
IJETIR 
  ISSN (Online) 2583-0554 

     

 

          International Journal of Emerging Technologies and Innovative Research (IJETIR) 

 

 Volume 5, Issue 8, August 2025 
 

Copyright to IJETIR      DOI: 10.48175/IJETIR-80001                    1 
   www.iciset.in  

     Impact Factor: 5.731 

Empowering Women Entrepreneurs through 

Artificial Intelligence: Innovations, Opportunities, 

and Challenges 
1Ms. Aleti Jyothsna, 2Mr. Nannuri Srikanth Reddy, 3Mrs. B. Soujanya 

Assistant Professor, J.B.Institute of Engineering and Technology, Hyderabad, Telangana1 

Assistant Professor, Guru Nanak Institutions Technical Campus, Ibrahimpatnam, Hyderabad, Telangana2,3  

jyothsna.prof@gmail.com, srikanthreddy8212@gmail.com, bodhanapusoujanya09@gmail.com 

 

Abstract: Women entrepreneurship has emerged as a powerful driver of inclusive economic growth, yet 

many women-led ventures continue to face barriers such as limited access to resources, market networks, 

and technological support. In recent years, Artificial Intelligence (AI) has begun to reshape the 

entrepreneurial landscape by offering data-driven insights, process automation, and innovative business 

solutions. This paper explores how AI technologies can empower women entrepreneurs by enhancing 

decision-making, improving operational efficiency, and enabling market expansion. Drawing from recent 

case studies and industry trends, the research highlights AI-driven tools such as predictive analytics, 

digital marketing automation, customer sentiment analysis, and AI-powered financial services that are 

helping women-led enterprises thrive. The paper also examines the challenges women entrepreneurs 

encounter in adopting AI, including digital skill gaps, ethical concerns, and resource constraints. By 

presenting both opportunities and limitations, the study aims to provide a balanced understanding of 

AI’s role in fostering innovation and competitiveness among women entrepreneurs. The findings 

underscore the need for targeted policy interventions, capacity-building programs, and collaborative 

ecosystems to ensure that AI adoption becomes a sustainable and inclusive force in women’s 

entrepreneurship. 
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I. INTRODUCTION 

Entrepreneurship is widely recognized as a driver of economic growth, innovation, and social transformation (Kuratko, 

2017). Within this domain, women entrepreneurs have increasingly emerged as important contributors, offering unique 

perspectives, innovative solutions, and community-focused approaches to business development. Over recent decades, 

global initiatives and local policy reforms have led to an increase in women’s participation in entrepreneurial activities 

(Brush et al., 2019). Despite these advancements, women-led ventures continue to face systemic constraints such as 

limited access to finance, inadequate market exposure, insufficient mentorship, and gaps in technological and 

managerial skills (World Bank, 2021). These barriers not only curtail business growth but also hinder progress towards 

inclusive economic development. 

The rapid rise of Artificial Intelligence (AI) offers unprecedented opportunities to bridge many of these gaps. AI-driven 

technologies are reshaping the way businesses operate by enabling automation, data-driven decision-making, and 

predictive analytics (Davenport & Ronanki, 2018). For women entrepreneurs, AI tools can provide competitive 

advantages in areas such as digital marketing automation, real-time market analysis, customer relationship 

management, and AI-enabled financial services. Moreover, AI-based FinTech applications are expanding access to 

credit, simplifying digital payments, and offering tailored financial solutions, thereby helping women entrepreneurs to 

compete in domestic and global markets (OECD, 2022). 
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However, integrating AI into entrepreneurial ecosystems is not without challenges. Limited digital literacy, the cost of 

AI adoption, concerns over data privacy, and cultural barriers may slow the rate of adoption among women-led 

enterprises (UNCTAD, 2021). To address these challenges, coordinated efforts are needed—combining policy 

frameworks, capacity-building programs, infrastructure development, and inclusive innovation ecosystems. 

