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Abstract 

This research paper examines the association between women entrepreneurship and consumer perception 

of socially responsible marketing (SRM). It explores how the presence of women entrepreneurs and their 

involvement in SRM activities influence consumers' perceptions, attitudes, and purchase intentions. This 

research illuminates the possible advantages and disadvantages faced by women entrepreneurs in adopting 

SRM as a strategic marketing tool. While gender plays a role in shaping consumer attitudes, its overall 

impact on brand perception is relatively modest, suggesting that effective SRM initiatives can transcend 

gender in driving consumer perception. Persistent challenges such as financial constraints and competition 

with established brands remain significant barriers for women-led enterprises. Despite limitations related 

to sample size and geographic concentration in Northern India, the research provides practical insights 

into how women entrepreneurs can leverage SRM to enhance credibility, foster consumer loyalty, and 

achieve sustainable market differentiation. The findings provide insights for both women entrepreneurs 

and marketers in improving their knowledge of consumer attitudes and positioning women-owned 

businesses strategically within the framework of socially responsible marketing. 
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Introduction 

Women entrepreneurship has been a strong driver of the global economy, stimulating innovation, 

employment, and sustainable business (Ramya et al., 2024). The growing number of women entrepreneurs 

is revolutionizing industries by bringing varied leadership approaches, inclusive business models, and 

corporate ethics (Raza & Siddiqui, 2023). Women-owned businesses have higher corporate responsibility, 

community involvement, and sustainability for the long term compared to male-owned businesses, as 

reported by different research studies (Prialé et al., 2023). Women entrepreneurship is fueled by various 

factors such as improved access to education, favorable policies from the government, the shift to digital, 

and cultural values changing to promote female leadership in business (Ismail et al., 2021). Nevertheless, 

even with the advancement, women entrepreneurs are still subjected to challenges like limited access to 

capital, sexism, and societal pressure, which affect their capacity to scale their businesses efficiently 

(Barnes, 2025). 
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Socially Responsible Marketing (SRM) is the practice of ethical and sustainable marketing used by 

companies to make their business operations socially, environmentally, and ethically relevant (Pérez & 

Bosque, 2015). SRM goes beyond profit aims to involve corporate social responsibility (CSR), 

sustainability programs, consumer well-being, and ethical branding. SRM significantly influences 

consumer attitude, brand trust building, and long-term customer loyalty (Fatma et al., 2015). As 

sustainability awareness and ethical consumption grow, consumers are more likely to favor brands that 

reflect social responsibility and environmental concern (Yaqub, 2024). Companies utilizing SRM can 

build a competitive edge by fostering solid emotional relationships with customers, building strong brand 

reputation, and standing out in the marketplace (Fatma et al., 2015). 

Women business owners are leading the way in utilizing socially responsible marketing in their business 

strategies. Research suggests that women-owned businesses are more apt to emphasize ethical decision-

making, sustainability, and community involvement (Bruckner & DeCamp, 2024). Women entrepreneurs 

tend to create companies aligned with social mission objectives, including fair trade, environmental 

stewardship, and inclusive economic growth. Through SRM, they not only create socially responsible 

brands but also achieve customer loyalty and trust (Stengel, 2016). Nonetheless, issues like scarce 

financial resources, gender stereotypes, and invisibility can limit the total potential of women 

entrepreneurs in utilizing SRM (Patil, 2024). Consumer perception of SRM among women-owned 

businesses can give important insights into how such entrepreneurs can consolidate their marketing efforts 

and break through obstacles to success. 

 

Research Problem and Rationale 

This research aims to investigate the perceptions of consumers towards socially responsible marketing 

(SRM) activities by women entrepreneurs and the level of impact of gender-based entrepreneurship on 

ethical and sustainable business. Although women-owned ventures tend to come with more social 

responsibility and ethical business, there is scarce information on how consumers react towards such 

activities. Analysis of how consumers perceive consumerism in women-owned business can give insight 

into how effective SRM can be in building brand trust, customer loyalty, and purchasing decisions in 

women business ventures. The gap for this study seeks to fulfill by exploring the synergy between women 

entrepreneurship and SRM, emphasizing the possibilities and limitations of women entrepreneurs in using 

socially responsible marketing as a strategic approach. 

 

Significance of Study 

This research adds to the discipline of entrepreneurship, marketing, and gender studies by examining how 

women entrepreneurs shape consumer attitudes through socially responsible marketing. It helps in 

increasing knowledge regarding gender-based business strategies and how they shape ethical consumers. 

