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Abstract - This paper presents a case study as a research method to understand e-commerce business patterns for startups in 
the context of Pakistan which emphasize detailed contextual analysis of a limited number of events or conditions and their 
relationships, to know what would be the best revenue model for startups if they setup themselves on e-commerce platforms 
catering to the local market of Pakistan and to know what would be the best strategy to sustain in the long run. Researchers 
have used the case study research method for many years across a variety of disciplines. In this study two cases were taken 
from Pakistan. One from Lahore and the other one from KPK. Thematic analysis technique was used to analyze the cases in 
detail.  
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I. INTRODUCTION  
 
The case study research method as an empirical 
inquiry that investigates a contemporary phenomenon 
within its real-life context; when the boundaries 
between phenomenon and context are not clearly 
evident; and in which multiple sources of evidence 
are used (Yin, 1984, p.23)  
6 Steps Case Study Research Method Draws Upon:  
1. Determine and define the research questions  
2. Select the cases and determine data gathering and 

analysis techniques.  
3. Prepare to collect the data  
4. Collect data in the field  
5. Evaluate and analyze the data  
6. Prepare the report  
 
1.1 E-Commerce: There is no one commonly agreed 
definition of e-commerce or e-business. E-Commerce 
consist of electronic business transactions related to 
purchase and delivery of goods and services. E-
Commerce Includes: Retail trade between business 
and consumers (B2C) as well as business-to-business 
(B2B) trade. Business uses the internet, extranets, or 
Electronic Data Interchange (EDI) in carrying out e-
commerce. (According to The Economist) E-
Commerce has an impact on 3 major stakeholders, 
namely: Society, Organizations, Customers  
 
1.2. Advantages and Limitations: Cost savings, 
Increased efficiency, Customization, Global 
Marketplace. On the other hand, Information 
Overload, Reliability, Security issues, cost of access, 
Difficulties in policing the internet are limitations.  
 
1.3. Business Patterns: A pattern is a discernable 
coherent and predictable series of related acts, 
interactions or events based on specified relationships 

that can be imitated, and represents an established 
mode of behavior. A pattern describes a dynamic 
behavior that occurs repetitively and which can be 
used to enrich a business model. A Business Model 
describes the rationale of how an organization 
creates, delivers, and captures value, in economic, 
social, cultural or other contexts. The process of 
business model construction is part of business 
strategy. There are 6 basic types of e-commerce 
business models: Business-to-Business (B2B), 
Business-to-Consumer (B2C), Consumer-to-
Consumer (C2C), Consumer-to-Business (C2B), 
Business-to-Administration (B2A), Consumer-to-
Administration (C2A).  
 
1.4. Revenue Model: A revenue model is a 
framework for generating revenues. It identifies 
which revenue source to pursue, what value to offer, 
how to price the value, and who pays for the value. It 
is a key component of a company's business model. 
E-commerce revenue models are used to generate 
income online and include product and information 
sales: Affiliate marketing, Online advertising, 
Subscription services, Transaction fees. Some 
companies also use subscription services and 
transaction fees to generate income, such as eBay and 
Netflix respectively. 
 
1.5. E-Entrepreneurship: Establishing a new 
company with an innovative business idea within the 
net economy, which, using an electronic platform in 
data networks, offers its products and/or services 
based upon a purely electronic creation of value. An 
e-entrepreneur is defined as an individual willing to 
take the risk of investing time and money in an 
electronic business that has the potential to make a 
profit or incur a loss.  
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1.6. Startups: A startup is a company that is in the 
first stage of its operations. These companies are 
often initially bankrolled by their entrepreneurial 
founders as they attempt to capitalize on developing a 
product or service for which they believe there is a 
demand. Due to limited revenue or high costs, most 
of these small-scale operations are not sustainable in 
the long term without additional funding from 
venture capitalists. Getting into e-commerce is a great 
way to start your own business, especially if you 
don't have a lot of money to invest in startup costs. 
Examples of E-Commerce Startups: Shopify, Myntra, 
Blue Bottle Coffee, E-bay, Amazon.  
 
