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Abstract 

Rationale of Study – This study investigated the knowledge sharing of entrepreneurs 
in the realms of social media technology. It explores how social media influences 
women entrepreneurs' knowledge-sharing and business processes in Windhoek, 
Namibia.   

Methodology – The study adopted a qualitative case study design, using semi-
structured interviews to collect data from female entrepreneurs in Windhoek. 
Twenty woman entrepreneurs were sampled using snowball sampling. A 
qualitative content analysis was used to analyse the data.  

Findings – The study's results show that social media is significant for sharing 
knowledge and creating and seeking knowledge. Women entrepreneurs apply 
knowledge shared on social media to advance their business processes and 
enhance the skills of their workforce. WhatsApp, Facebook, TikTok, and 
Instagram are the most commonly used social platforms. The study also 
highlights the potential benefits women entrepreneurs gain from using social 
media, such as cost-effective marketing and advertising platforms, the ability to 
engage with a broader population and collaborate with fellow entrepreneurs, the 
ability to get feedback from customers on services and products, which in turn 
improve customer loyalty, brand identity and reputation.  

Implications – The findings of this study have practical implications for supporting 
organisations such as libraries in providing training to business enterprises 
concerning knowledge management and sharing.  

Originality – This study adds new insights and perspectives on how women 
entrepreneurs use information and communication technologies (ICTs) by 
accentuating social media as a tool for knowledge management in a developing 
country. The study findings are significant to business enterprises and institutions 
supporting women entrepreneurs in countries with contexts similar to Namibia’s.  
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1 Introduction 

Internet-based technologies have undergone incredible evolution in the past decade, and 

there is no doubt that social media tops the list of technologies that have tremendously 

transformed the world. Social media is no longer negligible (Gaál et al., 2015; Khama li et 

al., 2018). It is one of the technologies that has received notable embrace by people of all 

walks of life. By June 2022, over 4.59 billion people were using social media worldwide, 

and this figure is projected to rise to almost six billion social media users in 2027 

(Statista, 2022). Of these global statistics, there are 857.2 thousand social media users in 

Namibia as of January 2022, which translates to approximately 32.8 per cent of the total 

Namibia population (Kemp, 2022).  

As social media usage grows, so does its influence on how people interact with one 

another on a global scale. This interaction ranges from socialising, marketing, 

communication, business, and more. Social media has been predominantly used to 

connect people of mutual interest, such as entrepreneurs and learning platforms. Panahi 

et al. (2016) note that social media platforms bring about great opportunities for rapid 

knowledge flow among people working across different geographical areas, as they allow 

information to circulate virally among much larger communities worldwide. Thus, using 

social media as a tool for knowledge sharing among people with similar interests or 

passions has not been farfetched.  

Rai and Yadav (2019) note that social media is one of the most fascinating trends in 

entrepreneurship in the current world. This implies that social media has great potential 

for entrepreneurs because it can be used, among other things, to share knowledge that 

would improve business acumen. 

Despite the importance and rapid growth of research focusing on the influence of social 

media on various aspects, few attempts have been made to investigate its influence on 

management in business enterprises, especially those operating in Namibia. Furthermore, 

a systematic literature review on the use of social media for knowledge sharing conducted 

by Ahmed et al. (2019) revealed that research in this area has received limited attention 

and requires further investigation. Therefore, this study sought to address this gap in the 

literature by examining the influence of social media on knowledge-sharing practices 

among women entrepreneurs (womenpreneurs) in Windhoek Namibia. This study made 

a significant contribution to the discussion by shifting from the general use of social 
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media to connect the application of social media to knowledge management and 

entrepreneurship, specialising in women entrepreneurship in Africa. 

2 Literature review 

Knowledge is regarded as one of the key ingredients in gaining long-term competitive 

advantage (Obermayer, 2020). Some researchers, such as Zaim et al. (2019) and Li et al. 

(2020), argue that failure to embrace knowledge management practices is detrimental and 

may lead to poor business performance because knowledge is the best driving force for 

entrepreneurial performance and success. Other scholars agree that the value of 

knowledge increases when shared; hence, companies that are capable of boosting 

knowledge sharing either within or those that can absorb valuable knowledge from 

external environments are most successful (Kim et al., 2013; Berraies, 2019) 

The primary processes involved in knowledge management include knowledge capture, 

creation, codification, sharing, accessing, using, and reusing knowledge (Dalkir, 2013). 

