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Abstract 
The purpose of this study was to analyze challenges young female entrepreneurs face and the re-
sources they need with a view to recommend strategies to empower young female entrepreneurs. 
The theoretical base of the study was organizational ecology theory. Focused group discussions, 
survey, and examination of primary documents were used to collect data. The findings of the study 
show that government laws and regulations, cultural beliefs, lack of capital, lack of business part-
ners, lack of information, difficulties to obtain capital based on gender, discrimination against 
women in business, and availability of more women in business than women highly affected 
women entrepreneurs in Congo. The study also shows that the family unit plays a more central 
role in providing business opportunities for young female entrepreneurs in Congo, especially in 
the absence of government intervention and private sector incentives. 
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1. Introduction 
An entrepreneur is a person who undertakes and operates a new enterprise and assumes accountability for some 
inherent risks [1]. Entrepreneurship is a process of creating new wealth. This process focuses on discovery, cre-
ation, and profit exploitation of markets for goods and services. Therefore, entrepreneurship entails activities of 
an individual or a group aimed at initiating an economic enterprise, under legal form of business [2]. 
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Entrepreneurs are often at the mercy of the larger macro-economic conditions. The 2008/2009 financial crisis 
for instance negatively affected markets that relied largely on global trade. As a result, millions of people lost 
jobs and businesses closed down [3]. Such conditions are likely to severely affect new business than established 
businesses because established business have more access to information, enjoy established reputation, and have 
access to finance than newly established businesses [2]. 

In Congo, the advance of self-employment is increasingly becoming an alternative to seeking employment in 
the public or private sector, which often has limited opportunities. This has often led to small business under 
difficult economic conditions [3]. Therefore, as an expanding economic dimension, entrepreneurship raises an 
interest for study.  

Entrepreneurship in Congo has a gender dimension as well. Some sectors for instance health are dominated by 
men, majority of who are medical professionals, who use their savings, contributions and support from friends 
and relatives to start enterprises in the health sector. These entrepreneurs often run enterprises in areas where 
public services and larger private sector organizations presence is scarce [4]. This study indicates that gender 
and background contribute to one’s capability to start and run an enterprise [5].   

Entrepreneurship has prevailed even areas affected by conflict. Local entrepreneurs have been able to create 
Innovative networks that ensure effective supply chain and partnerships that support businesses and access to 
finance. Local entrepreneurs have over time built rich and strong networks of social relations within and outside 
the country, based on which they coordinate business and built social capital for business sustainability [6]. 
While general perspectives on entrepreneurship in Congo dominate literature, perspectives on young women en-
trepreneurs, the business they run, and the challenges they face remain scarce.  

The primary role of entrepreneurship is to discover new business opportunities, identify and mobilize availa-
ble resources, create and run new business enterprises that provide the missing goods and services. Congo has 
increasing business opportunities coming as a result of the limitations of government and the private sector to 
adequate employment for its citizens. In the midst of this challenge, female entrepreneurs emerge to seize the 
opportunity, create and run businesses, and compete with other business ranging from larger firms to smaller 
businesses. While this is an interest issue to study, studies on female entrepreneurship in Congo have focused on 
entrepreneurs located inside the country. As a result, little is known of young female entrepreneurs buying 
things in Thailand and selling them in Congo. This group of entrepreneurs is faced with a different business en-
vironment running their business in two different country contexts. Therefore, this study seeks to analyze con-
textual challenges young female entrepreneurs face and the resources they need, with a view to recommend 
strategies to empower young female entrepreneurs. The study focused on two questions: What contextual chal-
lenges do young female entrepreneurs face? What resources do young female entrepreneurs need in order to ad-
dress external threats? 

2. Theoretical Framework 
Organizational ecology theory assumes that organizations are interwoven with the environment. Therefore, or-
ganizations like living things are affected by external environmental forces such as social, economic, and politi-
cal conditions. These conditions can make an organization grow or survive. If the organization does not fit in 
this environment, it will die. As a result, organizations need to respond to the external environmental forces for 
them to develop or survive. The survival of the organization depends on its capacity to withstand the pressure 
from external forces. Therefore, what can make an organization survive such environmental pressures are things 
such as 1) the strategies an organization adopts; 2) the ability of the top manager to understand and analyze the 
environment, and to take appropriate actions; and other internal factors such as resources, structure, and size of 
the organization [7].  

2.1. Political Factors  
Studies show that what goes on in the global economy affects retail business. This means that retail businesses 
are exposed to challenges in the global economy just as large business firms do. This is because retail business 
operates under business-business relationship. In this case, issues affecting larger business trickle down to retail 
business. On the other hand, issues affecting small businesses trickle up affecting larger businesses too [8]. In 
countries with multi-party democracy, large business firms usually fund political parties with hope that when 
such political parties come to power, they will influence business policies. Most of this money goes into political 
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campaigns. Data from Australia indicates that about 450 large business companies have funded political parties 
in the recent years. When this happen, small business which often have little or no money to fund political par-
ties end up with no influence on government. As a result, government policies and agenda tend to favor large 
business than small businesses. In such cases, small businesses may be dislocated and run out of business, be-
cause of the political influence large companies have on government [9].  

