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Abstract. Small and Medium Enterprises (SMEs) play a significant role in all economies and are key agents of employment, innovation 

and growth.  Strategic communication is something different from normal communication as it involves with certain intelligent way of 

communicating the clients and counter parts. The implications of future of small industries, globalization, performance, perspectives and 

challenges would insist on prompt and prudent way of communicating and are to be confronted by women entrepreneurs. To crack the 

challenges and overcome the negative impacts of communication successfully, strategic communication becomes a vital part of business 

and entrepreneurs should familiarize such type of business communication for better decision-making in all functional areas of business. If 

information asymmetry exists, clients may respond by negatively leading to miscommunication or misinterpretation which will have bad 

effects on organization and business negotiations. The concept and source of communication should be adapted to have more clarity and 

transparency to make the receiver understand the information and message so as to make him/her respond appropriately. The consequence 

of inappropriate communication, or weak communication would exhaust the time and energy of the receiver leading to refusal of the clients 

or business partners.  The fact is that most of the entrepreneurs from small and medium industries in India have not developed adequate 

expertise in strategic communication which may create setbacks in their business performances. This article analyses the profiles of the 

SME women entrepreneurs and their perception and expectation on strategic communication and their strategic communication 

components which are analyzed to derive the results. 
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1. Introduction 

 

Small and Medium enterprises play a significant role in all economies and are key agents of employment, 

innovation and growth.  Small and medium firms play a key role in transition of the developing countries. These 

firms typically account for more than 90% of all firms outside the agricultural sector, constitute a major source of 

employment and generate significant domestic and export earnings. As such, women SME development emerges 

as a key instrument in the small and medium enterprises and economic development of our nation.   
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Communication is necessary at every stage of a business life cycle. It is required to help women SMEs set up and 

expand their operations, and to develop new products. India has a well developed communication system, 

comprising Social media, mobile networks, supply chain operators, logistics companies, banks and financial 

institutions, courier services, ICT companies and other corporate companies. The growing significance of Small 

and Medium Enterprises (SMEs) for employment and income generation, and the development of women 

entrepreneurs have led various businesses and international organizations to support their development and 

expansion (e.g. Morris et al., 2002; Argenti, 2003; Bala Subrahmanya, 2004; UNCTAD 2014; Iacob, Hristache, 

2017; Akhter, 2017; Jimenez–Marin et al. 2018; Njaramba et al., 2018; Prodani et al. 2019; Benešová, Hušek, 

2019). 
  

2. Communication for women entrepreners  

One of the major challenges faced by the women SMEs is access to timely and strategic communication. Access 

on a global basis to modern communication technology is possible for the women entrepreneurs like their male 

counterparts. When it comes for communicating strategically, there lies the question how far the women 

entrepreneurs could communicate strategically in every business situation to become successful. Their capability 

in communicating strategically has become the most critical determinant of international competitiveness.  

 

The international business situation demands the need for strategic communication of women SMEs to be 

internationally competitive in terms of quality, delivery, after-sales service, price, etc.  Strategic communication 

would be a prerequisite in all areas of business to bring about transformation in the business. The problem is that 

the availability of adequate communication skills to act upon the entrepreneurial positions and to strike a balance 

between the business requirement and the strategies to be applied through effective communication becomes 

critical for Indian women entrepreneurs. 

 

3. Objective 

The article has the following objectives. 

1. To identify and analyze the association between the profile of the Women SME entrepreneurs and 

their perception of communication on various factors of their business footings.  

2. To examine the level of expectation on various factors in strategic communication among the women 

SME entrepreneurs and its association with their profile.  

3. To ascertain the effectiveness of communication over the perception and expectation of women SME 

entrepreneurs. 

 

4. Method 

In this paper, the descriptive, empirical research and related research designs have been administered.  This study 

analyzes the expectation and perception on strategic communication among the Women SME entrepreneurs of 

Coimbatore district, Tamil Nadu state in India. With that their profiles have been analyzed by applying 

Correlation. 

 

Systematic sampling technique has been used in this study. A sample size of 435 women SME entrepreneurs was 

finally filtered to 172 SME women entrepreneurs and contacted directly to get their responses through interview 

method. Seven such communication components namely Completeness, Courtesy, Correctness, Clarity, 

Consideration, Conciseness and Creativity have been identified and applied in this study. These strategic 

communication components and their relationship with the selected profile of the women SME entrepreneurship 

were analyzed and results, discussion and conclusion were made. 
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A questionnaire was administered among the women SME entrepreneurs in order to get their responses. The 

responses were analyzed and tabulated to derive the results and discussion. 

