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ABSTRACT 

This study seeks to inspect the level of E-commerce within Pakistani 

microfinance companies and to empirically test the factors that affecting the 

successful implementation of E-commerce. The study also investigates how 

Pakistani microfinance companies’ benefit from the generous advantages 

created by such applications and avoid the barriers that hinder E-commerce 

implementation. Data was gathered using a questionnaire survey. The 

questionnaire was distributed to a sample of 250 senior employees and 

employees who carry managerial positions in microfinance companies in 

Pakistan. Multiple regression analysis (stepwise regression) was used to 

analyses the data. The study found that only 10 variables out of 12 have 

positive effect on E-commerce adoption. The most important influence was 

ease of use and access to the internet. The two unsupported variables 

involved employee’s skills and training and suppliers’ pressure. In addition, 

the most important benefit that encourage E-commerce adoption is found to 

be building trust with customers and the most important barrier that inhibit 

its adoption is found to be the lack of electronic payment systems. 

Key words: E-Commerce, Microfinance, Technological, Organizational, 

Environmental 

INTRODUCTION 

E-commerce has been in existence in different forms since the early 1960s, 

but for the last two decades the evolvement of E-commerce has cause 

companies to perform their functions better, faster and in more cost effective 

way than in the past (Chaffey & White, 2010; Sanabel, 2014). According to 

Stavrulaki and Davis (2010), even the traditional companies have to at least 

establish web presence, if they want to remain relevant and competitive, 

otherwise they will be relegated in the technological dustbin. E-commerce 

has become a very important technological advancement for business by 

changing business practices (Laudon, & Traver, 2009; Tan et al., 2010). 

According to Al-hudhaif and Alkubeyyer (2012), organization across the 

divide has experienced tremendous growth in recent years as a result of new 
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business initiatives using E-commerce technologies. Today as a result of the 

revolution that occurred in the technology and telecommunication sector, E-

commerce has emerged and spread rapidly among developed countries and 

slowly among developing countries such as Pakistan (Kurnia & Peng, 2010; 

Grimsholm & Poblete, 2010).  In recent years many companies and banks in 

Pakistan have started the adoption of E-commerce and depending on it to 

accomplish their daily transaction and processes. That is a result of the 

information technology revolution that affects the developed and, 

developing countries all over the world. Pakistan is affected by this 

revolution and it's trying to be benefit from its opportunities. However, there 

is still a gap between Pakistan and the developed world in regards to the 

level of E-commerce adoption by Pakistani financial institutions such as the 

microfinance organizations. Many factors are found to have an influence on 

the adoption of E-commerce. Therefore, this study will shed light on these 

factors and also reveal the benefits and barriers that affect E-commerce 

implementation within Pakistani microfinance companies.  

LITERATURE REVIEW 

Microfinance Organizations in Pakistan 

There are fifteen Microfinance companies in Pakistan that are playing an 

ever-growing role in the financial sector with more than two hundred 

thousand clients in 2014 (State Bank of Pakistan, 2016). According to Pakistan 

Microfinance Review (2016), currently there are four types of Microfinance 

companies working in Pakistan such as: Microfinance Institutions (MFI or 

Specialized NGO); Rural Support Programs (RSP); Non-Government 

Organizations (NGOs), and Commercial Financial Institution (CFI).  

Factors Influencing E-Commerce Adoption 

Many studies shave discussed the factors that affect the adoption of E-

commerce technology in different parts of the world (Al-Abdullah et al., 

2013; Al-Qirim, 2013; Philippe, Jean & Pierre-Yves, 2013). Factors affecting E-

commerce adoption can be grouped and categorized under three categories 

based on the prior studies. These include Technological factors that involve 

(security and privacy, ease of use and access to internet, information system, 

and relative advantage), Organizational factors that involve (organization 

size, top management support, organization structure, and employees’ skills 

and training), and Environmental factors that involve (suppliers’ pressure, 
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competition intensity, government pressure, and regulatory issues) (Molla & 

Licker, 2009). These factors are discussed in details in the following sections.  

