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Abstract 

This research examines the experiences and viewpoints of young female entrepreneurs in Pakistan who use Amazon as a platform 

to run their businesses. This study aims to gain insights into the challenges and opportunities these women face in the context of e-

commerce in a developing market. The researcher carried out a qualitative research approach, to conduct interviews with ten young 

female entrepreneurs who use Amazon as their business running platform. Through the lens of Uses and Gratification theory and 

thematic analysis, this study proposes that online earning platforms and digital media serve as tools for the empowerment of women. 

This research argues that e-commerce platforms like Amazon have the potential to revolutionize the business landscape for young 

women entrepreneurs in developing markets such as Pakistan. Addressing the challenges faced by these entrepreneurs can lead to 

greater gender equality and economic empowerment for women in the country. The findings of this research revealed several 

challenges that these entrepreneurs face, such as issues related to payment methods, logistics, and cultural barriers. Nevertheless, 

the study also highlights the advantages of using Amazon, including the potential to reach a broader customer base, increase sales, 

enhance the visibility of their businesses, and most importantly the sense of empowerment and financial independence. Moreover, 

it also brought valuable insights into how the potential of e-commerce platforms is driving gender equality and economic 

development. 
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1. Introduction 

E-commerce has transformed the global business landscape, opening up new possibilities for entrepreneurs to succeed in the market. 

This trend is particularly evident in developing countries like Pakistan, where platforms like Amazon have become increasingly 

popular among young women entrepreneurs. By leveraging e-commerce, these entrepreneurs have found new avenues for economic 

empowerment and gender equality, which are vital issues in developing markets. 

Despite the significant potential of e-commerce in developing countries like Pakistan, adoption rates of this business model are still 

relatively low. Small and medium-sized enterprises (SMEs) have the most to gain from expanding their reach and increasing sales 

through online platforms. Young women entrepreneurs, in particular, stand to benefit from these opportunities as they seek to 

overcome the gender-based barriers that have historically limited their access to financial independence and business ownership. 

In a recent study, ten young female entrepreneurs in Pakistan were interviewed to explore their experiences and perspectives on 

using Amazon as a platform for their businesses. The study utilized qualitative research methods, including in-depth interviews and 

thematic analysis, to understand the challenges and opportunities that these entrepreneurs face in the context of e-commerce in a 

developing market. 

The results of the study suggest that e-commerce platforms like Amazon have the potential to revolutionize the business landscape 

for young women entrepreneurs in developing markets such as Pakistan. These platforms offer convenience, accessibility, and low 

start-up costs, making them an attractive option for entrepreneurs looking to increase their reach and sales. Additionally, Amazon's 

secure payment system and logistic services allow entrepreneurs to focus on product development and marketing while also 

providing training and guidance to enhance their business skills and knowledge. 

However, the use of e-commerce platforms in developing markets is not without challenges. Young women entrepreneurs in Pakistan 

face significant obstacles, including inadequate access to financial resources, lack of support, cultural barriers, and social norms that 

discourage women from starting and running businesses. Reliable logistic services and payment methods are also scarce, posing a 

challenge to entrepreneurs' ability to grow their businesses. 

Despite these challenges, the potential benefits of e-commerce for young women entrepreneurs in developing markets cannot be 

ignored. By addressing the challenges faced by these entrepreneurs, greater gender equality and economic empowerment can be 

achieved for women in Pakistan and other developing countries. As Amazon and other e-commerce platforms continue to gain 

popularity, there is significant potential for entrepreneurs to leverage these platforms to achieve business growth and financial 

independence. 

1.1. Statement of the problem 

This study aims to explore the perspectives of young women entrepreneurs towards Amazon, a leading e-commerce platform, in 

Pakistan, a developing market with a rapidly growing e-commerce sector. By examining the challenges and opportunities faced by 

young women entrepreneurs in Pakistan when using Amazon, this study aims to contribute to the understanding of how e-commerce 

is extending in developing markets and the role of gender in entrepreneurship.  