2.2. Institutional Factors 
Government laws, regulations, procedures have an effect on businesses because they can influence or determine 
whether a business will grow, expand or shrink. This is due to the pressure these policies put on business for 
example high taxes, strict controls, or loosening controls on some products hence flooding the market. When 
government policies for example promote international trade, they may allow multinational Corporations to do-
minate; this may kill small businesses. If government wants to promote small business, it can for example 
change baking rules to make it easy to open accounts, save with little or no interests, and borrow loans at a lower 
interest rate. Government agencies for instance commercial courts can help to promote businesses by enforcing 
business contracts and ruling cases promptly and with fairness [10]. 

2.3. Socio-Cultural Factors  
Socio-cultural factors for instance ethical decision making is influenced by cultural value system. When Chinese 
and American students were presented with hypothetical scenarios and asked to make ethical decisions; they 
demonstrated two different ethical sets of ethical decision making behaviors which were identical to the Chinese 
versus American cultures [11]. The study for instance shows those Chinese students made less ethical decisions 
in areas such as compliance with the law; proper use of company records; and trading on inside information. 
These behaviors reflected the wider Chinese socio-cultural context compared to the American socio-cultural 
context. The study implies that the behavior of individuals would most likely reflect the wider socio-cultural 
value system than underlie the context these individuals come from. Culture also influences the demand and 
supply of products. This means that it can directly affect the sales of a product hence can determine whether a 
business can grow or fail. Japanese consumer culture shows that customers take into account cultural considera-
tions such as the country of origin of a particular product when determining whether or not to buy a product [12]. 
This study shows that culture influences the import flow of goods in the country.  

2.4. Technical Factors 
One of the important features of technical factors in business is the use of technology to promote business.  

Information technology provides support, instructional and learning base for businesses that seek new ways to 
grow or improve their products and services. One of the key areas is making it possible to do online research. 
This reduces costs, logistics, and constrains incurred in off line business research and development [13]. The 
way information technology is used affect the extent it will be useful in increasing economic returns. If it is used 
well, it will yield more than if it was not well utilized for instance when it is used in e-commerce compared to 
when it is just used for communication. Wealthy countries will largely have good internet utilization than na-
tions that are still developing because of infrastructure deficiencies as well as lack of adequate skills to maxim-
ize the online platform for business [14].  

2.5. Economic Factors 
When a country experiences an economic downturn, employment opportunities tend to shrink. In this case, there 
is most people begin to venture into entrepreneurship. On the other hand, hash prevailing economic conditions 
affect businesses forcing them to adjust on their costs of doing business in order to survive difficult economic 
conditions [15]. Another way to look at economic conditions in a country is to look at what government is doing 
to make the investment environment better; as well as business environment conducive for running business. A 
study on South Korea indicates that government provided support to boost innovations in business. This has the 
recent years increased the financial base for businesses to do business and stimulate the market. To a large ex-
tent, government focused on promoting enterprise development including apart from financing, adopting im-
ported technologies [16].  
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2.6. The Manager’s Leadership/Management Capabilities  
Successful entrepreneurship is partly based on the ability of the manager to identify and utilize social and human 
capital. Social capital refers to the influential or a resourceful individual the entrepreneur knows while human 
capital refers to the entrepreneur knows which they can use to effect change in their organizations. The know-
ledge of the entrepreneur influences the entrepreneurs self-confidence and motivation to venture into and ex-
plore new business ventures, to compete and experiment in business. Through education the entrepreneur builds 
resources like hope, confidence, resilience, and optimism [17]. These also relates to the entrepreneurs ability to 
seek and access information, adopt better management practices.  

3. Methodology  
This study is an ethnographic case study. Ethnography is a study about a particular group of people. In this case 
the study is about female entrepreneurs from Congo that buy products in Thailand to sell in Congo. As a study 
of context specific young female entrepreneurs, the study adopts a gender perspective through which the busi-
ness world is assumed to be male oriented. In this business world, socio-cultural norms and beliefs, government 
regulations, and the larger business environment tends to disadvantage women. As a kind of “sociology of 
women” in business; the study seeks to understand how these socio-cultural, economic, and political forces con-
stitute business threats to young female entrepreneurs [18]. The study for example examines the business expe-
riences of these young female entrepreneurs as they face these forces. It covers ways in which these entrepre-
neurs draw resources from their own social setting and networks, and the business relationships they anchor 
their business on, as they strive to combat external socio-cultural, economic and political forces threatening their 
businesses. 

