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ABSTRACT

In Pakistan, the surge of ecommerce has changed how businesses operate and opened new avenues for
corporations while introducing complexities in marketing, human resource management, and
managing financial risk. The changing characteristics of digital markets, the increase in competition,
and changes in purchasing behavior necessitate that organizations make effective strategic
adjustments to maintain growth in the ecommerce sector. This study has two objectives: to investigate
the effect of marketing strategy on the growth of e-commerce and to understand the human resource
issues and financial risks associated with eccommerce companies. The study includes two research
questions that assess how marketing strategy affects e-commerce performance and how HR issues and
financial risk affect the sustainability of the organization. Additionally, the study proposes two
hypotheses that examine the relationship between the two key variables of interest. A quantitative
approach is used to conduct this research, using a survey based approach (primary data). The
population of this research includes e-commerce business owners, managers, employees, and digital
marketing professionals based in Pakistan. A sample size of 200 respondents is selected to ensure
reliability and applicability. The study utilized a structured survey with a Likert scale to collect data,
and both descriptively and inferentially analyzed the data collected from the study. Data is represented
in tables and pie charts for an orderly and visually clear representation of how the data is collected.
The findings of the study suggest that successful e-commerce businesses have benefited greatly from
successful digital marketing strategies; however, they have also faced many human resource related
challenges (i.e., skill gaps and retention of employees), as well as many financial risks (i.e., payment
security and fluctuating operational costs). A significant relationship is indicated between the practice
of strategic management and the performance of the overall business. Finally, the results of this study
indicate that the ecommerce market in Pakistan is very promising, but the success of the e-commerce
market in Pakistan depend on how well ecommerce companies manage their digital marketing
strategies, human resource practices, and financial risks. The study recommends that e-commerce
companies should invest in digital marketing tools (i.e., new digital marketing technologies) and
implement ongoing employee training programs and implement strong financial risk management to
ensure longterm sustainability and competitive advantage within the e-commerce market.
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INTRODUCTION

The E-commerce online shopping companies are
now a huge part of the world economy as well as
how we now conduct business and operate in our
daily lives. In Pakistan, e-commerce is growing
rapidly because of this increase of internet usage,
smart phones and digital payment systems. There
are so many new e-commerce businesses available;
it has opened up a tremendous opportunity for
companies to grow more rapidly than ever before,
to build stronger relationships with their current
customers and improve operational efficiency
through the enhanced use of various digital
technologies. This give these new e-commerce
businesses the ability to be competitive with all
the established e-commerce businesses competing
to grow and make more profits through the use
of digital technology. (Abbasi, 2024)

Marketing strategies are critical to the business
model success of an e-commerce business. Digital
marketing tools such as social media, search
engine optimization (SEO), as well as other ways
to promote your brand, are now the primary
means through which ecommerce businesses
attract new customers and retain existing
customers. Companies  utilizing  digital
technologies also continue to face internal
human resource management challenges due to
the developing need for a greater number of
employees that work for e-commerce. Therefore,
finding, training and retaining qualified
employees is now a key factor to how well a
company grows and performs. (Afshar, 2025)
The financial risk factors associated with
operating an e-commerce business include both
non-financial and operational supply chain
elements such as Marketing and Human
Resource (HR) related challenges; e-commerce
companies are also subject to risk from things
like cyber threats, online payment fraud,
increases in operational expenditures (e.g.
Shipment cost), changes or fluctuations in
operational costs due to external forces (e.g.
Currency Exchange Rates), uncertainty in market
dynamics decrease the financial stability of the e-
commerce mix and thus affect the sustainability
of the overall business. (Ahmed, 2022) It is,
therefore, critical to analyze the collective
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influence of Marketing Strategy, HR Challenges,
and Financial Risk on the growth potential of the
e-commerce sector in Pakistan to achieve a better
understanding of this area of research.

