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Women entrepreneurs in Türkiye’s hospitality
sector: Motivational drivers, challenges, and

resilience

Pamukkale University, Denizli, Türkiye

This qualitative study investigated women’s motivations for becoming entrepreneurs, the challenges they face, and
the factors giving them the resilience to overcome these dif�culties. Data were collected from 10 women
entrepreneurs in Türkiye’s hospitality sector. The data analysis identi�ed six main entrepreneurial motivations: (1)
proving themselves professionally; (2) being recognized socially; (3) increasing income and family well-being, and
ensuring that their children have a better future, including the chance to inherit a sound business; (4)
demonstrating their entrepreneurial abilities, making their mark on the hospitality sector and society generally; (5)
responding to previous negative workplace experiences and burnout, and using their work experience to develop
their own business; and (6) enjoying the excitement from using the entrepreneurial abilities recognized by their
friends and family. Witnessing the entrepreneurial successes of close relatives is another source of encouragement
for women. The participants also reported a number of challenges, particularly lack of �nancial support; the
harmful effect of dealing with debt on their social life and work-life balance; gender prejudices; unfair competitive
practices of large businesses; lack of quali�ed workers; problems maintaining their supply chain; feeling obliged to
behave in a masculine manner to assert their authority; unjusti�ed criticisms from customers; high taxes; and
drawn-out legal processes. Additionally, several factors were found to increase women entrepreneurs' resilience
against challenges: conducting an identity-based struggle; maintaining their professional stability; sustaining a
habitual initiative; continuing their business to avoid experiencing a sense of failure; drawing on the maternal role,
a strong sense of responsibility, and social support to maintain emotional resilience; and utilizing the accumulated
knowledge from previous training and experience in entrepreneurship. Finally, the �ndings showed that family
members are frequently involved in business operations, highlighting the critical role of family support for women
entrepreneurs’ success.
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1. Introduction 

Within tourism research, there has been increasing interest in the last decade in women entrepreneurs. This attention 

recognizes how women entrepreneurs are increasingly contributing to economic development, employment, and social 

transformation. Tourism and hospitality attract women entrepreneurs because these sectors have low entry barriers, allow 

different business models, and enable strong interaction with local communities and cultural heritage (Altinay et al., 2026; 

Figueroa-Domecq et al., 2020). Entrepreneurship itself is important for women because it enables them to participate in 

professional life, and gain economic independence and higher social status, which in turn raises their self-confidence and 

self-esteem, thereby enhancing their psychological well-being (Chatterjee et al., 2022; Ng et al., 2022). 

On the other hand, women entrepreneurs face many economic, structural, psychosocial, and cultural barriers to developing 

and expanding their businesses. These include gendered social expectations, unequal share of family responsibilities, 

denial of financing, and insufficient support, whether institutional or social (Ali, 2018; Kourtesopoulou & Chatzigianni, 

2021; Mkini Lugalla et al., 2024). Indeed, for women, entrepreneurship may be dominated by patriarchal systems and 

gender norms (Bagheri et al., 2023; Vukovic et al., 2023). Hence, women's entrepreneurial experiences are rarely formed 

under the same conditions as men's. Along with workload and the basic human need for social interaction, family duties 

add another layer, and these "multiple burdens" can put women entrepreneurs at a competitive disadvantage compared to 

their male counterparts in the business world (Surangi, 2018, p. 125). Given that tourism is a particularly seasonal, 

competitive, and unstable sector, women entrepreneurs often struggle to grow their business sustainably so as to achieve 

professional security and stable career goals (Maliva et al., 2024; Nordbø, 2022; Yıldırım et al., 2020). 

It is therefore crucial to eliminate these barriers by empowering women while developing the tourism sector in a way that 

encourages inclusivity and gender equality so as to increase the number of women entrepreneurs (Filimonau et al., 2024). 

The present study addressed these issues by adopting a qualitative descriptive design to explore the hitherto unseen 

experiences of women hospitality entrepreneurs working in Türkiye. Women currently account for 18.2% of Türkiye’s 

entrepreneurs (Republic of Türkiye-Ministry of Family and Social Services, 2024). To further encourage their 

participation, public reports and development plans increasingly include incentivizing strategies (e.g., Presidency of the 

Republic of Türkiye-Directorate of Strategy and Budget, 2023). Although various studies have focused on women 

entrepreneurs in Türkiye, their authors acknowledge that further research and awareness-raising is needed (Konaklıoğlu 

& Kaleözü, 2023; Yilmaz et al., 2025). Given the lack of knowledge about the experiences of women entrepreneurs in 

Türkiye’s hospitality sector, the present study aimed to understand why they wish to start their own businesses, what 

challenges they face (e.g., legal, institutional, financial, sociocultural), and how they achieve the resilience to continue 

their businesses following setbacks. Addressing these questions provided the three main themes of the study: motivational 

factors, challenges, and sources of resilience. Research findings related to these three main themes were enriched with 

additional data regarding women’s previous entrepreneurial experiences (whether their own or family members’) and 

support from family members (e.g., help running the business or inheriting a business). Moreover, through an 

investigation of start-up capital sources, this study also examined how women entrepreneurs deal with business financing 

and constraints. The findings provide valuable insights for industry representatives, policymakers, and scholars. In 

particular, they indicate how to assist women hospitality entrepreneurs to become more secure, effective, and resilient.  

This study, which will add to the hospitality literature on women's entrepreneurship in various countries with findings 

from the context of Türkiye, will address the following four research questions: 

RQ1: What motivational factors encourage women’s entrepreneurship in Türkiye’s hospitality sector? 

RQ2: What challenges do women entrepreneurs face in Türkiye’s hospitality sector? 

RQ3: What factors increase women entrepreneurs’ resilience in overcoming the challenges and sustaining their 

entrepreneurial activities in Türkiye’s hospitality sector? 

RQ4: What roles do social support networks, prior entrepreneurial experience, accumulated knowledge, and family 

involvement in business operations play in women’s entrepreneurship in Türkiye’s hospitality sector? 

2. Literature Review 

A review of the existing literature reveals that research on women's entrepreneurship in tourism and hospitality have 

mainly focused on four primary subthemes: (1) socio-cultural barriers, gender roles, and work-family balance; (2) 

financial constraints, legal procedures, and institutional support mechanisms; (3) social capital, family support, and 

networks; and (4) entrepreneurial motivations, psychological capital, and solidarity.  
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Socio-Cultural Barriers, Gender Roles, and Work-Family Balance 

Socio-cultural structures in various societies tend to impose gendered roles that, for women, are a critical factor hindering 

their development as entrepreneurs. In particular, across countries with different development levels, women are expected 

to prioritize their domestic roles over economic activities (e.g., Dionysopoulou & Aivaliotou, 2021; Tajeddini et al., 

2017). These stereotypical expectations tend to subordinate women in similar ways both economically and socially.  

Previous research indicates that some women entrepreneurs put family obligations ahead of their business activities and 

consciously limit the growth potential of their businesses. In Ghana, for example, Ali (2018) reported that women’s efforts 

to develop their businesses often clash with their expected family roles as wives and mothers. Similarly, Makandwa and 

de Klerk (2024) found that rural women tourism entrepreneurs in South Africa are expected to perform their traditional 

family roles fully (e.g., childcare and cooking) as well as running their ventures. In Greece, too, women are expected to 

prioritize their traditional domestic responsibilities (e.g., supporting their husbands emotionally and practically, managing 

the home, and caring for children) over the time and energy they might otherwise spend on economic participation 

(Dionysopoulou & Aivaliotou, 2021). Surangi (2018) found that, due to stress, women entrepreneurs in Sri Lanka may 

offer fewer services and devote less time to their businesses than they otherwise would. This stress ultimately results from 

the gender norms around being a good wife and mother in Sri Lankan culture. Because of this emotional attachment to 

their families, these women experience poor work-life balance and sometimes a sense of not fulfilling their maternal 

responsibilities. Freund et al.’s (2024) concept, the “motherhood penalty”, is valuable here in pointing out how women 

entrepreneurs are significantly hindered by gendered social stereotypes in many countries regarding childcare 

responsibilities, particularly when entrepreneurial success is normatively associated with long working hours. 

