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ABSTRACT This study compares perceived problems and challenges among the women entrepreneurs who involved with network
marketing in Chennai city. A pre-tested questionnaire was employed as the tool to collect primary data and the primary
data was collected from 347 women entrepreneurs in Chennai city. This paper especially compares among the women

entrepreneurs on problems and challenges. Further the study analysed the impact of certain demographic factors on perceived problems and
challenges among the women entrepreneurs. The result reveals that the women entrepreneur groups with respect to certain demographic factors
namely, ‘above 45 years of age; ‘schooling/diploma’ educated, ‘married entrepreneurs’ and ‘upto 5 years of experienced’ have expressed more
problems than other groups. Marital status and size of the enterprise have significant impact on perceived problems and challenges followed by

experience, form of ownership and educational qualification.
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Introduction

Entrepreneurship is the dynamic process of creating incremen-
tal wealth (Ponstadt, 1998). This wealth is created by individuals
who assume the major risks in terms of equity, time and/or ca-
reer commitments of providing values for some product or ser-
vice. Furthermore, Timmons (1989) defined it in such a way that:
Entrepreneurship is the process of creating and building some-
thing of value from practically nothing. That is, it is the process
of creating or seizing an opportunity and pursuing it regardless
of the resources currently controlled. In addition, Hisrich (2005)
defined “Entrepreneurship is the process of creating something
new with value by devoting the necessary time and effort, as-
suming the accompanying financial, psychic, and social risks, and
receiving the resulting rewards of monetary and personal satis-
faction and independence. From the definitions given above, it is
possible to conclude that in almost all of the definitions of entre-
preneurship, there is agreement that we are talking about a kind
of behavior that includes: (1) initiative taking, (2) the organizing
and reorganizing of social and economic mechanisms to turn re-
sources and situations to practical account, (3) the acceptance of
risk or failure.

Factors affecting entrepreneurship

Though entrepreneurship has its own advantages, it is not free of
problems. For this there are a number of factors. Samiti (2006), Tan
(2000) classified the basic factors that affect entrepreneurs in to two
broad categories —economic and social. The economic factors include
competition in the market; lack of access to the market, lack of access
to raw material ,lack of capital or finance, lack of marketing knowl-
edge; lack of production/ storage space; poor infrastructure; inade-
quate power supply and lack of business training. The social factors
include lack of social acceptability; having limited contacts outside
prejudice and class bias; society looks down upon; attitude of other
employees; and relations with the work force. Besides this, Gemechis
(2007), Hisrich (2005), ILO (2009) added Social and cultural attitude
towards youth entrepreneurship; entrepreneurship education; ad-
ministrative and regulatory framework; and business assistance and
support; barriers to access technology are crucial factors that affect
entrepreneurial success.

Women Entrepreneurs and Network Marketing

Network marketing is a subset of direct selling and is also known as,
“multi-level marketing”. Multi-level marketing is also called networking
marketing, which is a way of distributing and selling products and ser-
vices through a chain of independent distributors rather than through
traditional retail outlets. Network marketing is definitely an ideal career
choice for any women who has the desire, the right attitude, and who
understands what really all is about and what it takes to be an entre-

preneur. Women are caretakers and are well suited to the network mar-
keting. Statistics report us that women participate about 73.00 per cent
of the total direct sellers in the world. According to the Indian Direct
Selling Association (IDSA) report, women participates about 60.00 per
cent direct sellers in India. Apart from the basic entrepreneurial com-
petencies, there are certain Human Resource Management (HRM) com-
petencies, which are highly indispensable to each and every business.
Women have traditionally brought to their network marketing business
in their advanced social and people skills. Majority of the people be-
lieve that network marketing is a “selling” business, but women know
that it is really about sharing and building long term relationships that
lasts, and successful women use these sharing and caring skills as a ma-
jor tool in the recruitment process.

Statement of the Problem

According to World Bank (2005), ILO (2003), (SMIDEC, 2004),
report that women entrepreneurs are affected by lack of entre-
preneurial, managerial and marketing skills; bureaucracy and
red tape; lack of accessibility to information and knowledge; dif-
ficulties accessing financial resources/Lack of capital; lack of ac-
cessibility to investment (technology equipment and know-how);
nonconformity of standardization, lack of quality awareness and
lack of mutual recognition schemes; Product and service range
and usage differences; language barriers and cultural differenc-
es; risks in selling abroad; inadequate behaviours of multination-
al companies against domestic entrepreneurs of government
supply-supporting programs; and lack of government incentives
for internationalization of enterprises; and low access to appro-
priate technology.