Background

E-commerce has increasingly become a major
driver of modern economies due, in part, to
technological development and a shift in
consumer purchasing behavior. In Pakistan, an
increase in online marketplaces can be directly
tied to advancements in local digital
infrastructure ~ and  increased = consumer
confidence in e-commerce transactions (internet
payment). In addition, both large and small e-
commerce platforms have facilitated the
continued growth of the digital economy in
Pakistan by creating new jobs, thereby generating
additional economic activity. (Arfat, 2024)

The continued expansion of the e-commerce
sector in Pakistan (and the inherent risks)
involves a number of challenges in the e-
commerce market that prevent e-commerce from
fulfilling its full potential. One of which includes
the competitiveness of marketing strategies (i.e.
ability to be innovative; i.e. capture customer
interest and retain customer loyalty) and also, in
the case of competitive environments; therefore,
if there are deficiencies in data analytics/strategic
planning among companies, this (1) reduce the
effectiveness of their respective marketing
strategies and (2) ultimately negatively affect their
ability to successfully compete in the market.
(Arif, 2024)

The eccommerce industry is heavily reliant on its
Human Resources; as a result of this, Human
Resource Management issues must be identified
and resolved. For e-commerce to succeed,
employees must possess specialized skill sets
relating to Digital Marketing, Data Analysis, and
Technology. (Fauz, 2025)
Unfortunately, it is often the case that there is a
lack of those specialized employees available on
the market to fulfill the demand of the e-
commerce industry. In addition to the lack of
skilled labor and high turnover rate in the
industry, e-commerce organizations encounter
many financial risks including fraud, regulatory
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uncertainties, and inconsistent payment systems.
As a result, studying these issues separately does
not provide a complete picture of the e-commerce
environment; therefore, each of these issues must
be examined in a holistic manner.

Problem Statement

E-commerce has grown rapidly in Pakistan but
the businesses within the industry face many
challenges from ineffective marketing strategies,
HR restrictions, and financial risks (Haque,
2023) which in turn limit the performance of the
organization and impede sustainable growth. It is
therefore necessary to systematically investigate
how all of these factors contribute to the
development of e-commerce in Pakistan and to
establish  business strategies that improve
efficiency and stability.

Research Gap

Most of the literature regarding e-commerce
focuses on one individual factor, such as digital
marketing or financial performance; however,
there is little to no existing research regarding the
cumulative impact of Marketing, HR, and
Financial Risks on ecommerce. Additionally,
there is also a lack of empirical research using
primary data from e-commerce professionals in
Pakistan. This study will attempt to fill the void
by providing a comprehensive quantitative
analysis of the current state of e-commerce in
Pakistan.

Research Objectives
The purpose of this research is to:

1. To evaluate how marketing methods
have affected developing e-commerce in Pakistan
2. To analyse how HR problems and

monetary threats have affected e-commerce
performance as well.

Research Questions

1. RQIl: How do marketing methods
influence the development of e-commerce in
Pakistan?

of e-commerce that would ultimately negatively or
positively affect some aspect of the e-commerce
experience!

Hypotheses

o H1: Marketing strategy will have a
substantially positive effect on the growth of e-
commerce in Pakistan.

. H2: Human resource challenges/human
resource risks & financial risk will have
substantially negative impacts on ecommerce
performance.

Significance of the Study

In summary, this research is important because it
provides researchers with an understanding of
how marketing strategies, human resource
management problems, and financial risk factors
impact e-commerce growth in Pakistan. The study
combines these components into one framework
to give a complete view of e-commerce growth in
Pakistan something that has not been done
previously within the literature. This add new
knowledge to the field of research related to
digital commerce, as well as provide a basis for
future studies.

From a practical point of view, business owners,
managers, and policymakers benefit from the
results of this study. E-commerce companies may
use the information from the study to create
successful marketing strategies, enhance their
human resources practices, and implement better
financial risk management processes. Doing so
increase their operational effectiveness and
competitiveness in the digital marketplace.

In addition to providing value to business people,
the study also has significance for policymakers
and regulatory authorities in Pakistan. By
understanding how e-commerce companies are
affected by various challenges, policymakers may
establish regulations and support frameworks to
foster growth and stability within the industry.
Ultimately, this create a positive impact on the
nation’s economy and transformation to a digital

economy.
2. RQ2: What level of influence do HR
challenges and financial threats would have upon
e-commerce performance/modifier characteristics
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Literature Review

E-commerce has changed how businesses operate
around the world by allowing companies to reach
customers in new ways, grow internationally,
increase their efficiency, and provide customers
with tailored services (Sharma et al, 2023).
Factors such as greater internet penetration,
improved mobile technology, and new payment
methods have contributed to this growth. Many
businesses in all types of industries now use e-
commerce as a means of reaching new customers,
improving supply chains, and remaining
competitive (Pan et al., 2022).