While each of these processes is important, Nazim and Mukherjee (2016) argue that 

knowledge sharing is one of the most essential factors recognised for the success of 

knowledge management. Sharing knowledge is, therefore, fundamental for generating 

new ideas and developing new business opportunities (Lin, 2007).   

The literature provides numerous definitions of knowledge sharing. Woo et al. (2009) 

defined knowledge sharing as the voluntary process of transferring or disseminating 

knowledge from one person to another person or group in an organisation, while Nazim 

and Mukherjee (2016) defined knowledge sharing as the exchange of knowledge, skills, 

and experiences. Other researchers, such as Ganguly et al. (2019), term knowledge 

sharing as a formal or informal exchange or dissemination of knowledge among 

individuals or groups. According to Collis and Moonen (2009), knowledge sharing is the 

intentional sharing of awareness and experience among peers. Al-Husseini and Elbeltagi 

(2018) defined knowledge sharing as collecting and donating explicit and tacit knowledge. 

According to Semertzaki (2011), knowledge sharing is knowledge management's core and 

distinguishing feature, which is also the primary condition for innovation activities. This 

fosters collaboration and promotes the creation of new ideas. This finding implies that 

entrepreneurs lacking knowledge-sharing capacities perform poorly in competitive 

markets. 

To enable the learning process between individuals such as entrepreneurs, the flow of 

knowledge in terms of sharing what one knows with others in a community of practice is 
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essential as it results in improved performance. Otherwise, the mere fact that an 

individual or organisation possesses knowledge is insufficient (Yuan et al., 2013; 

Gonzalez & Martins, 2017). 

3 Social media 

Appel et al. (2019) defined social media as a collection of software-based digital 

technologies that provide users with digital environments to send and receive digital 

content or information over an online social network. These technologies are typically 

presented as apps and websites. A similar definition was provided by Kaplan and Haenlei 

(2010, p. 61), who defined social media as "a group of Internet-based applications that 

build on the ideological and technological foundations of Web 2.0, and that allows the 

creation and exchange of user-generated content, which can then be readily made 

available to others (Sloep, 2011). The social media platforms include WhatsApp, 

Telegram, Facebook, Instagram, WeChat, Twitter, Skype, TikTok, YouTube, and 

LinkedIn. 

4.62 billion people worldwide use social media. This translates to approximately 58.4% of 

the world's population as of January 2022. These figures account for the various social 

media platforms. However, Facebook is the world's most 'active' social media platform, 

with 2.934 billion monthly active users and 1.968 billion daily active users as of July 2022 

(Kepios, 2022), while WhatsApp is rated as the most popular global mobile messenger 

app worldwide with approximately two billion monthly active users as of April 2022 

(Ceci, 2022). 

According to a report by Galal (2022), as of February 2022, countries in Southern Africa 

had the second-largest share of social media users. The report indicated that 45% of the 

population used social media, while at the top of the list of social media users were 

countries in Northern Africa, whose figures stood at 56% of the population. The lowest 

rate across Africa and regional share worldwide was in Central Africa, where only 8% of 

its population used social media. Localising these statistics to Namibia, an analysis from 

Kepios (2022) indicates that, as of January 2022, there were 857.2 thousand social media 

users in Namibia. According to these figures, social media has a massive potential to 

influence knowledge sharing if well exploited. 

The findings of a study by Glover et al. (2022) revealed that through social media, an 

individual can connect, share, access, and receive information across borders; those in 
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business can participate in all the business processes; and organisations are provided for a 

virtual marketplace for campaigns, promotions, advertisements, and relating to clients. 

People use social media for several reasons. A report on the global overview by Kepios 

(2022) listed the main reasons Internet users (worldwide) aged 16–64 years use social 

media platforms. Among other reasons, 24.5% indicated that their reason for using social 

media was to share and discuss opinions with others, 26.6% to find products to 

purchase, and 22.1% indicated that they used social media to find like-minded 

communities and interest groups. Although the majority (47.6%) in this report indicated 

that they used social media to keep in touch with friends and family, it is evident that 

social media can advance knowledge sharing among entrepreneurs. This report also 

indicates that more females (51%) than males (49%) use social media in Southern African 

countries. 