Technological Factors 

The Technical factors were described by Humphyeys, Mclvor, and Huang 

(2003) as issues related to acquiring appropriate technologies to meet 

business requirements. These factors could prohibit firms especially the 

smaller businesses to adopt E-commerce system such as online banking or 

online payment. Indeed, a number of studies indicated that technical issues 

especially those related to information security and information technology 

risks were forbidding the adoption of E-commerce (Sulaiman, 2000; Lawson 

et al., 2013). Technological factors involve security and privacy, ease of use 

and access to internet, information system and relative advantage as 

explained next. Thus, the following hypothesis can be derived:  

H1: Technological factors have positive impact on E-commerce adoption in 

Pakistani Microfinance companies 

Security and Privacy 

E-commerce consumers' taking security and privacy into consideration as 

one of the most critical factors in their E-commerce decisions (Selz & 

Schubert, 1997). Lohse and spiller (1998) looked at it in two different ways; 

on one hand protection of the transactional detail of the customers, on the 

other hand privacy of personal information of the respondents. According 

to Lawson et al., (2013) “Trust” is a term that was used to tackle the issues of 

security, which is an attribute that was embraced by E-commerce and 

considered critical. Thus, the following hypothesis can be derived:  

H2: Security and privacy have positive impact on E-commerce adoption in 

Pakistani Microfinance companies 

Ease of Use and Access to Internet 

Sajuyigbe (2012) and Michael (2012) found that the usability and accessibility 

to the internet has affected the behavioral intention to use the internet 

banking positively. Usability and accessibility of internet, in other words it’s 

the state of believing that using the internet is effortless when an innovation 

is easily used and understood (Loukis, Pazalos & Salagar, 2012). All over the 

world, consumers are most likely chosen and accept the usable and 
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acceptable systems over the more complicated ones. Thus, the following 

hypothesis can be derived: 

H3: Ease of use and access to internet has positive impact on E-commerce 

adoption in Pakistani microfinance companies 

 

Information System (IT) 

Information System (IT) is the application of computers and 

telecommunications equipment to store, retrieves, transmits and 

manipulates data, often in the context of a business or other enterprise. There 

are five dimensions of IT capability. These are IT infrastructure, IT human 

resources, IT-related intangible resources, IT co-ordination, and IT 

governance (Wang et al., 2010).Thus; the following hypothesis can be 

derived: 

H4: Information system has positive impact on E-commerce adoption in 

Pakistani microfinance companies 

Relative Advantage 

Prajogo and Olhager (2012) define relative advantages as the level of 

innovation perceived as being better than the idea it supersedes. 

Organizations must recognize that the adoption of innovation will either 

offer solutions to current issues or present new production opportunities, 

such as increased profits, market share and improved operational 

performance. Organizations adopt a technology when they see a need for 

that technology, believing it will either take advantage of a business 

opportunity or close a suspected performance gap (Banerjee & Ma, 

2012).Thus, the following hypothesis can be derived: 

H5: Relative advantage has positive impact on E-commerce adoption in 

microfinance companies in Pakistan 

Organizational Factors 

According to Williams, Van der Wiele and Van (2010) and Zhang, Tian, and 

Guan (2011), organizational factors are elements and descriptors that define 

an organization's character and function. These include organizational size, 

top management support, organizational structure and employees’ skills 



Qualitative and Quantitative Research Review, Vol.1, Issue 2, 2016. 
ISSN No: 2462-1978  

eISSN No: 2462-2117 

 

90 
 

and training as explained in the following sections. Thus, the following 

hypothesis can be derived:  