Practically, the research offers insightful recommendations to women entrepreneurs regarding how they 

can best utilize socially responsible marketing to foster trust, enhance brand loyalty, and create differences 

within competitive markets. On a marketer's level, the insights can be employed to develop focused 

strategies that match consumer expectations and social responsibility patterns, finally leading to 

sustainable business growth and inclusivity. 

 

Literature Review 

Women entrepreneurship has been a catalyst for change in the world economy, advancing innovation,  
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jobs, and green business (Jennings & Brush, 2013; Ramya et al., 2024). Growing numbers of women 

entering entrepreneurship is not only reconfiguring mainstream business concepts but also bringing in 

heterogeneity of leadership approaches and moral orientations (Raza & Siddiqui, 2023). An increasing 

volume of evidence provides that women entrepreneurs are specifically likely to adopt socially responsible 

marketing (SRM) in their business strategies, thus shaping consumers' perceptions and expectations 

(Brush, de Bruin, & Welter, 2009; Stengel, 2016). 

Theoretical Perspectives 

Feminist theory and gender-specific viewpoints contend that women's entrepreneurial challenges, 

motivations, and leadership styles are different from men (Orser, Elliott, & Leck, 2011; Ahl, 2006). 

Women entrepreneurs may not only define business success as a monetary aspect but also in social impact, 

ethics, community involvement, and responsible business practices (Ahl, 2006; Bruckner & DeCamp, 

2024). These differences are central in determining how women apply SRM. 

SRM is the implementation of ethical, open, and sustainable approaches to marketing that are concerned 

with social and environmental issues (Kotler & Keller, 2016; Kotler & Lee, 2005). The Theory of Planned 

Behavior (Ajzen, 1991) helps explain how consumers' attitudes toward business ethically affect their 

intentions to buy. Stakeholder theory also places importance on catering to the interests of various 

stakeholders, including consumers, employees, and communities (Freeman, 2010). 

Women Entrepreneurs and Social Impact 

Women entrepreneurs are more inclined to focus on ethical decision-making, sustainability, and 

community involvement in business practices (Boulouta, 2013; García et al., 2013). Research has found 

that women's businesses are more active in embracing CSR and SRM programs like fair trade, 

environmental care, and inclusive economic growth (Prialé et al., 2023; Patil, 2024). 

Studies by EY (Bruckner & DeCamp, 2024) and others establish that women-owned firms are more 

socially valuable, with more levels of business responsibility and social innovation. Such firms tend to 

outperform male-owned firms in regard to social investment and sustainable business strategies (Brush et 

al., 2017; Terjesen, Bosma, & Stam, 2015). 

Challenges Faced by Women Entrepreneurs 

Although their contribution is positive, women entrepreneurs are still confronted with enduring barriers 

like limited access to finance, gender discrimination, and invisibility (Brush et al., 2004; Marlow & Patton, 

2005; Carter et al., 2007). These may limit their capacity to scale SRM programs and maximize their full 

potential (Ismail, Nasir, & Rahman, 2021). 

Consumer Perception of SRM in Women-Led Businesses 

Customers are becoming more conscious of sustainability and ethical consumption, and they tend to favor 

brands that prove to be committed to social causes (Fatma, Rahman, & Khan, 2015; Pérez & Bosque, 

2015). Research indicates that women-led enterprises, owing to their moral orientation, are viewed as 

being more credible and authentic and, therefore, command greater customer loyalty and favorable brand 

connotations (Ellen, Webb, & Mohr, 2006; Webb, Mohr, & Harris, 2008). 

SRM gives women entrepreneurs a competitive edge by allowing them to differentiate their brands, 

establish emotional bonds with consumers, and increase their market reputation (Du, Bhattacharya, & Sen, 

2007; Yaqub, 2024). 

Digitalization, changing social norms, and favorable government policies are also facilitating women 

entrepreneurs in utilizing SRM and reaching more customers (Barnes, 2025; Ramya et al., 2024). But 
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overcoming structural barriers and increasing resource access are key to continuing with this positive trend 

(Stengel, 2016). 

 

Research Objectives 

This study has been limited to the following objectives: 

• To understand the impact of women entrepreneurship on consumer attitudes towards SRM 

• To examine consumer trust, brand loyalty, and purchase intention towards SRM initiatives by women 

entrepreneurs 

• To determine the challenges of women entrepreneurs in implementing SRM strategies 

 

Research Questions 

Following research questions have been formulated to achieve greater insights from the research 

objectives. 

● How do consumers perceive SRM efforts made by women entrepreneurs? 

● Does gender play a role in consumer purchase and trust-making decisions in SRM? 

● What are the main challenges in applying SRM for women entrepreneurs? 