II. LITERATURE REVIEW  
 
E-commerce, is trading in products or services using 
computer networks, such as Internet. Electronic 
Commerce draws on technologies such as: Mobile 
Commerce, Electronic Funds Transfer, Supply Chain 
Management, Internet Marketing, Online Transaction 
processing, Electronic Data Interchange(EDI), 
Inventory Management System, Automated Data 
Collection System. Modern electronic commerce 
typically uses the World Wide Web (WWW) for at 
least one part of the transaction’s life cycle, although 
it may also use other technologies such as e-mail. The 
term e-commerce and e-business are often used 
interchangeably. In (2010), the UK had the biggest e-
commerce market in the world when measured by the 
amount spend per capita. The Czech Republic is the 
European country where e-commerce delivers the 
biggest contribution to the enterprises total revenue. 
Almost a quarter 24 % of the country’s total turnover 
is generated via online channel.  
 
2.1. Emerging Economies: China’s e-commerce 
presence continues to expand every year. With 384 
million internet users. China’s online shopping sales 
rose to $36.6 billion in 2009 and one of the reasons 
behind the huge growth has been the improved trust 
level for shoppers. Alibaba had an e-commerce 
market share of 80 % in china. Brazil’s E-commerce 
growing quickly with retail e-commerce. eMarket 
expects retail e-commerce sales in Brazil to reach 
$17.3 billion. India’s E-commerce growth, on the 
other hand, has been slower although the country’s 
potential remains solid considering its surging 
economy. Rapid growth of internet penetration. 
Research by 4 economists at the University of 
Chicago has found that the growth of online shopping 
has also affected industry structure in 2 areas that 
have seen significant growth in e-commerce: 
Bookshops, Travel Agencies. While e-commerce is 
no longer a new phenomenon in developed countries 
like U. S and japan, the growth and penetration of e-
commerce in countries like Pakistan is low (Khan and 
Bawden, 2005). The internet economy is booming E-
commerce sales are expanding by leaps and bounds at 
the rate of 20 % to 25 % growth each year. Indicating 

a momentous shift in customer spending habit of 
human beings. Whether it’s online advertising, a 
company website, blogs, or a video on YouTube, e-
commerce via the internet has become valuable 
medium for communicating with target markets.  
Marketers can use the internet to sell to a particular 
niche or a mass market. E-commerce allows 
personalization and specialization.  
A valuable benefit of e-commerce is its capacity to 
offer consumers a personalized relationship (Wind & 
Rangswamy 2011) Personalization has been shown to 
increase the level of loyalty a consumer holds 
towards a retailer (Srinivasan, Anderson, & 
Ponnavolu 2002)  
 
III. METHODOLOGY  
 
Following methods are used to conduct this research, 
since for case study research both type of data can be 
used irrespective of the nature i.e. qualitative, 
quantitative or a mixture of both:  
1. Primary and Secondary Research  
2. Websites, Blogs, Facebook, Google Images, 

YouTube.  
3. Interviews (E-Interviews) structured questions  
 
IV. DATA COLLECTION AND ANALYSIS  
 
Since the subject matter is to study or understand 
business patterns of e-commerce for startups in the 
context of Pakistan using “Case Study as a Research 
Method” It’s a more qualitative research rather 
quantitative. Initially two questionnaires were 
designed to grab the better understanding of the brand 
profile and writing a case, general questionnaire was 
used and to have their opinion in particular a specific 
questionnaire was incorporated in the study, both are 
attached in the (Appendix –I) As suggested in the text 
of case study research by Michel Page “for qualitative 
studies mostly we use thematic analysis technique 
and assigning findings to the specific categories and 
themes”. Two cases were chosen from Lahore and 
Peshawar, Pakistan as a case study to know the best 
possible answer: (1) Rawaj.pk, (2) Riwayat.pk, and 
an open ended questionnaire was designed keeping in 
mind the goals and scope of the study.  
 
An online interview was conducted of the CEO’s of 
Rawaj.pk and Rawayat.pk:  
1. Rawaj.Pk is an online women clothing store  
2. Riwayat is an online men's sandal store 

(Traditional Pakistani Shoes)  
 
4.1. Profile: Nature of Business: Shopping & Retail, 
Product: Clothing, Target Market: Women’s, 
Marketing Channels: Website, Facebook, Instagram 
(Multi-Channel Marketing), Facebook Page Likes: 
5,065.  
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4.2. Case of Rawaj: Online store for quality product 
and best designs. Our quality and our customers are 
our worth. We are dealing with our own brand store 
by the name of Rawaj. We dealing with different 
brand and sell the high quality products to our 
valuable customers. Rawaj was founded by Ms. Faiza 
Khalid in 2016 February, to cater the need of existing 
market particularly women’s clothing; motivation is 
to promote female designer brands in order to make 
them capitalize on resources available to make 
profits. Currently having strong customer base with 
6000+ followers and 2000 web traffic per day. Rawaj 
is using following marketing channels to reach its 
target audience: Facebook, Website, Instagram.  
 
