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Abstract
Purpose – The purpose of this paper is to determine the effects of factors affecting the acceptance and use of
technology on the factors affecting women’s entrepreneurship motivation.
Design/methodology/approach – This study was conducted with 156 women entrepreneurs in Turkey
in February 2019. Amixedmethod evaluation design has been adopted in the study.
Findings – The findings revealed that effort expectancy was negatively associated with behaviour
intention and push factor and positively associated with pull factor. Performance expectancy was positively
associated with balance factor, push factor and behaviour intention. Hedonic motivation was positively
associated with behaviour intention and emotional factor. Behaviour intention was negatively associated with
use behaviour. Facilitating conditions was positively associated with push factor. Habit was positively
associated with behaviour intention and negatively associated with pull, push, balance and emotional factors.
Necessities and habit were not motivation factors for women entrepreneurs.
Research limitations/implications – The sample was restricted to women entrepreneurs, limiting the
generalizability of the findings.
Practical implications – The practical implications of the study show that effort expectancy,
performance expectancy, hedonic motivation, facilitating conditions and habit are the key factors for the
women’s entrepreneurship motivation. Women’s entrepreneurship commissions to be established in
chambers of commerce and industry can improve entrepreneurial motivation.
Originality/value – This is the first study that reveals the effects of technology acceptance and use
behaviours on women’s entrepreneurship motivation. Theoretical background, discussion, managerial
implications, limitations and recommendations for future studies are discussed.

Keywords Entrepreneurship, Technology acceptance, Women’s entrepreneurship, Technology use,
Entrepreneurship motivation

Paper type Research paper

1. Introduction
Women have an important place in the formation of social and family roles of human being,
which is the basic building block of society. The fact that women are a pioneer in the
transference and protection of cultural values between societies has revealed the importance

© Fahri Özsungur. Published in Asia Pacific Journal of Innovation and Entrepreneurship. This article
is published under the Creative Commons Attribution (CC BY 4.0) licence. Anyone may reproduce,
distribute, translate and create derivative works of this article (for both commercial & non-
commercial purposes), subject to full attribution to the original publication and authors. The full
terms of this licence may be seen at http://creativecommons.org/licences/by/4.0/legalcode

Effects of
technology
acceptance

367

Received 21 September 2019
Revised 1 October 2019

3 October 2019
Accepted 4 October 2019

Asia Pacific Journal of Innovation
and Entrepreneurship

Vol. 13 No. 3, 2019
pp. 367-380

EmeraldPublishingLimited
2398-7812

DOI 10.1108/APJIE-09-2019-0070

The current issue and full text archive of this journal is available on Emerald Insight at:
www.emeraldinsight.com/2398-7812.htm

http://dx.doi.org/10.1108/APJIE-09-2019-0070


of social values. The unequal status that emerged from the transformation of the
matriarchal structure to the patriarchal structure developed against the woman. In this
process, the developing economy and changing environmental conditions have caused the
decline in the place of women in the society.

In carrying out the entrepreneurship process of organizations, it is necessary to protect
the social balance, to adopt the sense of justice, to ensure the belief in the organization. This
policy increases the commitment of stakeholders to the organization and increases the
contribution to total productivity. Organizations can contribute to the organizational vision
with varied views and perspectives via focussing on the diversity management. Individuals
with various race and gender contributing to productivity and entrepreneurship within the
organization constitute the organizational spirit. Thus, the organization becomes able to
increase the total contribution by offering equal opportunities and resources to individuals
with various characteristics via a fair management approach. Women’s entrepreneurship is
one of these approaches.