Concerning ranking the world's most used social platforms by active users, Facebook 

topped the list, followed by YouTube, WhatsApp, Instagram, WeChat, TikTok, and 

Telegram. Social platforms with fewer active users (less than half a million) included 

Pinterest and Twitter. WhatsApp topped the list of 'favourite' social media platforms, 

followed by Instagram and Facebook respectively (Kepios, 2022). 

4 Social media and knowledge sharing 

Nowadays, social media applications have moved beyond personal use as they have 

become valuable platforms for facilitating knowledge sharing (KS) and communication 

(Ahmeda et al., 2019). According to Obermayer (2020), social media tools like Facebook 

have become mainstream, modified personal relationships, and generated new 

opportunities to facilitate collaboration. Within the business sector, social media tools are 

used to generate and share knowledge and seek information about customers, suppliers, 

and stakeholders (Ahmed et al., 2019; Busalim & Hussin, 2016). Other sectors, such as 

disaster management, farming, higher education, and many others, have increasingly used 

social media for knowledge sharing, among other uses (Yates & Paquette, 2011; 

Balakrishnan & Gan, 2016). 

Social media is regarded as a fertile environment for knowledge sharing (Mladenović & 

Krajina, 2020) because of its versatility and ease of use. Others have recognised it as an 

essential tool because of its ability to bring together large sets of users for free. These sets 

of users create spaces to easily exchange knowledge and express thoughts, experiences, 

and perceptions (Kaplan & Haenlein, 2010). Cevik et al. (2016) argue that social media 
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has a strong potential for sharing explicit and tacit knowledge because of its affordability 

and reliability. 

 Social media technologies such as blogs, YouTube, SlideShare, Facebook, LinkedIn, and 

Skype foster a more socially connected platform that allows sharing, storage, and 

synthesis of knowledge from different sources to create new knowledge. Social media 

users can collaboratively generate new knowledge by sharing experiences and deliberating 

issues through communities of practice (Anderson, 2007; Sigala & Chalkiti, 2015).  

Those in the business sector recognise the importance of using social media, as reported 

by Kiron et al. (2012). This study reported that 86% of managers valued social media as a 

knowledge-sharing method for their businesses. It noted that social media increased 

business value, especially in managing customer relationships and innovating for 

competitive advantage. 

5 Challenges faced when using social media for knowledge sharing 

Although social media offers unprecedented opportunities for sharing knowledge (Ford 

& Mason, 2013), it has also been linked with potential challenges that prevent companies 

from utilising it. Some of these challenges, as noted by Barzilai-Nahon and Mason 

(2010), are that the ease and speed with which information and knowledge can be 

circulated on social media threatens organisational control of information and knowledge 

and increases the risk of the loss or leakage of intellectual property and proprietary 

knowledge. In addition, their study also noted the lack of separation of work from 

personal life and limitations of company technology as other barriers. For instance, the 

company studied restricted instant messaging and blogs citing technology provided to 

employees to perform business functions for business solutions. Hence, external sharing 

was prohibited. Due to these restrictions, employees felt limited about what they could 

share online.  

Another study with similar findings is that of Vayrynen et al. (2013, p. 45), "Knowledge 

protection challenges of social media encountered by companies." This study noted that 

some managers perceive knowledge sharing on social media as threatening the company's 

security. This perception is driven by the notion that the organisation owns knowledge. 

However, if the organisation views knowledge as housed within people, they see no 

threat in sharing it on social media. Others, such as Aula (2010), see social media as a 

potential reputation risk when using it for corporate communication, citing that it is 

difficult to control and manage what is communicated through social media as it would 
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be on other traditional ways of corporate communication, such as TV and newspapers. 

To avert fears of the risk of the loss or leakage of intellectual property and proprietary 

knowledge, SMEs need to learn about intellectual property rights protection 

(Retnaningdiah et al., 2020). 

Razmerita et al. (2016) studied factors that influence knowledge sharing in organisations, 

focusing on the social dilemma perspective of social media communication. The findings 

of this study revealed that 47.4% of respondents lack time, 6% do not share knowledge 

because they feel sharing is not part of their job, 6% lack trust in colleagues, and fear 

knowledge will be misused if they share it, 17.2% do not share because they lack training 

for using social media platforms, 16.4% feel social media is too complicated to use, and 

19.8% do not share because they lack understanding of knowledge sharing through social 

media and its benefits. The study also noted that changing behaviour from hoarding to 

sharing was challenging for some individuals. 