 

Research Methodology 

Quantitative research design is used in this study to examine consumer perception of socially responsible 

marketing in women-owned businesses. Information is gathered using structured questionnaires to 

measure consumer attitudes, trust, and purchase intentions toward SRM efforts by women business 

owners. A total of 180 questionnaires were administered in Uttar Pradesh and NCR Region, using 

purposive sampling method, out of which only 100 were found appropriate for this study. The sampling 

procedure is to bring diversity in the business sectors so that a complete picture of SRM implementation 

and perceived influence can be captured. Data analysis is done with the help of Google Sheets and MS 

Excel, employing statistical methods like Total Weighted Score, Total Weighted Mean Score, Rank Score, 

and Rank to analyze the findings and arrive at meaningful conclusions. 

 

Analysis and Discussion 

Consumer Attitudes Toward Women Entrepreneurs and SRM 

Table 1: Consumer Attitudes Toward Women Entrepreneurs and SRM 

Consumer Perception Factors SA A N D SD Total 

Total 

Weighted 

Score 

Total 

Weighted 

Mean 

Score 

Rank 

Score 
Rank 

Women-led businesses are more 

trustworthy in SRM 
40 35 15 7 3 100 402 4.02 385 4 

SRM initiatives by women entrepreneurs 

influence my purchase decisions 
38 42 10 6 4 100 404 4.04 388 3 

Women entrepreneurs are more 

committed to ethical business practices 
45 30 15 6 4 100 406 4.06 390 2 
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Gender influences my perception of a 

brand’s social responsibility 
30 28 25 10 7 100 364 3.64 337 7 

Marketing campaigns featuring women 

entrepreneurs are more impactful 
42 33 12 8 5 100 399 3.99 378 6 

I am more likely to support a brand led 

by a woman if it engages in SRM 
50 30 10 6 4 100 416 4.16 400 1 

Women entrepreneurs communicate 

SRM values more effectively 
37 38 15 6 4 100 398 3.98 382 5 

 

The evidence of consumer attitudes on women entrepreneurs and socially responsible marketing (SRM) 

shows clear positive attitudes. The highest mean value of 4.16 shows consumers are most likely to 

patronize a brand with a woman leader if it practices SRM. This is followed closely by the attitude that 

women entrepreneurs are more dedicated to doing business ethically (4.06) and that women entrepreneurs' 

SRM initiatives affect purchasing decisions (4.04). Confidence in women businesses in SRM is fourth 

with a mean of 4.02, indicating great faith. The attitude that women entrepreneurs clearly convey SRM 

values and develop effective campaigns comes next, with mean ratings of 3.98 and 3.99 respectively. The 

least score, 3.64, indicates comparatively lower consensus that gender has an impact on perception of a 

brand's social responsibility, which implies this aspect is not as relevant to consumers. Overall, the 

information reflects strong consumer preference toward supporting female-led brands that practice SRM 

because of assumed ethical commitment and trustiness. 

 

Impact of SRM on Purchase Intentions and Brand Loyalty 

Table 2: Impact of Socially Responsible Marketing (SRM) on Consumer Purchase Intentions and 

Brand Loyalty 

Factors SA A N D SD 

Total 

Total 

Weighted 

Score 

Total 

Weighted 

Mean 

Score 

Rank 

Score 
Rank 

SRM influences my decision to 

purchase 40 35 15 7 3 
100 402 4.02 385 4 

I trust women-led brands 

engaging in SRM 45 30 10 10 5 
100 400 4.00 375 5 

Ethical and sustainable 

practices increase my brand 

loyalty 50 32 8 6 4 

100 418 4.18 402 1 

I prefer purchasing from 

businesses that support social 

causes 42 34 14 6 4 

100 404 4.04 388 3 

SRM initiatives create a 

positive brand image 48 33 9 6 4 
100 415 4.15 399 2 
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I am willing to pay a premium 

for SRM-based products 38 30 20 8 4 
100 390 3.90 370 6 

 

An examination of the table indicates that ethical and sustainable business practices have the greatest 

influence on brand loyalty among consumers, with a weighted mean score of 4.18 and highest rank. SRM 

initiatives building a good brand image also have a high level of influence (mean score 4.15), followed by 

a liking for companies giving back to social causes (4.04). SRM's impact on direct purchasing decisions 

comes in fourth place (4.02), whereas trust in women-led companies practicing SRM places fifth position 

(4.00). Customers would be least willing to pay extra for SRM-based products, as shown by the lowest 

ranking (3.90), which indicates price sensitivity regardless of positive attitudes toward social 

responsibility. Customers generally demonstrate strong congruence with SRM values, most importantly 

with respect to trust and loyalty, although price is the constraining factor. 