2. Literature review and hypotheses development
Women’s entrepreneurship
Women’s entrepreneurship is not a “female entrepreneurship” as stated by some authors in
the literatüre (Rugina, 2019; Nguyen et al., 2014; Danish and Smith, 2012). Entrepreneurship
is not a process that varies by gender or race. In this context, women entrepreneurship is not
a type of entrepreneurship. Women entrepreneur identified as an individual who creates
business idea, evaluates the best opportunity, producing innovative business ideas,
combines the factors of production, considers the possible risks and takes these risks, aims
to earn profit, creates emotional difference and transforms this difference into creative
design in products and services (Özsungur, 2019). Women’s entrepreneurship is an
intellectual action, not developed against men’s entrepreneurship, but an idea designed to
promote entrepreneurship.

The reason why this entrepreneurship is called women’s entrepreneurship is that women
have emotional motivation, their world views and their creativity are different vis-à-vis men.
Creative design ideas about implementation reveal the entrepreneurial spirit of women in the
process of the evaluation of opportunities. The woman accomplishes her ideas by enriching her
own essence with her emotions and considering the details. According to women, mission and
vision are not concepts with definite limits. The aim and the target are considered by the
woman as a whole. Visuality, presentation, quality and benefit are important for women.
Although the main purpose is income, women also take into consideration other objectives.
Owing to the biological and physiological structure of the woman, emotional, maternity, family
and values are always at the forefront. Therefore, women do not ignore these factors in
production, marketing, design and offering service. The service does not end with the service
delivery according to the woman. The sustainability of the service after offering and
maintaining relations are important issues in women entrepreneurship.

Technology acceptance and use of women entrepreneurs
Technology is a constantly changing factor that must be taken into account in
entrepreneurship. To ensure the sustainability of the enterprises and not enter into the decline
process called “rigor mortis”, sustainable innovations should be followed (Wright, 1987). The
most important innovation required by the era is technology. Technology is a fundamental
innovation that helps human power, facilitates daily life and ensures the flow of life in every
field. The facilities provided by technology for business life, the international dimension
through innovations in communication and transportation via technology demonstrate the
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importance of acceptance and use behaviour. Advertising, marketing, production, services,
information, communication, transportation and many other fields of technology are
indispensable in entrepreneurship. Considering this crucial aspect in women’s entrepreneurship
is necessary in terms of benefit and efficiency. This process occurs with the adoption and use of
technology.

Technology acceptance is the operational output of positive and negative emotions, with
the perceived use and ease of use in the process of adaptation to technological devices and
technological innovations. The use of a technological device affects the individual behaviour
to use and adopt an innovation in a technological instrument (Davis, 1989). Perceptions,
expectations, performances and emotions play an important role in the acceptance of a
technological product together with its innovations (Venkatesh, 2000). For these reasons,
technology acceptance is the sum of cognitive and action processes consisting of perception,
expectations and emotions, which have been put forward until the use behaviour of
technological products and services and the adoption of innovations by individuals and in
the process of adaptation.

It is likely that a woman entrepreneur who can adapt to the changing environment will
offer more productive outcomes and contribute to the economy. It is necessary to reveal the
importance on the association between the factors that motivate women to entrepreneurship
and technology and to understand the women entrepreneurs. It is important for women to
contribute to the economy by revealing their creative ideas with their emotional
characteristics and to develop their interactions with technology, policymakers and women
entrepreneurship.

H1. Facilitating conditions (FC) subscale is significantly associated with technology use
behaviour.

H2. Behaviour intention (BI) subscale is significantly associated with technology use
behaviour.

H3. Technology acceptance behaviour subscales [effort expectancy (EE), performance
expectancy (PE), social influence (SI), facilitating conditions (FC), hedonic
motivation (HM), price value (PV), habit (HT), behaviour intention (BI)] are
significantly associated with technology use behaviour.

Motivating factors for women entrepreneurs. Women’s entrepreneurship has emerged on
the basis of social learning theory. The father’s entrepreneurship, childhood economic status
and the effects of the social environment in the family are the main reasons for the
emergence of entrepreneurship. The motive of entrepreneurship, which emerged on the
basis of this theory, pushed the woman into action. Environment, emotional and many other
factors have pushed or attracted/pulled women to entrepreneurship. These factors are
categorized under four main headings: emotional, push, pull and balance. Ismail et al. (2012)
defined two factors as positive and negative. On the other hand, these factors were also
expressed as pull and push factors (Kjeldsen and Nielson, 2000).

