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Abstract:

Objective: Virtual social networks can be considered as an opportunity to
improve women entrepreneurship. Women entrepreneurs use virtual social
networks in their professional relationships. These relationships with
higher quality leads to better performance in their businesses. The present
study aimed to analyze the effects of virtual social networks on improving
rural women’s entrepreneurship.

Methods: The statistical population of the study included all members of
the Agricultural Development Specialized Holding Companies in Fars
province in Iran. The study was conducted using survey and stratified
random sampling methods with 269 individuals participated via
questionnaires.

Results: The results indicated that virtual social networks had a favorable
effect on rural women’s businesses. There was a significant difference
between women in the different studied counties regarding the effects of
virtual social networks on business. In addition, a significant difference
was observed between women in various groups regarding the effect of
virtual social networks on business. In addition, greater effect of virtual
social networks on women’s businesses led to higher business resilience
among the women entrepreneur and their businesses, which resulted in
increasing the women’s information about business activities and their
entrepreneurial activities in their businesses.

Conclusions: Further, more use of social networks by the women led to
more use of marketing methods and strategies. Therefore, it is suggested
that Agricultural Development Specialized Holding Companies use the
functions of virtual social networks in order to information transfer,
networking and online training for members when necessary. Also
provide the necessary training in the application of appropriate marketing
methods and strategies to rural women entrepreneurs using these
networks.
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1. Introduction

Researchers believe that entrepreneurship is considered as one of the most
important rural development efforts (Rezaei-Moghaddam and Masoumi, 2018).
Entrepreneurship development creates new job opportunities, encourages new
businesses and economic, social and welfare development in rural areas, and
improves the quality of the villagers’ life. Entrepreneurship among rural women
is one of the important strategies for utilizing the capacities and abilities of the
local community in which appropriate policies and planning can be a big step
toward sustainable development (Khosravipoor and Jaberi, 2017). Since the
beginning of the century, women have been playing an important and ever-
expanding role in the business world, with the world facing a socio-economic
phenomenon called women's economic participation in out-of-home jobs. The
presence and participation have become one of the indicators of human
development since women's economic activity has a direct relationship with
poverty reduction and social welfare (Akhavansarraf and Arasteh, 2007).
According to the Global Entrepreneurship Monitor (GEM), entrepreneurship
attempts should be made to create new businesses or expand the existing ones
invested by an individual, a group, or a business (Dabson, 2001). Rural
entrepreneurship is the innovative use of rural opportunities to exploit for
business opportunities (Sternberg, 2004). In addition, the women entrepreneur is
a person who starts a business alone or with the participation of one or more
partners, and gets involved in managing the affairs accepting financial,
managerial and social risks and responsibilities (Bird and Brush, 2003).