The CEO of Rawaj believes whenever you are in E-
commerce setup website is one of the most important 
platform that you should utilize to have awareness 
about your product or brand. Unique selling 
proposition of Rawaj is its brand quality, good 
graphics work, and excellent customer support (very 
responsive) always taking customer at the core of 
heart and mind share. Customer’s served 2500+ since 
2016 with satisfaction 92 % rate which is clearly 
obvious from Facebook page review, as Facebook 
page review is one of the tool to measure the 
customer satisfaction of the brand online. Customer 
Rating of a brand is 5 on a scale of 5(5/5), right at the 
moment the review feature of brand Rawaj is active 
which also add trust to the brand in its unique way.  
Currently Rawaj is using direct sales model to 
generate a revenue from the target market which is 
consider to be the most productive model in terms of 
making profit. In future Rawaj is aiming to increase 
its reach to the global market to expand its operation 
across the boundaries. Currently serving only 
women’s community at large. The opinion of Rawaj’s 
CEO keeping in mind the market situation of Pakistan 
on e-commerce startups.  

4.3. Revenue Model: (Direct Sales) She said “in the 
early phase of startup development, it’s always better 
to use a strategy “Direct Contact on Order Based”. If 
have no capacity to make inventory but in this case 
prices you will get may be high from supplier. So all 
depends on priorities  
 
4.4. Extent of Risk: She was of the view that for 
startups the risk can be "Inventory Management 
(having inventory in the store) is a big Risk all the 
time. She always prefers “No inventory. Contacts 
with seller. Per Order Delivery system and supply 
chain has maintained so it’s totally based on Strong 
Trust factor with Supplier and Good supply chain 
management”  
 
4.5. Unique Features of E-Commerce for Startups: 
The Quality of the product play an important role in 
maintaining/attracting existing/new customers 

because existing customers will review on your 
product/store page and if the reviews are bad new 
customers will hesitate to buy.  
4.6. Ultimate Revenue Model in the Context of 
Pakistan: The ultimate revenue model for E-
Commerce startups should be Sale (Direct Sale) 
initially but later on they may move to other effective 
models available such as advertising but for which 
your store must have strong visibility in the market 
and high traffic.  
 
4.7. Effective Marketing Channels: Considering 
Pakistan as a Market, the effective channels to remain 
in the show at the fist point should be the Facebook 
later as expansion occur Instagram would be more 
feasible medium.  
 
4.8. Future of E-Commerce Startups: Ms. Faiza 
said “Future is all about ecommerce. Its expand day 
by day with the development of technology”. She is 
also aiming to expand her operations to national level 
and then international level in near future.  
 
4.9. Profile: Nature of Business: Footwear Store, 
Product: Footwear’s, Target Market: Men’s, 
Marketing Channels: Facebook, Facebook Page 
Likes: 78,380  
 
4.10. Case of Riwayat: We deliver best quality 
handmade, Pure leather foot wares and Peshawari 
Chappal. Riwayat the name describes itself as a 
tradition, custom, Peshawari Chappal is a Riwayat of 
a Peshawari people, catering to the needs of local 
market in a unique way with the aim of providing 
good quality of comfortable footwear's and service as 
an integral part of the brand. Riwayat was founded by 
Mr. Ali Laiq in 2015, February, 15 to test the e-
commerce project but it’s running successful now 
having 78,713 followers till date 16th January 2018. 
Riwayat is using following marketing channels to 
reach its target audience:Facebook Adverts, Facebook 
Page, Facebook Group, Google Adverts, And Mr. Ali 
Laiq believes this is the most convenient and cost 
effective way to increase their visibility and showcase 
their products online. It’s always a big challenge for 
every startup to reach its audience effectively and 
efficiently keeping in mind the company’s financial 
health. Unique selling features of Riwayat is its 
exclusive differentiated design and quality. “Mr. Ali 
Laiq said, Quality brings customer buy again” 
Customer’s served 8306 since 2015 with satisfaction 
100 % rate which is clearly obvious from Facebook 
page review, as Facebook page review is one of the 
tool to measure the customer satisfaction rate of the 
brand online. Customer Rating of a brand is 4.8 on a 
scale of 5(4.8/5), right at the moment the review 
feature of brand Riwayat is off due to negative 
comments from competitor’s fake ID’s. Currently 
Riwayat is using direct sales model to generate a 
revenue from the target market which is consider to 
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be the most productive model in terms of making 
profit. In future Riwayat is aiming to increase its 
reach to the global market to expand its operation 
across the boundaries. Currently serving people 
between the age of 20-50 upper class across Pakistan.  
The opinion of Riwayat’s CEO keeping in mind the 
market situation of Pakistan on e-commerce startups.  
 