Kazaure et al. (2016) identified several barriers to knowledge sharing, which included age, 

ethnicity, lack of time, low awareness and realisation of the value and benefit of 

possessing knowledge with others, fear that sharing what one knows may jeopardise 

one's job security, lack of social networking sites available to share knowledge, lack of 

trust, internal and external competitiveness within business units, layout of work areas 

restricting effective sharing practices, existing corporate culture that does not provide 

sufficient support for knowledge sharing practices, and shortage of formal and informal 

spaces to share, reflect, and generate new knowledge among others. 

6 Research questions 

The literature review in the above sections reflects an interest in social media and 

entrepreneurship research. However, most studies have focused on the awareness, 

utilisation, and use of social media as a platform for marketing and advertising. There is a 

gap in the literature on social media's influence on knowledge management and its 

implications on entrepreneurship, especially in Africa that needs to be addressed to 

inform the operations and management of knowledge in small and medium 

entrepreneurship (Ali et al., 2023). Furthermore, more knowledge is being created and 

shared online for easy and seamless access, and knowledge is used for effective and 

optimal business performance. Furthermore, a systematic review revealed that most 

studies focused on social collaboration (61%). 



156 

Regional Journal of Information and Knowledge Management                                            Volume 8 Issue No. 2 

In comparison, 54% focused on the use of social media for marketing and advertising of 

business enterprises (Ali et al., 2023). These studies mainly focused on countries such as 

the United Kingdom, United States, Australia, Brazil, France and Denmark. They 

reflected gaps in studies from countries in the global south, like Namibia. Ali et al. (2023) 

further emphasise the need for studies investigating the adoption of social media for 

knowledge management in entrepreneurship to determine its effectiveness and 

contribution to business performance.  

In Addition, woman entrepreneurs operating in countries like Namibia, where over 

53.2% of the population use the internet and social media to create and share 

information, collaborate and communicate (Keopios, 2023), it is essential that business 

enterprises adopt social media in their process to improve their business performance 

and engage with their customers. This study is grounded in the following research 

questions: How do women entrepreneurs share knowledge? How does social media 

influence the knowledge-sharing practices of women entrepreneurs? What have been 

their experiences in using social media for knowledge sharing? How does the use of 

social media impact their business enterprises?  

7 Methodology 

The qualitative approach, a case study design, was used to respond to inquiries regarding 

experience, meaning, and perspective on the utilisation of social media for knowledge 

sharing from the women entrepreneurs’ perspective (Hammarberg et al., 2016). Semi-

structured face-to-face interviews were used to collect rich and reliable data from women 

entrepreneurs and to allow comparisons between subjects while opening doors to 

flexibility (Steward & Cash, 2006). In-depth interviews help to understand a condition, 

experience, or event related to the integration of social media for knowledge sharing 

from the woman entrepreneur’s perspective, through which the researchers gather 

participants’ opinions on background information and perspectives and analyse the texts 

to discover themes and sub-themes from the data that address the research questions of 

the study (Hammarberg et al., 2016). This study conducted interviews to gather 

information about people's subjective perceptions of social media use concerning 

knowledge sharing in small and medium-sized businesses run by female business owners, 

as opposed to facts or behaviours.  

This study adopted a small sample size of 20 women entrepreneurs, sufficient to obtain 

rich, in-depth data that describe and explain individual women’s experiences, viewpoints, 
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and practices of knowledge sharing, as well as the influence of social networks on 

knowledge sharing and business processes (Davies & Fisher, 2018). The small sample 

size was adopted because, unlike quantitative research, which generalises the findings to 

the entire population, the purpose of this qualitative study is not to generalise the 

findings to the entire population (Merriams, 2009). However, the findings can be 

transferable to similar sceneries to a certain degree. Non-probability sampling was 

applied using snowball sampling techniques to sample female entrepreneurs in small and 

medium enterprises with formal business enterprises. This sample strategy can be 

employed extensively when performing qualitative research with a difficult-to-find 

population. Snowball sampling is predominantly used in qualitative research when the 

population is challenging to locate. The researchers started collecting data from two 

female entrepreneurs who were personally known to them, and each interviewee made 

referrals to female entrepreneurs known to them until the target sample size was reached. 