The growth of women's entrepreneurship in recent years has played a major role
in enhancing innovation and enriching economies (Brush et al., 2006). However,
women enter the entrepreneurial arena with major challenges such as accessing to
information, capital, markets, networks, and credit. Some studies identified new
communication technologies as an opportunity to overcome the problems and
obstacles which women face (Schwartz-DuPre, 2006). Studying the opportunities
which ICT and Web 1.0 and 2.0 services offer entrepreneurship and the
competitiveness of firms such as virtual social networks can help for knowledge
development (Bablan et al., 2014). Further, considering its benefits to women, it
can facilitate many of the challenges women entrepreneurs face and increases
their entrepreneurial power (Akhavansarraf and Arasteh, 2007). Additionally, the
growth of social networks and types of virtual communities has been remarkable
over the past few years and has had increasing impacts on economic, marketing,
social, and educational activities (Chiu et al., 2006). Virtual social networks,
internet, and other new communication technologies enable entrepreneurs to
access wider networks and resources previously unavailable geographically and
socially, thereby giving entrepreneurs the opportunity to connect with customers,
suppliers, contacts and networks (Chen and Wellman, 2009).
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Social networks have different meanings in different contexts and applications.
Boyd and Ellison (2007) consider virtual social networks as web-based facilities
allowing individuals to create public or semi-public profiles in a restricted
system, make their own contact list with other users, and view and follow their
own and other users’ directories. Virtual social networks, which are places to
gather people with common interests and activities, have become powerful
channels for entrepreneurship, competitiveness and corporate marketing activities
(Bablan et al., 2014). In addition, the widespread use of social networks such as
Telegram, Instagram, What’s App and LinkedIn has made it possible to access
information at any time and place via smartphones (Kwahk & Park, 2016).
Virtual social networks are very important for organizations in the modern
environment since social interactions are regarded as the source of creativity and
innovation. Social networks foster learning, creativity, and collaboration in
virtual communities and facilitate the creation, sharing, and access to knowledge
at a lower cost in both financial and temporal contexts (Garrigos et al., 2011).
Women are increasingly using these communication tools to maintain personal
and professional contacts (Weiser, 2000). Women's activities in social networks
has become increasingly in recent years, whereby women have been able to
exchange their entrepreneurial information online and increase their awareness
(Banazadeh, 2018). Using these networks and virtual communities helps to
realize current changes in the business environment, enhances innovation at all
stages of the value chain, and facilitates management tasks and decision-making
processes across a variety of organizations (Garrigos-Simon et al., 2012).
Therefore, the networking potential enhances by new innovations (Kalpic and
Bernus, 2006). Networking helps men and women entrepreneurs gain valuable
information and advice, find opportunities, and access important resources for
job creation and entrepreneurial retention, development and success (Hampton et
al., 2009). Based on the previous studies, virtual social networks play an
important role in creating and sustaining a competitive advantage for companies
(Bablan et al., 2014). Further, virtual social networks increase the resilience of
women's businesses by helping to create a sustainable competitive advantage in
small and medium-sized businesses. Thus, developing and managing virtual
social networks are crucial for managing knowledge, enhancing learning,
promoting innovation, and improving businesses resilience among rural women.

2. Literature review

Some studies indicated that virtual social networks play a major role in
improving the performance of businesses. Zali et al. (2012) reported a positive
correlation between business profitability and entrepreneurial social networks
interconnectedness. According to Jensen and Greve (2002), the number of
entrepreneurial relationships increases entrepreneurs' access to financial and
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information resources, leading to the improvement of businesses. Harris and Rae
(2009) studied new technologies in 30 small businesses in west London and
indicated that social networks play an important role in the future of marketing.
According Imani et al. (2017), social networks have a positive and significant
effect on the development of digital entrepreneurship and the content of social
relationships, information transfer, and social information resources have had the
utmost impact on digital entrepreneurship. Maleki Minbashzargah and Shahriari
(2017) reported interaction and customer relationship building, social
networking, word-of-mouth marketing, guerrilla marketing, branding, economic,
socio-cultural and technology-related factors as social networking application
opportunities in business. Social networks can act as marketing tools in creating
the competitive advantage (Jafari and Logmanestraki, 2015).

Despite the benefits of using virtual social networks in businesses, some studies
showed that small and medium-sized businesses are unaware of the wide range of
social networking opportunities (Jafari and Logmanestraki, 2015), while women
entrepreneurs face limitations for interacting in networks (Garrigos-Simon et al.,
2012). Agricultural Development Specialized Holding Companies, as a non-
governmental fund in 2010 and 2011, in collaboration with the Agricultural
Development Investment Support Fund was established as a pilot in 10 counties
of Iran (Namjooyanshirazi et al., 2014). They are registered as the first non-
governmental funds for rural and nomadic women in the country and by law
enjoy all the benefits of non-governmental funds. The funds of Shiraz, Marvdasht
and Estahban located in Fars province, have been operating for about eight years.
Entreprencur women in these funds work individually, in groups, and in the
family in the fields of agriculture, livestock, poultry, handicrafts, conversion
industries and service activities. In this regard, the fund provides women with
facilities and training programs which were continuous over the last few years.
One of the potentials of these funds in the field of virtual social networks is
supporting women entrepreneurs in removing their limitations of using these
networks in entrepreneurial activities. In addition, the funds can play an
important role in improving women’s entrepreneurial performance by increasing
their awareness of the practical use of virtual social networks. Thus, the present
study aimed to analyze the impact of virtual social networks on improving the
entrepreneurship of rural women members of these companies.