Pull factors are the factors that motivate women entrepreneur and provide positive
emotions to be entrepreneurs in the cognitive process, which has a positive effect on women
entrepreneurs. For instance, freedom and great independence (financial and others) provide
opportunities for education, family safety, business opportunity, request for additional
income for the family, reputation in traditional family businesses, demand for social status
at a high level, creativity, non-complex and high profit (Kjeldsen and Nielson, 2000).

Push factors are the motivations of entrepreneurship in women entrepreneurs as a result
of compelling reasons such as perceptions of necessity and social pressure. This motivation
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causes women entrepreneurs to undertake the entrepreneurial action. Deprivation and
frustration, dissatisfaction with current job, loss of job, tired of job, immigrant, finished
training, family pressure/father profession, economic deficiencies are the main examples of
this motivation type (Ismail et al., 2012).

It was revealed that emotional motivation factors, such as work commitment, loyalty,
workplace commitment, solidarity, need for social networking, family and personal support,
discrimination and humiliation, were effective on women entrepreneurs (Fineman, 2000).
Emotional factors are a kind of motivation directed towards entrepreneurship by the values
and judgments that arise because of the emotional aspects of women.

The woman, who has to redress a balance between family and work, has an important
conflict between maternity responsibilities and work life. This situation shows that the
woman entrepreneur is under the influence of balance factors. Job–family balance, work at
home (flexible working hours), share time between work and family are the examples of this
motivation type.

The fact that technology is an indispensable element in the present requires the querying
of its association with motivation factors in entrepreneurship. The main purpose of this
study is to determine the effects of factors affecting the acceptance and use of technology on
the factors affecting women’s entrepreneurship motivation. Further, crucial objectives are to
reveal the current situation of the thoughts of women entrepreneurs on the basis of gender
diversity and discrimination, the services offered by the chambers of commerce and
industry to women entrepreneurs. Such studies, which have been carried out to reveal the
current situation of women entrepreneurs in developing countries, will provide crucial
predictions to policymakers in preparing the way for women’s entrepreneurship. The
comparison of technology interaction and motivation in women’s entrepreneurship has
never been studied in the literature before. In addition, the lack of studies in which the
chambers of commerce and industry in the previous studies have been proposed in terms of
women entrepreneurs also reveal the importance of this study.

H4. Technology acceptance and use behaviour subscales are significantly associated
with women’s entrepreneurship motivation subscales [Pull factor (PF), Push factor
(PUF), Balance factor (BF), Emotional factor (EF)].

3. Methods
Participant
According to the women entrepreneurs’ council data obtained from the Union of Chambers
and Commodity Exchanges of Turkey, there were 218 women entrepreneurs in Adana and a
total of 6,792 in Turkey. Participants’ business enterprises (n = 156) were affiliated to the
Chamber of Commerce and Chamber of Industry in Turkey in February 2019. Surveys were
administered in Turkish by two interviewers. The reason why there are not too many
interviewers in the research is to reduce the impact of different personal characteristics in
the responses to the qualitative questions. Participants were announced to be subject to
voluntary participation in the survey. The survey was not conducted with individuals who
did not want to participate.

Measures
The questionnaire consists of 75 items in total. Demographic variables consist of nine items
under the heading of “personal/sector characteristics”. This first section includes the
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following information: age, marital status, education level, grant support, business segment,
total number of employees, trademark, patent, utility model.

