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Abstract 

This study explores the efforts of Indonesian women entrepreneurs to sustain their 
businesses during the COVID-19 crisis of 2020–2021. Focusing on female-owned 
businesses in Yogyakarta, this research places particular emphasis on how social media 
contributes to their survival. Using a quantitative approach to analyze data collected from 
130 respondents, the researchers found that the pandemic has severely affected women 
entrepreneurs—especially those operating SMEs. Most significantly, women have 
experienced reduced income due to decreased sales, disrupted supply chains, and 
difficulty paying credit instalments. Although women entrepreneurs are particularly 
vulnerable to economic shocks, most lack access to assistance from government and 
private programmes. This study also sheds light on social media's Important role in saving 
women's businesses. Facebook, WhatsApp, and Instagram have become the main 
instruments through which women market their businesses and reach new audiences. 
Aggressive promotions, accompanied by attractive offers such as discounts and additional 
services, have helped women entrepreneurs reduce their losses. Overall, we conclude that 
women entrepreneurs found innovative ways to survive their businesses during a time of 
crisis. 
Keywords: Women entrepreneurs; social media; sustainability; COVID-19 

 
Introduction 

The COVID-19 pandemic has significantly disrupted all areas of the economy 
(Fendel, et al., 2020). Particularly affected by the pandemic, however, have been micro 
and small enterprises (MSEs) (Kaur & Kaur, 2020; Shafi et al., 2020). In this arena, 
female entrepreneurs face more difficult challenges than their male peers, as they must 
overcome obstacles such as limited access to financial resources, lack of 
networks/mentors, and gender biases (Halabisky, 2017; Villaseca et al., 2020). Women-
owned businesses also face problems such as balancing work and family, finding and 
keeping qualified employees, and adapting to technological and marketplace changes 
(Mandishaya et al., 2015). In the developing world, women entrepreneurs must also deal 
with cultural and traditional mores that provide less support, emphasise motherhood, 
position women as subordinate to men (particularly their husbands), and limit their 
mobility. More so than their male counterparts, women entrepreneurs' family ties impede 
the growth, sustainability, and performance of their businesses (Etim, 2020; Naidu, 
2010). Women entrepreneurs are left 'triple blind', facing problems with financial capital, 
human capital, and social capital (Danish & Smith, 2012).  



The COVID-19 crisis has been particularly detrimental for women entrepreneurs. 
Unlike earlier economic recessions, which primarily affected the businesses operated by 
men, the pandemic has left women more vulnerable (Alon et al., 2020). Dependence on 
informal financing and limited assets have proven significant challenges. Women tend to 
be concentrated in the industries most affected by the pandemic, have relatively small 
financial buffers, and lack access to different financial sources. On average, their 
businesses are smaller and younger than male-owned businesses. They are more likely to 
be self-funded or funded by friends and family (OECD, 2021). Other studies have 
confirmed that COVID-19 has disproportionately affected women entrepreneurs. Kritikos 
et al. (2020), for instance, reported that female self-employed were 35% more likely to 
experience revenue loss than men, and that women-owned businesses laid off a 
disproportionally higher share of their workers.  

Women entrepreneurs' struggles during the pandemic have been compounded by the 
network limitations that prevent them from accessing mentoring and crisis management 
services (Henry, 2020). Furthermore, their access to government relief programmes is 
often hampered by eligibility issues; assistance programs generally prioritise MSEs that 
have developed a relationship with commercial lenders, while women entrepreneurs rely 
more on informal financing (Orser, 2020). Women entrepreneurs have thus turned to the 
digital economy to expand their customer base and the scope of their business. A recent 
survey in Indonesia indicated that women-owned businesses are more likely to use the 
internet to sell products. It is estimated that 54 per cent of women-owned microbusinesses 
now use the Internet to sell products (UN Women, 2020). To cope with these difficulties, 
women have adopted a range of cash management, flexibility, cooperation, and digital 
marketing strategies (Sultan & Sultan, 2020). As such, social media has emerged as a 
saviour for many businesses, as entrepreneurs both big and small have used it to reach 
their customers and provide them with the required products and services (Kaur & Kaur, 
2020). 