In many countries, women’s economic participation is also hindered by patriarchal structures. For instance, Iran’s deeply 

rooted conservative social values and concomitant gender inequalities mean that women face various gendered 

institutional and social barriers that severely restrict their entrepreneurial opportunities (Bagheri et al., 2023; Ghaderi et 

al., 2023). From their study of tourism entrepreneurship in Bali, Indonesia, Tajeddini et al. (2017) concluded that gender 

norms force women entrepreneurs into the informal economy. That is, they tend to operate small-scale, informal 

accommodation enterprises, with their associated insecurity and lower profitability, because this gives them sufficient 

flexibility to balance work commitments with their expected family responsibilities.  

Nordbø (2022) found that women’s entrepreneurship is similarly hindered in Norway and Chile, despite the two countries’ 

significant cultural differences, by perceived lack of opportunities, cultural norms, including religion, and family 

responsibilities. Reflecting the gendered allocation of social roles in many countries, women entrepreneurs are also more 

likely to start businesses in or be limited to supposedly “female-appropriate” sectors like childcare, cleaning, and food 

and beverage (Kutlu & Ngoasong, 2024). Such businesses are generally home-based and low-risk, but also less profitable. 

Overall, research shows that women entrepreneurs face multiple gendered challenges due to family and childcare 

obligations and patriarchal gender biases. To this can be added the high risk of facing discrimination and harassment in 

their work (e.g., Vukovic et al., 2023). 

Financial Constraints, Legal Procedures, and Institutional Support Mechanisms 

In the tourism and hospitality sectors, women entrepreneurs face significant barriers while trying to establish and grow 

their businesses regarding three components of the entrepreneurial ecosystem: financing, the legal framework, and 

institutional support. When added to the gendered prejudices discussed in the previous section, these barriers perpetuate 

inequality for women tourism entrepreneurs. 

Regarding financing, the most significant constraint is the difficulty in accessing start-up capital (Vukovic et al., 2023). 

This often forces women to adopt a “low debt / low capital” strategy whereby they develop small tourism businesses 

lacking a firm financial foundation (Kourtesopoulou & Chatzigianni, 2021). They also often finance their business 

informally, such as with their own savings or those of friends or family (Ali, 2018; Filimonau et al., 2024). Their 

dependency on external financing makes it difficult to meet the capital requirements necessary for sustainable corporate 

growth (Jamali, 2009). Furthermore, the lack of government-provided business loans, consulting services, and incentive 

mechanisms stands out as a structural and institutional barrier impeding women entrepreneurs' growth plans (Ali, 2018). 

The literature also underlines that women with inadequate personal financial resources have limited access to credit 

information and are barred from participating in formal financial systems due to legislative disparities (Bagheri et al., 

2023; Ghaderi et al., 2023). 

In Iran, for example, Ghaderi et al. (2023) reported that banks and sponsors are often suspicious of women entrepreneurs’ 

business plans regarding their loan applications and therefore demand guarantors or more documentation than they would 

for male applicants. This results in women struggling to secure financing and becoming reluctant to pursue business 

expansion. They also struggle to access knowledge and strategic advice because they lack the necessary social networks, 
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mentoring systems, and peer-sharing platforms. Similarly, Surangi (2018) found that, in Sri Lanka, husbands must 

guarantee business loans for their wives or provide family assets as collateral. This leaves women entrepreneurs in a 

fragile, dependent position. Focusing on Tanzania, Mkini Lugalla et al. (2024) found that a minority of women tourism 

entrepreneurs developed more ambitious plans to grow their businesses after successfully accessing loans from banks or 

microfinance institutions. However, most of their peers could not benefit from formal financing because they lacked 

collateral. Consequently, they had to find financial support from friends and relatives. Finally, Nordbø (2022) reported 

that rural women’s tourism businesses tend to be smaller, grow more slowly, and are less internationalized. The author 

attributes these weaknesses to seasonality in tourism. That is, because these women entrepreneurs often cannot maintain 

sufficiently stable earnings to repay their business loans, they are more cautious about taking risks like borrowing and 

growing their businesses. In particular, most of these rural tourism businesses are run from the woman’s or her family’s 

property. Hence, if the business went bankrupt then the family could lose its assets. This in turn makes these women 

entrepreneurs avoid taking business loans and suspicious of banks. 

Women entrepreneurs seeking financial support are also disadvantaged compared to their male peers because potential 

investors often doubt their professional commitment due to their own biased assumptions about motherhood and 

caregiving responsibilities. Such biases are linked to women’s lower participation in networking activities (Freund et al., 

2024). As Kutlu and Ngoasong (2024) reported from their study in Türkiye, these gendered prejudices reduce trust 

between women entrepreneurs and financiers. Consequently, even when these women show that they can balance work 

and caregiving, their funding applications are still often rejected. 

Social Capital, Family Support, and Networks 

Social capital is one of the most important determiners of women entrepreneurs’ success because of its role in accessing 

information, financing, trust, and moral support through social networks (Adler & Kwon, 2002; Coleman, 1988). For 

women entrepreneurs, social capital goes beyond economic advancement to increase psychological resilience, self-

efficacy, and social recognition (Carter & Shaw, 2006).  

Women entrepreneurs’ social capital is primarily a function of family support at various stages in developing their 

businesses. Beyond finance, other family members can draw on their own experience to provide emotional solidarity, 

business knowledge and advice, and operational support (Filimonau et al., 2024; Madawala et al., 2023; Mkini Lugalla 

et al., 2024). For example, a woman entrepreneur who has children can manage her time more effectively if her husband 

provides emotional support and voluntarily shares both household and business responsibilities. By helping these women 

maintain a healthier work-family balance, such support reduces the guilt and stress that women tend to experience from 

supposedly neglecting family responsibilities (De Simone et al., 2022; Kurniawan et al., 2025). Women entrepreneurs 

with a supportive family environment also tend to be more self-confident and motivated, which makes them more 

determined in business (Makandwa & de Klerk, 2024). Children can also play an important supportive role by helping to 

run the business, thereby enabling the family to sustain it and making it more likely to be passed on within the family 

(Filimonau et al., 2024; Welsh et al., 2016). Furthermore, by involving themselves, younger family members can become 

more aware about the importance of improving service and innovation (Makandwa & de Klerk, 2024).  

Social capital also extends beyond family ties to other networks that can critically determine the success of women-led 

businesses (Kourtesopoulou & Chatzigianni, 2021). These extra-familial sources of social capital include relatives, 

neighbors, and close friends. Based on their own experiences, they can provide information, enable access to new markets, 

and suggest managerial or marketing strategies, thereby helping to offset the structural and institutional constraints 

discussed earlier (Erkol Bayram, 2018; Filimonau et al., 2024). In supporting women entrepreneurs, social capital operates 

both relationally and strategically. Strategic cultivation of internal and external networks helps them access information, 

find opportunities to collaborate, and enter new markets. This in turn provides a long-term competitive advantage (Paul 

& Amin, 2026). Relational social capital through community-based solidarity networks can help women entrepreneurs 

maintain their businesses, particularly in contexts lacking formal support systems (Simba et al., 2023). In Bali, for 

instance, women are motivated to continue their businesses by religious and ethnic networks that offer both financial and 

moral support (Tajeddini et al., 2017). At the same time, women entrepreneurs are not necessarily just users of such 

community networks but may also create and strengthen them. From their exploration of rural, mountain tourism in 

Trentino, Italy, Martini et al. (2020) found that women tourism entrepreneurs are notable for the authenticity, experiential 

value, and innovative nature of their businesses. In particular, through their empathetic communication style and 

willingness to build long-term relationships, these women offer a style of leadership that strengthens social capital within 

these local tourism businesses. 

However, it is also important to acknowledge that social capital is not always supportive. In particular, women’s autonomy 

and productivity can be restricted in communities with patriarchal social structures, caste systems that include negative 

assumptions about women, traditional gender roles, and stereotyping (Paul & Amin, 2026; Shastri et al., 2019). An 

important example is provided by Paul and Amin (2026), who showed how dominant cultural attitudes in India reduce 
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the potential benefits of social capital for SMEs. For women entrepreneurs, work-family conflicts are more likely because 

women to prioritize their gender roles as daughters, mothers, and wives in such societies. The cultural resistance to 

women’s economic participation and necessity of sacrificing personal time to meet multiple, and often conflicting, social 

demands mean that these women have less opportunity for networking, which in turn increases stress in their business 

(Ghaderi et al., 2023; Surangi, 2018). Indeed, research has clearly demonstrated that men entrepreneurs have greater 

access to social and professional networks, which disadvantages their women peers (e.g., Poulaki et al., 2021; Shastri et 

al., 2019). 