3. Research Methodology

The present study was conducted using a survey method. The statistical
population included the members of the three Agricultural Development
Specialized Holding Companies in Marvdasht, Shiraz and Estahban in Fars
province of Iran. The sample size was 269 individuals based on Krejcie and
Morgan table. Stratified random sampling method was used and each company
was assigned a percentage of the sample size proportional to the total number of
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its corporate members (Krejcie and Morgan, 1970). Research variables included
the effect of virtual social networks, business information, entrepreneurial
activity, marketing strategies application, marketing methods use, individual
resilience and business resilience. Firstly, 16 items were considered to analyze
the impact of social networks on women's entrepreneurship activity. The
International Connor-Davidson Individual Resilience Scale (CD-RISC) was
applied to measure women's individual resilience (Connor and Davidson, 2003),
and the Business Life Resilience Scale (LRS-B) was used to measure women's
business resilience (Ferguson et al., 2010). In order to evaluate marketing
strategies (Salavou & Halikias, 2009), marketing methods and the amount of
business information (Rezaei-Moghaddam et al., 2019) 15, 14 and 7 items were
used, respectively. Entrepreneurial activity was measured based on the
components provided by Rezaei-Moghaddam and Izadi (2019). The variables
were measured in a five-level Likert scale. Questionnaire was used to collect
data. The face validity of the questionnaire was confirmed by the agricultural
extension and education professors of Department of Agricultural Extension and
Education of Shiraz University. The reliability of the questionnaire was
calculated using Cronbach's alpha coefficient (Table 1), conducting a pilot study
outside the main sample with 30 women entrepreneur members of Agricultural
Development Specialized Holding Companies in Shiraz, Bandamir village,
Zarghan. After the required modifications, the main sample was studied and the
data were analyzed by SPSS 24 software.

Table 1. Cronbach's alpha coefficient of the research variables

Variable Cronbach's alpha coefficients
Effects of virtual social networks 0.98
Business resilience 0.87
Individual resilience 0.88
Business information 0.92
Entrepreneurial activity 0.96
Marketing methods use 0.90
Marketing strategies application 0.95

4. Results and Discussion

The mean age of the participants was 40 years. The majority of the women were
married (89.6%), while the average education level among all was about 8 years.
Based on the results, the studied women use mostly WhatsApp in their business,
Telegram and Instagram have the least popularity, respectively. The average rate
of women accessing their business information is 24.15 in the range of 7-35
(Table 2). Accordingly, the average women's access to business information was
upward. Among the items of this variable, the highest means were related to
women's information on customer needs and preferences (3.65), market price
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information (3.59) and raw material market information (3.55). The results
indicate that women have relatively high information on marketing their
products. The lowest means were related to competitors' information on the
market (3.27) and information on business loans (3.18).

Table 2. Frequency distribution of rural women's business information

Business Information Means Rank Rank
Information on customer needs and preferences 3.65 1
Market price information 3.59 2
Raw material market information 3.50 3
Business-specific information 3.49 4
Product market information 343 5
Competitors' information on the market 3.27 6
Information on business loans 3.18 7

Range of business information: 7-35  Mean of component: 24.15

The effect of virtual social networks:

The results indicated that the mean of the effect of virtual social networks on
women's entrepreneurial activity (50.97) ranges 16-80 and above the average,
indicating the favorable effect of virtual social networks on women's
entrepreneurial activities and businesses (Table 3). In addition, virtual social
networks have the highest impact on customers’ satisfaction and trust. With the
advent of virtual social networks, targeting potential customers has become easier
than before (Akhavan, 2017). Using social networks in small and medium-sized
businesses empowers the users to influence the behavior of others (Jafari and
Logmanestraki, 2015). Women entrepreneurs can gain customer satisfaction and
trust through advertising and effective verbal communication on virtual social
networks. Since then, the impact of virtual networks has been increasing social
relationships and women's ability to grow their businesses. By focusing on
communicating and interacting with participants and building relationships
between members, cyberspace helps produce knowledge in specific areas,
enables participants to perform common tasks, learn from each other, collaborate
and collectively build on that knowledge (Lin et al., 2008). Improving the social
relationships of women entrepreneurs in virtual communities enables them to use
the experiences of others to benefit fully from their own experiences. While
companies have not been using social media for a long time to maintain customer
engagement, evidence suggests that these networks play a significant role on the
business life of companies. These networks not only drive entrepreneurial
activity but also affect the economic performance and entrepreneurial outcomes
(Zali et al., 2012). Virtual social networks play an important role in enhancing
the ability of women entrepreneurs to expand their businesses by promoting
sales, increasing customers and boosting the economic performance of
businesses. Women entrepreneurs stated that by joining different virtual groups,
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in addition to connecting with their entrepreneur friends, they were able to reach
out to new people and place them within their customers. Their presence in these
networks, according to the women, has improved the quality of their relationships
with fund and company managers and made them more aware of the
announcements about educational and cultural programs. They said that they
were able to gain customers trust and expand their customer reach by sharing
images and the benefits of their products online.

