al. (2009) and the
digital entrepreneurship view of Nambisan (2017) are the two key viewpoints that are utilized in
the present study.

The gender-aware framework is the basis for understanding the first dimension of the study:
family, cultural and community support. From this view, one cannot understand women's
entrepreneurship without taking into account the family or social context where
entrepreneurship decisions are taken. Thus, the encouragement of the family, the acceptance of
the culture, and the recognition of the community can be considered as part of the
entrepreneurial context and not as external factors.
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The second dimension is explored using Nambisan's (2017) digital entrepreneurship perspective.
Digital technologies can change the nature of entrepreneurial processes by adding connectivity,
reducing some transaction and communication costs and removing geographical barriers to
market interaction. For women entrepreneurs, digital platforms can be a means to interact with
their customers, promote their products and connect with consumers outside their immediate
phgsical surrounclings of Hunza.

All these perspectives imply that women's entrepreneurial outcomes are the result of a
combination of social embeddedness and technological opportunity. Family and community
dg namics shape the context in which women work, and digital plat{oyms offer tools for navigating
some barriers to operations and helping women reach more markets.The conceptual relationship
guiding the study can therefore be expressed as:

a) Socio-cultural support — Women's entrepreneurial environment
b) Digital-platform use — Perceived reduction in business barriers

c) Digital~plat{orm use — Customer-base expansion

The study is not based on the premise that digital technologies are the sole means by which
entrepreneurial success is achieved. It rather explores the relationship between increased use of
the digital platforms and more favourable entrepreneurial outcomes in the specific social and
geographic environment of Hunza.

Hypothesis Development

Digital technologies can reduce some of the constraints around communication, marketing and
accessing markets, as entrepreneurs are able to communicate with customers and reach them in
ways other than solely through physical business environments (Nambisan, 2017). These are
especially pertinent in the context of women entrepreneurs of small and home-based businesses in
geographically remote locations. It is therefore not surprising that an increase in the use of digital
platforms would be correlated with an increase in the perception that barriers are fewer in
business.

HI: There is a positive relationship between HI: Greater use of digital platforms and HI: Perceived
reduction in business barriers among women entrepreneurs in [Hunza.

Digital platforms can also help entrepreneurs reach out to their customers outside their
geographical area. Increased use of digital platforms could be linked to broader market
penetration and customer base because of the ability to eliminate geographical barriers to
information sharing and customer interaction.

H2: Women entrepreneurs in the hunza region show a positive relationship with the expansion of
the customer base due to using digital platforms.
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Materials and Methods

The present study adopted a quantitative research approach (XS) to explore the relationship
between the use of digital platforms and the entrepreneurial outcomes of women entrepreneurs in
Hunza District, Gilgit~Baltistan. The reasons behind the selection of Hunza as a stuclg area were:
relatively high Female literacy, changing livelihood patterns, and the growing role of women in
small-scale entrepreneurial activities. Aliabad, Karimabad and Ganish were chosen as the three
localities of Hunza District for the study. These areas are significant commercial and residential

settlement areas where women are involved in various aspects of entrepreneurship.

The target population were women entrepreneurs who were involved in the operation of small-
and medium-scale business units in the selected localities. A total of 190 women entrepreneurs
participated in the study. Representativeness was achieved by simple random sampling of
different types of business activities and geographical locations within the study area. The initial
sampling frame comprised women engaged in the tourism sector, handicrafts, food-related
activities, services and work thyough the internet. The last sample, however, included a
representative sample of enterprises prevalent in the area such as stitching, food business, dairy
farm, agriculture, clothing, laundry and beautician services. This variety enabled the capture of

entrepreneurial experiences from various types of small-scale economic activity.

The data were gathered using a structured guestionnaire to gather information on the socio-~
demographic characteristics, business profile, family support, community support, usage of digital
platforms, and perceived entrepreneurial outcomes of respondents. The questionnaire consisted of
categorical guestions and statements that were measured on a D-point Likert scale. The response
categories varied based on the construct, from "strongly disagree” to "strongly agree” or from
"never' to "alwag S. Special emphasis was placecl on how responclents felt their families encouragecl
them, financial and household support, cultural acceptance, community attitudes, the use of
digital platforms, and how their businesses were affected by barriers in their community being
reduced and their customer base increasing.