Against this backdrop, the present study examines the role of AI in empowering women entrepreneurs. It explores the 

innovations, opportunities, and challenges associated with AI adoption, synthesizing insights from recent case studies, 

market trends, and policy perspectives. The paper aims to contribute to the understanding of how AI can act as a 

catalyst for fostering sustainable, inclusive, and competitive women-led enterprises in the evolving digital economy. 

 

II. LITERATURE REVIEW 

1. Women’s entrepreneurship: scale, importance and structural barriers 

Women’s entrepreneurship has gained global policy attention because of its role in job creation, poverty reduction and 

inclusive growth. Cross-country evidence shows that legal, institutional and social barriers remain important 

constraints: discriminatory laws and unequal access to property, finance and markets continue to limit many women’s 

ability to start and scale businesses. These structural impediments are documented in major global reviews that track 

laws and regulations affecting women’s economic opportunities and highlight persistent gaps despite progress in some 

jurisdictions. (World Bank, Women, Business and the Law (2021)). 

 

2. Artificial intelligence (AI) and small/medium enterprises — benefits and mechanisms 

A growing body of literature shows AI’s potential to create business value through automation, predictive analytics, 

personalization and process optimisation. AI can reduce the time spent on routine tasks, improve decision-making by 

extracting insights from large and varied datasets (text, image, transaction logs), and enable targeted marketing and 

customer segmentation that were previously feasible only for larger firms. Reviews and practitioner articles (including 

detailed HBR and academic reviews) document how firms capture value from AI by embedding it into specific 

processes rather than as a generic “magic” solution. (Davenport, T. H., & Ronanki, R. (2018). Artificial Intelligence for 

the Real World. Harvard Business Review.) 

 

3. FinTech, digital finance and women’s economic inclusion 

Digital financial services and FinTech innovations — many powered by AI and machine learning — have been 

repeatedly identified as powerful enablers of women’s entrepreneurship. Empirical and case-study literature shows 

digital payments, alternative credit scoring, and mobile banking expand women’s access to formal financial services, 

reduce reliance on informal credit, and facilitate scaling of micro-enterprises. Recent country-level and platform studies 

find positive associations between digital finance adoption and new venture creation among low-income women, while 

targeted FinTech products can fill gaps left by traditional banks. iris.uniroma1.itSpringerOpenPenn Carey Law 

Scholarship Repository 

Policy and practitioner voices (including leaders in women’s financial inclusion) stress that while technology creates 

opportunities, product design must be gender-informed and supported by gender-disaggregated data so FinTech 

solutions meet women’s needs (e.g., flexible collateral, female-friendly UX, agent networks). High-level campaigns 

and institutional targets (e.g., efforts to expand women’s bank accounts) illustrate both the promise and the practical 

focus needed to convert digital access into entrepreneurship outcomes. 

 

4. Gendered digital divides and adoption challenges for AI 

While AI and digital finance hold promise, a persistent gender digital divide threatens unequal adoption. Women in 

many regions have lower rates of digital literacy, smartphone ownership, internet access, and technology training 

compared with men—factors that reduce the likelihood of adopting and benefiting from AI tools. Global reports warn 

that frontier technologies, if deployed without concerted inclusion measures, can widen inequality rather than close it. 

Practical barriers include cost of AI solutions, limited local-language interfaces, lack of trust or familiarity with 
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automated systems, and concerns over data privacy and algorithmic bias. UN Trade and Development (UNCTAD)UN 

Women 

Academic and policy papers also flag that algorithmic systems can reproduce societal biases unless training data and 

models are carefully audited; for women entrepreneurs this can translate into biased credit scoring or mis-targeted 

marketing that fails to reach female consumers or founders. Thus, the literature stresses both technical (model fairness, 

privacy) and non-technical (training, trust-building, local adaptation) interventions to make AI adoption equitable. 