In summary, the research reviewed here indicates that women entrepreneurs tend to depend on supportive family relations 

and trust-based network structures to be successful (Filimonau et al., 2024; Kourtesopoulou & Chatzigianni, 2021; 

Makandwa & de Klerk, 2024). They are also often constrained by patriarchal norms and gender roles, which mean that 

social capital is not equitably distributed between the genders (Ghaderi et al., 2023; Surangi, 2018). 

Entrepreneurial Motivations, Psychological Capital, and Solidarity 

Research into women’s entrepreneurship reveals that it involves individual empowerment, self-actualization, and the 

socially contributing, beyond its economic aspects. That is, women are motivated by many factors to go into business. 

These include work-related and financial factors like doing meaningful work, starting a new career having achieved 

fulfilment in their previous career or retiring, increasing their income, and taking advantage of investment opportunities; 

personal factors like gaining autonomy, demonstrating originality, proving themselves, and social recognition; and 

societal factors like improving community welfare, inspiring others, and preserving cultural values  (Filimonau et al., 

2024; Hlanyane & Acheampong, 2017; Konaklıoğlu & Kaleözü, 2023; Kourtesopoulou & Chatzigianni, 2021; Lynch, 

1998; Makandwa & de Klerk, 2024). Contextual factors may also be important. For example, women living in rural areas 

often turn to entrepreneurship because there are no other employment opportunities, while some women inherit a family 

business; others may have had negative experiences as employees or want to give their children financial security; while 

some want their work to align with their lifestyle preferences (Poulaki et al., 2021; Vukovic et al., 2023). From their study 

of female entrepreneurs providing hospitality on family farms in northeastern England, Wilson-Youlden and Bosworth 

(2019) concluded that entrepreneurship may be a risk-mitigation rather than risk-taking activity. That is, given ongoing 

uncertainties in the UK’s agricultural sector, these women go into business to make their financial situation more secure 

by diversifying their sources of income away from farming. 

As can be seen from the preceding discussion, women entrepreneurs are motivated not just economically but also in terms 

of psychological capital. Their motivation and business performance depend on their levels of self-efficacy, hope, 

optimism, and resilience (Hundera et al., 2019). Hallak et al. (2015) found that women entrepreneurs are more strongly 

attached to their businesses’ locations than men are. This in turn strengthens their self-efficacy, which directly increases 

their ability to identify new market opportunities, cope with uncertainty, develop human resources, and innovate, thereby 

improving the performance of their businesses. Similarly, Kourtesopoulou and Chatzigianni (2021) found that women 

entrepreneurs tend to outperform their male peers in creativity, curiosity about innovation, self-awareness, stress 

management, service improvement, and emotional intelligence, while having a lower tendency to give up / abandon their 

ventures. Women entrepreneurs can also increase their psychological capital through informal learning and social 

interactions—for example, through entrepreneurial passion inspired by social media engagement and role models (e.g., 

Madawala et al., 2023).  

The resilience and optimism dimensions of psychological capital may become more salient among women entrepreneurs 

when faced with external turbulence. During the COVID-19 pandemic, for instance, women who had already experienced 

crises were more psychologically resilient (Filimonau et al., 2024). Women entrepreneurs with a strong internal locus of 

control and a high orientation toward long-term strategic planning tend to manage risk better and remain resilient, despite 

pressure (Kourtesopoulou & Chatzigianni, 2021; Poulaki et al., 2021). 

Solidarity is a valuable social resource strengthening psychological capital and resilience for women entrepreneurs. In 

Iran, for example, Seyfi et al. (2025) found that solidarity and peer support enables women to remain resilient, despite 

pressure. Indeed, for these women, entrepreneurship symbolizes independence and resistance against both internal 

theocratic governance and external sanctions. Similarly, Vukovic et al. (2023) identified a culture of solidarity among 

women entrepreneurs in Serbia, where self-help groups intended to facilitate stakeholder interaction have evolved into 

community-based resilience networks. These have enabled these women entrepreneurs to overcome structural and cultural 

constraints. This solidarity is essential because, in some countries, society disapproves of women meeting with male 

stakeholders, devalues women’s economic contributions, and may not even recognize their efforts as a legitimate business 

(Nordbø, 2022; Shastri et al., 2019; Surangi, 2018). Thus, one way to overcome these demotivating barriers is for women 

entrepreneurs to join supportive professional associations and collaborate through platforms that bring together similar 

businesses (Martini et al., 2020; Mkini Lugalla et al., 2024). 
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In conclusion, the literature presents women’s entrepreneurship as a synthesis of psychological empowerment, self-

actualization, and social solidarity processes, rather than simply a pursuit of economic opportunities. By reinforcing their 

self-efficacy and hope, women may sustain their ventures even in uncertain times; through psychological capital and 

solidarity networks, they cultivate resilience at both individual and collective levels. 

3. Research Method 

Using a qualitative approach, data were obtained in September 2025 from 10 women entrepreneurs operating in the 

Turkish hospitality sector through a structured online form. An online form was preferred because it was assumed that 

participants would feel more comfortable sharing issues they might otherwise avoid elaborating on during face-to-face 

interviews with the researcher. This also allowed participants to be quite flexible with their time management. Qualitative 

research does not strictly define the required sample size; rather, it depends on the number of available participants and 

on achieving data saturation (Mason, 2010). That is, the researchers can end data collection once further participants’ 

answers start to repeat those of earlier participants (Guest et al., 2006, p. 66). For the present study, participants were 

selected by purposive sampling, which is frequently used in qualitative research. Using this method, researchers select 

those participants that seem more likely to provide in-depth answers to the study’s research questions. This helps ensure 

richer data and provides a deeper understanding of diverse perspectives. By adopting a qualitative approach, this study 

aims to reveal the underlying nature of the phenomenon under investigation rather than produce generalizable findings 

(Patton, 2014, p. 46). 

The online form had four sections. The first had eight items for collecting basic demographic information: age, marital 

status, parental status, education level, academic field studied at university (if applicable), completed training courses, 

prior work experience as an employee, and previous sectors and roles held. The second section had seven items regarding 

the participant’s business, partnership structure, and acquisition of start-up capital, specifically type of business activity, 

year of establishment, city of operation, reasons for choosing the city, partnership status, sources of financial capital, and 

number of employees. The third section had five items regarding previous entrepreneurial experience, the entrepreneurial 

background of family members, whether the business was inherited from the family, number of family members employed 

(if any), and their relationship (degree of kinship) with the participant. The fourth section contained the main research 

questions, which were prepared based on findings from several studies conducted in different countries and contexts (e.g., 

Ali, 2018; Ghaderi et al., 2023; Hlanyane & Acheampong, 2017; Poulaki et al., 2021; Shastri et al., 2019; Wilson-Youlden 

& Bosworth, 2019). The following is a list of these questions:  

• Who inspired you the most to start your own business? 

• Why did you choose to become an entrepreneur? (What were the key motivational factors that influenced your 

decision to start your own business?) 

• Can you explain the key challenges, critical moments, and disappointments you have encountered while 

establishing and running your business?  

• Can you explain the driving forces that have helped you overcome these challenges and sustain your business? 

A qualitative descriptive design was adopted for this study for several reasons. It helps avoid external interference; it 

enables understanding of the participants’ experiences from their own perspectives and situated in their own contexts; it 

represents the data in a manner that aligns as closely as possible with the meanings and expressions that the participants 

themselves assign to their experiences; it avoids excessive interpretation and abstraction, thereby allowing those readers 

who are familiar with the topic to recognize traces of their own experiences in the findings (Kim et al., 2017).  

The data were explored using qualitative content analysis. This dynamic method aims to summarize the informational 

content of qualitative data while being flexible enough for the researcher to use a predefined coding framework 

(Sandelowski, 2000). Accordingly, the data were analyzed under three main thematic categories based on the study’s 

research questions: (a) sources of motivation for women’s entrepreneurship; (b) challenges and disappointments; and (c) 

factors strengthening resilience and ensuring continuity in the face of difficulties. Based on the participants’ responses, 

the study also demonstrated how social support networks, previous entrepreneurial experience, accumulated knowledge, 

and family involvement in the business contributed to the women’s entrepreneurship. 

