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Abstract 
 
 
While employing a gender lens, the current quantitative study aims to find the association 

of social capital and entrepreneurship among women in Pakistan. The study was conducted 

using a sample of 200 women who own beauty salon since one year from their homes and 

earn profit between PKR 8000 to PKR 12000 using non-random purposive sampling. Social 

Networking Index (SNI) and Entrepreneurial Attitude Orientation (EAO) were the data 

collection tools. The findings of the study revealed that social capital and entrepreneurship 

had significant positive correlation. Social capital also predicts the positive association 

between innovation, achievement and personal control. ANOVA was also conducted to find 

the difference in the means of variables. 
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Chapter I 
 
 

Introduction 
 
 

The current research aims to know the utilization of social capital among women 

entrepreneurs in Pakistani context. Women use their social relations and build trust among these 

that help them to be an active part of their social circle. These relations encourage and motivate 

to establish their own business. Women, by using these contacts and the trust may get success in 

their work. Non-random purposive sampling technique is used. By collecting data from 200 

women, who are running their beauty salons from their homes. Quantitative research method is 

used for data by using the developed questionnaires of Social Networking Index (SNI) and 

Entrepreneurial Attitude Orientation (EAO). Descriptive analysis and Pearson product moment 

correlation, multiple linear regression analysis and the analysis of variance (ANOVA) is used to 

analyze the data. The derived data is used to develop analytical generalization that is provided by 

the previous literature review (Faryal Salman, 2008, july). 

 
 