4.11. Revenue Model: He said “in the start people 
don’t trust you that weather you will send us product 
or not because in Pakistan people are not mature for 
E- commerce so in Pakistan Cash On Delivery model 
is best.  
 
4.12. Extent of Risk: He was of the view that for 
startup the risk can be 0% because if you properly 
research on the product demand and ensure supply 
then you are successful On the other hand if you do 
not research and just buy stock and start selling there 
are 50% chance that you may achieve your target or 
sustain yourself in the competitive market.  
 
4.13. Unique Features of E-Commerce for 
Startups: Obviously Price, because the customer can 
compare price online easily. secondly the Quality of 
the product because customer will review on your 
product and if the reviews are bad new customer will 
hesitate to buy.  
 
4.14. Ultimate Revenue Model in the Context of 
Pakistan: The ultimate revenue model for E-
Commerce startups should be Sale (Direct Sale).  
 
4.15. Effective Marketing Channels: Considering 
Pakistan as a Market, the effective channels to remain 
in the show at the fist point should be the Facebook 
later as expansion occur Instagram would be more 
feasible medium.  
 
4.16. Future of E-Commerce Startups: Mr. Ali 
Laiq said “Its growing and will eat Offline Market 
Soon”  
 
V. RESULTS AND DISCUSSION 
 
Trust is a vital ingredient that contributes to the 
successful online business. In developing countries 
like Pakistan e-commerce platforms vulnerable to 
spam activities which breaches customer trust on 
online platforms available for selling products. As e-
commerce is still and emerging field in Pakistan a 
drop in a huge bucket.  
espite the rapid increase in consumers engaging in 
online and mobile purchasing, e-commerce will 
account for only 13 percent of all retail commerce by 
2019. although comparative small in size, that 13 
percent will account for approximately $3.6 trillion 
consumer spending. Depending on a particular 
business’s product, target customer, and marketing 
strategy, retail e-commerce sales can constitute a 

much larger percentage of a company’s revenue and 
total sales.  
As we have taken two e-commerce startup cases from 
Pakistan retail shopping category to understand the 
business patterns of e-commerce startups in 
particular, both suggests that it’s always better to 
understand your audience and their needs by having 
an in-depth research. And there is no risk associated 
with setting up an e-commerce startup in Pakistan, 
but it’s all depends on your business model and 
revenue stream that how you manage. Online 
platforms are getting more attention in Pakistan after 
being accepted and famous in developed countries. 
People have reasonable online purchasing power so 
it’s always better to use “Direct Sales” revenue model 
but it’s all depends on nature of business / startup that 
you’re getting in. The case studies show that after 
setting up a website Facebook is the top most likely 
channel to be used to advertise or to reach target 
audience. The arrival of internet and world wide web 
technologies has tremendously changed today’s 
business environment and Facebook is considered 
one of the paramount advertising tool for brands / 
retail stores nationally and internationally, as 
Facebook has a current user base of 1 billion around 
the globe. So strong market is available.  
The future of e-commerce is bright in Pakistan, as 
advancement in telecommunication technologies have 
helped flourishes and foster and e-commerce 
environment around the globe. Despite of the fact e-
commerce has yet to take root in most of developing 
countries. But there is a visible opportunity in the e-
commerce market exist for developing countries to 
get in.  
 
VI. LIMITATIONS AND 
RECOMMENDATIONS  
 
Short time available to conduct a case study research 
– time constraints. Information source cases were 
only picked from 2 provinces and 2 cities of Pakistan. 
Direct contact with CEO’s was a difficult phase in 
data gathering for case preparation, as startups 
usually involve few people, mostly the founder is the 
face of a company rather an employee like other 
bigones. Questionnaires were not self-administered 
due to distance and online platforms integration, for 
qualitative researches it’s always better to have self-
administered questionnaires or live face to face 
interviews. For future research more cases can be 
added to the study would be a better decision and 
more provinces, cities as well in order to have 
reasonable representation of the population (startups). 
Since business activities vary from cities to cities not 
only from province too.  
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