The following features of the ethnography were used to guide used in the study:  
1) Focus on how a particular group and how it works. In this case, the study focused on the external threats 

young female entrepreneurs face and how these entrepreneurs address these threats. Unique to this was their en-
trepreneurship interaction across Thailand and Congo business environments as well as in the male dominant 
business world, where business norms and practices tend to favor men.  

2) Culture sharing group. The young female entrepreneurs studied here were: young African Congolese 
women who lived in Congo but from time to time travelled to Thailand, where they stayed for a while purchas-
ing business products before they returned to sell them from in Congo; majority of them came from business 
families and had their first experience in business over time as they grew up; well exposed to online business 
practices and social networking; and had considerable business and social capital support from their families.  

3) Themes and theory selection. The theoretical underpinning of this study was organizational ecology theory. 
The theory assumes that contextual factors such as social, economic, and political conditions of a place affect 
the survival or life of an organization. This can make an organization survive or grow if the organization fits that 
environment. Therefore, the role of the organization is to respond to the external environmental forces that affect 
it. This largely depends on the ability of the leaders and the capacity of the organization to stand environmental 
threats. 

Themes studied were derived from literature review. The themes were categorized into the following two major 
categories. a) Personal characteristics of the respondents/participants: age of the respondents; years of experience; 
level of education; business ventures; source(s) of capital/finance; professional training in business; frequency of 
travel to Thailand for business; reasons for choosing international trade/entrepreneurship. b) business conditions: 
lack of capital; lack of information; lack of skills; lack of business partners; cultural beliefs hinder business; gov-
ernment laws/regulations hinder business; politics hinder business; it is harder to obtain capital based on gender; 
women face discrimination in business; men are respected more in business than women.  

4) Cultural concepts. As highlighted in the previous section; the focus was on the dominant hegemony or so-
cio-cultural, political, or economic power structures; or forces that constitute external threats to business. The 
work of the researcher was to identify, analyze and expose them.  

5) Data collection from the setting. The researcher collected data from participants both in Thailand and 
Congo. The researcher interacted with both Thailand and Congo business environment; and went through some 
of the basic processes participants went through for instance travel processes, regulations, and the physical con-
textual challenges. The researcher came from the same socio-cultural background with the participants in the 
study. Therefore, this enabled the researcher to understand the meaning of different concepts and experiences of 
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the participants. 
6) Sources and methods of Data. Data was collected through multiples techniques for example focused group 

discussions, observation of primary documents; survey; and personal interaction with the world in which the 
participants conducted their business. Survey in ethnography is meant to elicit information that depicts a broader 
picture of the participants’ world and experiences. This involves the social, economic, political and cultural is-
sues from the context [19]. The survey questionnaire contained both closed and open-ended questions. It focused 
on the items highlighted in the previous section on theory and themes. Primary documents provided a commer-
cial and professional background on the entrepreneurial endeavors of the participants. Three Focus Groups of 
three members in each group were recruited for Focused Group Discussion. The goal was to capture the reaction 
or feelings of the participants as decision makers in their businesses. They were also used to help interpret the 
results of a survey [20]. 

7) Description. The analysis and description studied each of the themes highlighted in this study as a distinc-
tive item of research and how it fit into the larger scope of the study. While describing the business conditions 
and personal characteristics of the participants; the researcher focused on exposing the external threats that 
young female entrepreneurs were not resourced enough to tackle. The goal was to sensitize and mobilize the 
reader along issues affecting young female entrepreneurs, especially this kind of group.  

From time to time, participants in the study traveled to Thailand where they stayed for some time purchasing 
products then travelled along with them to Congo. As entrepreneurs, they interacted with the Congo and Thai 
business environments when they made business decisions and strategies to run their business entities. Therefore, 
they possessed both professional knowledge and experience regarding the context in which they worked, and the 
contextual challenges they experienced. As participants in the study, they had the capacity to provide analytical 
view on the multiple causal linkages between the business entities they ran and the environmental issues that af-
fected them.  

The researcher new the participants’ way back before the research began. The researcher was a business lady 
who had known the participants for a long time and interacted with them from time to time. She often interacted 
with them while doing business and also during other social occasions. As a result, she purposively selected the 
participants because had access to them, they had over time formed formidable social ties, and because they 
were available for her study. The aim of the previous interactions was to identify beforehand, and choose par-
ticipants who the researcher anticipated that they had the information the researcher was looking for. This ap-
proach is good for studies that seek to explore specific knowledge; therefore the researcher goes to the particular 
participants who have specialized knowledge or information about the particular issue under study [21]. Entry 
into the business world of the participants was based on the researchers’ social networks such as friendships and 
acquaintances. The researcher had prior informal social connections with some entrepreneurs which provided 
for a quicker entry into the site.  