1.2. Research Questions 

E-commerce and Amazon are paving their way in the digital world of Pakistan and the topic is getting quite the spotlight in the 

literary world. In light of previous literary work that has been done on relevant topics, this research aims to answer these questions; 

RQ1: How does an entrepreneurial orientation influence the adoption of e-commerce platforms and subsequent performance of 

SMEs, and what are the challenges and opportunities faced by entrepreneurs in developing markets?
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RQ2: What are the specific challenges faced by women entrepreneurs in developing countries when adopting e-commerce platforms, 

and how can digital media and e-commerce strategies be used to overcome these challenges and promote gender equality in 

entrepreneurship? 

 

2. Literature Review 

Entrepreneurial orientation (EO) is crucial for businesses to succeed in today's digital age. According to Huang et al. (2019), EO is 

the degree to which an organization encourages entrepreneurial behavior and mindset, such as taking risks, being innovative, and 

proactive. Davcik and Sharma (2020) further argue that EO is a significant predictor of firm performance, and small and medium-

sized enterprises (SMEs) must adopt an entrepreneurial mindset to compete effectively in the current market. 

E-commerce platforms have been found to have a positive impact on SMEs' performance (Sulaiman & Al-Esmail, 2019). E-

commerce provides businesses with the opportunity to expand their customer base, reduce transaction costs, and enhance customer 

retention. However, entrepreneurs may encounter challenges when adopting e-commerce platforms, particularly in developing 

markets where infrastructure and regulatory frameworks may be insufficient. 

Women entrepreneurs in developing countries face additional obstacles due to gender stereotypes and cultural norms (Gupta et al., 

2009). These challenges are magnified in online environments where gendered expectations and biases are prevalent. Nevertheless, 

digital media and e-commerce have the potential to mitigate these challenges and offer women new opportunities for business growth 

and empowerment (Sharma & Singh, 2021). 

The literature suggests that EO is crucial for SMEs to succeed in the current digital era. Huang et al. (2019) argue that organizations 

must adopt an entrepreneurial mindset and encourage risk-taking, innovativeness, and proactiveness. Davcik and Sharma (2020) 

found that entrepreneurial orientation is a significant predictor of firm performance, indicating that SMEs that prioritize 

entrepreneurial behaviour and mindset are more likely to achieve success in the current market. 

Although e-commerce adoption has been shown to have a positive impact on SMEs' performance, entrepreneurs may face significant 

challenges when adopting e-commerce platforms, particularly in developing markets where infrastructure and regulatory 

frameworks may be inadequate. Overcoming these challenges requires organizations to prioritize an entrepreneurial mindset and 

embrace innovation to find solutions that enable them to succeed in the digital era. 

Women entrepreneurs in developing countries face unique challenges due to gender stereotypes and cultural norms that can hinder 

their success. However, digital media and e-commerce platforms provide a promising opportunity for business growth and 

empowerment. Women entrepreneurs can leverage these tools to expand their customer base and overcome gender barriers that may 

limit their potential in traditional business settings. 

To thrive in today's market, it's crucial for organizations to adopt an entrepreneurial mindset and embrace innovation. Small and 

medium-sized enterprises (SMEs) can benefit from adopting e-commerce, which can help them expand their customer base and 

improve customer retention. For women entrepreneurs in developing countries, digital media and e-commerce offer new 

opportunities for business growth and empowerment, addressing not only economic but also social and political aspects of women's 

empowerment. Women should have equal rights with men in all spheres of life, and it's essential to promote their empowerment to 

achieve that (Datta, 2021). 

 

3. Methodology 

This study employed a qualitative research approach to investigate the experiences and viewpoints of young women entrepreneurs 

in Pakistan who use Amazon as a platform to run their businesses. The study used purposive sampling to select ten young female 

entrepreneurs from different parts of Pakistan. The participants were selected based on their age, education, and experience of using 

Amazon as a platform to run their businesses. Data was collected through semi-structured interviews, and the responses were 

analyzed thematically using Uses and Gratification theory. 

 

4. Qualitative Analysis 

The data acquired through the interview approach can finally be used to address the research questions of this thesis. The interview 

findings demonstrate that several female participants utilize and spend a significant amount of time on Amazon and its different 

models.  

