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Abstract

Over the past decade, many female students have made great progress in studying STEM subjects. Yet their
entrepreneurship is underdeveloped because of several problems. Female students experience problems with low visibility,
a small number of mentors, and difficulties accessing funding or networks. On the other hand, social media has evolved to
provide tools for learning, networking, branding, and even entrepreneurship.

In this paper, I will look at how women studying STEM fields can use social media to turn academic knowledge into viable
business initiatives. The research presents the Social-Academic Entrepreneurship Model (SAEM). This model shows the
process of moving from knowledge to content creation, audience engagement, personal branding, monetization, and
leadership.

To develop the Social-Academic Entrepreneurship Model, I used a conceptual review method grounded in literature, new
venture observations, and digital entrepreneurship trends. As a result of the research, it becomes clear that social media
lowers entry barriers. Moreover, it provides students with flexible opportunities for experimenting and gaining visibility.
Although the risk of digital burnout and platform dependency cannot be underestimated, digital entrepreneurship seems to
be highly relevant today.
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1.0 Introduction

The growing involvement of women in STEM education
is an essential development in current academia.
Nowadays, more women study subjects like
biotechnology, environmental science, engineering, and
computer applications. Still, while the educational
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system has been enhanced, there hasn't been much
progress made in terms of the involvement of women in
entrepreneurship (Brush et al., 2009).

It is also essential to address why students do not feel
encouraged to engage in entrepreneurial activities. For
instance, financial instability, the absence of mentors,
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insufficient industry knowledge, and other factors deter
young people from participating in entrepreneurship. In
some instances, unique and groundbreaking ideas cannot
be implemented because the students are unable to
pursue them further (OECD, 2023).

Surprisingly, the emergence of social media platforms is
starting to alter this relationship in some unpredictable
ways. Social media platforms, which were previously
viewed as means to network or entertain oneself are now
serving as a tool for career development and education,
as well as entrepreneurial ventures (Dwivedi et al.,
2021). Students can teach others about concepts on such
platforms, form communities, and create visibility
without having to invest in much infrastructure.

The idea of building one’s ship is especially pertinent to
women in STEM as it creates new avenues other than
traditional careers for students. For instance, a student
explaining about sustainable methods, lab experiences,
coding skills or scientific concepts on social media
platforms may ultimately end up creating an audience,
forming collaborations, and engaging in entreprencurial
activities (Nambisan, 2017).

2.0 Materials and Methods

The current research is a part of a conceptual and
exploratory review aimed at comprehending the
increasing association between social media and female
entrepreneurship in the area of science, technology,
engineering, and mathematics (STEM). As the issue
involves digital behaviors and trends in entrepreneurship
that continue to develop, the research employs secondary
sources, while there is no need for experimental studies
or surveys. Academic literature on such topics as female
entrepreneurship, digital communication, interaction on
social media platforms, personal branding, and STEM
education has been widely analyzed in the course of the
research.

The study further examined trends evident in student-led
initiatives, educational entrepreneurs, and female-
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founded digital companies operating on social media
channels. Special focus was placed on the manner in
which academic knowledge is becoming increasingly
available in digital format, professional identity, and
community building via online interaction.

From  these  insights, the  Social-Academic
Entrepreneurship Model (SAEM) was formulated as a
theory-based model that would provide explanations for
the process of academic knowledge to digital influence,
entrepreneurship, and leadership. SAEM is an outcome
of combining common stages identified in the process of
digital entreprencurship, namely content production,
audience creation, brand creation, and monetization
(Nambisan, 2017).

In contrast to statistics-based analysis, the research
methodology adopted a qualitative approach in the
comprehension of current literature on the subject matter.
The choice of methodology was deemed appropriate due
to the ongoing evolution in digital communication and
entrepreneurship.