 Studies on the effectiveness of social media in the development of SMEs have 
been conducted in many countries (Aloulou, 2019; Bernhard & Grundén, 2016; Fleet, 
2012; Jones et al., 2015). Previous studies have also examined the relationship between 
social media and women entrepreneurs (Cesaroni et al., 2017; Etim, 2020; Genç & Öksüz, 
2015; Mukolwe & Korir, 2016; Olsson & Bernhard, 2020; Ukpere et al., 2014). Studies 
by Kaur and Kumar (2020); Kaur and Kaur (2020); and UN Women (2020) have 
demonstrated that tapping into online markets has become a critical coping strategy for 
business owners during the COVID-19 pandemic. However, there is still limited 
empirical evidence on social media and women's entrepreneurship during the pandemic. 
As such, this research aims to explore Indonesian women entrepreneurs' usage of social 
media for business sustainability during the pandemic. This study contributes to the 
literature by exploring women-owned MSEs and their social media usage during the 
COVID-19 pandemic.  

This paper is organised as follows: Section 1 discusses the background of the research. 
This is followed by a review of the relevant literature in Section 2. Section 3 discusses 
the research design, data collection, and analysis methods. In Section 4, the findings of 
this study are discussed. Finally, in Section 5, the conclusions, managerial implications, 
and limitations of this study are discussed. 

 
Literature Review 

Women and Entrepreneurship 



Entrepreneurship refers to the business activities undertaken by persons with 
initiative, innovation, and decision-making skills, as well as specific capital and 
responsibility (Cadar & Badulescu, 2015). Entrepreneurs, thus, are those who create their 
own business, i.e., persons who organise, operate, and assume the risks of business 
ventures (Garg & Eisenhardt, 2017). Hence, women entrepreneurs are simply women 
who participate in entrepreneurial activities and take risks by combining resources in a 
unique way, thereby enabling them to take advantage of opportunities in their immediate 
environment by producing goods and services (Mordi et al., 2010). 

However, entrepreneurship has long been synonymous with men. The construction 
of entrepreneurship as a masculine phenomenon has deep historical roots, which are 
supported by cultural and economic processes and embedded in social and cultural 
attitudes and norms (Hamilton, 2013). Gender biases in entrepreneurship are associated 
with the fact that entrepreneurship has traditionally been understood as a male gender role 
(Gogar, 2019). As a consequence, women entrepreneurs appear invisible; they do not 
seem to fit the stereotypes, even though they play an essential role in developing the 
economy and creating jobs (Javadian & Singh, 2012; Sharma, 2018). Zeb and Ihsan 
(2020) emphasised that economic development is impossible without involving women. 
In other words, women's involvement is foundational for economic growth, and 
entrepreneurship is the most likely option for them (Ismail et al., 2016). 

Enterprises where more than 51 per cent of capital originate from women and 51 per 
cent of employable positions are allocated to women can be characterised as female-
owned (Vijayakumar & Jayachitra, 2013). Female-owned businesses are generally small 
enterprises that engage in the trade and service sector (Sandri & Hardilawati, 2019). In 
Indonesia, nearly 40 per cent of all MSEs are women-owned (UN Women, 2020). 
Although women contribute substantially to the country’s economic growth, many (if not 
most) women business owners opt to remain small and informal. According to Wei 
(2018), women-owned MSEs in Indonesia face several push and pull factors when 
deciding whether to remain small or expand their businesses. The demands of household 
domestic duties, as well as other time constraints, are major reasons for their decision to 
remain small and informal. Women's access to capital is also constrained; even when loan 
products are available, they do not necessarily fit their needs.  
 
Social Media and Small Business 

 The use of social media is growing amongst contemporary businesses because 
it provides a relatively affordable, pervasive, user-friendly, and accessible platform that 
individuals can use in their private lives (Högberg, 2018; Högberg & Olsson, 2019; Kaur 
& Kumar, 2020). Social media is very beneficial for small businesses, which often have 
limited resources to market their products (Barnes et al., 2012). Among the various social 
media platforms, Facebook and Instagram are preferred by small entrepreneurs, as they 
are simpler and require less technical knowledge than Blog, Google+, or LinkedIn (Genç 
& Öksüz, 2015). These platforms are designed in such a way that users can share personal 
data and interact online (Zuboff, 2015). 
 Social media is not merely an instrument for disseminating information. It also 
offers friendship-based business tools that enable businesses to communicate, listen to, 
and learn from customers in ways they have never done before (Jones et al., 2015). For 
women entrepreneurs, social media offers business opportunities and provides means to 
change the discourses and expectations about women entrepreneurs (Cesaroni et al., 
2017). While the world of entrepreneurship is frequently described as a masculine area 



(Gogar, 2019), social media can present successful women entrepreneurs as role models. 
In line with that, Markowska et al. (2018) stated the importance of forefronting innovative 
women entrepreneurs as influencers on social media. This idea is in line with the concept 
of digital entrepreneurship, where entrepreneurs can find new ways of doing business 
based on digital technology, such as by transforming offline businesses into online ones 
(Kraus et al., 2018). 
  