H6: Organizational factors have positive impact on E-commerce adoption in 

microfinance companies in Pakistan 

Organizational Size 

Previous research in E-commerce adoption found an organizational size as 

an important factor affecting E-commerce adoption (Banerjee & Ma, 2012).A 

number of studies have found that large firms are more likely to adopt due 

to greater resources and knowledge to implement technology and economies 

of scale (Zhang et al. 2011). The size of an organization also plays a very 

important role in determining whether an enterprise utilizes-commerce or 

not. According to Ripolles, Blea and Roig (2010), the size of an enterprise can 

influence the decision to adopt or not to adopt E-commerce. Ripolles, Blea 

and Roig (2010) found that the size of a firm has a significant impact on the 

type of technologies employed. Thus, the following hypothesis can be 

derived: 

H7: Organizational size has positive impact on E-commerce adoption in 

Pakistani microfinance companies 

Top Management Support 

The primary role for top management is to ensure the understanding of good 

opportunities about new technology development and implementation for 

the firm long-term strategy (Williams et al., 2010). Top management support 

has been identified as crucial element in the acquisition and diffusion of E-

commerce. Therefore, top management support and commitment is 

positively affected E-commerce adoption (Leonard, 2012).Thus, the 

following hypothesis can be derived: 

H8: Top management support has positive impact on E-commerce adoption 

in the microfinance companies in Pakistan 

Organizational Structure 

According to Pedro and Aleda (2012) and Tyler and Manica (2007), 

organizational structure represent the people who are in the same 

department and doing the same functions in stable environment division. 
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According to their geographical locations, organizational structure is the 

formal system of task and reporting relationships that controls, coordinate 

and motivates employees so that they cooperate and work together to 

achieve an organization's goals. Thus, the following hypothesis can be 

derived: 

H9: Organizational structure has positive   impact on E-commerce adoption 

in Pakistani microfinance companies. 

Employee’s Skills and Training 

Research studies have found that one of the primary components for 

successful E-commerce adoption is the employee's skills and training 

(Williams et al., 2010;  Zhang et al., 2011). Basic level of education such as 

communication skills and using IT system is critical as it allows easy 

communication and appreciation of business terms in global business 

(Thong, 1999). Most organizations owner/managers, especially in 

developing countries, are unable to communicate in international languages 

that give access to global markets. A general acceptable level of education 

would be a high school ordinary level certification, although higher business 

qualifications are better (Sarosa & Zowghi, 2003).Thus, the following 

hypothesis can be derived: 

H10: Employees' skills and training have positive impact on E-commerce 

adoption in Pakistani microfinance companies 

Environmental Factors 

Environmental factors are a set of factors that affect the life and development 

of the organization and the work of the organization (Kshetri, 2007; Olatokun 

& Kebonye, 2011). These factors include government pressure, competition 

intensity, supplier's pressure and regulatory issues as explained in the 

following sections. Thus, the following hypothesis can be derived:  

H11: Environmental factors have positive impact on E-commerce adoption 

in the microfinance companies in Pakistan 

Government Pressure 

Daniel, and Wilson (2002) found that governments played vital roles in 

creating a constructive and constant commercial E-environment. They thus 

recommend that governments should assist and support in the provision of 
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information for the expansion and version of E-commerce. Kshetri (2007) 

credited the quick Chinese B2B E-commerce development to the promise of 

the Chinese government towards building up the essential infrastructure 

and working towards framing of laws central cross-border trade, taxation in 

E-commerce. The Chinese government not only facilitates E-environment, 

but also takes a succession of steps to help SMEs boost export. Thus, the 

following hypothesis can be derived: 

H12: Government Pressure has positive impact on E-commerce adoption in 

Pakistani microfinance companies 

Competition Intensity 

With the appearance of Internet-based products and services, there are 

promising opportunities particularly in the area of E-commerce to 

recuperate competitive advantage (Kshetri, 2007). Therefore it can be 

suggested that strength of competition will increase the prospect for SMEs 

to adopt advanced Internet-based services and products for their aggressive 

advantage (Olatokun & Kebonye, 2011). From another perspective, a high 

degree of competition can be a threat to the firm to enter the market through 

E-commerce, because it will have to compete with existing online firms. 