All the collected data were coded and analyzed using IBM SPSS version 22. The socio-

demographic and business characteristics of the respondents were summarized using descriptive
statistics, which were presented in the form of frequencies and percentages. Descriptive statistics
were also used to describe the patterns of family, cultural and community support and digital -
platform adoption. The relationship between the two main entrepreneurial outcomes and digital -
platform use was analysed using inferential statistical techniques. The direction and strength of
the associations between the use of digital platforms and perceived reduction in barriers to
business and between digital-platform use and expanded customer base were determined using
Pearson's correlation coefficient. Furthermore, the chi-square test of independence was employed
to determine if there was a significant relationship between any categories of digital-platform use
and any entrepreneurial outcomes. A conventional p~value of less than .00 was used to determine
statistical significance.
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Ethical guidelines were taken into account during data collection. Consent was obtained, and
assurances were given regarding the confidentiality and anonymity of respondents’ information.
Identifying information was not included in the analysis. The items for the guestionnaire were also
checked for clarity, the suitability of the wording and cultural sensitivity to minimize possible
misunderstandings or bias in the answers given by the respondents.

Results
Socio—-Demoamphic and Business Profile of Respondents

In this study, 190 women entrepreneurs from Aliabad, Karimabad and Ganish were taken into
consideration from Hunza district. Most respondents belonged to the 20-40-year age range, with
40.0% agecl 20-30 years and 44.7% agecl 31-40 years. Aliabad (36.7%), Ganish (39.3%) and
Karimabad (24.0%) had the highest share of respondents, respectively. The majority of the
yespondents did not have higher education (48.0%) or intermediate education (36.7%), and
76.0% were married.

The most predominant entrepreneurial activity mentioned was stitching, accounting for 51.3% of
the sample. Smaller proportions were yepresentecl ]og food l)usinesses, clairg {ayming, and
agriculture, among others, but clothing, laundry, and beautician services were also represented.
The socio~clemogyaphic and business profile of the responclents is given in Table 1.

Tablel. Socio~Demographic and Business Profile of Responclents (N = 150)

Variable Category n %
Age 20-30 years 60 40.0
31-40 years 67 447
41-50 years 18 120
51-60 years 5 35
Locality Aliabad 55 36.7
Karimabad 56 240
Ganish 59 395
Education Primary 14 95
Secondary 72 480
[ntermediate 55 36.7
Bachelor's clegree 9 6.0
Marital status Married 114 76.0
Unmarried 56 240
Business type Stitching e 513
Food business 23 [0J6)
Daiyg {ayming 22 147
Agriculture 18 120
Clothing 5 2.5
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Laundry 3 20
Beautician Q 13

The distribution shows that the sample was somewhat skewed towards the younger and middle~
aged females who were involved in relatively small businesses. Yet, the descriptive patterns
should not be taken as a sign of a correlation between age or education and the likelihood of
l)eing an entrepreneur because the study did not include a comparison group of non-

entrepreneurs.
Digital-Platform Adoption

The respondents were generally familiar with digital technologies for business use, but these were
mostly technologies that were relatively simple and accessible, such as communication
technologies. The predominant platform was WhatsApp, used by 60.7% of the respondents. The
second most common medium used was SIM-based mobile communication, followed ]og Facebook,
Instagram, YouTube and TikTok, which were signi{icantlg smaller.