 
Research Methodology 

The research questions of this study are two-fold. First, to what extent has the 
COVID-19 pandemic impacted women entrepreneurs? Second, how have women 
employed social media to cope with the pandemic? To answer these questions, this work 
employs a quantitative approach to describe women entrepreneurs and their usage of 
social media during the COVID-19 outbreak. The research population is female 
entrepreneurs who actively use social media platforms such as WhatsApp, Facebook and 
Instagram in managing their businesses. The respondents are founders and business 
owners who have been in business for at least two years. Initial data for this study was 
obtained from the "Warung Rakyat", a website developed by the COVID-19 task force at 
the Islamic University of Indonesia to promote MSE products in Yogyakarta during the 
pandemic. Women entrepreneurs listed on the website were then selected purposively 
based on their specific subsector (i.e. food, beauty, fashion, and crafts). Subsequent data 
collection used the snowball technique, wherein respondents identified other potential 
respondents.  

Due to the unknown population of women entrepreneurs in Yogyakarta using social 
media, the sample size was determined following the formula developed by Lemeshow 
et al. (1997), as follow: 
 

	𝑛 =
𝑍!. 1 − ∝ 2. 𝑃(1 − 𝑃)-

𝑑!
 

Where:  
n: sample size; Z: standard normal variate corresponding to the level of significance 
(95%)=1.96; p: expected prevalence= 0.5 ; d: absolute error or precision. 
 
Based on this formula, the minimum sample size was calculated as below: 

𝑛 =
1,96!. 0.5	(1 − 0.5)

0,1!
 

𝑛 = 96.4 = 100 
 
The researchers collected data from 130 respondents, and thus met the minimum 

sampling requirement. Questionnaires were distributed to respondents via WhatsApp. 
Each questionnaire had two sections; the first collected demographic information on the 
respondents, while the second gathered information about women entrepreneurs, their 
businesses, their operations, and their use of social media to ensure business sustainability 
during the COVID-19 pandemic.  
 
Results and Discussion 

Demographic characteristics of the respondents 



To understand the connection between women entrepreneurs and social media in 
the context of the COVID-19 pandemic, it is necessary to first explore their demographic 
characteristics. Table 1 summarises the information on all 130 respondents, with a 
particular focus on five indicators: age, education level, business sector, source of initial 
capital, and number of employees. 
 
Table 1Demographic characteristics of respondents 

Age 

<25 25–34 35–44 45–54 >55 

4.61% 28.5% 33.1% 29.2% 4.61% 
Education level 

Secondary High School Diploma Bachelor 
Post-

Graduate 
33.8% 16.2% 48.5% 1.5% 

Business sector 

Food Beauty Fashion Craft Other 
40.15% 3.03% 18.94% 4.55% 5.30% 

Source of initial capital 

Personal 
savings 

Spouse and 
family 

Financial 
institution 

Others 

70.7% 17.7% 8.5% 3.1% 
Number of employees 

0 1–3 >3 
55.3% 27.27% 17.43% 

    
 
 The majority of respondents (66%) were female entrepreneurs under the age of 
45 (Table 1). This may have influenced their adoption of new business strategies using 
the internet, mobile applications, and other information and communication technologies 
that are more familiar to younger users (Kozubíková et al., 2016). Moreover, the higher 
prevalence of entrepreneurial activity among women between the ages of 25 and 44 could 
be attributed to the fact that these individuals have had the time and education to develop 
their skills and knowledge, as well as the experience necessary to develop confidence in 
their own abilities (Zali et al., 2018).  