Creating a positive attitude towards customer acquisition, offering more diverse
products to customers, providing multiple customers with concurrent
communication and delivering products to customers’ taste are considered as the
important effects of other virtual social networks. People's behavior on social
media is influenced by their attitude (Kotler and Turnr, 2006). Positive electronic
word-of-mouth advertising enhances the relationship between consumers'
emotional trust and their willingness to shop online (Cheung et al., 2009). Thus,
women entrepreneurs in rural areas can promote a positive attitude towards their
products using advertisements on virtual social networks. Rural women
entrepreneurs' use of virtual social networks in business activities makes it easier
to identify and access customer information, thereby increases their ability to
produce more diverse products based on customer needs. Web-based social
networks allow one person to communicate with hundreds or even thousands of
others about products and companies (Mangold and Faulds, 2009). Rural women
entrepreneurs can connect to a large number of their customers via virtual social
networks to market and sell their products. Using social media, advertisers will
be able to identify their target audience based on location, age, and user interests.
Advertisers can access consumer information through social networks (Leung et
al., 2015). Virtual social networks allow women entrepreneurs to identify and
deliver products based on customer preferences. According to women
entrepreneurs, using virtual social networks in entrepreneurial activities is time-
saving. They argue that the use of these networks allowed them to spend more
time on home and family activities alongside entrepreneurial activities, leading to
a balance between work and family. The use of networks, in addition to making it
easier for them to communicate with customers, has helped identify customers
with different tastes, producing more diverse products and deliver products based
on customers' tastes.

Further, registering product orders is easier through the networks. One of the
benefits of cyberspace for small businesses is buying and selling products online,
making it easier and faster for entrepreneurs to take orders, and sell products and
services. Virtual social networks then have a favorable impact on faster and
easier product sales, increased customer engagement, the ability to find product
buyers and selling more products. Long duration of product launches is
considered as one of the problems of rural women entrepreneurs. Women
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entrepreneurs need to spend a relatively long-time marketing and selling their
products in the market (Golkarfard and Rezaei-Moghaddam, 2019). Virtual social
networks as a marketing tool (Jafari and Logmanestraki, 2015) allow rural
women entrepreneurs to find a sales market, thus sell products faster and easier.
Most companies use social media to interact with outsiders such as customers,
vendors, and the general public, and manage their relationships with their
partners and customers (Wyld, 2008). Social networks are where the customers
are gathered, virtual social networks allow women entrepreneurs to reach out to
their customers and be able to communicate effectively with them regardless of
their location. The use of social networks in small and medium-sized businesses
enables users to advertise (Jafari & Logmanestraki, 2015). Rural women
entrepreneurs can find and attract buyers of their products through advertising,
which results in increasing the number of their customers. The geographical
isolation of rural areas created some restrictions on accessing to the sales market
for women entrepreneurs, reducing access to their real customers, and
consequently decreasing product sales. The use of virtual social networks widens
the scope of product sales markets for rural women, thereby increasing product
sales. Women entrepreneurs claim that access to virtual networks has made
product marketing easier. According to them, the use of these networks made it
possible to find customers in the farthest reaches, thus sell their products in the
farthest parts of the province and country. They said getting more orders helped
produce more products and sell them faster.