 

Table 3: Key Factors Influencing Consumer Decision-Making in Socially Responsible Businesses 

Factors Percentage (%) 

Ethical Sourcing and fair trade 55 

Environmental sustainability efforts 60 

Corporate transparency and accountability 52 

Support for women empowerment and social 

causes 
58 

Community involvement and philanthropy 50 

 

Efforts in environmental sustainability proved to be the single most important consumer decision-making 

factor at 60%, followed closely by efforts in women empowerment and social causes at 58%. Efforts in 

ethical trade and sourcing also significantly impacted consumer choice at 55%. Accountability and 

transparency within the corporation impacted 52% of the decisions, while community engagement and 

charity touched half of the respondents. Such results indicate that consumers are more and more influenced 

by a company's dedication to social and environmental responsibility, with sustainability and gender-

sensitive practices emerging as major drivers. 

 

Table 4: Examples of Successful Women-Led SRM Initiatives 

Business Name Founder SRM Initiative Impact on Consumers 

EcoThreads Aisha Verma 
Sustainable clothing 

from recycled materials 
Increased brand loyalty 

Green Bites Neha Sharma 

Organic food brand 

supporting local 

farmers 

Higher trust & 

engagement 

SheLeads Foundation Priya Kapoor 
Women-led mentorship 

programs & fair wages 

Improved social 

perception 

PureGlow Beauty Radhika Iyer Vegan, cruelty-free Strong ethical brand 
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cosmetics image 

 

Table 4 showcases women-led SRM projects that have made significant consumer influence. Aisha 

Verma's EcoThreads uses recycled material to create sustainable apparel, leading to greater brand loyalty. 

Neha Sharma's Green Bites bridges consumers and organic food purchased from local farmers, with 

increased trust and involvement. Priya Kapoor's SheLeads Foundation supports women with mentorship 

and equal pay, enhancing the brand's social reputation. Radhika Iyer's PureGlow Beauty provides vegan, 

cruelty-free makeup, creating a strong moral brand image. Together, these instances illustrate that socially 

responsible practices by women entrepreneurs create consumer bonding and long-term brand equity. 

 

Challenges Faced by Women Entrepreneurs in Implementing SRM 

Table 5: Challenges Faced by Women Entrepreneurs in Implementing Socially Responsible 

Marketing (SRM) 

Challenges SD D N A SA Total 

Total 

Weighted 

Score 

Total 

Weighted 

Mean 

Score 

Rank 

Score 
Rank 

Limited access to financial 

resources 
5 10 20 35 30 100 375 7.50 350 1 

High operational costs for SRM 

practices 
8 12 18 40 22 100 356 7.12 324 3 

Lack of consumer awareness about 

SRM 
6 14 25 32 23 100 352 7.04 318 4 

Social and cultural biases against 

women entrepreneurs 
10 15 22 30 23 100 341 6.82 301 5 

Consumer skepticism about SRM 

initiatives 
7 18 27 28 20 100 336 6.72 293 6 

Difficulty in competing with 

established brands 
5 12 20 38 25 100 366 7.32 337 2 

 

The analysis indicates that women entrepreneurs encounter a range of challenges in carrying out socially 

responsible marketing (SRM). Limited access to funds is the most critical challenge with a highest 

weighted mean score of 7.50, which reaffirms that financing is still the greatest hindrance. Difficulty 

competing with well-known brands comes in second with a score of 7.32, emphasizing the competitive 

disadvantage to smaller or newer women-owned businesses. High operation costs of SRM practices 

occupy the third position with a mean of 7.12, indicating fiscal sustainability issues in implementing 

ethical marketing approaches. Inadequate awareness of consumers regarding SRM scores 7.04, indicating 

limited public awareness undermining the effectiveness of such programs. Social and cultural prejudices 

against women entrepreneurs come in at fifth place with a score of 6.82, indicating entrenched societal 

challenges. Finally, consumer distrust of SRM initiatives rates 6.72, which points to disbelief or non-belief 

in the genuineness of these initiatives. Taken together, the above factors demonstrate the multi-
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dimensional challenges facing women entrepreneurs in leveraging socially responsible practices in their 

marketing strategy. 

 

Strategic Implications for Women Entrepreneurs and Marketers 

Table 6: Consumer Perception of SRM Strategies in Women-Led Businesses 

Statements SD D N A SA Total 

Total 

Weighted 

Score 

Total 

Weighted 

Mean 

Score 

Rank 

Score 
Rank 

Women-led businesses are more 

likely to adopt socially responsible 

marketing practices. 

5 10 15 40 30 100 380 7.60 355 6 

SRM initiatives in women-led 

businesses positively influence my 

purchase decisions. 