Access to participants was a continuous process. It was continuous because it involved a series of meetings or 
interactions between the researcher and the participants. The process also involved negotiating the terms of the 
study, time, and consent [18]. The process of collecting research began informally from initial simple conversa-
tions between the researcher and the participants. From these conversations, the researcher identified more ac-
curately, participants who travelled to Thailand, to purchase products to sell in Congo. The initial understanding 
of the participants, their businesses, and the products they sold, and their willingness or potential to participate 
in the study came out of these informal interactions. While in Congo, researcher made personal visits to the par-
ticipant’s business premises, and held conservations about their businesses. While in Thailand, the researcher 
hanged out with participants or went to the market with them where she had some firsthand experience of their 
business. During this period, the researcher made arrangements with the participants concerning questionnaire 
filling schedules.  

Note taking during personal interactions was done later to allow natural sharing information without inter-
rupting the participants. However, focused group discussion data was collected while the discussion was in ses-
sion since it would be difficult to remember all complex arguments about each item accurately if recorded later. 
The researcher used short-hard style which served as a guide to remember the details and linkages across issues. 
Block quotations were recorded in order to give voice to the discussion, as well as to capture the contextual 
perspective of the participants’ experience.  

Data was collected upon acceptance and consensus with the participants. Before collecting data, the research-
er informed the participants about the research, and its significance, as well as their rights in case they chose to 
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participate in the study. Once all the outstanding issues were resolved, data collection process began. The most 
challenging part of this study was that it was not easy to get the participants to fix data collection schedules. It 
took longer than the researcher anticipated before. Earlier, the researcher anticipated that she would collect data 
in 2 months. However, she was able to collect data in 5 months.  

Descriptive statistics was used to analyze survey data. On the other hand qualitative data was analyzed based 
on the following steps. Qualitative data obtained from focused group discussion was analyzed by summarizing 
large data through note taking into themes, and eliciting themes that emerge from the data in light of the re-
search questions. When analyzing data, significant statements, quotes, or sentences were highlighted. Tran-
scribed data was read repeatedly in order to obtain meaning. Next, statements were clustered together according 
to themes. These statements and themes are then used to write and describe the participants’ views. The final 
analysis is then written taking into account the bottom line in every thematic issue [22]. 

4. Results of the Study  
4.1. Years of Experience and Level Education 
The findings of this study show that 63% (19) of the respondents were between the ages of 30 - 35 years, while 
37% (11) of the respondents were below 30 years. None of the respondents was below 25 years. This shows that 
even though small, the number of young female entrepreneurs indicates an emerging trend of young women in 
international entrepreneurship. The findings also indicated that 80% (24) of the respondents had between 1 - 5 
years of experience while 20% (6) of the respondents had below 1 year experience. This shows that majority of 
the respondents in the study had strong experience in international entrepreneurship. Regarding the level of 
education, 86% (26) of the respondents had high school education while 14% (4) of the respondents had col-
lege/university education. None of the respondents had education below high school. This indicates that majori-
ty of the respondents had high school rather than college/university education.  

4.2. Types of Business Enterprises  
Most of them sold their products in stalls located in shopping malls, open markets, while a few sold their prod-
ucts from their homes, where they delivered the products to their customers who often ordered the products 
which were then delivered upon order. Typically, these enterprises were crafted along a sense of innovation 
meant to operate microenterprises whose activities focused on adapting situational mechanisms to tackle local 
barriers such as costs incurred when engaging in business-to-business relationship for example local whole 
sale-retailer relationship. To do so, entrepreneurs creatively maximized their access to opportunities by attempt-
ing to create an alternative to the traditional supply chain, in which case, instead of relying on local wholesalers 
for goods; they flew abroad to get them from the source, then sale them on retail market. The findings of the 
study also shows that 76% (23) of the respondents were in fashion industry buying and selling products such as 
jewelry, clothes, shoes, and beauty products; while 24% (7) of the respondents were in electronics, and house-
hold items. The common characteristics across the business ventures are that the entrepreneurs diversified their 
products rather than specialize in particular items only.  

4.3. Frequency of Travel to Thailand  
From time to time, these entrepreneurs flew to Thailand, stayed there for a while as they purchased their goods 
for sale, then flew to Congo, where they sold the products. All the entrepreneurs ran small scale business enter-
prises in Congo. Frequency of travel in international trade implies that the business is running well and that there 
are incentives to buy and sell, as well as explore changes or new opportunities in the market at a relatively high-
er rate. 60% (18) of the respondents traveled to Thailand at least once a month, 30% (9) traveled to Thailand at 
least once every three months, while 10% (3) of the respondents travelled to Thailand at least once in 6 months. 
This shows that majority of the respondents travelled to Thailand more frequently and had either access to new 
business opportunities, had good business running or both.  