Accessing business materials more easily, advertising at lower costs, and
possessing the increased ability to compete with other businesses were
considered as other effects. Social networking, in addition to being a highly cost-
effective tool for reaching new audiences, enables the users to communicate with
others including experts, specialists and competitors, on the one hand, and
facilitate the access to resources and information, on the other hand, which result
in developing small businesses (Jafari and Logmanestraki, 2015). Therefore,
virtual social networks greatly help women entrepreneurs find their target
audience including raw material salespeople. Reducing marketing costs is one of
the benefits of using cyberspace for businesses. In the cyberspace, heavy
advertising and branding budgets through mass media and print media are not
required (Akhavan, 2017). Advertising on social networks is cheaper than the
traditional media (Leung et al., 2015), which is regarded as one of the advantages
of virtual social networks that rural women entrepreneurs can use to reduce the
cost of advertising their products. In a modern age when organizations, products,
relationships, activities and their businesses in general are virtualized and
electronic, and such drastic changes minimize the lifespan of technologies and
products, creating and sustaining a competitive advantage based on old and
traditional competences and efficiencies are not enough to succeed in competitive
environment and markets. However, it requires new approaches and
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competencies based on information and communication technology and in the
virtual world (Aqazadeh and Esfidani, 2008). In order to adapt their business to
these changes and compete with other businesses, women entrepreneurs need to
be present on virtual social networks and use the capabilities of these networks to
their business advantage. The studied women entrepreneurs stated that using
virtual networks reduced their advertising costs, time and transportation in their
businesses. In addition to communicating effectively with customers, virtual
social networks helped women connect with their raw material retailers and
competitors. Thus, they have been able to gain useful insights from their rivals
which have made them better competitors.

Table 3. Frequency distribution of the effects of virtual social networks on
rural women's business

Virtual social networks Means Rank | Rank
Customers’ satisfaction and trust 3.46 1
Increasing social relationships 3.38 2
Increasing ability to grow their businesses 3.35 3
Creating a positive attitude towards customer acquisition 3.30 4
Provide more diverse products to customers 3.28 5
Providing multiple customers with concurrent communication 3.26 6
Delivering products to customers’ taste 3.25 7
Easier to registering product orders 3.33 8
Faster and easier product sales 3.18 9
Increased customer engagement 3.14 10
Ability to find product buyers 3.14 10
Selling more products 3.14 10
Accessing business materials more easily 3.06 11
Advertising at lower costs 3.02 12
Increased ability to compete with other businesses 3.01 13
Brand productivity 2.77 14

Range of the effects of virtual social networks: 16-80  Mean of component: 50.97

Based on the results, virtual social networks have a favorable impact on
entrepreneur women marketing activities along with helping to improve women's
social relationships and ability to expand their businesses. The lowest mean was
related to the effect of virtual social networks on brand productivity (2.77).
Social media business activities can be used to increase brand awareness. These
activities rely on social networks (Ashley and Tuten, 2015). Increasing brand
awareness and popularity is considered as the biggest advantage of cyberspace
marketing (Akhavan, 2017). Women entrepreneurs can use virtual social
networks to create, introduce, and increase brand awareness for their products.
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Effects of virtual social networks on women’s business: Comparison in the
studied counties: As shown in Table 4, the results of one-way ANOVA
indicated that women's entrepreneurship activities in Shiraz, Marvdasht and
Estahban play a significant role on virtual social networks on business (P =
0.0001). The results of LSD test showed a significant difference between the
mean effect of virtual social networks in Estahban with Shiraz and Marvdasht.
The effect of virtual social networks among women entrepreneurs in Estahban
has a lower mean (42.13) than those in Shiraz and Marvdasht, meaning social
networks have a better effect on faster and easier sales of products, easier
provision of business materials, cheaper advertising costs, easier ordering of
products, and satisfaction and trust of customers in Shiraz and Marvdasht than
those in Esteban. These networks greatly empower women entrepreneurs in
Marvdasht and Shiraz to expand their businesses, connect with customers,
compete with other competitors, find buyers of products, sell products, deliver
products to customers' tastes, offer more diverse products, provide concurrent
communication with multiple customers, create positive attitude toward the
product in the buyer and form social relationships in entrepreneurial activities.
The results of the LSD test indicated no significant difference between the mean
effect of virtual social networks on women in Shiraz and Marvdasht. Although
the average effect of virtual social networks on women's businesses in Estahban
is less than the other two counties, but this effect has not been limited to one area.
Women in all three counties agreed that being in virtual network has helped them
increase customer engagement, production improvement as well as information
and communication increase. Therefore, it has been effective in improving the
performance of their businesses.