During the stage of evaluating the data content and checking that the participants’ responses aligned with the identified 

themes, two expert qualitative researchers provided independent external support. In this way, analyst triangulation was 

employed to help verify and validate the analysis (Patton, 1999). Moreover, as an important indicator of credibility, the 

findings section presents direct quotations from the participants in order to provide clear evidence of the data sources and 

demonstrate that the researcher’s interpretations aligned with the data (Braun & Clarke, 2006). Likewise, credibility was 

enhanced by purposively sampling only those participants identified as capable of addressing the study’s research 

questions, thereby increasing the data’s depth and accuracy (Patton, 2014). 
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4. Findings 

Overview of the Participants and Their Business Profiles 

Table A1 (see Appendix) presents the demographic characteristics of the participants, who were assigned anonymizing 

identifiers (P1 to P10), by which they are referred to in presenting the study’s main findings.  

The participants’ ages range from 27 to 58, and eight of them are married and mothers. Six participants hold a university 

degree, and among the fields of study, Business Administration stands out as the most common. Two participants (P3 and 

P7) attended courses related to the food and beverage field in line with the nature of their businesses, while two others 

received entrepreneurship-oriented training. Except for one woman entrepreneur, all participants had worked for others 

before establishing their own businesses. The hospitality and food and beverage sectors constitute the main areas of their 

previous work experience. 

Table A2 (see Appendix) presents the types of activities of the enterprises initiated by the participants, their establishment 

years, the cities in which they operate and the reasons for choosing these cities, their partnership structures, the sources 

of their initial capital, and the number of employees.  

Five of the enterprises were established before 2020; seven operate mainly in the food and beverage sector, while three 

are boutique hotels. Except for P5, all participants preferred to start their ventures in metropolitan cities. Most participants 

became entrepreneurs either in their hometowns - where their family roots and ancestral heritage are located (P2, P5, P8) 

- or in the cities where they have lived for many years, established their own families, and maintained close proximity to 

their relatives (P1, P4, P6, P9). The remaining three women entrepreneurs selected their business locations primarily for 

professional rather than emotional or familial reasons. Specifically, P3 chose İstanbul due to its larger market for food 

and beverage businesses, while P10 decided on İzmir because she observed that boutique hotels have a higher chance of 

survival there. P7, who stated that she uses organic products she grows herself in her business, emphasized that she chose 

Muğla for its favorable climatic conditions for agricultural activities.  

Only two participants share business ownership with a partner (P2 co-founded her enterprise with a friend, while P10’s 

official partner is her husband). P2, P3, P6, P7, and P8 relied solely on their personal resources as start-up capital when 

establishing their businesses. It was observed that P3 sold her car to become an entrepreneur, while P6 went abroad to 

save money and used her earnings to start her business. The financial capital of P1 and P9 was obtained exclusively 

through bank loans, whereas P5’s sole financial supporter was her family. Finally, two participants utilized multiple 

sources simultaneously to gather their initial capital. In addition to family support and bank loans, P4 and P10 ensured 

cash flow by selling their real estate assets and liquidating their savings. The number of full-time employees (excluding 

the entrepreneurs themselves and their partners, if any) ranges from one to six. 

Within the scope of the study, participants were asked whether they had any prior entrepreneurial experience and whether 

there were individuals in their families with a history of entrepreneurship. As seen in the transcribed responses presented 

in Table 1, only P6 and P10 reported having previous entrepreneurial ventures. P6, who had to close her former fast-food 

business due to intense market competition and lack of experience, stated that this unfortunate experience ultimately 

contributed to her knowledge accumulation. In her second attempt, drawing on the lessons learned from the first one, P6 

shifted her focus to a field she was more passionate about—bakery production—and over 21 years transformed her 

enterprise into a successful business with three branches. 

P10, on the other hand, had to shut down her first business, a travel agency, due to conflicts with her business partners. 

When launching her second venture—a boutique hotel—she decided, based on her earlier experience, not to form 

partnerships with anyone outside her family. Prioritizing trust in business collaboration, she instead established a 

partnership with her husband. Furthermore, only P6 and P8 were found to have family members who had previously run 

their own businesses. P6’s sister operates a successful textile workshop, and this close family member’s entrepreneurial 

success had an inspiring influence on her. P8’s entrepreneurial relatives, however, belong to an older generation, and their 

stories date back nearly half a century. She explained that her grandparents made a living by producing and selling tobacco 

and engaging in livestock farming on their own land. After their passing, the family business came to an end. P8 

emphasized that her father and uncles chose not to continue the family enterprise, opting instead to work for others, and 

that she—representing the third generation—took up the mantle of entrepreneurship years later. 

Table 1 also provides answers to two additional questions aimed at determining whether the businesses were inherited 

family enterprises (as indicated by the third question in the table) and whether the women entrepreneurs tended to employ 

family members as staff. Accordingly, all of the businesses were founded by the participants themselves and, where 

applicable, their partners. None were inherited family enterprises. The only exception is P8, whose business operates on 

land inherited from her grandfather. 
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Table 1. Entrepreneurial Experiences, Family Inheritance, and Participation of Family Members in Business Activities 

 

HAVE YOU HAD ANY PREVIOUS 

ENTREPRENEURIAL 

EXPERIENCE? 

HAS ANY FAMILY MEMBER 

PREVIOUSLY OWNED A 

BUSINESS? 

IS YOUR BUSINESS A 

FAMILY INHERITANCE 

OR ESTABLISHED BY 

YOU? 

NUMBER OF 

FAMILY 

MEMBERS 

EMPLOYED AND 

DEGREE OF 

RELATIONSHIP 

P1 No No I established it. 1 person / my husband 

P2 No No 

I established it together with 

my partner. None 

P3 No No I established it. 
2 people / my husband 

and my cousin 

P4 No No I established it. None 

P5 No No I established it. 1 person / my sister 

P6 

Yes 

I used to own a fast-food business. 

However, due to intense competition 

and my lack of experience, I couldn’t 

sustain it in the market. Using the 

knowledge gained from that first 

entrepreneurial experience, I later 

started a bakery production business, 

which I was more interested in. I 

currently have three branches. 

Yes 

My sister runs a successful textile 

workshop. Her success in 

entrepreneurship has been an 

inspiration to me. 

I established it. None 

P7 No No I established it. 1 person / my husband 

P8 No 

Yes 

About 50-60 years ago, my 

grandparents made their living through 

small-scale livestock breeding (250-

300 animals) and beekeeping. They 

also produced and sold tobacco from 

their own fields and met their 

household food needs through the 

fruits and vegetables they grew. 

Unfortunately, all these ventures 

ended after their passing. My father 

and uncles worked for others to make 

a living. I am the one who has taken 

over the flag of entrepreneurship after 

my grandparents. 

I established it, but the land on 

which my business operates 

was inherited by my father 

from my grandfather. 

None / However, my 

parents, though not 

officially employed, 

always support me. 

P9 No No I established it. 1 person / my husband 

P10 

Yes 

I used to run a travel agency, but due to 

disagreements with my partners, I had to 

close it down. When opening my 

accommodation business, I chose to 

partner with my husband, prioritizing 

trust based on the negative experience 

from my first venture. 

No 
I established it together with 

my partner. 

None / However, my 

husband (who is also 

my business partner) 

and I are always 

present at the 

workplace, sharing 

tasks with and 

supporting our 

employees. 

Source: Author’s own elaboration 

Furthermore, five participants employ family members in their businesses. The husbands of P1, P7, and P9 work officially 

and on a full-time basis in their enterprises. P3 employs both her husband and her cousin, while P5’s family employee is 

her sister. In addition, it was found that P8 receives external support from her parents, and P10, who co-owns her business 

with her husband, manages operations by dividing responsibilities among themselves and their staff. 