The second section consists of four parts and 26 items by using five-point Likert scale
under the heading “women’s entrepreneurship motivation (WEM)”. (1) strongly disagree, (2)
disagree, (3) neither agree or disagree, (4) agree, (5) strongly agree. WEM consists of 4
dimensions/subscales and 26 items in total. “Pull factors” consist of nine items (Kjeldsen and
Nielson, 2000), “push factors” consist of eight items (Ismail et al., 2012; Braga et al., 2014),
balance factors consist of three items (Mohanty, 2007) and the final subscale of emotional
factors consist of six items (Fineman, 2000). The scale was previously conducted by
Özsungur (2019) with 132 women entrepreneurs. Validity and reliability of the scale were
performed by the author: Cronbach’s alpha values were as pull (0.832), push (0.766), balance
(0.819) and emotional (0.738).

The third section consists of eight parts under the heading “unified technology
acceptance and use theory 2 (UTAUT2)” developed by Venkatesh et al. (2012). This scale
consisted of 38 items and eight subscales regarding EE: effort expectancy (4 items); PE:
performance expectancy (4 items); SI: social influence (3 items); FC: facilitating conditions (4
items); HM: hedonic motivation (3 items); PV: price value (3 items); HT: habit (4 items); BI:
behaviour intention (3 items). The UTAUT2 items were measured by using seven-point
Likert Scale, where 1 = strongly disagree and 7 = strongly agree.

The fourth section consists of ten items under the heading “UTAUT2 use behaviour
(USE)” developed by Venkatesh et al. (2012). The original USE scale consisted of underlying
six items: SMS, MMS, ringtone and logo download, java games, browse websites, and
mobile e-mail. The current study survey included the following 10 items measuring
frequency of mobile internet use: receiving e-mail, reservation (hotels; services), banking
operations, web search for health-related knowledge, news and current issues, online
shopping, financial transactions, using social media applications (Facebook, Instagram,
Twitter, etc.) and chat rooms. Ten popular mobile internet applications in Turkey were
provided from Turkish Statistical Institute reports [information and communication
technology (ICT) usage in households and by individuals statistics]. Respondents were
asked for their mobile internet use frequency for each application. USE measured by using
seven-point Likert scale and the frequency ranged from “never” to “many times” per day.
(Venkatesh et al., 2012). The original scale items were adapted to mobile internet use.

The validity and reliability of the Turkish version of UTAUT2was tested by Yilmaz and
Kavanoz (2017) with 723 students between 18 and 47 years. The scale was found to be valid
and reliable.

The final section consists of two parts and two open-ended questions given as follows:

OEQ1. What is the most important issue that differs according to gender in business
life?

OEQ2. What are your important suggestions to the chambers of commerce/chambers of
industry for providing quality services to women entrepreneurs?

Mixed method evaluation design has been adopted in the study, which includes quantitative
and qualitative analysis methods (Onwuegbuzie and Leech, 2004). Conceptualization,
classification and component analysis were applied in data analysis (Spradley, 1980). The
validity and reliability of measurement tools were measured by confirmatory factor analysis
(CFA). It is necessary to determine the model fit values by analyzing the predicted model
revealed by AMOS (Hu and Bentler, 1999).
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4. Results
Demographics
Demographic variables were given in Table I.

A total of 34 per cent of the participants were between 48 and60, 20.5 per cent were
between 42 and 47 and 15.4 per cent were between 30 and 35 age range. 56.4 per cent of the
participants were married and 33.6 per cent were single. According to the level of education,
48.7 per cent of the participants had bachelor’s degree and 19.2 per cent had master’s degree.
71.6 per cent of the participants did not received grant support. 74.4 per cent of the women
entrepreneurs were operating in the service sector. 66.7 per cent of the participants
employed 1-9 employees. Of the participants, 62.8 per cent did not have trademark, 77.6 per
cent did not have patent, and 85.3 per cent did not have the utility model.

Confirmatory factor analysis
CFA was used for construct validity of the scales. CFA is a type of analysis that tries to
prove that latent variable is measured by the observed variables. Estimated model of CFA is
as follows.