Though Network marketing is all about people, which means it is a
relationship-building business and women are natural at building
strong long-lasting relationship. Network marketing is fairly of recent
origin and women folk mostly from the middle class who possess the
urge to achieve economic independence have grabbed this oppor-
tunity of self-employment as a means to contribute to the welfare
of their family and society. Studies reveal that in India, the women
strength lies in the commitment and dedication, weaknesses relate to
the inability of women to take calculated risk. There is also the potent
threat of competition from small and big units and the necessity of
leaving enterprise due to family pressures. The growth and develop-
ment of network marketing industry is drastically influenced by the
essential component human resources (Gurmeet and Belwal, 2008;
Kamal et al., 2009; Katerina, 2011 and Yvonne, 2012). Hence, the re-
searcher aimed at knowing the perception of women entrepreneurs
who involved in network marketing enterprises at Chennai on their
problem and challenges.
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Scope of the Study

This research is proposed to examine the problems and challenges
etc. The present study is undertaken at Chennai in women entrepre-
neurs who have network marketing business of the company brands
namely, Conybio, Tupperware, Amway, Oriflame, Avon, Modicare etc.
The researcher has experienced that this sector has problems lack of
many factors during the pilot study. Hence, the women entrepreneurs
who deal with network marketing business are selected as respond-
ents.

Objectives of the Study

e To compare the Problems and Challenges among the women en-
trepreneurs in network marketing according to their demograph-
ic variables.

e To find out the impact of demographic factors on Problems and
Challenges of women entrepreneurs in network marketing.

Hypotheses
H1: There are significant differences among the women entrepreneurs
in network marketing in their perceived Problems and Challenges.

H2: The demographic factors of women entrepreneurs in network
marketing have significance impact on Problems and Challenges.

Limitations of the Study

This study has certain limitations such as, the study curtails the prob-
lems and challenges is alone considered; It does not cover in-depth
the work factors of the respondents such as, women participation etc.
Further, the study does not confine the rural respondents and other
family environments etc.

Studies Related With Women Entrepreneurship on their
Problems and Challenges

Since 1978 the growth in the number of businesses owned by
women has been phenomenal; in 1984 the Small Business Admin-
istration reported that the number of self-employed women had
increased from 1.7 million in 1977 to 3.5 million. One-fourth of the
small businesses in the United States are now owned by women.
Women started businesses at a rate six times faster than men from
1974 to 1984, but generated less than ten percent of the total busi-
ness receipts in the United States. This reflects the fact that most
businesses owned by women tend to be small service-related enter-
prises (Marion, 1987).

Apart from examining barriers which may prevent women from ex-
panding their businesses the findings address a new paradigm of
women in small business. This paradigm captures the multiple trajec-
tories that women follow in their businesses the type of businesses
that they operate and their relation to the stages of a woman’s/busi-
ness life cycle (Leonie and Wendy, 2000). Robert (2000) discusses the
issues around learning, entrepreneur development, mentoring and
the matching of mentors to client entrepreneurs. The researcher then
considers whether “just-in-time”, targeted training and support pro-
vided directly or facilitated by a mentor may be more cost-effective
in the long run than a more traditional up-front prescribed training
approach.

Treating entrepreneurship as a social process constrained by
time and place allows it to gain new meanings and understand-
ings of security, reliability, risk-moderation that it has not previ-
ously seen to possess (Ulla, 2005). The attraction of home-based
business ownership is driven predominantly by the flexibility
afforded to lifestyle and the ability to balance work and family.
While these advantages were more salient for women than for
men, gender per se was not a determining factor in why opera-
tors started a home-based business (Elizabeth ef al., 2008). Lor-
na and Colette (2010) have reported that women entrepreneurs
face gender-specific barriers surrounding access to: networks of
information, assistance, finance and investment funds, in addi-
tion to socio-cultural barriers. Muhammad and Pegram (2010)
have understood that the gender-related challenges of Pakistani
women entrepreneurs, the barriers perceived by women en-
trepreneurs in Islamic Pakistan can be alleviated through wom-
en-only training that allows participants to develop capital and
competences.