Table 1 also shows that education levels were relatively high among respondents. 
Approximately 66% received some form of tertiary education, and the remaining 33% 
had some secondary education. Education plays an essential role in entrepreneurship, as 
it provides women with the skills necessary to identify opportunities, establish a business, 
and make decisions effectively. All of these are crucial aspects of entrepreneurship, as 
they have a direct impact on profitability, growth rates, job formation, and value creation 
(Ahmadov et al., 2021). Entrepreneurs with higher levels of education are significantly 
more likely to innovate than entrepreneurs with little to no education. Higher education 
seems to be one of the factors determining the success of businesses (Hunady et al., 2018). 
Hence, the high level of formal education among respondents indicates that these women 
entrepreneurs had sufficient knowledge to successfully run their businesses. 
 As also seen in Table 1, 40% of respondents were involved in the culinary 
sector. This figure seems to be in line with national data, which indicate that most 
Indonesian MSEs operate in the culinary sector. The Ministry of Finance has deemed this 



sector to be the most significant contributor to the nation’s economic growth. The 
remainder of the female entrepreneurs were engaged in other business sectors. Of these, 
most were active in the fashion (28%) and retail (17%) sectors; fewer were involved in 
the craft (5%) and beauty (3%) sectors.  
 Most respondents (70%) indicated that the initial capital for their businesses 
came from their personal savings. This result supports the findings of previous studies, 
which have found that women mostly start businesses with internal capital sourced from 
personal savings (Bennett & Dann, 2000; Orser et al., 2006). Only 3% of respondents 
received their seed capital from formal financial institutions such as banks or 
microfinance. According to Chowdhury et al. (2018), women entrepreneurs face greater 
obstacles in accessing such institutions due to their lack of information, collateral, 
guarantor, and experience, as well as discriminatory laws.  
 Approximately 40% of respondents indicated that they carried out all business 
activities without any employees; of the remainder, some 27% employed one to three 
persons and 17% had more than three employees. These findings are in line with those of 
Powers and Magnoni (2013), who note that women-owned MSEs tend to have fewer 
employees than male-owned MSEs and are more likely to use temporary labour. 
Furthermore, this figure suggests that women are more likely to operate micro-
enterprises, i.e. the smallest companies. 
   
 
 
The Impact of COVID-19 on Women-owned business 

 
           Table 2 The Impact of Covid-19 on Women-owned Businesses 

Criteria Percentage 

Decline in sales  

- Yes 
- No 

 
87% 
13% 

Supply chains  
a. Raw material and production 
b. Delivery and distribution 
c. Communications with the customers and suppliers 
d. Other (employees unable to work due to the lockdown, 

tested positive for COVID-19) 

35% 
32% 
23% 
9% 

Loans from financial institutions 

- Yes 
- No 

 
42% 
58% 

Strategy for repaying loans  

a. Rescheduling 
b. Selling assets 
c. Other (reducing working hours for employees, 

borrowing money from family) 

 
47% 
29% 
24% 

Assistance related to the pandemic 
e. Yes 
f. No 

 
18.5% 
81.5% 

 
 



With the sharp downturn in economic activity, women who operate MSEs have 
been particularly vulnerable to losing their livelihoods. In line with global trends, almost 
87% of women surveyed confirmed that their sales had decreased since the beginning of 
the COVID-19 pandemic. Large-scale social restrictions (PSBB) led to a drastic decline 
in economic activity, as people were less likely to spend in these uncertain conditions, 
and this is suspected to have caused a decline in demand for MSE products (UNDP & 
LPEM UI, 2021). However, approximately 13% of women micro-entrepreneurs indicated 
that the pandemic did not affect their MSEs.  

The pandemic also severely disrupted the supply chains used by entrepreneurs. 
The 130 women entrepreneurs surveyed experienced problems with raw material and 
production (35%), delivery and distribution (32%), and communication with customers 
and suppliers (23%). Another 9% indicated that they had faced other problems, such as 
employees being unable to work due to lockdown policies or testing positive for COVID-
19. Women-owned MSEs were particularly vulnerable to these issues, as they typically 
have weaker supply chains, smaller inventories, and limited supplier networks, making 
them more vulnerable to supply chain disruptions (WTO, 2020). Together, these 
problems reduced the sales and profits of women-owned MSEs. 