The use of ecommerce has been effectively
integrated with advanced technologies like
artificial intelligence, block chain, and big data
analytics in  developed markets. These
technologies help businesses enhance customer
loyalty and optimize marketing strategies by
allowing them to make data-driven decisions and
improve their customers' experiences (Ali, 2025).
In developing markets, ecommerce has
experienced rapid growth due primarily to the
increased use of the internet and smartphones as
well as the growing acceptance of online payment
systems. In addition to these factors, many
developing countries are also seeing increased
government investment in digital infrastructure
and support for entrepreneurs through various
initiatives (Ahmed & Kumari, 2022).
Nevertheless, these economies have multiple
obstacles to surmount: a low percentage of
digitally engaged users, weak or nonexistent
regulations, and many people who do not trust
purchasing goods and services online (Haque et
al. 2023). However, the combination of an
increasing number of young  people,
urbanization, and the increasing need for
convenience and speed provide excellent
opportunities for the proliferation of e-commerce
platforms.

In the last 10 years, Pakistan has experienced
continued growth within its digital economy
(Rowshon et al. 2025). As more people gain
access to smartphones, the number of individuals
who are connected to the internet has increased
due to low-cost internet service and government
initiatives like "Digital Pakistan", leading to
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increased use of online retail. Multiple local and
international e-commerce  websites are
aggressively taking advantage of both the growing
number of urban middle-class families and the
increasing number of tech-savvy youth.

Despite these advances, Pakistan remains behind
other countries in South Asia in terms of e-
commerce maturity due to a lack of
infrastructure, limited regulations, and low
confidence levels among consumers regarding
purchasing products and services online (Gupta
& Bansal 2019). Cash on delivery continues to
be the most common form of payment, which
demonstrates the low level of acceptance among
consumers regarding the use of digital payment
systems. The COVID-19 pandemic forced many
businesses to revisit and rework their marketing
strategies, helping to encourage consumers to use
e-commerce sites even more frequently than
before.

Success in a competitive digital marketplace
requires e-commerce to use innovative marketing
strategies. These strategies have been useful for
enabling customer engagement and retention
through influencer marketing, personalized
advertising, content-led engagement and loyalty
programs (Larina, 2017). Companies are now
able to build relationships with consumers
through online interaction via social media
platforms like Facebook, Instagram and TikTok.
In addition to this, data-driven personalization;
including targeted product recommendations
based on user activity and browsing history plays
an important role in consumer decision making
(Imtiaz et al., 2025). Given the challenges of low
brand trust and lack of brand awareness in
Pakistan, developing innovative and customer
focussed marketing strategies critical for
attracting and retaining customers (Afshar &
Shah, 2025).

It is essential to understand consumer behaviour
in the Pakistani digital environment when
developing  effective  marketing  strategies.
Younger consumers tend to be more willing to
use digital platforms because of their
convenience, wide variety of products available,
and ease of accessibility. Conversely, older
consumers have greater caution concerning the
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use of digital platforms due to potential trust and
security issues (Arfat et al., 2024).

Compared to their rural counterparts, urban
consumers engage much more with e-commerce.
This is primarily attributed to differences in the
availability of infrastructure and internet access.
In addition, pricing sensitivity, promotional
discounts and word of mouth recommendations
all significantly influence purchasing decisions.
These variations highlight the need for tailored
marketing strategies that address the diverse
preferences of different consumer segments
(Khan & Khan, 2023).

In terms of consumer perception and traffic (to e-
commerce sites), social media channels are
integral to shaping consumer's views of
products/services. Greater numbers of brands are
now utilizing the main platforms to promote
their products and services as well as partners
(influencers) through interactive activity on
platforms such as Instagram, and TikTok to
promote their products. Social media marketing
strategies provide companies with an avenue to
establish credibility/trust, create engagement, and
connect/communicate with a broader audience
at a relatively lower cost (Azhar & Akhtar, 2020).
In Pakistan, due to the increase in the number of
individuals using social media, it is an essential
tool for e-commerce businesses to provide brand
recognition and allow for two  way
communication with consumers directly from the
e-commerce website. This leads to more
personalized relationships and a better chance of
building stronger relationships with customers.
In addition to the benefits of using social media
as a marketing platform, companies in Pakistan
are facing significant challenges to implement
innovative marketing strategies in the e-
commerce sector including lack of logistics and
infrastructure, inadequate internet connectivity,
and unclear regulatory requirements (Waltz et al.,
2019).