Daphne et al. (2011) there is a strong indication that Africa has sizeable
hidden growth potential in its women. Female entrepreneurship in Ni-
geria is driven by micro-financing as well as family dynamics that work
to shape and influence the birth of a business. Hanifa ez al. (2011) have
identified some barriers that women face at the startup stage, and in
addition — their entrepreneurial motivations and driving forces, satis-
factions and frustrations, they face some barriers at the startup of their
venture, emanating mainly from the lack of support, society and tradi-
tions, and personal and family reasons. Souha and Jelena (2012) have
explored how women entrepreneurs encountered persistent gender
stereotypes, a paucity of female role models, resistance from associ-
ates within and outside of their organizations, and societal pressures to
maintain appropriate levels of work-family balance.

Research Methodology

The study is to examine the problems and challenges faced by the
women entrepreneurs are compared with respect to the demo-
graphic factors of respondents who are involved themselves in the
network marketing at Chennai City. Hence, the method adopted for
this research is descriptive in nature, which explains the relationship
among these factors. The women entrepreneurs who have been in-
volved in the network marketing business of the company brands
namely, Conybio, Tupperware, Amway, Oriflame, Avon, Modicare etc.
at Chennai City. The sample size for the present study is 347. The
samples are selected for the study by using multi-state simple ran-
dom sampling. A well-designed and pre-tested questionnaire which
has 32 statements concerning Problems and Challenges developed
by the researcher. By adopting Likert's five-point scale (Strong-
ly Agree - 5, Agree - 4, Neutral - 3, Disagree -2, Strongly Disagree
- 1) was used to measure the responses. The questionnaire was
pre-tested by using reliability analysis and the reliability (a) is ob-
tained to be 0.90. The statistical tools such as, One-Way Analysis of
Variance, Independent Sample ‘t’ test and Regression Analysis are
used for data analysis.

Distribution of the Demographic Characteristics of the
Women Entrepreneurs

Among the respondents 36.6 percent of them are in the age group
of 36 — 45 years, 33.7 percent respondents are in the age group of
Above 45 years and 29.7 percent respondents are in the age group
of upto 35 years. 31.41 percent of the respondents are profession-
als. 12.10 percent of respondents are post graduates. Schooling/
Diploma, under graduates are 63 percent respectively and the re-
maining 11.82 percent belongs to others. Among the three enter-
prise sizes of respondents, Small size occupies 85.3 percent of the
distribution followed by Medium and Large size shows 11.8 and
2.9 percent distribution respectively. 98.3 percent of respondents
are married and 1.7 percent of respondents are Single. Experience
profile explains majority (65.1 percent) of them falls in the expe-
rience between 11 and 20 years. 21.6 percent of the respondents
are having the experience of 6- 10 years. 7.5 percent of the re-
spondents are having the experience of Above 20 years whereas
5.8 percent of the respondents are having the experience of Upto
5 years. 62.5 percent of the respondents have one dependent
whereas 19.0 and 18.4 percent of the respondents have two and
three dependents, respectively. 65.7 percent of respondents have
nuclear family setup whereas the remaining (34.3 percent) have
joint family setup. 71.5 percent of the respondents have Family
Business whereas the remaining (28.5 percent) of the respondents
have Joint Ownership.

Perceived Problems and Challenges of the Women En-
trepreneurs with respect to their Demographic Factors
The descriptive statistics of the women entrepreneurs on their
perceived problems and challenges with respect to their demo-
graphic factors are presented in Table 1. According to the age,
the result shows a significant outcome (F = 16.479; p = 0.001),
which means that the entrepreneurs differ significantly with re-
spect to their age towards their perceived Problems and chal-
lenges. The post hoc test result shows that entrepreneurs who
crossed 45 years of age (mean = 3.83; SD = 0.32) have perceived
more Problems and challenges compared to other groups. Ac-
cording to the educational qualification, insignificant outcome
(F = 19.099; p = 0.00) is obtained, which means that the entre-
preneurs do differ significantly towards their perceived Problems
and challenges.
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Table 1. Descriptive statistics of women entrepreneurs
on their perceived problems and challenges in network
marketing

Table 2. Results of Regression Analysis for the influ-
ence of selected demographic factors on Problems and
Challenges