Data were analysed using content analysis. 

8 Results  

This section presents the study results by reporting the themes relevant to the research 

questions. This study aimed to investigate the use of social media for knowledge sharing 

among female entrepreneurs in Namibia. Twenty female entrepreneurs were interviewed 

between August and October 2022. The table below provides information on the types 

of business activities that women entrepreneurs in Namibia engage in. 

Table 1: Business types 

Business Type No of Business 

Food Industry 4 

Arts and Crafts Industry 4 

Poultry Farming 5 

Printing Industry 1 

Milling Industry 2 

Crop Farming 3 

Networking Business Industry 2 

Fragrance & Perfume Industry 1 
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8.1 Type of business managed by women entrepreneurs 

 

Figure 1: Devine Restoration Arts and Craft1 

  

Figure 2: Dnak Eembe Jam2   Figure 3: NAKA Namibia3 

Women entrepreneurs are engaging and managing different business industries. The 

study findings show that women entrepreneurs manage the food industry (4), Arts and 

Crafts, Poultry farming, Crop farming, and milling industry.  

The findings revealed that women entrepreneurs share knowledge within their 

enterprises through meetings, in-person training, and developing manuals/guidelines. 

                                                 
1 These baskets are weaved with recycled materials like paper, plastics and fabrics. 
2 Eembe jam is made from eembe known as “bird plum” an indigenous wild fruit from the Northern 
reqions of Namibia. See Dnak website: https://www.dn-nak.com/product/eembe-jam/  
3 These NAKa-scented candles were designed specially to support and advocate for cancer awareness in 
Namibia in 2021. Meanwhile, NAKA, cancer awareness and advocacy, the design and production of 
candles and specific themes in collaboration with the Namibia Cancer Association. For details, see the 
NAKA website: https://naka.com.na/  

https://www.dn-nak.com/product/eembe-jam/
https://naka.com.na/
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8.2 Use of social media to share knowledge 

The study findings revealed that women entrepreneurs shared tacit and explicit 

knowledge using different platforms, such as social media (YouTube, WhatsApp, 

Facebook, Mass Media (Radio or TV), and in-house training.  

Some business enterprises use social media for communication purposes within the 

enterprises: 

“We use the WhatsApp group for communication purposes to check up on each 

other but not necessary to share the know-how and best practices"P.6 

However, women entrepreneurs create, seek, and share knowledge beyond their 

enterprises through social media platforms such as Facebook, WhatsApp, Instagram, and 

YouTube. 

Most participants, 15, mainly use WhatsApp to share knowledge on business-related 

issues. They have different WhatsApp groups targeting different industries such as 

Chicken Namibia, National Innovation group, Namibia Entrepreneurs, Horticulture 

marketing, Livestock and Poultry.  

“There is a WhatsApp group for poultry farmers, where we discuss issues of 

managing chickens, diseases and how to treat them” P. 14 

“I am leading a business networking WhatsApp and Instagram group where we 

discuss pricing, marketing and how to get your products in the market”. P2. 

"I am a member of several WhatsApp groups such as National Innovation group, 

Namibian Entrepreneurs, Business link where we share knowledge amongst each 

other" P3. 

Some participants used YouTube (five), while four used live Facebook streams (four) to 

share knowledge with people interested in the same industry. 

“I usually make YouTube videos on how to bake cakes and biscuits". P5. 

"At times, we conduct live Facebook streaming training on how to make baskets 

from reusable materials like plastics and newspapers." P10. 

In addition to social media, women entrepreneurs share their knowledge using different 

approaches and platforms such as seminars, workshops, and mass media such as Radio 

and TV programs to share skills and expertise with general communities. One participant 

indicated that they shared their expertise with university students. 
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“I was invited by NBC Oshiwambo radio to discuss poultry farming and how to treat 

different poultry diseases” P.12. 