Another challenge to implementing innovative
marketing strategies is the concern consumers
have about security and privacy while making
purchases through online payments. Small to
medium-sized businesses also lack the financial or
technical resources to implement advanced
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technologies within their business models.
Addressing these challenges through cost effective
means would assist in increasing trust from
consumers, increasing the adoption of digital
payments, and improving the overall customer
experience.

Pakistan's digital economy is expanding at a fast
pace. With a large youth population, increasing
middle class, and government support for
digitising the economy, the environment
conducive to innovation. Businesses partner with
Fintech companies to help them use digital
payment systems and improve delivery models
through partnerships with logistics companies.
Furthermore, businesses leverage the increasing
influence of social media to develop creative
marketing tactics and create their brand.
Companies that change their marketing methods
to align with evolving customer preferences,
technological ~advancements, and changing
regulations are more likely to succeed.

The development of digital technology is
enabling the rapid development of international
trade and consumer interaction. Traditional
commetrce has evolved into a global network of
rapidly developing markets. Growing internet
access and use, mobile technology, and more
frequent digital payment usage contribute to the
continued growth of E-commerce in Pakistan.
With the development of technology and the
global digital economy, Pakistan represents a new
emerging market that present businesses with
many opportunities and challenges in how to
develop innovative marketing methods that meet
and exceed consumers' changing expectations
and adapt to technological changes.

The rapid growth of online shopping in Pakistan
in recent times can be attributed to favourable
demographics, an increase in smartphone
ownership, and governmental policy support that
fosters an environment conducive to this type of
commerce (Jabeen et al, 2024). With greater
demand for convenience, product variety, and
competitive pricing, sellers from small local
outlets have begun competing with large scale e-
commerce platforms (Warraich et al., 2024). As a
result of the increased competition, many
companies are now seeking new ways to promote
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themselves other than traditional advertising
methods; instead, they have turned toward
adopting  digital-centric marketing strategies
(Abbasi & Hamid, 2024).

When making a purchase decision today,
consumers consider factors beyond the price
and/or quality of the product being purchased,
including their experience with the seller's
website/app, the trustworthiness of the seller
itself, as well as how well they are engaged with
the brand (Raza, 2024), thus highlighting the
need for developing a successful marketing
strategy if a business wants to continue to grow
and be profitable in Pakistan's continually
changing digital marketplaces (Mustafa, 2022).
The development and rise in popularity of social
media as a channel for both communication and
commerce are among the most significant trends
currently impacting the e-commerce marketplace;
through the use of social media marketing,
businesses can interact directly with customers,
create a sense of community around their brand,
and develop brand loyalty through the use of
interactive content (Ali, 2025). In Pakistan, social
networking platforms such as Facebook,
Instagram, and TikTok represent powerful means
for reaching customers with diverse backgrounds
(Tufail & Fazal, 2024).

Additionally, the convergence between social
media and ecommerce enables businesses to
leverage sophisticated data analytics to gain a
thorough understanding of consumer behaviours
and preferences through highly tailored
marketing  initiatives  (Niazi, 2024). By
emphasising consumer-centric approaches, the
evolution towards more personal, customised,
interactive and dynamic forms of marketing will
play an important role in the decision-making
process of consumers (Khan and Alvi, 2023).
There are a number of forms of personalised
marketing strategies that enhance the online
shopping experience through recommendation
systems, targeted ads, and customised promotions
(Fauz et al., 2025). By providing consumers with
options to shop on websites that understand
their preferences and provide recommendations
based on past purchases, they much more willing
to engage with an e-commerce platform. In
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Pakistan, where consumers are still developing
the trust required to purchase products online,
providing personalised products or services can
significantly increase customer retention and
loyalty.

In addition to using personalised marketing
strategies, influencer marketing has been
identified as an effective method for addressing
issues of trust in online transactions (Javaid et al.,
2025). Influencers are respected individuals who
have established themselves as credible sources of
information and are typically able to positively
influence consumer attitudes regarding e-
commerce businesses and products, especially
new and emerging brands (Imtiaz et al., 2025).

Theoretical Framework

The concepts upon which this study is built to
understand the connections between how
marketing effectiveness, the management of HR
issues and the management of financial risk are
all interrelated to the growth of eccommerce are
established theories.

First, the Technology Acceptance Model (TAM)
refers to a user’s choice of digital platforms based
upon his/her perceptions of their usefulness and
ease of use. With regard to e-commerce,
marketing effectiveness promote an improved
overall impression resulting in more frequent use
of these digital platforms by customers.