During CFA, the model did not show a good fit. Initial model fit values are shown in
Table II. The comparison of the fit coefficients of the model according to the threshold
values in respect to the literature is given in Table II. When the values in Table II are
examined, it is seen that the model has good fit values.

The model was tested as one factor model, the model fit coefficients produced by two
models (initial and modified model) test results were given in Table II. To determine
whether there was a significant difference between the one-factor model and the three-factor
model, the x 2 values were tested and the difference was significant (Dx 2 = 3835,933; p <
0.01). This finding indicated that there were no common method bias (MacKenzie and
Podsakoff, 2012) (Table III).

In terms of discriminant validity, it is expected that the sub-factors’ values must be
greater than all the correlation values (Fornell and Larcker, 1981). The model met this
criteria. For the discriminant validity of the correlation value found among the factors, the
average variance extracted (AVE) values of each latent variable must be less than
the square root of AVE value (Fornell and Larcker, 1981). In the light of these results, it can
be said that the observed items have convergent and discriminant validity to measure the
research scales. All subscales were found to be valid and reliable.

Direct effects
According to the findings obtained by structural equation model (SEM) analysis with
AMOS, EE was negatively associated with BI and PUF, and positively associated with PF.
PE was positively associated with BF, PUF and BI. HM was positively associated with BI
and EF. BI was negatively associated with use behaviour. FC was positively associated with
PUF. HTwas positively associated with BI, and negatively associated with PF, PUF, BF and
EF (Table IV). According to the research findings, other effects were found to be
insignificant (Table IV).

Qualitative findings
Participants were asked for the basic gender problems in business life. The responses of
these questions were examined according to the upper and lower classifications obtained by
the traditional method. According to the obtained results, the issues stated are as follows:
family (8.4 per cent), arising from men (2.6 per cent), no difference (30.7 per cent), cultural
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structure/social structure (15.3 per cent), arising from women (10.9 per cent), inequalities in
business life (32.1 per cent).

The concepts of financial support (n = 2; 1.3 per cent), roles/family–work balance (n = 9;
5.8 per cent), training support (n = 2; 1.3 per cent) were clustered under the family theme.
Women entrepreneurs reported that they subjected to gender discrimination (n = 4; 2.6 per
cent). Social pressure, cultural structure and treatment as a second-class citizen by the
society are the biggest obstacles for women entrepreneurs (n = 24; 15.3 per cent).
Participants stated that some characteristics arising from women caused inequality (n = 17;
10.9 per cent). Personal characteristics such as risk taking, motivation and perseverance are
the components that women entrepreneurs must have to eliminate inequality. However,
despite these factors, there were also participants who argued that there was no difference
according to gender (n= 48; 30.7 per cent).

Unfair practices against women in appointments to managers and top executives (n = 13;
8.3 per cent), physical power perception (n = 8; 5.2 per cent), Sectoral–occupational
discrimination (n = 10; 6.4 per cent), unfairness in income (n = 7; 4.5 per cent) and unfair
distribution of resources (n = 12; 7.7 per cent) were stated as the most important inequalities
experienced by women in business life.

Participants were asked for recommendations of women entrepreneurs on
chambers of commerce and chambers of industry. The responses of this question were
examined according to the head and sub- concepts obtained by the traditional method.
According to the obtained results, the suggestions stated are as follows: knowledge
sharing (16 per cent), establishment of a unit (3.2 per cent), support/resource
allocation (41.7 per cent), active participation in management (12.2 per cent) and to be
considered (26.9 per cent).