"Our business sometimes got funding to train youth through face-to-face workshops and 

seminars on how to make different products from plastics and other recyclable 

materials", Participant 18 

"At times, High education Institutions refer students to my business to do their 

internship and research at my poultry farm, and I share my expertise with them", 

Participant 15 

In addition to knowledge sharing, all participants indicated that they used social media 

such as Facebook, Instagram, Telegrams, and Tick-tock regularly to advertise and create 

brand awareness of their products and business.  

8.3 Benefits of sharing information and knowledge on social media 

In addition, women entrepreneurs acknowledge the benefits of social media platforms to 

create brand awareness of their company and advertise their products. 

“Social media is a good advertising platform as you can reach a wider audience” 

Participant.8. 

“When using Facebook for training, it raises more awareness of the company’s 

products and services, which may lead to great reputation” Participant.19. 

"Social media allows you to get customer feedback, and in the end develop 

customer loyalty", Participant 20. 

8.4 Challenges of sharing information and knowledge on social media 

While using social media to provide insightful articles, case studies, and industry trends, 

women entrepreneurs may demonstrate their knowledge and thought leadership in their 

domains and establish themselves as authoritative figures. In addition to improving their 

brands, this encourages knowledge sharing among network members. However, they 

encounter numerous obstacles that prevent them from fully utilising social networking in 

their businesses. The main difficulties experienced by female entrepreneurs are illustrated 

in the mind map below:  
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Figure 4: Challenges faced by women entrepreneurs 

As Depicted in the mind map above, the study revealed that a female entrepreneur’s 

main obstacle is the lack of knowledge to optimally use, manage, and share information 

effectively using different social media platforms.    

"Sometimes Lack of technical knowledge to use social media." P9. 

In addition, some participants mentioned that internet connections and the high cost of 

internet data limit them from entirely using social media to share knowledge and their 

business expertise with others.  

“My challenge in using social media is a higher cost for internet data." P15. 

Furthermore, about five participants mentioned the fear of copyright and IP theft and 

infringements as a significant challenge, especially for those who only have registered the 

company but did not register their patent with the BIPA, to protect their recipe, 

business/product processor business ideas against patents not.  

“Fear of copyright theft, I once become a victim of that, presented my idea in a 

public meeting and my ideation was stolen” P13. 

8.5 Management of information/knowledge shared on social media 

When asked how female entrepreneurs manage the information shared on social media 

that is relevant to their business or on best practices of managing and marketing 

business, the participants mentioned different strategies to manage information for 

future reference. Women entrepreneurs use several approaches, such as sharing videos 

on a Facebook page or saving on a Google Drive or a computer drive. 
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The majority (12, 12) of participants (use their cellphones to temporarily store video and 

audio files through their phone galleries but lose essential information when their device 

space is filled up. This is because mobile devices have limited storage capacity and cannot 

be used for knowledge, information management, and preservation.  

I keep my essential videos and audio (WhatsApp voice message) on my phone 

gallery, but sometimes the phone gets full, and you need to delete some essential 

files to free up space." P11. 

“If I have to refer back to such information, I usually return to the group where 

it was shared.” P6. 

About five participants indicated sharing and posting videos and audio clips on their 

social media pages to preserve such knowledge for future reference. This also applies 

when they discover essential information about different groups important to their 

business.  

“I share videos shared through social media on my Facebook page” P4. 

“If I find a video or essential information on social media, I repost it under my 

account to have access to it forever.” P17. 

Only two participants indicated using a hard drive to save essential knowledge shared 

through social media platforms. One said they print it out and file the information shared 

on social media, which is more important for the business because it is easier to manage, 

read, and retrieve information on print papers than audio and other online information. 

"If the document that benefits my business is shared, I save it to my Google 

Drive." P10. 

"I prefer to print out important information so that I can easily keep it and share 

it with my employees." P3. 

Women entrepreneurs use temporary measures to preserve the knowledge shared 

through social media for future access, such as reposting a video and posting it to their 

social media page or downloading and saving it on a hard drive or Google Drive. 

9 Discussion 

The findings of this study shed light on how women entrepreneurs in Windhoek, 

Namibia, are utilising social media technologies for knowledge sharing, the challenges 

they face, and the benefits they derive from these practices. The findings of this study 
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demonstrate that social media is not only used as an advertising and marketing platform 

but also as a platform for women to create and share knowledge and engage with their 

consumers in the business process that can result in product co-creation. The study adds 

new insights into business enterprises' use of information and communication 

technology by providing new perspectives on how women use these new technologies to 

improve their business and create and share knowledge. The findings of this study not 

only contribute to the body of knowledge by linking social media to knowledge 

management and entrepreneurship. Furthermore, the results presented have implications 

for women's entrepreneurship in an online environment.  