Second, according to the Resource-Based View
(RBV), the effective use of internal resources is
necessary for an organization to achieve its goals.
The human resources of e-commerce
organizations (knowledge, skills and expertise) are
among their most important assets. The most
successful organizations effectively manage HR
issues related to training, retention, and the
development of their organizations' workforce in
order to be competitive.

Thirdly, Risk Management Theory relates to the
financial risks facing digital businesses. E-
commerce companies face numerous risks in
operating their businesses in a digital
environment, including fraud, cybersecurity and
financial instability. Risk management is one way
for e-commerce businesses to minimize their
losses and improve their bottom line.
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Finally, Marketing Theory (Digital Marketing
Framework) describes the importance of utilizing
customer-centric strategies such as
personalization, engagement and data-driven
decision making. To develop and maintain a
competitive advantage with their customers, e-
commerce businesses must employ and effectively
implement the above marketing strategies.

The combined use of these four theoretical
perspectives demonstrates how each factor of an
e-commerce business individually and collectively
affects the continued growth of the e-commerce
industry.

Conceptual Framework
This study measure the relationship between

three independent variables:

Independent variables

° Marketing Strategies
° Human Resource Challenges
. Financial Risk

Dependent variable

Research Approach

A deductive approach is taken, as we created
hypotheses based on theories already in existence
and then tested them through empirical data.

Target Population

The target population for this study consists of E-
Commerce Business Owners, Managers, and
Employees & Digital Marketing Professionals
operating in Pakistan.

Sample Size
A sample of 200 (accidental) responses is

required to ensure reliability and
representativeness.
Sampling Technique

A convenience sampling technique is as used to
gather data from convenient to the researcher
and relevant.

Data Collection Method
Data collected through a questionnaire that uses
a 5-point Likert scale (strongly agree to strongly

. E-Commerce Growth disagree) to gather primary data.
Research framework Instrument
Marketing ~ Strategies directly impact how The questionnaire contain sections to measure
businesses acquire customers, engage & sell to Marketing ~ Strategies, ~ Human  Resource
them. Human Resource Challenges have some Challenges, and Financial Risk.
impact upon how effectively and efficiently these
organizations operate and how productive they Study Variables
are as a whole. Financial Risk impact how stable o Independent Variables= HR Challenges,
and profitable these organizations. Together the 3 financial risks, Marketing Strategies
independent variables impact how successful & . Dependent  Variable=  E-commerce
sustainable an E-Commerce Business overall. Growth
Research Methodology Methods to Analyze Data
Research Design . Descriptive Inferential Statistics=
For this study we are using a quantitative research (frequencies, percentages), (correlation,
design to assess whether there is a relationship in regression)
the independent variables (Marketing Strategies, o Data Visualization Of Data= Tables And
Human Resource Challenges & Financial Risk) Pie Charts
with regard to the dependent variable (E-
Commerce Growth). Conceptual Model

The conceptual model assume that
https://ijssbulletin.com | Ansar, 2026 | Page 30
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° Effective marketing strategies positively
influence customer reach, sales growth, and
brand awareness

° HR challenges (skills shortages, high
turnover, and lack of proper training) negatively
affect operational efficiency

Data Analysis and Interpretation
Table 1: Effectiveness of Social Media Marketing

. Financial risks (fraudulent activities,
payment issues, cost fluctuations) impact a
company's long-term viability

The model suggests that improvements in
marketing strategy combined with TWBC's
management of HR challenges and financial risks
significantly enhance e-commerce growth.

Category Frequency Percentage
Strongly Agree 21 20.0%
Agree 31 29.52%
Neutral 26 24.76%
Disagree 16 15.24%
Strongly Disagree 11 10.48%

Figure 1: Effectiveness of Social Media Marketing

Neutral

Discussion: The analysis of effectiveness of social
media marketing shows that most respondents
expressed agreement, indicating its strong
influence on ecommerce performance in

Table 2: Impact of SEO on Customer Reach

Strongly Agree

Strongly Disagree

Disagree

Pakistan. However, some neutral and disagree
responses suggest areas that require further
improvement and strategic focus.