Table 4. One-way ANOVA results of comparing the virtual social networks on
women's businesses in the studied counties

Variable Group mean SD F Sig
Shiraz 52.21° 16.67
Virtual social networks Marvdasht 55.68° 16.37 14.05 | 0.0001
Estahban 42.13* 18.69

"The means of the same letters denote no significant difference at a significance level of 0.05.

Effects of virtual social networks on women with different entrepreneurial
activities: Based on the results of one-way ANOVA in Table 5, a significant
difference was observed between the women with conversion and handicraft
activities, service activities, livestock and poultry and agricultural activities in
terms of the effect of virtual social networks (P = 0.0001). The results of LSD
test indicated a significant difference between the mean of social networks effect
on women with livestock and poultry activities with women in three other
groups, namely service activities, handicrafts and agricultural activities. The
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mean in the case of women with livestock and poultry farming (43.44) was less
than the other three groups, thus virtual social networks had less effect on women
with livestock and poultry activities. Virtual social networks played a significant
role on improving the business function of women in handicraft and conversion,
service and agriculture activities. In addition, no significant difference was
observed between the effect of virtual social networks on women with handicraft
and conversion, service, and agricultural activities. According to women
entrepreneurs, virtual social networks use has also contributed to the prosperity
of various businesses. A number of women said that they have gained their
information about various types of businesses by participating in these networks
which has led to their job diversity and earning money in all seasons. According
to women, online shopping, marketing and online ordering have made it easier to
do business, and they have been able to expand their businesses. Therefore, it can
be said that activation in virtual social networks has been effective in improving
the performance of various types of entrepreneurial women's businesses.

Table 5. One-way ANOVA results of comparing the virtual social networks on
four group of women's activities

Variable Group Mean SD F Sig.
Virtual S§rvice activities ah 50.96i 17.79
social leestock and poultr}./ aCtIVItle.S. : 43.44; 17.95 | 6.50 | 0.0001
networks Conversion and handicraft activities 52.00b 16.94
Agricultural activities 56.16” | 17.07

*The means of the same letters denote no significant difference at a significance level of 0.05.

Comparing of the women groups regarding different effects of virtual social
networks: As shown in Table 6, the results of one-way ANOVA indicated a
significant difference (P = 0.0001) between women in the three groups with low,
medium, and high impact of virtual social networks in terms of entrepreneurial
activities improvement. In addition, the results of LSD test showed a significant
difference between the mean of entrepreneurial activity development in the three
groups of women regarding the effect of different virtual networks. The mean
was higher for the group with the most effect of the virtual social networks
(107.03) than that for the other two groups. In the group with average social
network impact (82.29), entrepreneurial activities have a higher average than the
low impact group (72.2). Therefore, the greater the impact of virtual social
networks on women's business, the greater their entrepreneurial activity, which is
consistent with the results of the studies by Banazadeh (2018), and Jafari and
Logmanestraki (2015). Further, a significant difference was observed between
women in the three groups with different impacts of virtual social networks on
business resilience (P = 0.0001). Based on the LSD test results, the mean is
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higher for women who use more virtual social networks (26.66) than that of the
other two groups. Accordingly, the greater impact of virtual social networks on
women's business leads to the greater amount of information they receive from
business-related activities. The results are in line with the study of Jensen and
Greve (2002). Furthermore, a significant difference was observed between
women in the three groups with different impacts of virtual social networks on
business (P = 0.0001). Additionally, the LSD test results indicated a significant
difference between the mean of business resilience in the three groups of women
with different impacts of virtual networks. Thus, the mean was higher for women
who were more influenced by virtual social networks in their entrepreneurial
activities (140), than that of the two groups with low and medium effects.
Further, women who have been moderately influenced by virtual social networks
(123.57) have a higher mean than the low-impact group (113.03). Therefore, the
greater impact of virtual social networks on the business of women leads to
higher resilience of their business.