4.4. Sources of Capital  
Determining sources of capital is important for entrepreneurship, because it can help one to know whether a 
business is stable, growing, or likely to grow. 50% (15) of the respondents said their capital was derived from, 
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profit from prior business, 16% (5) respondents reported that their sources of capital was from current profit, 
23% (7) said their income was from family and friends support, while 11% (3) had their capital from microfin-
ance institutions. This results show that majority of the respondents had their income from prior business. This 
implies that considering similar circumstances, women who had prior stable business were likely to gain capital 
to venture into international trade as entrepreneurs. In this case, their prior business stability and income pro-
vides a stable capital base to advance into new business ventures. The number of women who reported their 
current businesses as the sources of capital was far much below compared to those who gained capital from their 
prior businesses as well as those who gained support from their families. These results also indicate that support 
from family and friends remain important source of capital for female entrepreneurs. This also means that the 
female entrepreneurs’ family socio-economic status or willingness to support the entrepreneur is a factor in de-
termining whether female entrepreneurs will enter participates in international trade or not.  

4.5. Professional Training in Business  
Professional training is important for business because it equips entrepreneurs with skills, knowledge and com-
petence necessary for managing their businesses. The results of the study show that 83% (25) of the respondents 
had no professional training in business, but relied heavily on their practical experience as entrepreneurs. Of 
these 78% came from business families and had spent larger part of their lives in business. On the other hand 
17% (5) of their respondents Bachelor degrees in business, marketing or economics. This shows that majority of 
the respondents based their international trade competencies on their experience. The study also shows that apart 
from education the family unit remains a major socio-economic institution that plays an important role to pre-
pare women for international entrepreneurship.  

4.6. Reasons for Choosing International Trade/Entrepreneurship 
Regarding the question: Why did you choose your particular business venture? 50% (16) of the respondents 
cited influence from family, 26% (8) of the respondents cited lived experiences within which they discovered 
business opportunities for example, scarcity of particular goods and services, while 21% (7) of the respondents 
chose these business because of access to information either through a network of friends or through education. 
Some women entrepreneurs had chosen their businesses because of the business opportunity that they discov-
ered through their own lived experiences. One such participant chose to do jewelry business because she missed 
the types of jewelry that fit her needs on the market. As a result she decided to meet these needs for customers 
like her. Besides she loved the jewelry business too. “My entrepreneurial venture falls in the jewelry industry 
and I run a company that makes and sells different types of jewelry and accessories items such as anklet, brace-
let, earrings, nose ring, and waist chains. I chose this particular venture because I myself love accessories and 
sometimes, cannot find the perfect match for my outfits.” She said. Other entrepreneurs chose their business be-
cause it was something they wanted to do since they were young and they had nurtured this dream as they grew 
up. One participant said “I chose this business because it was my childhood dream, and I’ve always dreamt to be 
my own boss. So I decided to study management so that I could manage my own business and now I am doing 
it.”  

4.7. Lack of Capital  
Lack of capital was cited as a challenge to respondents businesses with 86% (26) of the respondents citing it as a 
problem to their business compared to 14% (4) who did not. Those who did not cite lack of capital as a chal-
lenge to their business reported that they had established business that ran largely on orders. This means that 
they received enough money before they delivered the goods to their customers. This means that that business 
strategy and business establishment reduced constraints on the respondents’ need for capital before they run 
business. Other cited family contribution as adequate contribution to their capital as one participant suggest be-
low.  

Fortunately for me, I have not had a lack of capital because I have had the full support of my family behind 
me. Before I even started my venture, I made sure my funds would come through and it would be enough for me 
to start my operations. My capital came from parents’ funds and that’s what I initially started on. For women 
entrepreneurs who wish to obtain funds as means of capital, in my opinion, should not be facing discrimination 
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on getting those loans just because they are women.  

4.8. Lack of Information 
“You need to be well informed on your line of business in order for you to be successful. Entering a business 
that you are not well informed on usually leads to failure of the business” said a participant. The results of this 
study show that 76% (23) of the respondents reported that lack of information affected their business while 24% 
(7) of the respondents did not. Access to information can also be as a result of the abilities of the entrepreneur to 
make sense of information within the business environment as one participant suggests below:  

There’s lots of information all around us out there; we just have to go and grab it. If an entrepreneur wants to 
know something and do prior research, there is nothing that stops that individual. I do not believe in lack of in-
formation since we live in a very tech-savvy world these days, where almost anything can be found on the inter-
net. However, some challenges that may arise in obtaining information is that it may be identical and nothing 
new to receive. What you find may have already been found by other competitors, and therefore information 
doesn’t remain new or unique. Another challenge that women entrepreneurs may face that leads to lack of in-
formation is a weakness of connections. If the entrepreneur isn’t a social being, then that can be a setback be-
cause information always doesn’t come knocking on your door; people have to go out and find it.  

Respondents who did not report lack of information as a problem to their business indicated they had either a 
social network that provided them with access to information, or had access to information technologies from 
which they sought the information they needed. This implies that social networks and modern information tech-
nologies provide a platform for entrepreneurs to access the information they need for business as one participant 
suggests below:  

I think I got all the information required for my business. Firstly thanks to the internet that provides all the 
information needed for the success of the business. Also I have many friends worldwide who help me with ne-
cessary information about the different areas where they.  