Thus, the following hypothesis can be derived: 

H13: Competition Intensity has positive impact on E-commerce adoption in 

Pakistani microfinance companies 

Suppliers Pressure 

Further factor that influences the embracing of E-commerce is the business 

partner who may be suppliers or customers.  Business partner relationships 

are usually depicted from the suppliers or customer’s perspectives (Daniel 

& Wilson, 2002).  SMEs will usually want to develop and extend a business 

relationship with the aim of establishing a long-lasting business partnership 

(Parker & Castleman, 2009).This idea works well if the business partner 

recognizes the strategic value and competitive advantage that this can bring 

to both organizations (Daniel & Wilson, 2002). Thus, the following 

hypothesis can be derived: 

H14: Suppliers' Pressure has positive impact on E-commerce adoption in the 

microfinance companies in Pakistan 

Regulatory Issues 

Humphrey, Mansell, Pare and Schmitz (2003) has noted that the lack of 

regulatory policies in developing countries have delayed many 

organizations, in particular SMEs from participating in E-commerce 
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activities. Developing countries leadership have found themselves working 

on policies for poverty alleviation, health, education, hunger and other 

humanitarian causes. Thus, governments in developing countries found 

themselves unable to keep pace with ICT developments that frequently 

change (Magembe & Shemi, 2002). Thus, the following hypothesis can be 

derived: 

H15: Regulatory issues has positive impact on E-commerce adoption in 

Pakistani microfinance companies 

E-Commerce Evaluation Measurement 

According to Magembe and Shemi (2002) and Andriessen (2004), 

performance measurement is a critical part of evaluation especially in the 

current changing business environment. In this research study, the financial 

indicators for Kaplan and Norton, (1996) are adopted to measure the 

performance of the microfinance performance towards E-commerce 

adoption. These indicators include sales, market share, profit margin, orders 

and time savings, retention rate, speed of completion of internal and external 

processes (Kaplan & Norton, 1996). Several questions were giving to 

respondents covering Kaplan and Norton indicators to measure E-commerce 

performance. 

METHODOLOGY 

Quantitative research is used to quantify the problem by generating 

numerical data or data that can be transformed into useable statistics 

(Babbie, 2004). Quantitative methods, has the advantage of generating more 

precise and accurate research findings that can be generalized (Klein & 

Myers, 1999; Zikmund, 2003). Quantitative research tends to start by 

formulating a hypothesis to be tested and to collect data and analyses it so 

as to see if the original hypothesis is supported or not (Soliman & Yousef, 

2003). The population of this study consists of all microfinance companies in 

Pakistan. There are 15 microfinance companies that will be examined 

through their departments. These departments include the IT department, 

operation, marketing, financial, Human resources, and auditing. Managers 

of these departments will be the unit of analysis. Due to time and cost 

limitations a sample that represents the population will be chosen. The 

researcher intended to use the non- probability sampling, choosing the 

convenience sampling approach because of its convenient accessibility and 

proximity to the researcher (Bryman & Bell, 2007; Huberman & Miles, 2002; 

Malhotra, 2004). The study sample constitutes of senior employees and 

employees who carry managerial positions from all departments. The 

population for this study is estimated to be around (1500) and since it’s too 
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large to be surveyed, a sample is taken to represent the population. In order 

to determine the sample size from a known population size, the researcher 

used the formulas given by Krejcie and Morgan (1970). According to Krejcie 

and Morgan table and based on the population size; the required sample size 

is set to be 213. The questionnaires were sent to subjects mostly online. In 

addition, the researcher used other methods to send the questionnaires such 

as post, fax and in person. From the 350 questionnaires sent to participants 

only 217 were returned. 11 questionnaires were considered invalid and only 

206 questionnaires were carried for further analysis.   