Table 2. Digital Platforms Used for Business Purposes (N = 130)

Digital platform N %
WhatsApp a1 60.7
SIM-based mobile communication 24 16.0
Facebook 12 80
Instagram 12 80
YouTube 6 40
TikTok 5 23
Total 150 1000

The results indicate that women's digital entrepreneurship is mainly dependent on the use of
mobile communication technologies that are easily available, not on complex e-commerce
technologies. The dominance of WhatsApp also suggests the significant role of direct

communication with customers in women's business enterprises in the study area.
Family, Cultural, and Community Support

Overall, the level of support for the entrepreneurial activities reported by respondents was high.
Eighty-eight percent of participants said their families encouraged them to engage in this
activity, and 781% reported getting financial support from their family. Likewise, 78.6%
reported that they had adequate time to run their businesses due to assistance with household
tasks.

There were also positive perceptions noted at the community and cultural levels. Over three-
guarters said that they were encouraged by the attitudes of community members, and 81.5% felt
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that there was cultural support for women entrepreneurs and that society valued women

entrepreneurs.

Table 3. Reported Family, Cultural, and Community Support

Support indicator Agree/ Strongly Agree (%)
Family encouragement to establish a business 886
Financial support from family 781
Household support enabling time for business 786
Encouragement from community attitudes 766
Cultural support for women's entrepreneurship 813
Social appreciation of women entrepreneurs 813

Perceived increase in women entrepreneurs in the community 70.6
Women participating in profit-making businesses 15

Note. Percentages represent respondents who selected “agyee" or “stronglg agree" for the

respective statements.

The results answer the first research question, which addresses the level of perceived family,
cultural and community support among the women entrepreneurs who were included in the
study. Given that the sample was limited to current entrepreneurs, the results presented here

reflect perceived support and not whether it actually led to entrepreneurship for women.

Perceived Role of Digital Platforms

Market extension was also made with the help of digital platforms. Overall, 554% said that they
used digital media to reach their customers outside their local market “often” or “alwags”, while
only 27% said they never used digital media in this way. The questionnaire also explored the
perceptions of the respondents with regard to dependence on physical markets, marketing costs,
working from home and communication with customers through digital platforms.

The data presented in the manuscript is not complete in terms of the distribution of responses for
all categories of these items and thus is not presented in a complete frequency table.

Relationship Between Digital -Platform Use and Entrepreneurial Outcomes

Digital platform use was significantly and positively correlated with the perceived decrease in
barriers to business r = 807, p < .001) for Pearson correlation analysis. The use of the digital
platform was also positively and highly correlated with an increase in the customer base (r=.719,

p < 001)
Table 4. Correlation Between Digital-Platform Use and Entrepreneurial Outcomes

Variables Pearson’s p- Interpretation
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Y value
Digital-platform use and perceived barrier 867 <001  Strong positive
reduction association
Digita.l—plat{orm use and customer-base 719 <001 Strong positive
expansion association

The results in this study suggest that more positive entrepreneurial outcomes were reported with
greater use of digital platforms.

In addition, two entrepreneurial outcomes were analyzed using chi-square tests for associations
with each of the categories of digital-platform use. The results are presented in Table D.

Table 3. Chi-Square Tests of Association Between Digital-Platform Use and Entrepreneurial
Outcomes

Outcome variable Pearson df P~ Likelihood Linear—bg—linear
xZ value ratio association

Perceived business-barrier 110.07 4 <001 11549 (p <001 8435 (p <.001)

reduction

Customer-base expansion 8354 4 <001 8514 (p < .OOl) 6697 (p < .001)

Note. N =150 for both tests. No expected cell count was below five; therefore, the assumptions of
the chi-square test were satisfied.

The results of the cross-tabulation were similar. Respondents who used digital platforms at a high
level had a high level of barrier reduction (755%), while respondents who used digital platforms
at a low level had a low level of barrier reduction (790%) Likewise, 755% of those responclents
who possess a high level of digital-platform use said they have a high level of customer growth,
and 720% of the respondents in the low use category said they have a low level of customer
growth.

Therefore, the results of I were supported, as more use of digital platforms was positively related
to a reported decrease in business barriers. H2 was also supported because higher use of digital
platforms was positively linked to an increase in customers. The findings are based on statistical
associations and may not be considered evidence of causal effects due to the cross-sectional
design of the research.