Demographic

Variable Category N |Mean |S.D.|F »

P-value
0.000**

R R Square |Adjusted R square F
0.386 |0.149 0.137 12.285

Upto 35years [103(3.76 |0.35
Age 36 - 45 years 127(3.59 |0.35/16.479 {0.001**
Above 45 years |117(3.83 |0.32

Schooling/ 92 [3.84 |0.30

Diploma
Under
. 63 |3.63 |0.37
Educational graduatlon 19.099 |0.00**
Qualification - : :
Post graduation |42 [3.64 |0.36
Professionals 109(3.57 |0.32
Others 41 [3.65 |0.35
Small 296(3.78 |0.35
Size of the .
enterprise Medium 41 |3.62 [0.33|46.039 [0.00**
Large 10 |3.29 |0.06
Married 341|3.65 [0.34
Marital Status [— 2.447% 10.015**
Single 6 [3.73 (037
Upto 5 years 20 |3.72 (0.29
6 - 10 years 75 |3.69 |0.36
Years of Y 1077 |0.358
Xperience 111 -20years  |226(3.73 |0.33

Above 20 years |26 |3.67 |0.39
One member  |217(3.69 |0.40
ngg;dems Two members |66 |3.71 |0.35/5.252 |0.001**

Three members (64 [3.80 |0.27
) Joint Family 119(3.71 034
Family Type - 1.739* 10.083
Nuclear Family |228(3.65 [0.39
Joint Ownership [99 |3.62 [0.33

Family Business |248(3.29 [0.06

Form of
Ownership

46.0397|0.007**

#-'t'value; * - p < 0.05; **-p<0.01

The entrepreneurs who completed schooling/diploma (mean = 3.84;
SD = 0.30) have perceived higher Problems and challenges compared
to other groups. Size of the enterprise-wise, there a significant differ-
ence at the 0.01 level (F = 46.039; p = 0.00) towards Problems and
challenges since small size enterprise (mean = 3.78; SD = 0.35); Me-
dium (mean = 3.62; SD = 0.33); and Large (mean = 3.29; SD = 0.06).
According to the marital status, there is a significant result (t = 2.448;
p = 0.015), which means that the entrepreneurs differ significantly at
the 0.01 level. Single (unmarried) entrepreneurs (mean = 3.73; SD =
0.37) have more Problems and challenges compared to married entre-
preneurs (mean = 3.65; SD = 0.34). Years of experience-wise, there
is a significant result (F = 1.077; p = 0.358), which means that the
entrepreneurs do not differ significantly with respect to their years
of experience towards Problems and challenges. Number of depend-
ents-wise, there is a 0.01 level significant difference (F = 5.252; p =
0.001); the post hoc test result shows that entrepreneurs who have
three dependents (mean = 3.80; SD = 0.27) have perceived higher
Problems and challenges than other groups. The entrepreneurs do
not differ significantly at the 0.05 level with respect to their family
type. Entrepreneurs who are at joint family type (mean = 3.71; SD =
0.34) have perceived higher Problems and challenges towards their
organization compared to the entrepreneurs who are at nuclear fam-
ily type (mean = 3.65; SD = 0.39). Form of ownership-wise, there is a
significant result (t = 46.039; p = 0.001), among them and entrepre-
neurs who have Family Business (mean = 3.29; SD = 0.06) experience
more Problems and challenges than Joint Ownership (mean = 3.62;
SD = 0.33). It is implied from this study that the results support for the
hypothesis-1.

Influence of Demographic Factors on Problems and
Challenges

The impact of demographic factors on Problems and Challenges is
presented in Table 2.

Predictors: (Constant), Form of Ownership, Education, Family type,
Marital Status, Size of the enterprise, Experience, Age, Number of De-
pendants

Coefficients

Unstandardized | Standardized
Demographic | Coefficients Coefficients
factors B Std. B P-value

Error eta

(Constant) 64.255 | 1.690 38.013 /0.000
Age -372 |.239 -.069 -1.555 [0.120
Experience 2.188 |.587 .166 3.726 |0.000**
Education .848 |.491 .074 1.727 ]0.085**
Size of the
enterprise -1.573 |.320 -.235 -4.917 {0.000
Marital Status {-.921 [.187 -.230 -4.939 [0.000
Bg&?\%ra?lis 2123 |86 |-027 -662 [0.508
Family type 238 |.598 .021 398 [0.691
Form of
Ownership -572 |.270 -114 -2.117 {0.035*