4.9. Lack of Skills 
Results from this study shows that 43% (13) of the respondents reported lack of skills as a hindrance to their 
business while 57% (17) of the respondents did not consider it a hindrance. This implies that majority of the 
respondents had confidence in or considered their skills adequate for their businesses. Some of those who did 
not consider lack of skills a threat to their business considered using business networks to provide for the skills 
they needed, which they did not have as entities. In this case, lack of skills is considered a business expense ra-
ther than a threat to business, as one of the respondent suggests “…because I believe in business/entrepreneur- 
ship you can never lack skill and whatever one lacks you can always find or pay some to do what one lacks. And 
it’s about risk taking because you can never 100% assurance.”  

Lack of skills was also considered a less or no threat when one is experienced in entrepreneurship. It is as-
sumed that some of the business needs which require skills are addressed with the experience an entrepreneur 
acquires over time as one respondent suggests “Presently I’m well skilled for my business because I’ve been in 
this business for 10 years today guess the you’re are used in doing something, the expert u become in doing that 
particular thing.”  

Another view to lack of skills is that lack of skills is not general, rather relative to women entrepreneurs. This 
means that it depends with the women entrepreneurs themselves and the circumstances under which women en-
trepreneurs do their business. In light of this, one respondent suggests:  

Certain women entrepreneurs definitely lack essential skills of carrying the responsibilities and becoming a 
good entrepreneur who indulges in risk taking and knows how to sell. This doesn’t mean however that all wom-
en lack skills in being an entrepreneur. There are some that are better than others, and some who have a lot of 
room for improvement. Entrepreneurial skills can be honed and sharpened, but only with practice of being in 
business. I believe a successful entrepreneur is one who has faced and learned from failures, and not just one 
who has been dependent on success. 

4.10. Lack of Business Partners 
Results of this study show that 83% (25) of the respondents reported lack of business partners as a challenge to 
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their businesses compared to 17% (5) respondents who did not experience this challenge. Those who did not ex-
press the lack of business partners as a threat to their businesses were sole entrepreneurs who had developed a 
strong tradition of sole entrepreneurship and therefore considered it a factor in their business success. One par-
ticipant suggested “You don’t always need business partners to succeed in a business. Some businesses are bet-
ter off done as individuals. Other considered trust as a major which, in which case trust would be a problem in 
case of business partnership than it would in sole proprietorship. One participant for instance suggested “…be- 
cause trust plays a major role in the growth of the business and you want to find someone who can share support 
because two brains are better than one.”  

Another view in preference to sole proprietorship over business partnership is based on the personal expe-
rience of the entrepreneur, particularly when the entrepreneur considers self, based on business experience as 
being better off without business partnership. Such differences may entail personal beliefs, views, and goal dif-
ferences. One participant for instance suggests that: I do not feel that personally in my venture, I lack any part-
ners because I know I do not work too well with extremely large groups. Because I am a perfectionist, I tend to 
do things on my own, due of my high expectations from people.” 

4.11. Cultural Beliefs Hinder Business 
This study reports that 93% (28) of the respondents reported that cultural beliefs hinder business while 7% (2) 
reported that cultural beliefs did not affect their business. Respondents who reported cultural beliefs as having 
hindrance on businesses identified factors such as trust: cultural sensitivity, client customer behaviors, and be-
havior conflict between the entrepreneur and the market. Regarding this, one respondent for instance suggests 
the following: “… Understanding the importance of culture and respecting the role it plays in the lives of poten-
tial customers in foreign markets is vital and could mean the difference between the success and failure of your 
overseas ventures. If you belief is completely opposite from your new market’s belief, you might not be making 
as much as you would in another country or environment where you both share the same beliefs.” 

4.12. Government Laws/Regulations Hinder Business 
The findings of this study show that 96% (29) of the respondents reported that government regulations hinder 
business while 4% (1) of respondents did not consider government regulations a hindrance. Some of those who 
reported government regulations as a hindrance to business cited corruption, tax burden on entrepreneurs, and 
politics as some of the reasons why government regulations on businesses don’t work. One participant for in-
stance suggests: “I believe they do because there are very few countries in this world that do not engage in cor-
ruption. Because of corruption, politics, and harsh rules and regulations that businesses need to comply with at 
all costs; an entrepreneurship cannot always go as planned.” 

4.13. Politics Hinder Business 
Results of this study show that 50% of the respondents reported that politics hinder business while 50% did not 
consider it a hindrance. The most common political issues raised were about political influence on taxes, mini-
mum wage, and national security. One respondent for instance suggests the following: “Politics can affect busi-
nesses both negatively and positively through changes made to tax, labor and national security laws. For exam-
ple, politicians can raise taxes directly on businesses or on individuals, which ends up costing companies in the 
long run as people spend less money on goods and services.”  