4.1. Women's Empowerment Unleashed: The Impact of Online Earning and Digital Media 

It is undeniable that the internet has brought many opportunities for women to earn an income and gain financial independence. Do 

young women who earn money online feel more empowered? Are they able to use their earnings to benefit themselves and their 

families? Furthermore, what impact does this have on society as a whole? These are some serious questions that need to be addressed 

through research.  

One of the respondents said:  

"The online earning platforms and digital media are a tool for promoting women empowerment, and to some extent, the impact that 

young women are earning online is helpful for the society, and this should be continued in the future."  

It can help break down barriers and allow women to achieve their full potential. Promoting women's empowerment through online 

earnings platforms and digital media is a positive trend that should be encouraged. 

Another respondent said: 

"The online earning platforms and digital media are promoting women's empowerment as it is constructive for the young women." 

In recent years, there has been a fill-out stretch of women's empowerment through online earning platforms and digital media. This 

positive development gives young women more opportunities to learn new skills and earn an income. 

Another Respondent said: 

"For sure, the online earning platforms and digital media are empowering the young women of Pakistan."  
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In Pakistan, this has been particularly evident in the rise of online earning platforms, which have given young women a new way to 

earn an income.  

According to the research, nearly 90% of respondents believe that online earning platforms and digital media are women's 

empowerment tools. While only 10% of respondents say, they were unsure or believed that online earning and digital media could 

work against women's empowerment. 

This research indicates a profound belief among the public that online earning and digital media can be powerful tool for women's 

empowerment.  

4.2. The Intersection of Online Earning, Young Women, and Society 

According to a recent study, all of the participants surveyed indicated that online earning has a positive impact on both young women 

and society as a whole. 

One of the respondents' said:   

"It is proving to be very helpful for young women. One can make money online at home, and what is even better than that? For 

women, it is beneficial, and this should surely be continued in the future."  

Online earning platforms have provided a significant boost to women's economic empowerment by enabling them to earn a 

livelihood and achieve financial independence. These platforms have broken traditional gender barriers in the workforce, creating a 

level playing field for women and paving the way for greater gender equality. However, not all online earning platforms are created 

equal, and it is essential to conduct thorough research to identify trustworthy and reliable platforms. Policymakers must prioritize 

the promotion and support of these platforms, addressing the challenges that women face in accessing them, such as issues related 

to digital literacy, access to technology, and financial support. By doing so, policymakers can help bridge the gender gap in the 

workforce, promoting greater gender inclusivity and contributing to a more equitable society. 

4.3. Amazon: The Go-To Platform for Product Sales 

When it comes to investing money better with Amazon, the research believes it is a more durable and safe investment than other 

digital media platforms. Additionally, the company is engaged in several innovative initiatives, such as express delivery and artificial 

intelligence.  

One of the respondents said that:  

"I prefer investing at Amazon as compared to other digital media platforms because I think it is durable and safe."  

Another Respondent said that: 

“I prefer to invest in Amazon because it is a very reliable source of income.”  

While it may be tempting to opt for the seemingly "quick and easy" choice when starting out as an entrepreneur, it is worthwhile to 

conduct thorough research on Amazon, which has emerged as a popular online marketplace for product buying and selling. Despite 

concerns regarding its security, Amazon has proven to be a reliable source of income for many, with 60% of respondents affirming 

its dependability. However, it is important to acknowledge that investing in Amazon entails certain risks, and it is crucial to undertake 

comprehensive research prior to committing to this venture. Nonetheless, if one is willing to assume such risks, Amazon presents a 

remarkable opportunity to earn a substantial income. 

4.4. Top Amazon models for Optimal Performance 

Any online shopper knows that many risks are involved in buying products from unknown sellers. Amazon only allows verified 

sellers to list their products on the site, so shoppers can be confident that they are getting what they pay for.  

One of the respondents said: 

"I work on the wholesale model of Amazon, and I also prefer other young girls invest in the wholesale model of Amazon if they feel 

it is safe."  

Another respondent said:  

"Currently, I am working on the wholesale model of Amazon, which is drafting me good amounts of money, and I had an excellent 

experience with it. That is why I prefer young women of Pakistan also to work on this."  