Descriptive Statistics of the Research Sample 

The Statistical Package for Social Science (SPSS) version 19 is used to 

organize and analyze the gathered data and the information. Descriptive 

analysis was used to obtain frequency distribution. A series of questions 

were included in the first part of the questionnaire-survey to assess the 

nature of the respondents. This part was designed to obtain general 

information about the microfinance organizations. According to the survey's 

results, companies established 11-15 years have the high response rate of 

49.5%, companies that have employees between 101-150 have the high 

response rate of 37.5 %, employees who work in the administration 

department have the most response rate of 26.2%. In addition, the highest 

level of involvement in the decision making to E-commerce implementation 

in the surveyed companies was for employees who are frequently involved 

in the decision making with response rate of 37.8%. 

Testing the Research Hypotheses 

In this research, the researcher used the stepwise regression analysis since it 

is a semi-automated process of building a model by successively adding or 

removing variables based solely on the t-statistics of their estimated 

coefficients (Hair et al., 1998). Based on the literature, 12 hypotheses that 

represent 12 variables were raised as discussed above. The variables 

(independent variables) will be tested against the E-commerce 

implementation success (dependent variable). Several rounds of the 

stepwise multiple linear regressions will be applied to test the hypotheses 

until the loading of the whole variable becomes significant and the P-value 

< .05. 

Stepwise Multiple Linear Regressions 

The results of the stepwise regressions for the 12 independent variables that 

make up the original model identified 10 variables that have a significant 

effect in predicting the E-commerce implementation success with p-values < 

0.05 as summarized in Table 1 below. These variables are security and 
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privacy, ease of use and access to internet, information system, relative 

advantage, organization size, top management support, organization 

structure, competition intensity, government pressure and regulatory issues. 

Table 1: Results of the stepwise regression that shows the significant 

variables of the research model –First round 

 

Model Unstandar 

dized 

Standa

rdize 

Coeffi

cients 

Beta 

t Sig. 

B Std.Error 

 

Security and privacy .063 .020 .097 3.179 .001 

Ease of use and 

access to internet 

.068 .013 .132 4.761 .000 

Information system .091 .021 .103 4.421 .000 

Relative advantage .051 .014 .102 3.640 .000 

Organization size .057 .017 .075 3.182 .002 

Top management 

support 

.031 .012 .071 2.811 .004 

organization 

structure 

.053 .012 .099 4.024 .000 

competition intensity .065 .021 .075 4.764 .002 

government pressure .063 .018 .102 4.677 .000 

regulatory issues .032 .022 .104 4.788 .002 

a. Dependent  Variable: (E-commerce success) 

 

The non-significant variables that were excluded from the original model 

with p-values > 0.05 are 2 as shown in Table 2 below. These variables are 

employee’s skills and training and suppliers pressure. These variables were 

excluded and a second round of stepwise multiple linear regression was 

applied to the remaining independent variables.   

Table 2: Results of the stepwise regression that shows the excluded variables 

from the research model- First round 

 

Excluded Variables  

Model Beta 

In 

t  Sig. Partial 

Correlation 

employee’s skills and training -.015 -.534  .594 -.056 

suppliers pressure .078 1.669 .099 .172 

a. Dependent Variable : (E-commerce success) 
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A second round of the stepwise multiple linear regression analysis tests were 

applied to the 10 independent variables generated from round one. Result 

shows that all 10 independent variables from round one have p-values < 0.05, 

which indicated that all the variables are important in predicting the 

dependent variable and confirm that no more rounds are needed.  

Discussion of the Hypotheses Testing 

According to the results of the stepwise multiple linear regression, detailed 

interpretation of the outputs of the final round are discussed in three 

sections. These include checking the assumptions, evaluating the model and 

assessing the importance of the independent variables. Discussing these 

sections will answer the research questions and determines the supported 

hypotheses. 

Checking the Assumptions 

There are 3 assumptions to address in order to assure that the research is 

meeting the basic requirement of the multiple linear regression analysis. 