Participants suggested enacting entrepreneurship oriented knowledge sharing (n = 9; 5.8
per cent) and recognizing the woman entrepreneur (n = 16; 10.2 per cent) in the relations of
the chambers of commerce and industry with women entrepreneurs. The establishment of

Table IV.
SEM analysis
findings

Factors Lower bounds Upper bounds t(1560) b p Direct effects

EE! BI �0.309 0.081 �3.59 �0.118 ** Negative
EE! PUF �0.442 0.245 �2.86 �0.181 0.004* Negative
EE! PF 0.018 0.617 5.16 0.357 ** Positive
PE! BF �0.297 0.597 3.07 0.230 0.002* Positive
PE! PUF �0.071 0.665 6.053 0.382 ** Positive
PE! BI 0.532 0.912 23.60 0.776 ** Positive
HM! BI 0.033 0.485 7.343 0.241 .** Positive
HM! EF �0.176 0.432 2.12 0.161 0.034* Positive
BI! Use �0.845 �0.540 �13.2 �0.729 ** Negative
FC! PUF �0.128 0.584 3.84 0.242 .** Positive
HT! BI 0.204 0.598 11.87 0.390 .** Positive
HT! PF �0.533 �0.133 �4.90 �0.340 ** Negative
HT! PUF �0.552 �0.177 �5.65 �0.357 ** Negative
HT! BF �0.508 �0.046 �3.59 �0.269 .** Negative
HT! EF �0.464 �0.016 �3.14 �0.239 0.002* Negative
Use! EF �0.542 �0.081 �2,39 �0.256 0.017* Negative

Notes: *p is significant at 0.05 (two tailed); **p is significant at 0.01(two tailed); The confidence interval
values for direct effects were calculated by bootstrap with n = 1560. Bias-corrected confidence intervals:
95%. If zero (0) does not match within the confidence interval values, the direct effect is significant;
b , Standard Beta; t: Critical ratio
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the units (n = 5; 3.2 per cent) to provide consultancy to women entrepreneurs in the
chambers was suggested by the participants. Supports for education (n = 22; 14.1 per cent),
financial (n = 19; 12.2 per cent) and entrepreneurship (project, legal, innovation etc.) (n = 17;
10.9 per cent) were seen as a significant deficiency in the women’s entrepreneurship. Women
entrepreneurs desire to actively participate in the management of the chambers (n = 19; 12.2
per cent). Assembly membership, appointment to the board of directors and women’s
employment are among the suggestions. Finally, the participants stated that their
suggestions were ignored by the authorities of the chambers (n= 42; 26.9 per cent).

5. Discussion
According to a study with women entrepreneurs, PE, EE and SI significantly affected the BI
to use e-commerce and FC and BI positively affected use behaviour (Goswami and Dutta,
2016). A study in Malaysia conducted with 1,200 entrepreneurs revealed that perceived
desirability and perceived feasibility had significant effects on entrepreneurs’ intention to
adopt and use innovations (Moghavvemi, Salleh and Standing, 2016). Previous studies
showed that PE, FC, HM and HT had positive effects on BI (Macedo, 2017; Nägle and
Schmidt, 2012). On the other hand, the findings of the study showed that EE had negative
effect on BI, while HT had positive effect on BI. These results revealed that EE has an
adverse effect on women entrepreneurs’ intention for technology use. BI decreases as the
degree of convenience associated with the use of the technological system increases. BI
increases as addiction, necessity and habit level increase.

According to the research conducted by Nägle and Schmidt (2012), although there were
no findings supporting the fact that PE had a significant effect on BI, it was found that FC
had a significant effect on BI. According to the research findings of Hoque and Sorwar
(2017), while the positive effect of PE on BI was determined, the positive effect of FC could
not be determined. However, there is no research relevant to the effects of UTAUT2 and its
sub-dimensions on WEM. Macedo (2017) found that EE and SI had a positive effect on BI.
According to the study conducted by Nägle and Schmidt (2012), it was found that there was
no association between BI and EE. Macedo (2017) found that PV did not significantly predict
BI and habit positively affected technology use behaviour. Previous studies found that FC
did not affect the use behaviour positively (Macedo, 2017;Hoque and Sorwar, 2017). Further,
studies showed that BI had a positive effect on the use behaviour (Macedo, 2017;Hoque and
Sorwar, 2017). However, the research findings revealed a negative effect of BI on technology
use behaviour.