Discussion

Based on the results of this study, it can be concluded that women's entrepreneurship in Hunza is
influenced by socio-cultural support and utilization of digital platforms. The findings suggest that
family encouragement, family assistance, cultural acceptance and community recognition are
important aspects of the entrepreneurial environment faced by women entrepreneurs in the study
area. Concurrently, digital platforms seem to offer tangible assistance, such as better customer
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communication, in decreasing selected business barriers and in increasing market access.

The first research question was about the support that comes from the family, culture and
community. The results revealed that the majority of respondents were encouraged by their
families, and many respondents reported that they had financial support from family and support
in household responsibilities. The attitude of the people in the community and acceptance of
women's entrepreneurship were also mentioned positively. The results obtained are consistent
with Brush et al. (2009)'s gender-sensitive approach that highlights the role of women's
entrepreneurial role within the family, household and broader social context. In this context,
family support can give women time, as well as the legal and financial resources they need, plus
encouragement to engage in business activities.

The results also corroborate previous studies, which found that gender inequalities at the social
and institutional levels have a significant impact on women's entrepreneurship in Pakistan. Roomi
and Harrison (?010) argue that the social environment is crucial in cletermining the opportunities
available to women to become entrepreneurs. In the present study, the attitude of women
entrepreneurs towards their immediate social environment is extended to Hunza, which shows
that generally women entrepreneurs consider their immediate social environment as supportive.
But, it should be taken with a pinch of salt as only women entrepreneurs were in the study. It does
not mean that women supported more in their families and culture are more inclined to be
entrepreneurs than women supported less in their families and culture.

It is also useful to have some context of the distribution of business activities. A significant
proportion of the respondents were engaged in stitching activities, food businesses, and dairy
farming activities in terms of numbers, constituting a significant proportion of the rest of the
enterprises. Most of these activities are local and small-scale. This trend may be due to the local
economy's practicality of such businesses. However, these data do not directly prove that cultural
expectations and/or mobility restrictions were factors in the choice of these sectors. As a result,

care should be taken when making any interpretation of occupational concentration.

The second key learning is about digital-platform adoption. WhatsApp was the most frequently
used platform for business use, followed ljg SIM-based mobile communication, and then Facel)ook,
[nstagram, YouTube and TikTok to a lesser extent. It is obvious that women entrepreneurs from
Hunza use basic, easy-to-access and comparatively less expensive digital technologies, as
WhatsApp is the dominant option.

This is in line with Nambisan's (2017) digital entrepreneurship perspective, which relates to how
digital technology can potentially transform entrepreneurial processes through the minimisation
of communication and space barriers. Digital tools can serve as a vital tool to connect
entrepreneurs with customers, especially in remote areas like Hunza, where it is difficult to reach
the big markets even by car and takes a lot of effort. Focusing on Hunza, Karrar (2020) also notes
the changing nature of livelihoods and small-business activity in the region, offering wider
context to the importance of entrepreneurship in the region.
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The results of the statistics indicate good support for the relationship between the use of digital
platforms and entrepreneurial outcomes. There was a positive correlation between the use of
digital platforms and the perception of the reduction of business barriers (r = 867, p < .001). Chi-
square also verified that there was a signi{icant association between these two vayiables, XQ(‘L N=
150) = 11007, p < O0L The results of this section of the paper provide support for the initial
hypothesis and indicate that women who indicated high use of digital platforms also tended to
indicate high levels of reduction in barriers to their businesses.

The same was seen when it came to expanding customer base. The use of digital platforms was also
associated with an increase in customers, with an r = 719, p < 001, and the chi-square analysis
gielded a statisticallg signi{icant result, X?(‘L N= 150) = 83.54, p< 001 The results for the second
hypothesis are presented. They are also consistent with the descriptive result, which indicated
that over 0% of respondents often or always contact customers outside of their local market via

digital media.