3.0 Results and Model Development

The Social-Academic Entrepreneurship Model (SAEM)

was formulated from the insights gained from the
observations made throughout the research process. The
model explains the process through which an individual
move from academic knowledge to entreprencurship
leadership using digital platforms. The model captures
the interrelated phases that one needs to pass through for
such a shift to take place and how social media platforms
can aid in achieving visibility, communication, branding,
and venture creation among female college students in
STEM

As is evident from Table 1, the SAEM model
demonstrates that entrepreneurship is a cyclical and
dynamic process, rather than a one-off activity. Every
cycle helps to build digital presence, professional
identity, and entrepreneurial success.
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Table 1. Summary of the Social-Academic Entrepreneurship Model (SAEM)

SAEM Stage

Key Activity

Expected Outcome

Knowledge Capital

STEM learning and
academic exposure

Subject expertise

Knowledge Translation

Educational content
creation

Accessible knowledge-sharing

Trust Building

Consistent audience
interaction

Credibility and engagement

Personal Branding

Niche positioning and
visibility

Professional identity

Monetization

Workshops, collaborations,
services

Revenue generation

Leadership

Mentorship and
community-building

Ecosystem impact

4.0 Case Study: Saahas Zero Waste

An instance which is indicative of multiple components
of the suggested SAEM framework can be found at
Saahas Zero Waste, a social enterprise operating in India

3%Saahas

zero waste

in the sphere of waste management (Saahas Zero Waste,
2024). This social enterprise has emphasized the need for
encouraging waste segregation and sustainable behavior
among various sections of society.
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Figure 1. Community-based sustainability and waste management awareness initiatives associated with Saahas
Zero Waste.

It is significant to note that the application of both
technical knowledge and awareness-based
communication has been done in order to generate a dual
impact for society and entrepreneurs. The community
participation activities carried out in relation to the
program are shown in Figure 1

Rather than using traditional means to disseminate
information, the organization has also used digital
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communication techniques and approaches to make
people aware of their role in protecting the environment.
Through educational campaigns, web-based exposure,
and community involvement, the project steadily gained
respect and recognition in terms of both institutions and
individual households. The online aspect was
instrumental in making environmental ideas more
accessible to the general public and increasing their
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participation in conversations about sustainability. It also
proves that knowledge exchange in itself is an excellent
starting point for sustainable action.

This example also proves that entrepreneurship is not
necessarily limited to the business sector. An enterprise
based on educational, awareness, sustainability, and
social responsibility aspects can also be highly
entrepreneurial in nature when communication and
community building are incorporated into the process.

5.0 Conclusion

However, the dynamics of interrelations between social
media and entrepreneurship are developing at an
increasingly rapid pace nowadays, especially among
educational and professional communities. What used to
be a tool for communication and entertainment is
increasingly becoming a means of building one's
reputation, sharing  expertise, and  generating
entrepreneurial  opportunities from scratch. This
phenomenon is especially relevant for women in STEM
since there might be certain pathways that are closed for
them in terms of traditional models of entreprencurship.

The conclusions drawn from this research demonstrate
that using digital technologies, women students might be
able to utilize academic experience in order to start
engaging in entrepreneurship-related activities via
communication, building the audience and promoting
themselves. This is in line with new perspectives
concerning digital entrepreneurship (Nambisan, 2017).
In many cases, the process of entrepreneurship in the
digital age is a gradual process based on consistency,
interactions, and publicity.

The suggested Social-Academic Entrepreneurship
Model (SAEM) illustrates this very process by
identifying the connection between knowledge
acquisition, content creation, building trust, branding,
monetizing, and leadership, making this process circular.
However, according to the model, entrepreneurship
might have non-monetary effects as well, including
building a community or raising awareness.
Nevertheless, issues like burnout caused by technology
use, content overload, and reliance on algorithms cannot
be overlooked. As a result, although social media offers
possibilities for both accessibility and innovation,
sustainable engagement is achievable through
adaptation, critical  thinking, and responsible
communication practices.
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In conclusion, this study underscores the need to
incorporate digital literacy skills and entrepreneurial
communication into STEM  education.  The
encouragement of young people to merge their technical
knowledge with digital engagement will foster
inclusiveness and women-led innovation ecosystems in
the future (OECD, 2023).
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