One of the main challenges faced by women entrepreneurs was their limited 
access to formal financial institutions. In many cases, women entrepreneurs are not 
considered bankable as they are unable to meet the criteria for receiving loans from formal 
financial institutions. Most operate in sectors with lower capital intensity and on a smaller 
scale, and this further exacerbates their difficulty seeking external funding (World Bank 
Group, 2016). Table 2 shows that only 42% of the women entrepreneurs surveyed 
received loans from formal financial institutions. To overcome their drastically reduced 
revenue, most women MSE owners sought to reschedule their loans (47%). Other 
strategies included selling assets, borrowing money from family and friends, and reducing 
the working hours of their staff.  

Without access to financial coping strategies, women also had difficulty accessing 
government support and stimulus programmes. Since the onset of the pandemic, the 
Government of Indonesia has implemented several stimulus packages to benefit both 
businesses and individuals, including social assistance programmes, direct cash transfers, 
working capital loans, and credit guarantees (UN Women, 2020). However, almost 81% 
of women micro-entrepreneurs surveyed did not benefit from any of these programmes 
(Table 2). Government relief programmes have not specifically targeted women-owned 
MSEs, which has in practice prevented women from benefitting from them.  
 
Women entrepreneurs and social media usage 

 
Table 3 Women entrepreneurs and social media usage 

Reason for using social media for business 

User friendly Affordable Trend & market demand 
70% 23.8% 6.2% 

Experience using social media 

1–2 years 3–4 years >4 years 
45.4% 30% 24.6% 

Intensity using social media during the pandemic 

<1 hour 1–5 hours 6–10 hours > 10 hours 
10.7% 60% 26.2% 3.1% 



Main means of accessing social media 

Cellular 
phone 

Cellular phone 
& tablet 

Cellular phone 
& Laptop 

Cellular phone, Tablet, & 
Laptop 

69.8% 5.4% 23.8% 1% 
Social media platforms used 

WhatsApp 
 

WhatsApp & 
Facebook 

WhatsApp & 
Instagram 

WhatsApp, 
Facebook, & 

Instagram 

Other 
combination 

26.9% 7.7% 13.1% 45.55% 6.9% 
 

 
Because of its affordability, which enables women entrepreneurs to overcome 

their limited financial resources, social media plays a vital role in the development of 
women-owned MSEs (Jones et al., 2015). Likewise, social media provides an easy, user-
friendly, and very economical platform for rapidly disseminating information to diverse 
markets; as such, it has paved the way for the growth of women entrepreneurs (Duggal & 
Gupta, 2020). Supporting previous findings, most of the respondents in this study (70%) 
used social media for their MSEs because of its user-friendliness; another 23.8% of 
respondents chose social media due to its affordability. A smaller percentage of 
respondents (6.2%) chose social media to follow market demands and trends.  

According to Melissa et al. (2013), Indonesian women have increasingly used 
social media for their businesses because this digital platform is very easy to operate. 
Through social media, users can tag pictures and provide product information to potential 
customers with a single click (Melissa et al., 2015). In Indonesia, of the 549,740 users 
registered on Facebook as the owners of small and medium enterprises, 176,300 are 
women (Melissa et al., 2013). Women use social media platforms such as Facebook as a 
strategy to increase sales and communicate with customers (Ukpere et al., 2014).  

In this survey, 45% of respondents had used social media for their business for 1–
2 years. This indicates that the majority of respondents were relatively new social media 
users who likely began using the platform when the COVID-19 crisis began affecting 
their business. In other words, the pandemic likely encouraged women to seek alternative 
strategies, selling their products online when offline business activities were impossible. 
Rapidly embracing an online format enabled women to continue reaching customers 
during the lockdown, when face-to-face interactions were limited. At the same time, 
however, a relatively high percentage of women entrepreneurs had been using social 
media for 3–4 years (26%) and more than four years (30%). The majority of respondents 
(60%) indicated that they spent 1–5 hours using social media every day to run their 
business during the pandemic.  

To access social media and conduct online business activities, respondents 
overwhelmingly (69.8%) preferred using their cellular phones. Cellular phones are 
considered more practical and efficient, as they can be used for multiple purposes, and 
are thus preferred by entrepreneurs (Rahim et al., 2020). These digital devices have thus 
become pillars of socio-economic development, providing entrepreneurs with business 
opportunities and simplifying transactions (Melchioly & Sæbø, 2010). This has changed 
the way entrepreneurs sell, purchase and interact with their suppliers and customers 
(Yahya & Mutarubukwa, 2017).  