Sources of Motivation for Women’s Entrepreneurship 

Within the scope of the study, participants were asked about the individuals or groups from whom they received the 

greatest support during their entrepreneurial journeys, as well as the other factors that influenced their entrepreneurial 

motivations (see Table 2). The analysis revealed that for five participants (P3, P4, P5, P9, and P10), the family served as 

the primary source of motivation in establishing their businesses. This finding highlights the crucial role that close family 

members—such as parents, spouses, and children—play in encouraging women’s entrepreneurial tendencies. Meanwhile, 

four women entrepreneurs (P1, P2, P6, and P8) were found to have embarked on their entrepreneurial paths driven by 

intrinsic motivation, meaning that their desire to achieve professional goals was the main force that prompted them to 
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take action. On the other hand, P7 identified her circle of friends as her most significant source of support throughout her 

entrepreneurial journey. 

The reasons why participants chose to establish their own businesses are particularly noteworthy. The analysis revealed 

that one of the most frequently recurring motivational factors was “the desire to prove oneself in professional life, to 

demonstrate what a woman can achieve when she sets her mind to it, to gain respect, and to be recognized in society” 

(P1b, P3c, P5b, P6d, P7b, P7c, P8d, P8e, P9b, P10a). For example, after closing her first venture due to conflicts with her 

partners, P10 founded her second business to overcome the disappointment she experienced and to prove that the earlier 

failure had not been due to her own shortcomings. Approaching her late forties, P9 sought to construct a new identity for 

herself beyond the long-assigned roles of mother and wife. Her entrepreneurial endeavor thus became a means of 

demonstrating her capabilities and making her loved ones proud. Similarly, P7 decided to start her own business believing 

that entrepreneurship would increase her personal income, empower her financially, and transform her into a more 

respected and socially accepted individual.  

Table 2. Motivating Factors and Supporters 

 

WHO INSPIRED YOU 

THE MOST TO START 

YOUR OWN BUSINESS? 

WHY DID YOU CHOOSE TO BECOME AN ENTREPRENEUR?  

(INITIAL MOTIVATIONAL FACTORS) 

P1 Myself 
a) I wanted to increase my family’s economic welfare. 

b) I wanted to prove to myself and those around me what I could achieve in professional life. 

P2 Myself 

a) I felt burned out in my previous job. 

b) I wanted to generate innovative ideas and put them into practice. 

c) I had the desire to set an example for others, especially for young people. 

d) I wanted to gain new experiences. 

P3 My husband 

a) I had gained enough experience in the sector and had a background in business education. I wanted to 

use my accumulated knowledge. 

b) I thought that by establishing my own business, I could demonstrate my leadership skills and secure a 

better future for my child. 

c) Finally, I wanted to show everyone what a woman can achieve when she sets her mind to it. 

P4 My parents 
a) I wanted to increase my personal income and achieve economic independence. Living in financial 

dependence on someone else was damaging my self-confidence. 

P5 My family 

a) I wanted to be my own boss. 

b) I wanted to prove how good I am at bakery production and show that if I started a business in this field, 

I could become one of the best. 

c) The fact that my family and friends admired my products encouraged me to commercialize this talent. 

d) In my previous jobs, I was neither financially nor emotionally appreciated for my work. These negative 

experiences also pushed me to start my own business. 

P6 Myself 

a) I wanted to be free and work without taking orders from anyone. 

b) I wanted to increase my family’s income. 

c) I thought about my children’s future. My greatest wish was that they would not face the same hardships 

we had. 

d) I also aimed to gain recognition and prestige in society. 

P7 My friends 

a) I wanted to be independent and work freely. 

b) I wanted to prove myself to my husband and family. 

c) I wanted to increase my personal income and become stronger. I believed that by doing so, I would 

become a more respected and socially accepted person. 

P8 Myself 

a) I wanted to work freely. 

b) I wanted to increase both my own income and my family’s welfare. 

c) I imagined that if I had children in the future, I could leave them a well-established business. 

d) I wanted to be a respected and well-known person in society. 

e) I made it my mission to prove what women can achieve in professional life. 

f) I also dreamed of contributing to the development of my community and region by creating 

employment opportunities for others. 

P9 My son and my husband 

a) I wanted to provide financial support for my children. My greatest desire was to make them feel that 

their mother would always stand behind them, no matter what. 

b) When I started my business, I was in my late forties, a time when I was questioning my identity beyond 

being a mother or a wife. I wanted to prove to myself and those around me what I could achieve and to 

see my loved ones feel proud of me. 

P10 My family members 

a) First, I wanted to overcome the disappointment from my previous entrepreneurial experience. I needed 

to prove to myself and to those who knew me that closing that travel agency was not due to my failure 

but rather to disagreements among partners. 

b) Securing my child’s future became my strongest driving force. 

c) I wanted to show courage and take risks. In doing so, I aimed to strengthen my self-confidence. 

d) Instead of working for someone else my whole life and earning a limited income, I thought I could 

create wealth more quickly by establishing my own business. 

e) The idea of collaborating with my husband, producing something together, and making a difference 

excited me. 
Source: Author’s own elaboration 
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P5, on the other hand, aspired to reflect her expertise in bakery products within the sector and to transform the positive 

feedback she received from her social circle into commercial success, with the ultimate goal of becoming one of the best 

in her field. Her story stands as a significant example of the proactive stance and self-driven determination often observed 

among women entrepreneurs. 

The aspiration to “increase personal income and family welfare, secure a better future for their children, and to leave 

behind an established business” was another prominent motivational factor (P1a, P3b, P4a, P6b, P6c, P8b, P8c, P9a, P10b, 

and P10d). P4 emphasized that the primary reason behind her desire to become an entrepreneur was the pursuit of 

economic independence, stating that living in financial dependence on someone else had undermined her self-confidence. 

Similarly, P6, who did not want her children to experience the financial struggles she had faced, and P9, who wished to 

make her children feel that she would always be able to support them financially under any circumstance, exemplify how 

mother entrepreneurs often center their dependents in their decision-making processes. These cases demonstrate how 

family-related responsibilities can become a powerful source of motivation in women’s professional and entrepreneurial 

journeys. 

Another significant driving force was the participants’ possession of qualities that reflect the core dimensions of 

entrepreneurial orientation and their desire to utilize these distinctive traits in their professional lives. The responses 

revealed the prominence of “innovativeness, risk-taking, proactiveness (leadership and the desire to make a difference in 

the sector), and autonomy” (P2b, P3b, P5a, P6a, P7a, P8a, P10c, P10e) as key motivational factors, along with the “desire 

to contribute to society” (P2c, P8f). P2 believed that entrepreneurship would provide her with an opportunity to transform 

her innovative ideas into practice, whereas P3 viewed entrepreneurship as a means of expressing her leadership abilities. 

P10’s motivation to make a difference in the boutique hotel sector underscored the importance of a proactive personality 

in entrepreneurial success. Moreover, after the loss of confidence caused by the closure of her first business, a travel 

agency, P10 was motivated to take another leap of faith by investing in her second venture, demonstrating renewed 

courage and risk-taking behavior. For P5, P6, P7, and P8, the appeal of being their own boss and working freely without 

taking orders from others was a key motivator supporting their entrepreneurial decisions. The participants motivated by 

a sense of social contribution were P2 and P8. Specifically, P2 was driven by the desire to set an example for young 

people as a woman entrepreneur, while P8’s entrepreneurship was inspired by a broader vision—to contribute to the 

socio-economic development of her community and region by creating employment opportunities for others. 

“Negative work experiences while working for others, feelings of burnout, and the desire to gain new experiences by 

utilizing one’s accumulated knowledge” also emerged as factors motivating women to work independently (P2a, P2d, 

P3a, P5d). For instance, P2 stated that she decided to seek new experiences at a point in her previous job when she began 

to feel completely exhausted, which in turn strengthened her inclination toward entrepreneurship. P3, who had previously 

worked as a kitchen assistant in a food and beverage establishment, believed that she was finally ready to open her own 

fast-food business by combining the professional experience she had gained in the sector with the theoretical knowledge 

acquired from her undergraduate education in business administration. The driving factor behind P5’s decision to establish 

her own bakery business was her dissatisfaction during her prior employment as a pastry chef in the hospitality sector, 

where she felt that her efforts were neither financially nor emotionally appreciated. 

Finally, one of P5’s statements (P5c) reveals that women entrepreneurs can also be motivated by “the desire to transform 

their talents, recognized and appreciated by family and friends, into commercial products.” 