 

5. Analysis 

Degree of relationship between selected profiles of the women entrepreneurs and their level of perception 

on strategic communication and it components 

The relationship between the selected profiles of the women entrepreneurs and their level of perception on 

strategic communication is found by using correlation analysis.  
 

Table 1. Degree of relationship between selected profiles of the women entrepreneurs and their perception on completeness 

No. Independent variables ‘r’ value ‘p’ value 

1. Age -0.436 0.000* 

2. Educational Qualification -0.690 0.000* 

3. Working Experience -0.238 0.000* 

4. Number of employees working in the company 0.247 0.000* 

5. Annual Turnover -0.036 0.457 NS 

Note: * - Significant at 1% level; NS – Not Significant 

 

It is noted from the table 1 and figure 1 that among the five selected profiles of the women entrepreneurs, only 

one factor viz. number of employees working in the company have positive correlation with the perception on 

completeness. 
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Fig. 1. Completeness 

Source: Table 1 
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Table 2. Degree of relationship between selected profiles of the women entrepreneurs and their perception on courtesy 

 

   No. Independent variables ‘r’ value ‘p’ value 

1. Age 0.545 0.000* 

2. Educational Qualification 0.000 0.996 NS 

3. Working Experience 
0.403 0.000* 

4. Number of employees working in the company 
-0.360 0.000* 

5. Annual Turnover 
-0.094 0.049** 

Note: * - Significant at 1% level; ** - Significant at 5% level; NS – Not Significant 

It is divulged from the table 2 and figure 2that among the five selected profiles of women entrepreneurs, two 

factors viz. age and working experience have positive correlation with the perception on courtesy.  
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Fig. 2. Courtesy 

Source: Table 2 
 

Table 3. Degree of relationship between selected profiles of the women entrepreneurs and their perception on correctness 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 
-0.427 0.000* 

2. Educational Qualification 
-0.059 0.219 NS 

3. Working Experience 
0.338 0.000* 
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No. Independent variables ‘r’ value ‘p’ value 

4. Number of employees working in the company 
-0.574 0.000* 

5. Annual Turnover 
-0.024   0.612 NS 

Note: * - Significant at 1% level; NS – Not Significant 

  
 It is observed from table 3 and figure 3 that among the five selected profiles of the women entrepreneurs, only 

one factor viz. working experience has positive correlation with perception on correctness.   
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Fig. 3. Correctness 

Source: Table 3 

 
Table 4. Degree of relationship between selected profiles of the women entrepreneurs and their perception on clarity 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 0.464 0.000* 

2. Educational Qualification 0.354 0.000* 

3. Working Experience -0.206 0.000* 

4. Number of employees working in the company -0.116 0.015** 

5. Annual Turnover -0.025 0.607 NS 

Note: * - Significant at 1% level; ** - Significant at 5% level; NS – Not Significant 

 

It is observed from the table 4 and figure 4 that among the five selected profile of the women entrepreneurs, two 

factors viz. age and educational qualification have positive correlation with the perception on clarity. 
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Fig. 4. Clarity 

Source: Table 4 
 

Table 5. Degree of relationship between selected profiles of the Women entrepreneurs and their perception on consideration 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 
-0.037 0.437NS 

2. Educational Qualification 
-0.564 0.000* 

3. Working Experience 0.321 0.000* 

4. Number of employees working in the company 0.018 0.714NS 

5. Annual Turnover 
-0.290 0.000* 

Note: * - Significant at 1% level; NS – Not Significant 

 

It is inferred from the table 5 and figure 5 that among the five selected profiles of the Women entrepreneurs, only 

one factor viz. working experience have positive correlation with the perception on consideration. 
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Fig. 5. Consideration 

Source: Table 5 
 

 

 

Table 6. Degree of relationship between selected profiles of the women entrepreneurs and their perception on conciseness 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 
-0.010 0.840NS 

2. Educational Qualification 
-0.017 0.718NS 

3. Working Experience 
0.408 0.000* 

4. Number of employees working in the company 
-0.301 0.000* 

5. Annual Turnover 
0.523 0.000* 

Note: * - Significant at 1% level; NS – Not Significant 

 