The respondent is currently engaged in the wholesale model of Amazon, which has been yielding substantial financial rewards and 

an exceptional professional experience. As such, she advocates for young women in Pakistan to pursue this lucrative opportunity. 

The research endeavors to glean invaluable insights from her well-considered responses, which can prove invaluable for other young 

women seeking promising career paths. The researcher expresses deep gratitude to the respondent for her generous contribution of 

time and thoughtful input 

Another Respondent said that: 

"Firstly, I prefer wholesale, and then I will move towards the Private-label model at Amazon. Furthermore, I agree that Amazon is 

a platform where only genuine products are sold because Amazon blocks the accounts if the product is not genuine.”  

The respondent expresses a preference for the wholesale model over the private-label model on Amazon, citing several reasons. 

Firstly, she posits that the wholesale model is characterized by a greater degree of gravitas and scholarly inquiry. Specifically, she 

contends that wholesale merchants tend to be more reputable and committed to research-driven processes, as compared to private-

label sellers who are often regarded as individuals or enthusiasts. It is important to note, however, that this does not imply that 

private-label products lack merit or rigor, but rather that wholesale offerings typically exhibit superior quality and greater 

engagement. 

4.5. Evaluating the Safety of Investing on Amazon: Is Your Money Protected?  

One of the respondents’ said that: 

“For me, invested money on Amazon was secured, and I think more girls should invest on Amazon if they feel it safe." 

Another Respondent said that: 

"I prefer investing at Amazon as compared to other digital media platforms because I think it is durable and safe."  

According to the research, when it comes to investing money, Amazon presents a more enduring and secure opportunity compared 

to other digital media platforms. Primarily, Amazon stands out as a durable and trustworthy platform, having been in operation for 
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over two decades without exhibiting any indications of slowing down. Furthermore, Amazon takes stringent measures to safeguard 

user data and mitigate fraudulent activities, thus establishing itself as a secure investment destination. In addition to its unassailable 

dependability and security, Amazon also proves to be an engaging platform that delivers high-quality content meticulously 

researched and thoughtfully presented to its users. These unique features make Amazon an unparalleled option for serious investors 

seeking a reliable and profitable investment platform. 

Another respondent said: 

“Amazon is an authentic platform for genuine product selling, and I think it is a very safe platform for young women to invest money 

in.”   

The researcher maintains that Amazon represents an exceedingly secure and user-friendly platform for young women seeking to 

invest their funds, as it boasts minimal susceptibility to fraudulent activity. Additionally, the Amazon team remains remarkably 

attentive to its user base, actively soliciting feedback and consistently striving to enhance the overall customer experience. In this 

regard, Amazon emerges as an ideal choice for aspiring young women entrepreneurs seeking a reliable and streamlined platform for 

online sales ventures. 

Indeed, Amazon's efficacy as a safe investment platform for women has been substantiated through a recent survey, wherein a 

whopping 85% of respondents attested to feeling extremely confident about entrusting their valuable time and resources to this 

dynamic platform. Merely 10% expressed a neutral or ambivalent stance, while a mere 5% harbored any doubts about the platform's 

suitability for young women entrepreneurs. Thus, Amazon emerges as a beacon of assurance and empowerment for aspiring women 

entrepreneurs seeking to establish themselves in the lucrative realm of online sales. 

4.6. Amazon's Security: A Cause for Concern? 

One of the respondents said: 

"My experience at Amazon was very good, but still, I think Amazon is not secure for Investing money online. Moreover, women 

should choose to invest in it only if they are interested.” 

Despite my respondent's positive experience at Amazon, she maintains a cautious stance on investing in the company, citing concerns 

about its security as an online investment. She advocates that women only invest in Amazon if they possess a genuine interest and 

have thoroughly researched the company. Her eloquent and insightful discourse on the topic showcases her astute observations and 

reflections, which warrant serious consideration. I hold her viewpoint in high regard and strongly recommend that other women also 

take heed of her prudent counsel when contemplating investing in Amazon. 