Challenges and Disappointments 

Participants were asked about the challenges, critical moments, and disappointments they encountered both at the 

beginning and throughout the course of their entrepreneurial journeys. The findings indicate that women entrepreneurs in 

the hospitality sector struggle with multidimensional and deeply intertwined structural problems. In particular, economic 

constraints and the lack of financial support mechanisms emerged as major factors that significantly disrupt the 

entrepreneurial process. For example, during periods when expected performance indicators could not be met, loans used 

to sustain business continuity led to compromises in social life and family order, ultimately eliminating the balance 

between work and personal life (P1). Similarly, P7 emphasized that due to economic limitations, she was unable to employ 

a sufficient number of staff in her food and beverage business. She noted that her enterprise had managed to survive for 

years thanks to friends who voluntarily assisted her, yet despite this solidarity, she felt unable to expand her business and 

had reached a point of stagnation as an entrepreneur. Some responses also highlighted that entrepreneurship becomes 

even more difficult not only because of insufficient capital but also due to uncontrollable external factors such as 

environmental conditions and confidence-shattering societal attitudes (P8). These findings demonstrate that women 

entrepreneurs must contend not only with market dynamics but also with inadequate institutional support and prevailing 

social prejudices. 
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“I had to apply for loans to stay afloat during difficult tourism seasons. My husband and I often had to sacrifice 

our social lives and family routines. Since financial support was almost nonexistent, there were many times when 

we struggled to make our payments. To reduce household expenses, we began living at the facility. Work and home 

became intertwined. There were countless moments when we couldn’t devote time to our daughter. This caused 

tension and discomfort for both my husband and me.” (P1) 

“Being alone was extremely difficult for me. If I have managed to survive and come this far, it is thanks to several 

of my female friends. They stood by me under all circumstances. I tried countless times to secure financial 

resources. I applied to public institutions’ grant support programs but received no results. With limited means, 

hiring employees was impossible. My friends came and worked with me voluntarily, without pay. I stayed afloat 

thanks to them, but for eight years, I have been stuck in the same place. I have never progressed or expanded my 

business.” (P7) 

“As someone engaged in agriculture, I can say that one of the greatest challenges I’ve faced is natural events - 

but these are beyond our control. In addition, lack of capital and people making fun of me were also very 

discouraging.” (P8) 

The responses presented below reveal that women entrepreneurs not only struggle with unfair competition but also 

contend with societal norms and structural problems within the sector. P2, for instance, pointed to the lack of qualified 

labor and the limitations within the supply chain, highlighting the significant obstacles women entrepreneurs face in 

delivering sustainable services. P4’s account suggests that in the presence of large and well-established businesses, it 

becomes difficult for new entrepreneurs to gain credibility and secure a position in the market. Moreover, P10 noted that 

women in managerial positions often have to exert extra effort—or sometimes even adopt masculine behaviors—to 

establish authority over their employees. P5, on the other hand, drew attention to the unfair comparisons made between 

her business and its competitors. She explained that customers, who often focus solely on prices without understanding 

the production processes, quality objectives, and the costs involved, tend to make negative judgments. She further 

emphasized how long and challenging it has been to change this perception. 

“The lack of qualified labor, the limited number of suppliers, and the difficulties we face in satisfying customers 

have been exhausting for us.” (P2) 

“Competition in the hotel industry is intense. There are large and dominant businesses in the market. In such an 

environment, it is very difficult to earn guests’ trust and establish our own place.” (P4) 

“The only challenge I faced was that some customers compared my products to those of other businesses in an 

uninformed and unfair way. Without understanding the raw materials I use, the production process, the quality 

standards, the costs I bear, or the time invested in achieving top quality, they began to criticize my pricing policy. 

It took a long time to break these prejudices.” (P5) 

“I have some women entrepreneur friends working in the food and beverage sector. In F&B, applicants for kitchen 

and service positions often have relatively low levels of education. Because they see these roles as temporary jobs, 

they tend to take them less seriously. My friends mentioned that, as women, they struggle to establish authority 

and sometimes feel compelled to act like men in order to be respected by their employees.” (P10) 

According to the findings, another significant factor complicating the entrepreneurial process is bureaucratic obstacles. 

The experiences shared by P3 and P4 reveal that complex legal procedures (often lengthy and cumbersome) create 

pressure on entrepreneurs, causing a loss of energy and a decline in motivation. Additionally, P4’s emphasis on high start-

up costs and the delayed return on investment suggests that women entrepreneurs may be disadvantaged in accessing 

financial resources, preventing them from maintaining a long-term focus and leading to disappointment when their 

expectations are not met quickly. Moreover, P9’s reference to the heavy tax burden reflects yet another dimension of the 

financial pressures faced by women entrepreneurs. Collectively, these findings send a strong signal that unsupportive 

financial and bureaucratic policies can have a discouraging effect on women’s participation in economic life and on the 

overall development of entrepreneurship.  

“Legal procedures progress very slowly and take a long time. This was quite exhausting for me when I was 

establishing my business.” (P3) 

“Start-up costs are high, and the legal procedures are incredibly demanding. Despite all the effort we’ve put in, 

the fact that we haven’t yet begun to see adequate returns has been disappointing.” (P4) 

“Taxes are extremely high. This has been a challenge for me from the very beginning.” (P9) 
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Factors Strengthening Resilience and Ensuring Continuity in the Face of Difficulties 

Following the question about the challenges encountered during their entrepreneurial journeys, participants were asked 

to explain how they overcame these difficulties and what motivated them to keep their businesses running. In this context, 

the responses highlight that women entrepreneurs have been able to successfully manage the entrepreneurial process 

despite various professional turbulences, thanks to their competencies, experience, accumulated knowledge, and social 

support mechanisms. For instance, P10’s response illustrates how participating in entrepreneurship and leadership 

training, along with taking on socially engaging responsibilities that reinforce self-confidence, can significantly enhance 

managerial skills. In other words, women entrepreneurs who integrate their professional capabilities with socio-cultural 

capital appear to be at an advantage in performing the multifaceted role that entrepreneurship requires. Similarly, 

emotional and practical support from close family members (P6) and positive feedback from customers (P5 and P10) 

emerged as critical resources that help women entrepreneurs stay resilient during stressful times. In summary, the 

participants’ reflections presented below underscore the role of emotional resilience, nurtured by self-efficacy-enhancing 

experiences and social support networks, in sustaining women’s entrepreneurial success. 

“Over time, I realized that my initial fears were unfounded. Apart from difficulties in finding suppliers and dealing 

with renovation and technical issues at the hotel, there weren’t many problems that caused us stress. I believe the 

entrepreneurship and leadership seminars I attended had a great impact on developing my managerial skills. Also, 

during my university years, I was part of a theater group and served as the president of our faculty’s student 

association. I think these types of social activities and the roles I took on in the past strengthened my self-

confidence and communication skills.” (P10) 

“My husband has always supported me. He stood behind every decision I made. Thanks to his encouragement and 

help, I can say that I didn’t struggle much.” (P6) 

“When I see the final appearance of the cakes and products I make, and when I receive positive feedback from 

customers, I forget all my fatigue. Of course, there have been moments when I regretted starting my own business. 

But whenever I see that my efforts are paying off, I say, ‘Yes, I did it,’ and keep going. That’s my greatest source 

of strength.” (P5) 

“Of course, there are many stressful moments, but I have never felt disappointed. Thanks to my skills, I’ve always 

been able to overcome challenges. Perhaps the appreciation and praise we receive from our guests help us forget 

the difficulties we face during operations or behind the scenes.” (P10) 

P3’s response presented below reveals that, despite experiencing emotional fluctuations and feelings of exhaustion 

throughout the entrepreneurial process, women entrepreneurs possess a strong intrinsic motivation nourished by their 

sense of responsibility and maternal role. This inner drive enables them to recover and demonstrate the determination to 

move forward in the face of adversity. 