It is inferred from the table 6 and figure 6 that all the five selected profiles of the Women entrepreneurs, two 

factors viz. working experience and annual turnover have positive correlation with the perception on conciseness. 
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                Fig. 6. Conciseness 

                Source: Table 6 
 

Table 7. Degree of relationship between selected profiles of the Women entrepreneurs and their perception on creativity 

No. Independent variables ‘r’ value ‘p’ value 

1. Age -0.133 0.005* 

2. Educational Qualification -0.083 0.085NS 

3. Working Experience 0.166 0.001* 

4. Number of employees working in the company 
0.047 0.331NS 

5. Annual Turnover 
0.344 0.000* 

Note: * - Significant at 1% level; NS – Not Significant 

  
It is noted from the table 7 and figure 7 that among the five selected profiles of the women entrepreneurs, two 

factor viz. working experience and annual turnover have positive correlation with the perception on creativity. 
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                Fig.7. Creativity 

                Source: Table 7 
 

Degree of relationship between selected profiles of the women entrepreneurs and their expectation on 

strategic communication 

 
The relationship between the profiles of the women entrepreneurs and the expectation on strategic communication 

components is found by using correlation analysis. The independent variables are namely age, educational 

qualification, working experience, number of employees working in the company and annual turnover.  

 
Table 8. Degree of relationship between selected profiles of the women entrepreneurs and their expectation on completeness 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 0.356 0.000* 

2. Educational Qualification 0.084 0.080 NS 

3. Working Experience 0.121 0.012** 

4. Number of employees working in the company 0.339 0.000* 

5. Annual Turnover 0.229 0.000* 

Note: * - Significant at 1% level; ** - Significant at 5% level; NS – Not Significant 

 

It is inferred from the table 8 and figure 8 that among the five selected profiles of the women entrepreneurs, four 

factors viz. age, working experience, number of employees working in the company and annual turnover have 

positive correlation with the expectation on completeness.  
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Fig. 8. Completeness 

Source: Table 8 
 

 

Table 9. Degree of relationship between selected profiles of the women entrepreneurs and their expectation on courtesy 

No. Independent variables ‘r’ value ‘p’ value 

1. Age -0.039 0.412 NS 

2. Educational Qualification 0.220 0.000* 

3. Working Experience 0.229 0.000* 

4. Number of employees working in the company 0.176 0.000* 

5. Annual Turnover 0.281 0.000* 

Note: * - Significant at 1% level; NS – Not Significant 

 

It can be revealed from the table 9 and figure 9 that among the five selected profiles of the women entrepreneurs, 

four factors viz. educational qualification, working experience, number of employees working in the company and 

annual turnover have positive correlation with the expectation on courtesy. 
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Fig. 9. Courtesy 

Source: Table 9 
 

Table 10. Degree of relationship between selected profiles of the women entrepreneurs and their expectation on correctness 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 
-0.124 0.010* 

2. Educational Qualification 
0.031 0.513 NS 

3. Working Experience 0.278 0.000* 

4. Number of employees working in the company 0.277 0.000* 

5. Annual Turnover 
-0.122 0.011** 

Note: * - Significant at 1% level; ** - Significant at 5% level; NS – Not Significant 

  
It is noted from the table 10 and figure 10 that among the five selected profiles of the women entrepreneurs, two 

factors viz. working experience and number of employees working in the company have positive correlation with 

the expectation on correctness. 
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Fig.10. Correctness 

Source: Table 10 
 

Table 11. Degree of relationship between selected profiles of the women entrepreneurs and their expectation on clarity 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 0.510 0.000* 

2. Educational Qualification 0.120 0.012** 

3. Working Experience -0.041 0.397 NS 

4. Number of employees working in the company 0.445 0.000* 

5. Annual Turnover 0.345 0.000* 

Note: * - Significant at 1% level; ** - Significant at 5% level; NS – Not Significant 

 
It is observed from the table 11 and figure 11 that among the five selected profiles of the women entrepreneurs, 

four factors viz. age, educational qualification, number of employees working in the company and annual turnover 

have positive correlation with the expectation on clarity. 
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Fig. 11. Clarity 

Source: Table 11 
 

 

 

Table 12. Degree of relationship between selected profiles of the women entrepreneurs and their expectation on consideration 

No. Independent variables ‘r’ value ‘p’ value 

1. Age -0.008 0.863NS 

2. Educational Qualification 0.330 0.000* 

3. Working Experience -0.084 0.082 NS 

4. Number of employees working in the company 0.418 0.000* 

5. Annual Turnover 0.352 0.000* 

Note: * - Significant at 1% level; NS – Not Significant 

 