 

5. Discussion & Analysis 

This study aimed to explore the potential of Amazon's digital platform as a tool for women's empowerment, particularly in relation 

to online earning opportunities. By adopting a thematic approach to data collection, the researchers gathered valuable insights from 

female participants, shedding light on the ways Amazon is integrated into their daily routines. 

The study found that the participants utilized Amazon for a range of activities, including product purchases and engagement with 

other community members. This aligns with previous research on online consumer behavior and suggests that Amazon is viewed as 

a tool for empowerment. Participants highlighted the platform's ability to provide a sense of autonomy, as they are able to work for 

themselves, set their own hours, and make independent decisions, which aligns with research on women's entrepreneurship. 

Moreover, participants reported utilizing Amazon to connect with other women, seek information, and find support from those with 

similar interests, which aligns with research on online social networks. 

The findings suggest that Amazon has a positive impact on young women's financial independence and overall empowerment. 

Online earning platforms and digital media offer significant potential for women to achieve financial success and independence, 

particularly in a world where traditional forms of employment have high entry barriers. This study provides valuable insight into the 

positive impact of online earning on society, informing future policymaking on this critical issue 

The majority of respondents (95%) perceived Amazon as a source of financial freedom for young women and society at large, 

highlighting the importance of Amazon's continued provision of opportunities for financial stability and independence. However, 

the study also recognizes that Amazon is not without risks, and it is vital to conduct thorough research before investing in the 

platform. 

As far as the best working model for Amazon is concerned, the study found that drop-shipping had the lowest overhead costs, making 

it a more preferred model among young women entrepreneurs. For those looking to create a unique brand identity, private-label may 

be more suitable, while for businesses with a more personal touch or those selling products that require a high level of craftsmanship, 

handmade products may be best suited. 

In terms of the recommendations of respondents for young women, 35% believed that Amazon should be the preferred online earning 

method, while 30% suggested it should be chosen only if one is interested. Moreover, 25% thought that Amazon should be 

considered only if is considered to be safe, and 5%-10% recommended exploring more online earning methods before making a 

decision. 

Finally, the study posits that 85% of respondents felt that Amazon was a safe place to invest their time, money, and energy. However, 

it is critical to keep in mind that investing in Amazon is not a riskless leap of faith, and it is extremely essential to research and 

understands the potential risks involved before making any decisions. Overall, this research provides valuable insights into how 

Amazon's digital platform can serve as a tool for women's empowerment and contribute to their financial success and independence, 

and cherry on the top — serves as a great economic booster.  

 

6. Conclusion 

This study analyzes the experiences of young women entrepreneurs in Pakistan with Amazon as a tool for expanding e-commerce 

in a developing market. This research shows that Amazon has provided a means for women entrepreneurs to overcome the constraints 

of traditional brick-and-mortar businesses, leading to a rise in sales, revenues, and job creation. The findings of this research 
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demonstrate the potential of e-commerce platforms like Amazon to empower women entrepreneurs in developing countries, 

contributing to economic growth and reducing gender disparities. Policymakers must recognize the unique challenges that women 

entrepreneurs face in accessing e-commerce platforms and ensure that policies support gender equality and provide necessary 

resources to promote entrepreneurship among women. By eliminating the barriers to enter and promote a level playing field for 

women entrepreneurs, e-commerce can serve to become a driving tool for economic growth, the creation of jobs, and gender equality 

in developing markets. Overall, the study highlights the importance of promoting e-commerce and supporting women entrepreneurs 

to achieve sustainable development goals and foster inclusive economic growth. 

Concluding the research, this study provides valuable insights into the perspectives of young women entrepreneurs in Pakistan 

towards Amazon, an extension of e-commerce in a developing market. The study highlights the importance of e-commerce platforms 

to promote entrepreneurship among women in Pakistan and acknowledges their potential to bridge the gender gap in the country's 

economy. The study also sheds light on the challenges faced by women entrepreneurs while using Amazon and recommends policy 

interventions to address these challenges. Overall, this study adds to the growing body of literature on e-commerce and 

entrepreneurship in developing markets and deeply emphasizes the need for continued efforts to promote economic empowerment 

of women in these contexts.  
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