The other view to political influence on business is the government inaction over illegal business, which un-
dermines legitimate businesses performance and opportunities to make profit. Regarding this, one participant 
suggests “Because of too much underground business, it is hard for businesses to find proper capital and make 
profit due to the poverty caused by politics.” Another related view suggests that political stability affects busi-
ness, for instance one participant observed “Unsustainable governments, corruption and political subjections can 
very much hinder a business because you never be ready for politics throw at you, which would also hinder the 
financial market.”  

4.14. It Is Harder to Obtain Capital Based on Gender  
The results of this study shows that 73% (22) of the respondents reported that it is harder to obtain capital based 
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on gender while 27% (8) of the respondents did not consider it as an issue. Some of those who did not report 
access to capital as a problem had been in business for long or had support from family networks. Regarding this, 
one participant suggests the following: “No, I do not feel it is harder as I think about my case when I first started 
my business in this line. Capital, as mentioned earlier, was provided by the funds of family support (mostly par-
ents) and they were motivating me to continue with my business because my father is also an entrepreneur. The 
same way a man raises capital for business, a woman can obtain those same methods to get for her entrepre-
neurial venture.” 

4.15. Women Face Discrimination in Business 
The findings of this study indicate that 66% (20) of the respondents reported that women face discrimination in 
business while 34% (10) of the respondents did not. Some of the respondents who reported discrimination attri-
buted it to cultural views and norms for instance one participant suggests:  

Females are always viewed as pushovers as well as unfit to mingle and play with the big dogs. Our serious-
ness and entrepreneurial abilities are always under estimated. So yes it is very difficult to gain trust when asking 
for any sort of investment capital and we have to work twice as hard. 

Another view to the discrimination of women in business is that there appears to be a world view in which 
business roles are stereotyped and socially allocated to women and men. By doing so, society expects women to 
choose to do business to fit in these categories rather than creatively do something of their choice. Regarding 
this, one participant suggests: “Women definitely face discrimination in business, whether it’s in operating their 
own business or during a hiring process for an employer… For example, people hold a stereotype for women 
and they feel that women are not suitable for Sales jobs as it demands traveling to unknown places, speaking to 
unknown people, working late nights and so on.” 

4.16. Men Are Respected More in Business than Women 
The findings of this study shows that 60% (18) of the respondents reported that men are more respected in busi-
ness than women compared to 40% (12) who reported it not an issue. Some of who reported that men are res-
pected more than women indicated attitudinal reasons for instance one participant suggests “Because men are 
looked at as the pioneers of business and women could work at the same position or even higher than males but 
get paid less. Men are seen as stronger and very decisive counterparts than women hence being of more impor-
tance.”  

Another view to this is that respect for men or women in business depends on the type of business the entre-
preneurs are doing. One participant for instance suggests “it depends with what kind of business you are in-
volved in for you to be respected. If you are in to the fashion business and sell clothes or anything you will be 
treated differently from someone selling electronics regardless of your gender.”  

A contrary view to this is that which focuses on the changing times, where a participant suggests that even 
though culture has contributed to the differences in the way men and women are respected in business; time are 
changing and so respect for women compared to men is relative and subject to the changing times.  

It depends on the culture people are doing business in. While some may think that women get respected less in 
places like the Middle East or even some Muslim or strict Hindu nations, some of these can actually be consi-
dered myths. I personally believe that we are moving towards a business world where women are equally res-
pected, if not more, than men. The business world is a very diverse one and it obviously depends on what indus-
try as well. All in all, however, I would say that men do not get more respect or are taken more seriously just 
because of their gender. I do believe that double standards still exist, but in a bigger picture, women also are 
well respected when conducting business or having one on their own. Back in those days women were under es-
timated so now when people see a woman that has achieve her goals they are astonished and amazed which 
thereby make them to respect her more.  

5. Discussion 
The results of the study show that: government laws and regulations; cultural beliefs; lack of capital; lack of 
business partners; lack of information; difficulties to obtain capital based on gender; discrimination against 
women in business; and availability of more women in business than women highly affected women entrepre-
neurs in Congo. Politics had an average effect while lack of skills had much less effect below average. Contrary 
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to the hypothesis of this study, the results indicate that female entrepreneurs under this study were not equipped 
to face and tackle external challenges that affected their organizations. Consequently external threats to young 
female entrepreneurial ventures outweighed their capacity to address them.  

The findings of this study also indicate that young female entrepreneurs draw from their own experience, so-
cial networks, and family support resources that they use to address challenges their organizations face. Most of 
the female entrepreneurs under this study indicated strong family support. Some had experience going way back 
to their childhood since they grew up participating in family business and gaining hands on experience, know-
ledge and skills on how to do business. Others benefited from social networks that enabled them to travel, and 
access information which they used to build organizational resilience against environmental threats.  