It is divulged from the table 12 and figure 12 that among the five selected profiles of the women entrepreneurs, 

three factors viz. educational qualification, number of employees working in the company and annual turnover 

have positive correlation with the expectation on consideration.  
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Fig.12. Consideration 

Source: Table 12 
 

Table 13. Degree of relationship between selected profiles of the women entrepreneurs and their expectation on conciseness 

No. Independent variables ‘r’ value ‘p’ value 

1. Age -0.033 0.491 NS 

2. Educational Qualification 0.489 0.000* 

3. Working Experience 0.219 0.000* 

4. Number of employees working in the company 0.036 0.448 NS 

5. Annual Turnover -0.102 0.033** 

Note: * - Significant at 1% level; ** - Significant at 5% level; NS – Not Significant 

It is inferred from the table 13 and figure 13 that among the five selected profiles of the women entrepreneurs, 

two factors viz. educational qualification and working experience have positive correlation with the expectation 

on conciseness.   
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Fig.13. Conciseness 

Source: Table 13 
 

Table 14. Degree of relationship between selected profiles of the women entrepreneurs and their expectation on creativity 

No. Independent variables ‘r’ value ‘p’ value 

1. Age 0.010 0.835 NS 

2. Educational Qualification 0.228 0.000* 

3. Working Experience 0.327 0.000* 

4. Number of employees working in the company 0.345 0.000* 

5. Annual Turnover 0.103 0.011** 

Note: * - Significant at 1% level; ** - Significant at 5% level; NS – Not Significant 

 
It is noted from the table 14 and figure 14 that among the five selected profiles of the women entrepreneurs, four 

factors viz. educational qualification, working experience, number of employees working in the company and 

annual turnover have positive correlation with the expectation on creativity.  
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Fig. 14. Creativity 

Source: Table 14 
 

 

Results 

 

From the research paper, it is noted that even though the small size enterprise women entrepreneurs are having 

above 10 years experience in their business they are expecting more completeness on both the entrepreneurs and 

services to the clients. The clients and counterparts may provide administrative as well as technical help to 

women SMEs through resorting to proper strategic communication based on the 7c’s of communication. Women 

entrepreneurs and their role towards the components of communication can help in protecting the relationship 

with their clients to great extent that increases the effectiveness of communication and make it to be strategic in 

nature for the women entrepreneurs once they have a very right perception and their expectation.  

 Regarding the installed capacity, production, and extent of demand and so on and they are unable to 

assess the present condition and future prospects of women SMEs. So, it is recommended to the women 

SMEs, they should apply all the communication components required to communicate that give more 

effect and to facilitate the women entrepreneurs to achieve the desired responses. Hence, as the strategic 

communication of the women entrepreneurs has been powered through applying the communication 

components rightly would automatically formulate strategies over their communication and increase the 

clients’ interest over the organizations and respective entrepreneurs.  

 Strategic communication practices should be one of the important practices especially for women SMEs 

even though they may hire administrative assistants. Small firms may not be able to appoint assistants for 

this purpose who can assist the women entrepreneurs in strategic communication. So, it is recommended 

that women entrepreneurs should undergo necessary communication practice and training to enhance their 

communication potential. It is not only important for the entrepreneurs to update their knowledge in every 

source and channel of mainstream communication throughout the business period, but also to enhance 

their power of communication through training opportunities and mentoring in the communication field. 

These only can synergize the effectiveness of the women entrepreneurs’ communication.  
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Conclusion 

 

Strategic communication should be understood in Small and Medium Enterprises (SMEs) and due importance to 

been given to practice especially the women entrprenuers. In his article, "Perceptions of SME Growth Constraints 

in Nigeria", Charles 2002, identifies that one of the constraints for entrepreneurs is effective communication. By 

considering its sheer size, it is felt that the concept of women entrepreneurs have become crucial and it is the very 

time to generalize the importance and need to improve the communication skills and update their knowledge over 

communication ICT resources and channels available in the business field.  

 

This may also minimize the cost and time of communication. But, the counterparts do not consider the women 

SME entrepreneurs and their credentials unless they are good at communicating their counter parts to make the 

communication more effective. Obviously, this study identifies seven communication components by which the 

strategic communication of the women entrepreneurs could be enhanced if properly applied and taken up as an 

exercise could open even the gateway for efficient global . 
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