“Even though I sometimes feel tired or worn out, I keep rising from where I fall and continue to bloom, because I 

have a son.” (P3) 

Five participants (P4, P6, P7, P8, and P10) emphasized that, despite the difficulties they encountered, they had never 

reached a point where they considered giving up their businesses. They attributed this perseverance to their ability to 

sustain the initial motivations outlined in Table 2 with determination. P9 stated that after establishing her business and 

achieving success, she reached a point of personal fulfillment, having proven both to herself and to others what she was 

capable of. From that point onward, her reason for continuing her enterprise largely stemmed from habit. Similarly, P2 

expressed that she had achieved the level of success she initially aimed for in her first venture and that her motivation had 

since declined. She added that she plans to start a new venture in a different field but has chosen not to close her current 

business for strategic reasons, so as to avoid the possible perception of failure in the market. Finally, the response of P1, 

the owner of a boutique hotel, exemplifies how identity struggles, the desire for self-affirmation, and the will to maintain 

consistency sustain and internalize entrepreneurial motivation within the fragile structure of the tourism sector, extending 

beyond mere economic success. 

“In the tourism industry, which is affected by almost every crisis, it is quite difficult to maintain the initial 

motivation. The main reason I am still running this business is my desire to show that I have stayed strong, that I 

haven’t given up, and that I can remain resilient even in times of uncertainty. I also don’t want to lose the order 

and stability I’ve built.” (P1) 
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5. Discussion and Conclusions  

This study aimed to understand women’s motivations for becoming entrepreneurs, the many legal, institutional, financial, 

and socio-cultural challenges they face, and the sources of resilience that enable them to continue nevertheless. Adopting 

a qualitative descriptive design, the study investigated the experiences of women entrepreneurs operating in Türkiye’s 

hospitality sector. The data were analyzed in terms of three main themes: motivational factors, challenges, and resilience 

resources. The analysis was further enriched with data on the influence of social support networks, prior entrepreneurial 

experiences, and the contributions of family members. By focusing on Türkiye, the study’s findings are significant as 

they help expand the literature on women tourism entrepreneurs across different countries, thereby providing new 

opportunities for cross-contextual comparison. 

According to the main research findings, these women entrepreneurs tend to establish businesses either in their 

hometowns or in cities where they are long-term residents. This suggests that women prefer to start ventures where they 

are likely to face fewer difficulties in networking, feel more secure, and are familiar with the market. Some of the women 

draw on family inheritance, considering it their mission to represent their roots and continue their family traditions. Thus, 

their entrepreneurial motivation and resilience appear to be shaped by emotional and value-based principles (P8). This 

aligns with empirical evidence (Poulaki et al., 2021; Wilson-Youlden & Bosworth, 2019) that women whose businesses 

are rooted in their family heritage are more likely to have intrinsic, value-driven motivation. This finding also shows that 

women entrepreneurs are not only influenced by economic factors; rather, they may also wish to preserve family values, 

heritage, and emotional ties, as posited by the socioemotional wealth theoretical framework (Memili et al., 2020). 

Regarding start-up capital, a majority of the participants relied on personal savings and/or bank loans, although family 

financing was also important for overcoming financial barriers for some. Beyond providing capital, close relatives may 

also offer crucial emotional support and be the strongest sources of the women’s motivation to become entrepreneurs. 

Moreover, a significant result that highlights the prevalence of operational family involvement in women’s 

entrepreneurship is that the majority of participants reported working with family members in their businesses. These 

important findings regarding family support and participation are consistent with previous research on women 

entrepreneurs (Madawala et al., 2023; Makandwa & de Klerk, 2024).  

In the present study, micro-scale food and beverage ventures were particularly popular among the participants, which 

may be because it is relatively easy to enter the market in this sector. Additionally, as reported in previous studies (Surangi, 

2018; Tajeddini et al., 2017), women may prefer micro-scale entrepreneurship and avoid expanding their businesses 

because of the time they have to allocate to familial responsibilities. In addition, their ambitions to expand may be 

hindered by limited access to financing or reliance on family resources to acquire capital (Ali, 2018). 

The fact that all participants except two preferred to start their businesses without partners, i.e. as sole proprietorships, 

can be linked to three important factors in women’s entrepreneurial motivation: namely to gain autonomy, demonstrate 

their capabilities, and prove that they were not responsible for previous business failures. The responses of the other two 

participants (P2 and P10) suggest that women may prefer partnerships so long as those partners are family members or 

close friends. This aligns with previous findings that family partnerships may be particularly common among women 

entrepreneurs (Das, 2000; Lim & Suh, 2019).  

A number of the participants showed that previous entrepreneurial failure can be turned into both practical knowledge 

and a drive to prove oneself, thereby influencing the success of subsequent ventures. Some participants were also inspired 

by observing close family members succeed as entrepreneurs. Although some studies suggest that previous 

entrepreneurial failure may decrease motivation (e.g., Costa et al., 2023), the present findings indicate that the opposite 

is also possible. More specifically, women entrepreneurs with high psychological capital, strong achievement motivation, 

and willingness to learn from experience can use past setbacks as a significant driving force to take new opportunities. 

Women entrepreneurs can also benefit from entrepreneurship, leadership, and sector-relevant professional training, and 

by participating in socio-cultural activities that strengthen self-confidence, sense of responsibility, and collaborative skills. 

These women can also expand their social capital by interacting with others and building relationships to facilitate their 

networking, as indicated by previous research (Kourtesopoulou & Chatzigianni, 2021; Martini et al., 2020; Mkini Lugalla 

et al., 2024). 

As the present study shows, women’s motivations for founding their own businesses reflect the interaction of personal, 

social, and professional drivers. Those drivers include demonstrating professional competence, proving that women are 

determined, and gaining social respect and acknowledgment. Economic drivers were particularly important, such as 

increasing income, enhancing family well-being, securing a more stable future for their children, and creating a 

sustainable business for subsequent generations. The participants were also driven by a desire to exemplify essential 

entrepreneurial orientation dimensions (innovativeness, risk-taking, proactiveness, and autonomy) in order to stand out 

in their business sector while contributing positively to society. Some participants were also pushed towards 
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entrepreneurship by previous negative work experiences and burnout as employees. Others wished to apply their 

accumulated professional expertise in new fields. Lastly, some were motivated to use skills that family and friends already 

acknowledged and appreciated to develop marketable products. Comparing the present findings to those from previous 

studies provides further evidence that women entrepreneurs are motivated by similar factors across a range of cultural 

contexts (Filimonau et al., 2024; Hlanyane & Acheampong, 2017; Poulaki et al., 2021; Vukovic et al., 2023; Yilmaz et 

al., 2025). 

On the other hand, the participants also revealed a large variety of barriers facing women entrepreneurs in Türkiye’s 

hospitality sector. These include insufficient financial support mechanisms, sacrifices in social life and work-life balance 

while attempting to repay debts, social prejudices, unfair competition from large enterprises, shortages of qualified labor 

and supply chain disruptions, the need to adopt masculine behaviors to assert authority, unfounded customer criticism, 

high tax burdens, and slow and complex legal procedures. These challenges are indeed similar to those that women 

experience in many other countries at different levels of development. Thus, the present study highlights the global nature 

of the factors hindering the empowerment of women entrepreneurs (Ali, 2018; Bagheri et al., 2023; Freund et al., 2024; 

Ghaderi et al., 2023; Nordbø, 2022; Yilmaz et al., 2025). 

Finally, the participants identified various sources of resilience in the face of challenges. These were emotional resilience 

derived from the motherhood role, a sense of responsibility, and the presence of social support networks; knowledge 

accumulated from entrepreneurship training and professional and social experiences; identity-related struggles; efforts to 

maintain professional stability; habitual behaviors; and continuing a business without much motivation to avoid others 

thinking that the business had failed. While these findings show how women entrepreneurs take on multiple-role 

representatives, their emotional resilience nurtured by the motherhood role is particularly significant. An important 

protective factor for these women is social capital, which strengthens their resilience, stress coping, and psychological 

well-being. Some of the participants continue their businesses when it might be more rational to stop. They do so for 

various reasons, including the need to avoid damaging their social image, identity, and status. Hence, they remain 

committed to their businesses and goals despite difficulties. The concept of entrepreneurial persistence helps to explain 

this (Nouri, 2023). These findings can be further interpreted through the lens of Psychological Capital (PsyCap), 

suggesting that women entrepreneurs’ self-efficacy, hope, resilience, and optimism collectively support their persistence 

and ability to navigate challenges in their ventures (Liyanagamage et al., 2024; Memili et al., 2020; Randolph et al., 2022). 