These assumptions relate to sample size, multicollinearity, and normality. 

Sample size with 275 respondents and 10 independent variables (second 

round), the cases to independent variables ratio is 27.5 to 1, well above the 

minimum ratio for multiple linear regressions as suggested by Hair et al. 

(1998). Multicollinearity can be tested by examining the Tolerance value and 

the variance inflation factor (VIF) value. The results shows that the tolerance 

value is more than 0.10, and the VIF value is less than 10.0 for each 

independent variable which means that no singe of statistical significant 

multicollinearity exists. Normality can be assessed by obtaining skewness 

and kurtosis value (Pallant, 2005). The values of skewness and kurtosis 

suggested a very good closeness to the normality of data distribution 

belonging to the E-commerce adoption.  

Evaluating the Model 

The model summary in Table 4 below includes the value of R square that 

shows how much the variance in the dependent variable (E-commerce 

Adoption) is explained by the 10 independent variables ( Security and 

privacy, ease of use and access to internet, information system, relative 

advantage, organization size, top management support, organization 

structure, competition intensity, government pressure and regulatory 

issues). The R square value is 0.964, which means that the research model 
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(which includes all the independent variables) explains 96.4% of the variance 

in E-commerce implementation success.   

 Table 3: Model Summary 

 

Model R R square Adjusted R 

Square 

Std. Error 

of the 

Estimate 

 .981 .963 .957 .13199 

a. Dependent Variable: (E-commerce success) 

 

Assessing the Importance of Independent Variables 

Evaluating the importance of each independent variable on predicting E-

commerce implementation success within Pakistani microfinance companies 

can be examined by the coefficient table obtained from the analysis. The 

coefficient table revealed two important results. First, beta values 

(standardized coefficients) can be used to compare the importance of each 

predictor in the model by examining each individual t test. Second, B values 

(unstandardized coefficients) can be used to construct the regression 

equation. The coefficient table, Table 2 above, shows that the largest beta 

coefficient is 0.133 which is for ease of use and access to internet. This means 

that this variable makes the strongest contribution to predict and explain the 

E-commerce implementation success within Pakistani microfinance 

companies. The second beta coefficient is for information system and 

regulatory issues with beta coefficient 0.104 followed by government 

pressure  and relative advantage with beta coefficient of 0.102  and then  

organization structure with beta coefficient of 0.099, and this was followed 

by security and privacy with beta coefficient of 0.098 and this was followed 

by organization size and competition intensity with beta coefficient of 0.075 

and this was followed by top management support with beta coefficient of 

0.071. The coefficient table, Table 2, also shows that the p-values for all 

independent variables are less than 0.05, indicating that these variables 

significantly contribute to the equation.  

Benefits of E-Commerce Implementation 

Managers who participated in the questionnaire were given a list of seven 

potential E-commerce benefits and were asked to rank them according to 

their own experiences. The questions aimed to examine and analyze how the 

respondents ranked the benefits associated with E-commerce 
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implementation (Olatokun & Bankole, 2011). The respondents’ answers in 

the scale ranged from one, ‘negative effects’ to five, ‘very beneficial effects’. 

Table 5 shows a summary of the rank order of the seven potential benefits, 

means and standard deviations.   

Table 4 Major benefits of E-commerce implementation 

Benefits N Ranking Mean Std. 

Deviation 

a. Providing a more reliable 

service to customers 

1 5 3.95 .847 

b. Improving the competitive 

position of company 

2 7 3.93 1.01 

c. Improving the image of the 

company 

3 6 3.98 .686 

d. Building trust with customers 4 1 4.07 .790 

e. Building trust with suppliers 5 4 4.02 .752 

f. Reducing operational costs 6 2 4.06 .777 

g. Reducing the workforce 7 3 4.05 .678 

Building trust with customers was the most benefit of E-commerce that may 

encourage microfinance companies in Pakistan to implement E-commerce 

and it was ranked the first with a mean of (4.07) as shown in Table 4 above. 