This indicates that digital technologies have great potential in the field of small business women
entrepreneurs, as they help them to be less dependent on physical markets. Women can
communicate with customers, provide information on products, arrange orders and operate
business relationships via messaging and social media without having to travel to the office on a
yegular basis. It may be particularlq crucial in 8eographicaﬂg remote areas like [Hunza.

The results are not to be taken as proof that the use of digital technology is a standalone strategy
for changing women's economic status, however. Kabeer (901(2) and Amalia, A. M., et.al, (2093)11&3
indicated that economic participation and empowerment are complex phenomena and that
household and social structures are still affecting the process of economic participation and
empowerment. The results of the present study confirm this view. Digital platforms seem to be
embedded in, rather than replacing, the current family and community contexts.

In a general sense, the study indicates that the phenomenon of women's entrepreneurship in
digital aspects in Hunza can be explainecl as a sociallg embedded phenomenon. Familg and
community support fosters an enabling social environment, and digital platforms offer an
effective means of communication and market access. Considering these two dimensions together
provides a better explanation of women's entrepreneurial experiences than considering them as
two separate dimensions.

Limitations of the Study

The study has a number of drawbacks. The first is the cross-sectional research design, which makes
it difficult to draw causal inferences. Digital-platform use was positively correlated with the
reduced perception of barriers and increased customer base, but the study does not prove that
increased platforrn use is clirectlg responsi]ole for these increases.

Secondly, the study was dependent on self-reporting via questionnaires. Recall bias and social
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desirability might affect perceptions of family support, cultural acceptance, barriers to business,
or increases in customer growth. Third, the sample consisted of 190 women entrepreneurs of
Aliabad, Karimabad and Ganish. It is therefore suggested that the findings shouldn't be

generalized to all women entrepreneurs of Gilgit-Baltistan or Pakistan.

A drawback is that only females who were already entrepreneurs participated in the study. Thus,
it is not possible to compare entrepreneurs with non-entrepreneurs and be able to say if family
support and digital access have an effect on the initial decision to become an entrepreneur.
Furthermore, the study was largely directed at perceived problems and the expansion of the
customer base, not at o]ojective criteria such as revenue, pro{it, business survival, long~term
growth, etc.

Conclusion

[n this study, socio~cultural support and usage of digital platforms among women entrepreneurs in
Hunza, Gilgit-Baltistan were explored. The results showed that most women entrepreneurs had a
generally high level of support from their families, cultures and communities, implying that they
are relatively surrounded by a supportive social environment for their economic activities.

Digital platforms were also seen as an important component of women's business practices. The
overwhelming platform was WhatsApp, indicating that technologies that are simple and
accessible are especially relevant to the small-scale entrepreneurs in remote regions. Digital-
plat{oym use is positivelq associated with a perceivecl decrease in business barriers and an

increase in customers.

The research findings indicate that digital entrepreneurship in Hunza cannot be considered an
exclusively technological process. It is closely associated with the social environment women
work in. Selected business constraints seem to be mitigated by digital platforms, which are
believed to enhance market access, and family and community support, which are believed to
create the social conditions where women can engage in entrepreneurial activities.

Recommendations

Based on the results, programs that support entrepreneurship should involve practical training for
women on how to use digital technologies, such as WhatsApp, Facebook, Instagram and other
platforms, to communicate with customers, market and promote their products. These programs
should concentrate on tools that women are already using and not only on high-tech e-commerce
tools.

Women entrepreneurs must also be assisted by local institutions and development organisations
to market their products and services to their target consumers outside the local market using
digital marketing, business networking and better access to online markets. Access to the Internet
and digital literacy should also be considered, especially in rural settings.

330



Journal of Social Sciences Development, Volume 05, Issue 06, August, 2026

Further studies could involve increased and more diverse samples and a comparison between
women entrepreneurs and non-entrepreneurs. Longitudinal studies would be beneficial to
ascertain whether the use of digital platforms has a long-term impact on business performance.
More objective indicators like income, profitability, business survival and growth, and wider
outcomes of women's decision-making and economic autonomy should also be explored in future
studies.
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