Implications for Practitioners, Limitations and Recommendations for Future Research 

The findings of the present study show that practitioners and government bodies must take multiple actions to support 

women’s entrepreneurship. The results indicate that family support is crucial for shaping women’s entrepreneurial 

mindset. Hence, educational programs should be developed that involve families to raise awareness, alongside campaigns 

to increase society’s understanding of women’s roles and entrepreneurial potential. 

Various vocational training programs, entrepreneurship workshops, and informational platforms are needed to help 

women gain experience and develop the technical skills needed to become entrepreneurs in their chosen fields. Policies 

are also needed to ensure that women receive equal and fair treatment. Regarding start-up capital, this could include 

providing tailored financial support for women entrepreneurs, such as low-interest loans, interest-free funding, or grant 

programs. Women-owned businesses could also benefit during their early years from tax incentives, such as reductions 

or exemptions, while revenue-sharing and cooperative models can provide extra assistance to micro and small women-

owned enterprises. Drawing on the circular economy model, large businesses could transfer usable materials to micro and 

small-scale women entrepreneurs preparing to enter the market in order to reduce their startup costs. 

Mentorship networks can be created to enable successful women entrepreneurs to share their experiences, while fairs, 

festivals, panel discussions, and other networking events can help women entrepreneurs connect with each other. Public 

procurement procedures can prioritize women entrepreneurs. Regarding tourism and hospitality specifically, women 

entrepreneurs would benefit from establishing an official association for them. Policies and strategies are also needed to 

help women entrepreneurs gain market access. These could include creating digital platforms to highlight women 

entrepreneurs’ businesses and products, thereby increasing their public visibility and present their capacity to handle 

difficult competitive conditions. Given that women entrepreneurs in Türkiye need help to navigate legal and 

administrative processes, local governments and chambers of commerce can establish consultancy centers for them. 

Finally, free childcare services are critical to support mother entrepreneurs and thereby help sustain women’s 

entrepreneurship. 

While this study expands the literature on women’s entrepreneurship in the hospitality sector by providing findings from 

the Turkish context, it has several limitations. The first concerns the number of participants. Future research could use 

larger samples to enhance data richness. The second limitation concerns the use of a fully structured data collection form, 

which requires participants to follow the researcher’s framework because the questions are predetermined. This can 
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prevent them from sharing information freely, which makes it harder to reveal new or unexpected phenomena, thereby 

limiting the study’s exploratory potential. Moreover, in online forms, there is a risk that participants may misinterpret 

questions, which can increase the likelihood of misleading results. Future studies should therefore adopt semi-structured 

designs and conduct face-to-face interviews. Third, this study employed purposive sampling. While this is very effective 

for identifying participants that are likely to provide detailed insights into the phenomenon under investigation, the 

researcher’s selection criteria are based on personal judgments. Hence, this approach carries a risk of bias, potentially 

overlooking alternative perspectives and limiting generalizability. To mitigate these risks, future studies can employ other 

sampling techniques to increase the generalizability of the findings and reduce the influence of subjective selection 

criteria. The fourth limitation is that this study only included women entrepreneurs in the hospitality sector. Future studies 

that collect data from entrepreneurs in different branches of tourism can enrich the present findings while allowing the 

entrepreneurial ecosystems in different tourism sub-sectors to be compared. Fifth, the motivations and challenges of 

women entrepreneurs in urban and rural settings may differ significantly. Future studies could conduct urban-rural 

comparisons to expand on the present findings. Finally, the present study did not specifically explore the coping strategies 

adopted by the participants (e.g., problem-focused coping, emotion-focused coping). Other researchers could examine 

these strategies as used by women entrepreneurs in different situations and relate them to personality traits. 
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6. Appendix 
The two widest data tables are presented here for readability. 

Table A1. Participants’ Demographic and Professional Characteristics 

 AGE MARITAL 

STATUS 

CHILDREN EDUCATION LEVEL FIELD OF STUDY AT UNIVERSITY 

(if applicable) 

COMPLETED COURSES WORK 

EXPERIENCE 

FOR OTHERS 

If yes, 

SECTOR and ROLE 

P1 41 Married 1 High school - - Yes Food & Beverage Sector / 

Waitress, Barmaid 

P2 48 Married 2 Postgraduate Bachelor’s: Tourism Management 

Master’s: Management and Organization 

Doctorate: Business Administration 

- Yes Public Sector / Academic Staff 

P3 37 Married 1 Bachelor’s Business Administration Culinary (World Cuisines) 

Culinary (Appetizers) 

Culinary (Pastry) 

Yes Food & Beverage Sector / 

Kitchen Department / Commis 

P4 39 Married 1 Associate degree Public Relations - Yes Hospitality / Front Office Staff 

P5 27 Single - Associate degree Culinary - Yes Hospitality / Kitchen 

Department / Pastry Chef 

P6 58 Married 2 High school - - Yes Retailing / Manager 

P7 38 Married 2 High school - Pastry 

--- 

Culinary Practices and Master 

Instructorship 

No - 

P8 32 Single - Bachelor’s Business Administration - Yes Accounting Staff in a Certified 

Public Accountant Office 

P9 51 Married 2 High school - Entrepreneurship 

Computer 

 

Yes Handicrafts Workshop 

Employee 

P10 40 Married 1 Postgraduate Bachelor’s: Tourism Management 

Master’s: Business Administration 

Entrepreneurship 

Leadership 

Yes Hospitality / Front Office Staff 

Source: Author’s own elaboration 
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Table A2. Descriptive Information on the Businesses, Partnership Structure, and Initial Capital 

 TYPE OF BUSINESS 

ACTIVITY 

YEAR 

ESTABLISHED 

CITY OF 

OPERATION 

REASON FOR CHOOSING THE CITY IS THERE A 

PARTNER? 

IF YES, 

HOW WOULD YOU 

DESCRIBE YOUR 

PARTNER? 

SOURCE OF INITIAL CAPITAL NUMBER OF 

EMPLOYEES 

P1 Boutique hotel 

management 

2014 İzmir The city where I met my spouse and built my family. No I used a bank loan. 2 

P2 Food and beverage and 

event organization 

2013 Ankara The city where I was born, raised, studied, and lived 

with my family. 

Yes / friend We used our personal capital. 4  

But we occasionally hire 

part-time staff depending 

on the size of the events 

P3 Food and beverage (fast 

food) 

2021 İstanbul A city with a larger market. No I sold my car to raise capital. 3 

P4 Boutique hotel 

management 

2024 İzmir The city I moved to for work, where I later settled and 

started a family. 

No I received financial support from my family. 

Additionally, I sold some of my real estate assets and 

took out a bank loan. 

6 

P5 Food and beverage 

(bakery products) 

2023 Gümüşhane My hometown, where my family and I live. No I received financial support from my family. 2 

P6 Food and beverage 

(bakery products) 

2004 Ankara The city where my relatives live and where my family 

and I have resided for many years. 

No I worked abroad and used my savings from there. 5 

P7 Food and beverage 

(tasting and sale of 

natural products) 

2017 Muğla I use fruits and vegetables that I grow myself in my 

food and beverage business. Muğla has highly 

favorable climatic conditions for agriculture. 

No I did not receive any financial support from anyone or 

any institution. I had very limited savings, which I 

used. 

2 

P8 Aromatic plant 

cultivation (lavender), 

viticulture, and 

boutique food and 

beverage operation 

2019 Muğla My business is located in Bodrum, Muğla. The reason 

is that I am originally from Bodrum, and the land on 

which my business is established was inherited from 

my grandparents. The location holds sentimental value. 

No While working as an accounting staff member in a 

financial advisory office, I saved my salaries and used 

these savings as start-up capital. I received no other 

financial support from anyone or any institution. 

1 

P9 Boutique food and 

beverage operation and 

packaged local product 

sales 

2020 Ankara The city where I have lived for many years. No I took out a bank loan. 2 

P10 Boutique hotel 

management 

2020 İzmir I am originally from Antalya, where I also studied. My 

husband is from Antalya as well. However, since the 

accommodation sector in Antalya is dominated by large 

hotels, we preferred to establish our business in İzmir, 

where demand for boutique hotels is higher. 

Yes / husband We borrowed money from our families, used our 

personal savings, and took out commercial bank loans. 

2 

Source: Author’s own elaboration 
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