The results of one-way ANOVA in Table 6 indicate a significant difference
between women in the three groups with different impacts of virtual social
networks on individual resilience (P = 0.0001). The results of LSD test showed a
significant difference between the mean of individual resilience in the three
groups of women with the effect of virtual networks. The mean was higher than
the other two groups for the women who had more influence of virtual social
networks on their individual resilience (103.88). Furthermore, the women who
have been moderately influenced by social media networks (94.72) have a higher
mean than the low-impact group (89.89). Therefore, the greater the impact of
virtual social networks on women's business, the greater their individual
resilience. A significant difference was observed between women in the three
groups with different impacts of virtual social networks in terms of marketing
strategies use (P = 0.0001). The results of LSD test showed a significant
difference between the mean of marketing strategies used by the three groups of
women regarding the effect of virtual social networks. Thus, the mean is higher
for the women who have been more influenced by virtual social networks (58.60)
than that for the other two groups. Additionally, the group of women whose
social media has moderate impact on their entrepreneurship (51.77) had a higher
mean than the low-impact group (48.5). Accordingly, the greater impact of
virtual social networks on the business of women leads to more marketing
strategies they apply. The result is consistent with the results of Harris and Rae
(2009).
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Table 6. One-way ANOVA results of comparing women groups regarding the
effects of virtual social networks use on their business

Low Medium High
Mean SD Mean SD Mean SD

Variable F Sig.

Entrepreneurship 7229¢ | 134 | 8229° | 13.99 | 107.03* | 13.84 | 73.01 | 0.0001
activity

Business 22.02° | 527 | 2340° | 4.63 | 2666° | 480 | 2098 | 0.0001
information

Business resilience | 113.03° | 17.09 | 123.57° | 1645 140° 18.31 53.52 0.0001

Business resilience 89.89° 10.48 94.72° 10.72 | 103.88" | 10.53 39.43 0.0001

Marketing strategy | 4q 50¢ | 1912 | 5177 | 831 | 58.60° | 8.16 | 4448 | 0.0001
application

Marketing 23.11° | 585 | 31.31° | 7.02 | 4058 | 7.72 | 12030 | 0.0001
methods use

*The means of the same letters denote no significant difference at a significance level of 0.05.

The results of LSD test indicated a significant difference between the mean of
marketing methods by the three groups of women. Thus, the mean is higher for
women who are more influenced by virtual social networks (40.58) than that for
the other two groups. Consequently, the greater impact of virtual social networks
on women’s business leads to the use of more marketing techniques. The finding
is in line with the results of the study conducted by Maleki and Shahriari (2017)
which emphasized social networks as an opportunity for marketing methods.

5. Conclusion and Recommendations

Nowadays, virtual social networks have attracted a great deal of attention due to
their ever expanding and shared influence on organizational behaviors. Women
entrepreneurs use virtual social networks for their professional relationships. In
addition, more quality of these relationships leads to better business performance.
Thus, virtual social networks can be considered as an opportunity to improve
women's entrepreneurship. Further, it is necessary to consider how the functions
of virtual social networks can be used to improve entrepreneurship among rural
women. The results indicated that virtual social networks had a favorable impact
on rural women's businesses. Based on the results of the comparisons of women
in the four groups of agriculture, poultry, conversion and handicrafts and service
activities, women with livestock and poultry have been less influenced by virtual
businesses than the others. Virtual social networks have had a greater impact on
improving the business activities of women in handicrafts, conversion, service,
and farming activities. Comparing the research variables on the impact of virtual
social networks on women's businesses indicated that the greater use of virtual
social networks in women's businesses leads to greater business resilience among
women entrepreneurs, and accordingly greater amount of their information about
business activities. Furthermore, the results indicated that more use of social
networks by women leads to more use of marketing methods and strategies.
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Additionally, the results indicated the enormous contribution of virtual social
networks in improving the individual and business resilience of women
entrepreneurs and enhancing entrepreneurial activities, the amount of business
information, marketing methods and strategies, and ultimately improving their
entrepreneurship. In order to improve rural women entrepreneurship, responsible
authorities may prepare entrepreneur women to best utilize virtual social
networks of business to improve their business conditions through proper training
on the functions and culture of using those networks. Due to the application of
these networks in accelerating communication and strong information, it is
suggested that Agricultural Development Specialized Holding Companies use the
functions of virtual social networks in term of information transfer, networking
and online training for members when necessary.

Encouraging women entrepreneurs to network online can be effective in women's
use of experiences and access to each other's information and advice. Strengthen
marketing activities is considered as one of the most important functions of
virtual social networks, so it is recommended that the required training in the
application of appropriate marketing methods and strategies be provided for rural
women entrepreneurs.
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