Dependent Variable: Problems and Challenges;
* - Significant at 0.05 level; ** - Significant at 0.01 level

From the multiple regression tables it is observed that the value of
co-efficient of regression (R?) is 0.149 which implies that 14.90 per-
cent of the variation on the Problems and Challenges is explained by
the independent variables used in the study. ANOVA has been per-
formed to check the significance of R% The F value obtained is 12.285
(P<0.001) and hence it is concluded that there is significant relation-
ship between the dependent variable Problems and Challenges and
the independent variables demographic characters. The table reveals
that among the different independent variables only size of the enter-
prise (t = 4.917), marital status (t = 4.939), experience (t = 3.726), ed-
ucation (t = 1.727), and form of ownership (t = 2.117) have significant
results. This shows that these independent variables highly influence
the dependent variable, Problems and Challenges. However, among
the significant independent variables, marital status and size of the
enterprise have higher influence on the Problems and Challenges
followed by Experience, Form of ownership and education. Other var-
iables like age, number of dependents, and family type do not influ-
ence significantly towards the dependent variable. The results partial-
ly support for the hypothesis-2.

DISCUSSION

The prior studies suggest that the entrepreneurs are motivated by a
high need for achievement, a slightly high need for dominance and
moderate needs for affiliation and autonomy (Jean Lee, 1996; Joel,
Vicky and Ngoh, 2007; Dave Kinnear, 2003; Ingmari and Svante, 2005,
Jonathan and Mark, 2011). Although many studies have thoroughly
investigated in developed countries, recent researchers have revealed
to examine the problems and challenges of entrepreneurs. Studying
the problems and challenges of women entrepreneurs who have
network marketing business is more important, since the number
of women entrepreneurs in this domain is increasing. Though stud-
ies conducted in conventional practices, there is a lack of empirical
studies conducted in network marketing women’s problems and chal-
lenges. Hence, the researcher hopes that study focused on problems
and challenges of women entrepreneurs in network marketing might
induce such target groups to replace their negative mindset with
win-win strategies. The result reveals that the women entrepreneur
groups with respect to certain demographic factors namely, ‘above
45 years of age; ‘schooling/diploma’ educated, ‘married entrepreneurs’
and ‘upto 5 years of experienced’ have expressed more problems than
other groups. Marital status and size of the enterprise have significant
impact on perceived problems and challenges followed by experi-
ence, form of ownership and educational qualification. But other var-
iables like age, number of dependents, and family type do not influ-
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ence significantly.

SUGGESTIONS

Based on the obtained results, certain suggestions are given to the
women entrepreneurs in order to sustain in the network marketing.
These are:

e Organizing for orientation and skill training on selected trades, of
their choice and suitability and providing consultancy and guid-
ance, continuously for effective team building.

e Awareness on, career building and attitudinal change towards
enterprise formation and to delegate empowerment at all the
levels.

e  Effective training on building up self-confidence and communi-
cation skills to identify and solve the problems and challenges.

e The policy makers have to insist for increase access to new tech-
nologies and scientific knowledge on project formulation, imple-
mentation.

e The experienced women entrepreneurs would interact with oth-
ers in order to share the successful stories for gaining experiences

CONCLUSION

The social and economic benefits of working are driving entrepre-
neurship more than increased education or household income.
Government of India motivates especially women entrepreneurship
to start small scale industries by means of products and process ori-
entation etc. Industrial revolution and new economic policy has a
significant impact on increasing gainful employment in many fields.
Self-esteem and economical freedom is being increased mainly
through women entrepreneurship. Entrepreneurship of women is not
only deemed as powerful to facilitate their participation in income
generating activities, but also as a tool to foster self-reliance to in-
crease their potentials and to enhance the sense of achievement and
self-esteem. There is also the potent threat of competition from small
and big units and the necessity of leaving enterprise due to fami-
ly pressures. The question of women's equality needs to be studied.
Hence, this study was conducted in Chennai city among the women
entrepreneurs. Further the researcher recommends that there is a lot
of scope for further researches in this area under different industrial
sector and geographical locations of women entrepreneurs.
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