As the women entrepreneurial behaviour intention increases, the level of technology
use behaviour decreases. Considering the spiritual dimensions, willingness and
perseverance of entrepreneurship, it is thought that women entrepreneurs who want to
get rid of necessities and habits desire innovative behaviour. The main reason why
women entrepreneurs cannot perform their behaviours despite the increase in behaviour
intentions is that they cannot access the resources sufficiently. The qualitative research
data reveal the reason for the negative results of the quantitative study. The lack of
support of women entrepreneurs in unfair practices, financial, education and
entrepreneurship in business life adversely affects women entrepreneurs’ use of
technology despite their positive intentions.

According to the results of the study, EE had a negative effect on PUF, had a positive
effect on PF. As the degree of ease of use of the technological system increases, the pull
factors level that motivate women’s entrepreneurship increases and the push factors level
decreases. This is because of the push factors involve necessity, pull factors and EE have
volunteering.
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PE has a positive effect on PUF and BF. The degree to which one believes that the use of
the technological system will help women to gain performance in business positively
increases push and balance factors. Because according to women entrepreneurs, factors that
affect the belief of obtaining business performance in entrepreneurship are associated with
balanced and compelling/extrinsic motivation.

HM has a positive effect on EF. The level of perceived use of technology as fun and
entertainment emotionally motivates women entrepreneurs. FC has positive effect on PUF.
As the degree of believing that there is an organizational and technical infrastructure to
support the use of a technological system, women are pushed towards entrepreneurship
positively. Technology use behaviour has negative effect on EF. As the technology use level
increases, the emotional effects that motivate women to entrepreneurship decrease.

HT has a negative effect on PF, PUF, BF and EF. As addiction, necessity and habit level
increase, women entrepreneurial motivation decreases. This finding is actually a reaction.
These results show that women entrepreneurs do not want to be obligatory, they want to
realize entrepreneurship on a voluntary basis and they desire to execute the behaviour
faithfully. These findings are supported by qualitative data. It was determined via the
interview that risk taking, motivation and perseverance were the basic gender problems in
business life arising from women. According to these findings, women entrepreneurs do not
see necessity and habit as a factor to be motivated. In the policies that women
entrepreneurship is supported, it should not be included in the practices where women feel
unfairness, under pressure by the society, being a second class citizens and weak.
Regardless of the type of women’s entrepreneurship motivation, it is recommended to
undertake the necessary initiatives to transform the negative effects of technology on
women entrepreneurs into positive effects. Discrimination, inequality, unfairness, role
conflict, social isolation that women have experienced for years can cause negative reactive
movements in their behaviours and actions. With this study, it is obvious that women
entrepreneurs reflect these reactions to technology use behaviours.

6. Limitations and recommendations for future studies
This study was carried out to determine the effects of factors affecting the technology
acceptance and use behaviours of women entrepreneurs on women’s entrepreneurship
motivation factors. The low number of women entrepreneurs caused the number of samples
to be low. Therefore generalizability is the most crucial limitation of this study. In addition,
unfair practices that women have experienced may also cause responses to be reactive. To
eliminate this problem, each scale was placed in separate sections and tried to eliminate the
commonmethod variance as much as possible.

It is recommended that this study model, which is examined in the context of the
interaction of women entrepreneurship with technology, should be carried out with
mediating variables such as leadership types, burn out or bore out. It is recommended that
this study model on mobile internet should be examined in the context of other technologies.
Qualitative research results reveal the expectations of women entrepreneurs. These
expectations generally focus on financial and social support and fairness practices. For this
reason, it is recommended that WEM should be evaluated with various model studies for
future research in this regard. Lack of financial and social support and fairness practices
issues regarding women entrepreneurs should be considered by policymakers. It is
recommended that commissions should be established for the women’s entrepreneurship in
the chambers of commerce and industry.
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