The findings of this study suggest that social media is a critical tool for knowledge 

sharing among women entrepreneurs in Windhoek, Namibia. Social media can enhance 

entrepreneurial innovation, improve decision-making, and provide a competitive 

advantage. However, women entrepreneurs face challenges in using social media for 

knowledge sharing, such as lack of access to reliable internet connectivity, limited digital 

literacy, and language barriers.  

The study found that women entrepreneurs in Windhoek, Namibia, use formal and 

informal platforms to share and create knowledge. These platforms include WhatsApp 

groups for communication and checking up on each other, as well as broader social 

media platforms such as Facebook, Instagram, and YouTube. WhatsApp groups are a 

popular choice for knowledge sharing on business-related issues, with participants 

engaging in discussions and information exchange related to specific industries (e.g., 

Chicken Namibia, National Innovation group, Horticulture marketing). The findings 

suggest that women entrepreneurs use social media tools for collaborative learning and 

sharing best practices within their respective industries. These findings were in line with 

what was reported by Keppio (2022).  

The study also highlights that using social media technologies has elevated information 

and knowledge sharing, interaction, and advertising to a higher level. Women 

entrepreneurs have reported benefits for their organisations and customers from their 

engagement with social media. By sharing essential videos and content, these 

entrepreneurs increase their reach to a broad audience and effectively market their 

businesses. Moreover, social media platforms like Facebook and WhatsApp are avenues 

for raising awareness about products and services, potentially leading to a positive 
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reputation. Similar findings were reported by Cevik et al. (2016) and Mladenović and 

Krajina (2020).  

The researchers identified several challenges women entrepreneurs encounter while using 

social media for knowledge sharing. These challenges include a lack of affordable data 

reported as expensive or unavailable for some women, limiting their ability to share and 

create knowledge online. On the other hand, some entrepreneurs lack the technical skills 

or knowledge required to record and share videos, which could hinder their efforts to 

showcase their work and expertise. These findings agree with those of Razmerita et al. 

(2016). Governments must address the issue of expensive data, as this could enable more 

women entrepreneurs to participate actively in online knowledge-sharing activities. 

Storing videos and audio messages on phone galleries was also a challenge. It led to 

storage constraints, forcing entrepreneurs to delete important files and potentially lose 

valuable information gathered from other entrepreneurs. On the other hand, copyright 

concerns were highlighted as a hindrance to knowledge sharing through social media. 

Some women expressed fear of intellectual property theft, with some entrepreneurs 

expressing concerns about sharing their ideas in public spaces due to the risk of ideation 

theft. Strategies to protect intellectual property, such as copyright awareness and legal 

support, could help alleviate concerns about idea theft. There is a need, therefore, to 

educate entrepreneurs on how to protect their intellectual property rights, as alluded to 

by Retnaningdiah et al. (2020). In addition, providing training and resources to enhance 

technical skills for content creation and sharing could empower entrepreneurs to utilise 

social media more effectively. Educating entrepreneurs about efficient storage solutions 

and data management could help them retain important information without 

compromising storage space. 

Apart from social media, the study indicates that women entrepreneurs in Windhoek use 

diverse approaches and platforms for knowledge sharing. These include seminars, 

workshops, and mass media like radio and TV programs. While social media plays a 

significant role, entrepreneurs adopt multiple strategies to reach a wider audience and 

disseminate their expertise within the community. 

10 Conclusion  

This research sought to examine women entrepreneurs' use of social media technologies 

to share knowledge, identify tools used, how such knowledge is managed, and the 

challenges women entrepreneurs encounter. The study demonstrates positive and 
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significant evidence that women entrepreneurs use social media to create and share 

knowledge with fellow business owners and the public at large. Social media is a place for 

women entrepreneurs to engage with people wherever they are because it provides 

unique opportunities to establish trust, as it can be a place where businesses encourage 

people to talk about them. These technologies take information and knowledge sharing, 

interaction beyond business building, and advertising to a higher level, where a wider 

audience can be reached in a second. The study concludes that social media is significant 

for knowledge creation, sharing, and product co-creation among women entrepreneurs 

in Namibia. Women entrepreneurs in Namibia use social media such as Facebook, 

Instagram, and YouTube to share expertise and educate and advertise their products. 