3 12 20 38 27 100 374 7.48 347 8 

Ethical and sustainable practices 

enhance the credibility of women 

entrepreneurs. 

2 8 14 40 36 100 400 8.00 382 3 

Businesses led by women are better at 

aligning with consumer expectations 

for corporate social responsibility. 

6 9 18 37 30 100 376 7.52 352 7 

I am more likely to support women-

led brands that engage in socially 

responsible marketing. 

4 7 16 42 31 100 389 7.78 371 5 

Women entrepreneurs should 

integrate more sustainability and 

ethical branding in their marketing 

strategies. 

3 5 12 45 35 100 404 8.08 391 2 

SRM helps women entrepreneurs 

gain a competitive advantage in the 

market. 

5 6 15 39 35 100 393 7.86 376 4 

Clear communication of SRM 

initiatives enhances consumer trust 

in women-led brands. 

2 6 11 43 38 100 409 8.18 395 1 

 

Table 6 analysis indicates a predominantly positive consumer attitude toward socially responsible 

marketing (SRM) practices in women-owned firms. The greatest agreement is seen for the assertion that 

transparency in communicating SRM initiatives increases consumer trust, indicated by the highest 

weighted mean score of 8.18 and first ranking. Closely related to this, the respondents greatly endorsed 

women entrepreneurs embracing more sustainability and ethical branding with a mean of 8.08. Ethical 
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and sustainable operations adding to credibility also got strong endorsement. SRM has been regarded as 

adding to competitive advantage and more consumer support, as indicated by high ratings in those regions. 

Relative lower mean scores for the impact of SRM on purchasing decisions and alignment with consumer 

CSR expectations point to areas where influence is seen as moderate instead of strong. Overall, the results 

indicate consumers appreciate efforts at SRM in women-owned businesses and relate them to trust, 

credibility, and competitiveness strength. 

 

Conclusion and Recommendations 

The results from the consumer attitude tables are mostly consistent with the literature reviewed, with some 

points of disagreement. The tables confirm the idea that women entrepreneurs are perceived as more 

reliable and dedicated to ethical behavior, and their SRM efforts have positive influences on consumer 

perception, purchase intentions, and brand loyalty. These findings are in accordance with the general 

opinion in the literature that females' businesses are likely to embrace socially responsible practices more 

actively (Brush, de Bruin, & Welter, 2009; Stengel, 2016). 

Nonetheless, there is a significant divergence in the role of gender in consumer attitudes, since the tables 

indicate that the effect of gender on brand perception is relatively small, whereas the literature underlines 

gendered entrepreneurial intentions and leadership (Ahl, 2006; Orser et al., 2011). This implies that 

although gender is highlighted in consumer behavior, SRM programs themselves can overrule gender as 

an important driver in consumer decision-making. 

In addition, issues like financial constraints and competition with well-established brands are also 

emphasized, in line with the impediments faced by women entrepreneurs, as shown in the literature 

(Marlow & Patton, 2005; Carter et al., 2007). All in all, the consumer information supports the argument 

for SRM being a means for acquiring consumer loyalty and market differentiation but also reveals that the 

residual financial and cultural impediments continue to face women entrepreneurs. 

 

Limitations of the Study 

The research is constrained by the random gathering of facts from women entrepreneurs, which might not 

completely represent the multifaceted experiences and opinions of all women-owned businesses. Further, 

the limited sample size limits the application of the findings to a larger population, and broader conclusions 

cannot be drawn. The limitation is also that the data are gathered mainly from Northern India, so it might 

fail to capture variations in consumer perceptions and socially responsible marketing practices across 

diverse cultural and economic settings. 

 

Future Research 

While the study offers several contributions, it also has limitations that can be helpful for further studies. 

First, the analysis relies on data collected from Uttar Pradesh and NCR Region in India. Expanding the 

sample size from other diverse regions of India or other countries would help to better understand cultural 

and economic variations in consumer perceptions and SRM practices. Second, longitudinal studies could 

track the long-term impact of SRM efforts on consumer attitudes, purchase intentions, and brand loyalty, 

providing deeper insights into the sustainability of these practices. Third, future studies may explore 

additional factors, such as industry type, business scale, and managerial experience, to examine how these 

variables interact with gender and SRM initiatives. Finally, qualitative research, including in-depth 

interviews or case studies, could capture the nuanced experiences and challenges of women entrepreneurs 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260274422 Volume 8, Issue 2, March-April 2026 10 

 

more comprehensively, complementing quantitative findings and helping to develop strategies to 

overcome financial and competitive barriers. 
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