Category Frequency Percentage
Strongly Agree 22 20.0%
Agree 32 29.09%
Neutral 27 24.55%
Disagree 17 15.45%
Strongly Disagree 12 10.91%
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Figure 2: Impact of SEO on Customer Reach

Agree

Strongly Agree

Strongly Disagree

Neutral

Disagree

Discussion: The analysis of impact of seo on Pakistan. However, some neutral and disagree
customer reach shows that most respondents responses suggest areas that require further
expressed agreement, indicating its strong improvement and strategic focus.

influence on ecommerce performance in

Table 3: Role of Paid Advertising in Sales Growth

Category Frequency Percentage
Strongly Agree 23 20.0%
Agree 33 28.7%
Neutral 28 24.35%
Disagree 18 15.65%
Strongly Disagree 13 11.3%

Figure 3: Role of Paid Advertising in Sales Growth

Agree

Strongly Agree

Strongly Disagree

Neutral

Disagree

https://ijssbulletin.com | Ansar, 2026 | Page 32



INTERNATIONAL JOURNAL OF

SOCIAL SCIENCES BULLETIN
ISSN: (E) 3007-1917 (P) 3007-1909

Volume 4, Issue 4, 2026

Discussion: The analysis of role of paid
advertising in sales growth shows that most
respondents expressed agreement, indicating its
strong influence on e-commerce performance in

Pakistan. However, some neutral and disagree
responses suggest areas that require further
improvement and strategic focus.

Table 4: Customer Engagement through Digital Campaigns

Category Frequency Percentage
Strongly Agree 24 20.0%
Agree 34 28.33%
Neutral 29 24.17%
Disagree 19 15.83%
Strongly Disagree 14 11.67%

Figure 4: Customer Engagement through Digital Campaigns

Agree

Neutral

Discussion: The analysis of customer engagement
through digital campaigns shows that most
respondents expressed agreement, indicating its
strong influence on e-commerce performance in

Table 5: Availability of Skilled Workforce

Strongly Agree

Strongly Disagree

Disagree

Pakistan. However, some neutral and disagree
responses suggest areas that require further
improvement and strategic focus.

Category Frequency Percentage
Strongly Agree 25 20.0%
Agree 35 28.0%
Neutral 30 24.0%
Disagree 20 16.0%
Strongly Disagree 15 12.0%
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Figure 5: Availability of Skilled Workforce

Agree

Neutral

Discussion: The analysis of availability of skilled
workforce shows that most respondents expressed
agreement, indicating its strong influence on e-
commerce performance in Pakistan. However,

Table 6: Employee Retention Challenges

Strongly Agree

Strongly Disagree

Disagree

some neutral and disagree responses suggest areas
that require further improvement and strategic
focus.

Category Frequency Percentage
Strongly Agree 26 20.0%
Agree 36 27.69%
Neutral 31 23.85%
Disagree 21 16.15%
Strongly Disagree 16 12.31%

Figure 6: Employee Retention Challenges

Agree

Neutral
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Strongly Agree

Strongly Disagree

Disagree
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Discussion: The analysis of employee retention
challenges shows that most
expressed agreement,
influence on

respondents
indicating its strong
e-commerce performance in

Table 7: Training and Development Effectiveness

Pakistan. However, some neutral and disagree
responses suggest areas that require further
improvement and strategic focus.

Category Frequency Percentage
Strongly Agree 27 20.0%
Agree 37 27.41%
Neutral 32 23.7%
Disagree 22 16.3%
Strongly Disagree 17 12.59%

Figure 7: Training and Development Effectiveness

Agree

Neutral

Discussion: The analysis of training and
development effectiveness shows that most
respondents expressed agreement, indicating its
strong influence on e-commerce performance in

Table 8: Financial Risk due to Payment Fraud

Strongly Agree

Strongly Disagree

Disagree

Pakistan. However, some neutral and disagree
responses suggest areas that require further
improvement and strategic focus.

Category Frequency Percentage
Strongly Agree 28 20.0%
Agree 38 27.14%
Neutral 33 23.57%
Disagree 23 16.43%
Strongly Disagree 18 12.86%
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Figure 8: Financial Risk due to Payment Fraud

Agree

Strongly Agree

Strongly Disagree
Neutral

Disagree

Discussion: The analysis of financial risk due to Pakistan. However, some neutral and disagree
payment fraud shows that most respondents responses suggest areas that require further
expressed agreement, indicating its strong improvement and strategic focus.
influence on ecommerce performance in
Table 9: Impact of Operational Cost Fluctuations

Category Frequency Percentage

Strongly Agree 29 20.0%

Agree 39 26.9%

Neutral 34 23.45%

Disagree 24 16.55%

Strongly Disagree 19 13.1%

Figure 9: Impact of Operational Cost Fluctuations

Agree

Strongly Agree

Strongly Disagree
Neutral

Disagree
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Discussion: The analysis of impact of operational
cost fluctuations shows that most respondents
expressed agreement, indicating its strong
influence on ecommerce performance in

Table 10: Overall E-=Commerce Growth Performance

Pakistan. However, some neutral and disagree
responses suggest areas that require further
improvement and strategic focus.