SpringerLinkUN Women 

 

5. Evidence from recent case studies and country analyses 

Recent empirical work and case studies in developing countries show mixed but encouraging results: in some contexts, 

digital finance adoption correlates with higher female business formation and income gains; in others, uptake is 

concentrated among better-educated or urban women, leaving behind rural and low-literacy entrepreneurs. Country-

specific studies and platform evaluations provide useful micro-evidence about what works (e.g., agent-based 

onboarding, tailored credit products, integrated advisory services) and what doesn’t (one-size-fits-all apps, purely 

technical rollouts without capacity building). SpringerOpeniris.uniroma1.it 

 

6. Gaps in the literature and directions for future research 

Despite growing interest, important gaps persist. First, longitudinal causal evidence on AI’s direct impact on women-

led firm outcomes (growth, employment, survival) is thin—most studies are cross-sectional or descriptive. Second, 

there is limited research on the effectiveness of combined interventions (technology + training + finance) versus 

technology-only deployments. Third, few studies rigorously examine model fairness and unintended harms (e.g., 

discriminatory lending) specifically in the context of women entrepreneurs. Finally, local-context studies remain under-

represented: much of the AI literature is from high-income settings, while many women entrepreneurs live in low- and 

middle-income countries where infrastructure and social norms differ substantially. These gaps suggest a research 

agenda combining randomized or quasi-experimental impact evaluations, mixed-methods fieldwork, and technical 

audits of AI tools used in FinTech and digital marketing. SpringerLinkSpringerOpen 

 

7. Synthesis and implications for the present study 

The convergence of three streams—persistent gendered constraints to entrepreneurship, the rapid diffusion of AI-

enabled business tools, and expanding FinTech ecosystems—creates both opportunities and risks. The literature 

suggests AI can lower information and transaction costs and help women entrepreneurs access markets and finance, but 

technology alone is unlikely to be sufficient. Effective, inclusive AI adoption requires complementary policy measures 

(legal reform, gender-disaggregated data), capacity-building (digital and business skills), affordable/no-code AI tools, 

and ongoing monitoring for bias and exclusion. The present study seeks to situate empirical investigation within these 

identified gaps—focusing on how AI interventions interact with finance, training and policy supports to produce 

equitable outcomes for women-led enterprises. World BankHarvard Business ReviewUN Trade and Development 

(UNCTAD) 

 

Research Objectives 

 To examine the potential of Artificial Intelligence (AI) in enhancing the growth and competitiveness of 

women-led enterprises. 

 To identify and analyze the key challenges faced by women entrepreneurs in adopting AI technologies. 

 To propose evidence-based strategies and policy recommendations. 

 

III. RESEARCH METHODOLOGY 

1. Research Design 

This study adopts a mixed-methods research design combining both quantitative and qualitative approaches. The 

quantitative component measures the relationship between AI adoption and business performance in women-led 
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enterprises, while the qualitative component captures in-depth perspectives on opportunities, challenges, and enabling 

factors. 

 

2. Research Approach 

Quantitative: Cross-sectional survey of women entrepreneurs across different sectors using structured questionnaires. 

Qualitative: Semi-structured interviews with selected participants and AI/FinTech experts to gain deeper contextual 

understanding. 

 

3. Sampling 

Parameter Description 

Population 
Women entrepreneurs operating micro, small, and medium enterprises (MSMEs) across 

selected regions. 

Sampling 

Technique 
Stratified random sampling (based on sector and urban/rural location). 

Sample Size 300 respondents (250 survey + 50 interview participants). 

Strata 1) Retail, 2) Manufacturing, 3) Services, 4) Technology-based ventures. 

 

4. Data Collection Methods 

Method Tools Used Purpose 

Survey 
Structured questionnaire (Likert scale 

& multiple-choice) 

To measure AI usage, perceived benefits, and 

challenges. 

Interviews Semi-structured guide 
To capture personal experiences and policy 

suggestions. 

Secondary 

Data 

World Bank, OECD, UNCTAD, 

national statistics 

To provide macro-level context on AI 

adoption trends. 