To overcome the economic difficulties triggered by the pandemic, women 
entrepreneurs used a variety of digital platforms. Most (45.55%) used WhatsApp in 



conjunction with Facebook and Instagram to expand their networks and make new 
connections with customers, suppliers, and peers. A smaller percentage combined 
WhatsApp with Instagram (31.1%) or Facebook (7.7%) or used another combination of 
platforms (6.7%). At the same time, however, a significant number of women 
entrepreneurs (26.9%) exclusively used WhatsApp to reach their customers. WhatsApp 
has long been the dominant app for daily personal communication in Indonesia. As such, 
it can easily be adapted for business use; entrepreneurs can tap into their existing networks 
and quickly start sharing photos and information about their business activities. 
 
 
Business sustainability and social media  

 

            Table 3 Business sustainability and social media  

Criteria Percentage 

Strategy to maintain business 

a. Promotion through social media (SM) 
b. Offering discounts 
c. Reducing employees 
d. Product diversification 
e. Additional services 
f. Promotion through SM, offering discounts 
g. Promotion through SM, reducing employees 
h. Promotion through SM, product diversification 
i. Promotion through SM, additional services 
j. Promotion through SM, offering discounts, additional 

services & product diversification 
k. Other combination 

 
27.6% 
4.6% 
0.8% 
2.3% 
1.53% 
14.6% 
3.1% 
1% 
6.2% 
36.7% 
 
1.6% 

Marketing strategy through social media 

a. Posting photos and videos related to the products 
b. Posting photos and videos related to the products, 

engaging in comments, & develop friend networks 
c. Other 

 
43.1% 
54.6% 
2.3% 

 
To mitigate the deleterious effects of the COVID-19 pandemic and maintain their 

MSEs, women entrepreneurs have used various strategies. Some 36% of women 
combined four strategies—conducting promotions through social media, providing 
discounts, offering additional services, and diversifying their products—to save their 
businesses. Another 27.7% of respondents used a single strategy, focusing on increasing 
their social media presence by offering special promotions. Some women chose to 
combine two strategies, such as promoting products through social media and offering 
discounts (14.6%). Of the strategies identified, laying off employees was the least 
commonly used (0.8%). 

As mobility was restricted by lockdown policies, people had more time to access 
social media. Female entrepreneurs thus exploited this opportunity to expand their reach. 
They saw increasing online sales through social media as a means of sustaining their 
businesses and mitigating losses. Social media offered them avenues to interact with 
consumers, even as social distancing policies prohibited physical contact. More than half 
of respondents (54%) stated that posting photos and videos, engaging in comments, and 



building networks through social media were effective ways to market their products. 
Another 43.1% of women entrepreneurs expressed that posting photos and videos were 
the easiest way to promote their products.  

 
 
Conclusions 

This paper has investigated how women entrepreneurs have ensured the survival of 
their businesses during the COVID-19 pandemic by surveying 130 respondents in 
Yogyakarta, Indonesia. It has found that the COVID-19 crisis has profoundly impacted 
women-owned MSEs, resulting in reduced sales decline, supply chain disruption, and 
difficulty repaying loans from formal financial institutions. Although women 
entrepreneurs have been most vulnerable to this crisis, few have received assistance from 
government and non-government programmes. This research has also found that social 
media, especially WhatsApp, Instagram and Facebook, have emerged as significant tools 
for business promotion. It is predicted that the COVID-19 crisis will continue to push 
women entrepreneurs into the digital realm as they seek to reach a wider customer base. 
At the same time, they will continue providing discounts, offering additional services, 
and diversifying their products to cope with the COVID-19 pandemic. 

Overall, this study explored the innovative ways that women have secured their 
businesses during a time of crisis. These findings are important, as they offer insight into 
how women entrepreneurs in a developing economy face the challenge of economic 
instability. The knowledge generated through this work may help reduce the unplanned 
losses that businesses face during times of crisis and help policymakers address the 
economic and social vulnerabilities of women entrepreneurs—especially when they are 
disproportionately affected, as in the current pandemic (Etim, 2020; Kaur & Kaur, 2020; 
Villaseca et al., 2020). Future research must therefore consider how women deal with 
gender issues while managing their businesses. Expanding the research sample is also 
important to obtain a better understanding of the complex strategies through which 
women entrepreneurs in Indonesia deal with unexpected situations and crises. 
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