The study also observes that women entrepreneurs adopt temporary measures to 

preserve knowledge and information shared on social networks for future reference. 

Furthermore, women entrepreneurs experience several challenges and bottlenecks that 

hinder the equitable optimisation of social networks. These include copyright and 

intellectual property theft, lack of knowledge, high cost of internet data, misinformation, 

and information overload. It is evident that social media technologies elevate the 

exchange of information and expertise, enhance customer engagement, and boost 

advertising, which can benefit women entrepreneurs, business enterprises, and 

customers. However, capacity building on effective, efficient, and safe use of social 

media, IP, and evaluation of information is desired to allow women entrepreneurs to 

address the challenges of online scams, misinformation, and information overload. 

11 Implications of the study findings 

The study findings have practical implications for supporting organisations like Telecom 

Namibia, Mobile Telecommunication Centre and BIPA, and community libraries. From 

the practice perspective, our findings provide significant cases and instances of how 

women entrepreneurs use social media for business activities and processes as a platform 

to manage knowledge, which can help improve the understanding of entrepreneurs and 

policymakers on the role social media can play in augmenting business performance and 

effectiveness because of its potential for different types of knowledge creation and 

sharing in business enterprises. Effective use of social media platforms as a means of 

knowledge management for small and medium business enterprises would, in turn, 

transform the traditional modes of business into more innovative and creative businesses 

through knowledge sharing and customer engagement. However, such transformation 
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cannot happen if entrepreneurs are not well informed of the benefits social media can 

bring to their business and do not have the skill set and competencies to use social media 

and to handle the challenges associated with operating a business online and specifically 

through social media such as misinformation, information overload, IP and copyright 

issues in an online environment. Hence, there is a need for a collective proactive 

approach and framework for knowledge management for socially networked businesses.  

Furthermore, in Namibia, where over 54% of the population uses social media, 

entrepreneurs need to acquaint themselves with and improve the skills required to be 

competitive in an online business environment. The effective use of social media to 

create and share the acquired knowledge that may be relevant to their business processes, 

engage customers, and market and advertise their products is specifically significant for 

women entrepreneurs. However, limited skills to optimally use social media by women 

entrepreneurs hinder their businesses from benefiting from the advantages brought by 

social media. Therefore, there is a need for public and private institutions and the state to 

engage with entrepreneurs and develop programs that can equip entrepreneurs with the 

skill set required not only on how to use social media to create, share and manage 

knowledge but also with skills about handling information overload and understanding 

of intellectual property and copyright related skills for small and medium enterprises 

operating in an online environment. Collaboration between the Ministry of Trade and 

Industry, BIPA, and high-education institutions like the University of Namibia and 

NUST is needed to develop tailored short courses for entrepreneurs.  

Additionally, the high cost of the internet is accentuated in this study as a hindrance for 

women entrepreneurs to use social media in their business effectively. The researchers, 

therefore, recommend that telecommunication companies such as MTC and Telecom 

provide affordable packages for small and medium business companies to augment their 

business operations and online presence, which in turn can improve their business 

performance. The study also recognised Namibia's lack of a national knowledge 

management policy and system. Hence, there is a need for such a policy to aid 

knowledge-sharing practices in Namibia. 

12 Limitations of the study findings 

This study adopted a qualitative approach using interviews to establish and understand 

the use of social media platforms for knowledge sharing by female entrepreneurs, which 

had a limited sample size, making it difficult to generalise the findings. Future studies can 
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explore the influence of social media on knowledge sharing among women entrepreneurs 

in other African countries. Furthermore, future studies should examine the management 

and preservation of tacit knowledge shared in public domains such as social networks. 

The researchers also suggest that future research is needed to explore factors such as age, 

gender, and level of education as mediating factors to test their overall influence on the 

use of social media as a means for knowledge management in different business 

processes and their impact on business effectiveness. Furthermore, there is a need to 

investigate the impact of knowledge sharing and consumer engagement through social 

media on the co-creation of products and services for women-owned businesses.  
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