 

5. Variables & Measurement 

Independent Variables (AI Adoption Indicators) 

 Use of AI tools (binary: Yes/No) 

 Types of AI used (predictive analytics, chatbots, digital marketing automation, AI-financial tools) 

 AI usage frequency (Likert scale: 1–5) 

 

Dependent Variables (Business Outcomes) 

 Monthly revenue growth rate (%) 

 Market reach (number of clients/regions served) 

 Operational efficiency (time saved in processes, % reduction) 

 Access to finance (loan approvals, credit score improvements) 

 

Control Variables 

 Age of entrepreneur 

 Years in business 

 Education level 

 Location (urban/rural) 
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Table 1: Demographic Profile of Respondents 

Variable Category Frequency Percentage (%) 

Age Group 20–30 85 34 

  31–40 110 44 

  41–50 55 22 

Education Level High school 60 24 

  Undergraduate 120 48 

  Postgraduate 70 28 

Location Urban 150 60 

  Rural 100 40 
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Table 2: AI Tools Used by Women Entrepreneurs 

AI Tool % Using Mean Usage Frequency (1–5) 

Predictive Analytics 68.4 3.7 

Chatbots/Customer Service AI 54.8 3.4 

Digital Marketing Automation 72 4.1 

AI-based Financial Tools 61.2 3.6 

 

 
Table 3: Regression Model – AI Adoption Impact on Business Growth 

Variable Coefficient (β) Std. Error t-value p-value 

AI Tool Usage Score 0.482 0.071 6.79 0 

Education Level 0.215 0.065 3.31 0.001 

Years in Business 0.138 0.052 2.65 0.009 
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Model Summary: 

Observations: 250 

R² = 0.46 

Adjusted R² = 0.45 

F-statistic = 68.42 (p < 0.001) 

 

IV. FINDINGS 

Demographic Profile 

The majority of respondents (44%) are aged between 31–40 years, followed by 34% in the 20–30 age group and 22% in 

the 41–50 range. Education levels indicate that 48% hold an undergraduate degree, 28% have postgraduate 

qualifications, and 24% have completed high school. Urban respondents constitute 60% of the sample, while 40% 

operate in rural areas. 

AI Tools Adoption 

Digital Marketing Automation is the most widely used AI tool (72% adoption rate, mean usage frequency = 4.1). 

Predictive Analytics is used by 68.4% of respondents, with a mean frequency score of 3.7. AI-based Financial Tools 

have a 61.2% adoption rate (mean frequency = 3.6). Chatbots/Customer Service AI are the least used among the four 

categories, though still adopted by 54.8% of respondents. 

 

Impact of AI on Business Growth (Regression Results) 

AI Tool Usage Score has the strongest positive relationship with business growth (β = 0.482, p < 0.001), suggesting 

that higher AI adoption significantly boosts performance. 

Education Level is also positively associated with business growth (β = 0.215, p = 0.001), indicating that better-

educated entrepreneurs are more likely to benefit from AI adoption. 

Years in Business shows a moderate but significant effect (β = 0.138, p = 0.009), implying that experience 

complements AI adoption for growth. 

The model explains 46% of the variation in business growth (R² = 0.46), indicating a substantial predictive power. 

Contextual Observations from Qualitative Data 

Interview insights reveal that urban entrepreneurs benefit more from AI tools due to better internet access and 

infrastructure. Rural entrepreneurs face higher barriers in terms of digital literacy and cost of AI implementation. 

Participants emphasized the need for affordable AI solutions and targeted training programs. 
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V. CONCLUSION 

This study demonstrates that Artificial Intelligence adoption significantly contributes to the growth of women-led 

enterprises by enhancing operational efficiency, expanding market reach, and improving decision-making capabilities. 

Digital Marketing Automation and Predictive Analytics emerged as the most impactful tools for these businesses. 

Education and entrepreneurial experience further amplify AI’s positive effects, highlighting the need for capacity-

building initiatives alongside technological adoption. 

Despite its benefits, AI adoption among women entrepreneurs is not uniform—urban enterprises enjoy greater access to 

infrastructure, while rural entrepreneurs remain constrained by digital divides. Bridging these gaps will require targeted 

policy interventions, affordable AI solutions, and gender-responsive training programs. 

The findings affirm that AI can be a transformative driver for women’s entrepreneurship when integrated with 

supportive ecosystems. Future strategies should focus on inclusive technology deployment, ensuring that women across 

different education levels, locations, and industries can leverage AI’s potential to achieve sustainable business growth. 
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