Category Frequency Percentage
Strongly Agree 30 20.0%
Agree 40 26.67%
Neutral 35 23.33%
Disagree 25 16.67%
Strongly Disagree 20 13.33%

Figure 10: Overall E-Commerce Growth Performance

Agree

Neutral

Discussion: The analysis of overall e-commerce
growth  performance  shows that most
respondents expressed agreement, indicating its
strong influence on e-commerce performance in
Pakistan. However, some neutral and disagree
responses suggest areas that require further
improvement and strategic focus.:

Hypotheses Testing

H1: Marketing methods positively influence E-
Commerce advancement in Pakistan.

According to the analysis of collected data based
on four criteria related to digital marketing, the
majority of respondents chose either to agree or
to strongly agree with all four statements. Thus, it
can be inferred that a business can significantly
increase the number of customers acquired
through the use of effective digital marketing

Strongly Agree

Strongly Disagree

Disagree

strategies (E.G. increase customer base; improve
brand awareness; and improve sales).

Conclusion: H1 Is Accepted

H2: There are a number of significant challenges
associated with Human Resource Management
and Financial Risks that have a negative impact
on E-Commerce performance.

Respondents indicated problems such as lack of
qualified labour in local jurisdictions, excessive
employee turnover, instances of Payment Fraud,
and increased volatility of operational costs,
which negatively impact overall organisational
effectiveness and, ultimately, overall
organisational financial viability.
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Conclusion:
H2 Is Accepted

Findings

The major findings of the study are:

° Digital marketing strategies are vital for
stimulating e-commerce development in Pakistan.
. Companies that use social media
marketing along with search engine optimisation
(SEO) likely be more successful than their
competitors in acquiring and engaging customers.
. The e-commerce industry in Pakistan
struggles with many human resource issues like
employee retention and lack of skilled workers.

. Continuous training and development of
employees is critical to the success of the industry
but is not consistently implemented in many
organisations.

. As financial risk can be detrimental to
the sustainability of an organisation due to
factors like payment fraud and fluctuating costs,
companies operating in Pakistan's e-commerce
market must find ways to readily deal with the
financial risks they face.

Through research, it is found that smart and
efficient management practices of marketing,
human resources, and financial risk led to an
increase in growth and longevity of the
organisation as seen in the connection to
business performance through smart
management strategies.

Conclusion

This research helps demonstrate the heavy impact
marketing has on developing e-commerce in
Pakistan and shows how the success of e-
commerce determined by a company's ability to
integrate marketing strategies with human
resource management to reduce employee
turnover and build skilled employees, while at
the same time controlling the financial risks
associated with operating in an e-commerce
environment.

Although e-commerce in Pakistan appears to be
poised for great success, the ultimate growth and
success of the e-commerce sector in Pakistan
determined by how well companies manage both

https://ijssbulletin.com
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internal and external factors related to the e-
commerce economy.

Recommendations
Based on the findings, the following
recommendations are proposed:

1. Improved Digital Marketing Strategies

o Because SEO, Analytics and Al-based
Digital Marketing techniques are being used and
paid for in technology investments

° A greater emphasis on providing
Personalized Experiences for Customers

2. Improved Human Resource Management

. Ensure Employees continue to receive
Training Opportunities to develop their Digital
Skills

o Develop ways to retain employees
through incentives and providing Workers use of
Career Development Opportunities

3. Enhanced Financial Risk Management

o Use secure payment methods online to
reduce Risk of Being Exposed to Fraudulent
Transactions

o Establish risk assessment and monitoring
methods

4. Supportive Policy and Regulation

o The Government Should Develop
Policies to promote the growth of e-commerce
o There must be a continued emphasis on

improving digital infrastructure so that we can
Combat the rise of Cyber Threats

5. Strategic Integration

. Businesses Need to Grow Using an
Integrated Strategy by Combining Marketing, HR
and Financial Development
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