Earlier studies have shown that professional training is important for business because it empowers entrepre-
neurs with skills, knowledge and competence necessary for managing their businesses. In light of this view, the 
results of the study show that 83% (25) of the respondents had no professional training in business, but relied 
heavily on their practical experience as entrepreneurs. Of these 78% came from business families and had spent 
larger part of their lives in business. On the other hand, 17% (5) of their respondents Bachelor degrees are in 
business, marketing or economics. This shows that majority of the respondents based their international trade 
competencies on their experience. 

However, most these entrepreneurs under study had acquired their skills and competencies from hands on ex-
perience, while participating in family business as they grew up. This has several implications. The first impli-
cation is that this study shows that family business plays a role in international entrepreneurship as an informal 
practical training school. The second implication is that in the absence of or when business people especially 
women do not have access to formal trainings for different reasons; family business play that function. It may be 
the most accessible if not the only choice for disadvantaged groups in business. The third implication is that ex-
perience played a major rule in informing the skills and competencies of the participants under study than pro-
fessional training. In this case, further research for instance larger surveys should be done to show for instance 
the extent to which female entrepreneurs rely on informal training and experience compared to professional 
training in Congo.  

The way men speak in business may earn them respect, and while women speak like men do, they are alie-
nated. Men for instance: swear more at work place hence sound convincing; they speak louder than women; in-
terrupt more; generally speak out more in business meetings; and use declarative statements. This makes them 
effective in boosting morale and confidence. This implied that respect in business is perceived, acquired and 
given along gender lines. In light of this, the findings of this study shows that 60% (18) of the respondents re-
ported that men are more respected in business than women compared to 40% (12) who reported it not an issue. 
However, another view to this is that respect for men or women in business depends on the type of business the 
entrepreneurs are doing. If this view is to by, it suggests that the problem is not the immediate business situation 
where women are less respected than men; but rather, societies has already gendered types of businesses and 
classified which ones are for women and which ones are for men. Therefore, when a woman is found doing 
business perceived to be a man’s business, she is less respected.  

Earlier studies have shown that in many countries, cooperatives provide a strong resource for women to ad-
vance their business successfully. However, few women reach decision making levels in the management of 
cooperatives. This means that women issues do not feature much in decision making. There is also lack of 
gender agenda in business negotiations and bargaining. Most business laws and regulations give advantage to 
men than to women with World Bank survey of 143 countries indicating that 90% of these countries have atheist 
one policy that differentiates. In Democratic Republic of Congo and Pakistan for instance, women are restricted 
from opening bank accounts [23]. In light of this view, the findings of this study indicate that 66% (20) of the 
respondents reported that women face discrimination in business while 34% (10) of the respondents did not. 

Another view to the discrimination of women in business is that there appears to be a world view in which 
business roles are stereotyped and socially allocated to women and men. By doing so, society expects women to 
choose to do business to fit in these categories rather than creatively do something of their choice. Such situation 
is possible for example if the woman is from a particular religion, color, or race that falls in the minority of that 
industry [24]. 

While some of the findings of this study for example discrimination, and socio-cultural practices that limit 
women’s opportunities in entrepreneurship can be found in the experiences of women entrepreneurs in other 
parts of the world; this study shows that the family unit plays a more central role in providing business oppor-
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tunities for young female entrepreneurs in Congo, especially in the absence of government intervention; and 
when such young female entrepreneurs lack access to professional training and private sector incentives. There-
fore, while in other studies, economic institutions such as financial institutions or political institutions such as 
government assume a prominent role in the discussion of empowering young female entrepreneurs; this study 
uniquely shows that one thing often goes unnoticed-that is family. Therefore, policies or private sector interven-
tions that will provide a more effective solution to challenges young female entrepreneurs face must add to its 
agenda and priorities, the family unit.  

5.1. Recommendations 
Practitioners in entrepreneurship should focus on: 
1) Promoting skills and knowledge sharing to enhance experience, knowledge, creativity and innovation. 
2) How to maximize profits and to venture into new sources of capital. 
3) Customized programs for professional training and development of female entrepreneurs. 
4) Providing incentives for instance access to information and reforms in trade policies for example increasing 

infrastructure such as internet access and, promoting family based economic policies. 

5.2. Limitations of the Study and Directions for Future Research 
Because of resource and time constrains, this study takes a case study approach intended to provide an under-
standing of the challenges young female entrepreneurs face and the resources they need. Since this is a single 
case study, the findings of the study cannot be generalized as the basis for the entire view of challenges young 
female entrepreneurs face. During data collection, getting more participants was a challenge. This is partly be-
cause there are no government records from which one can know how many such entrepreneurs are in Congo. 
Such records would provide an opportunity to identify and reach out to more participants. The other major chal-
lenge was language barrier. Most of the participants were fluent French speakers while the thesis was conducted 
in English. As a result, the researcher translated the questionnaires and into French and conducted focused group 
discussion in French before translating the data into English and then analyzing. Some concepts are lost or tend 
to lose weight through translations besides the time constrains spent on translation process. 
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