This was followed by reducing operational costs with mean value of (4.06) 

followed by reducing the workforce with mean value of (4.05) followed by 

building trust with suppliers with mean value of (4.02) followed by 

providing a more reliable service to customers with mean value of (3.95) 

followed by improving the image of the company with mean value of (3.98) 

and finally improving the competitive position of the company was ranked 

at the bottom level with a mean value of (3.93). 

Barriers to E-Commerce Implementation 

Managers who participated in the questionnaire were also given a list of 

seven potential barriers questions and were asked to rank them in the light 

of their own experiences. The questions aimed to examine and analyses how 

the respondents ranked the obstacles associated with E-commerce 

implementation (Lawrence   & Tar, 2010). The respondents’ answers in the 

scale ranged from one, ‘not a constraint at all’, to five, ‘very strong 

constraints that prevented us implementing some aspects of e-commerce’. 
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Table 6 shows a summary of the rank order of the seven potential obstacles, 

means and standard deviations. 

Table 5 Major Barriers of E-Commerce Implementation  

  

Barriers N Ranking Mean Std. 

Deviation 

Percentage  of customers with 

Internet access 

1 6 3.7 .95 

Speed of Internet services 2 4 3.9 1.01 

Internet infrastructure in the 

country 

3 5 3.8 .73 

Cost of maintaining the 

website 

4 7 3.6 .79 

Difficulty of maintaining the 

website 

5 2 4.1 .71 

Lack of electronic payment 

systems 

6 1 4.2 .60 

Ineffective and inefficient 

storage and delivery system 

7 3 4.0 .71 

Table 5 shows that lack of electronic payment systems was the most barrier 

to E-commerce implementation and it was ranked the first with a mean of 

(4.2) followed by difficulty of maintaining the website with mean value of 

(4.1). This was  followed by ineffective and inefficient storage and delivery 

system with mean value of (4) followed by speed of internet services with 

mean value of (3.9) followed by internet infrastructure in the country with 

mean value of (3.8) followed by percentage  of customers with internet access 

with mean value of (3.7). Finally cost of maintaining the website was ranked 

the lowest barrier with mean value of (3.6). 

MAJOR FINDINGS 

The results of the analysis of the questionnaire survey revealed major 

findings.  

1. First, from the research analysis conducted in this study, only 10 

factors out of 12 are found to be supported and affect the successful 

implementation of E-commerce within Pakistani microfinance 

companies.  
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2. Second, the two unsupported variables are employee’s skills and 

training and suppliers pressure.  

3. Third, ease of use and access to internet variable makes the strongest 

contribution to predict and explain the E-commerce implementation 

success within Pakistani microfinance companies.  

4. Fourth, there is no benefit of allocating resources for training 

employees since the analysis showed that this variable is not 

important for the decision makers in the microfinance companies in 

Pakistan. 

5. Fifth, the research revealed unexpected result of having no pressure 

from other companies and/or suppliers to force the microfinance 

companies to adopt E-commerce.  

6. Sixth, building trust with customers was the most benefit of E-

commerce that may encourage microfinance companies in Pakistan 

to implement E-commerce.  

7. Seventh, managers at the microfinance companies in Pakistan stated 

that lack of electronic payment systems is considered the most 

barriers that inhibit E-commerce implementation. 

RECOMMENDATIONS 

Based on the research results, the following suggested recommendations can 

help and support decision makers at the microfinance companies in Pakistan 

adopting the application of E-commerce. 

1. Microfinance companies should emphasize and stress on the use of 

E-Commerce technology in their institutions otherwise they will be 

late and out of the marketplace one day.  

2. Adopting new specialized E-commerce system that protect people’s 

information, prevent misuse, increase security and privacy will 

encourage many people to use it. 

3. Simplicity is the main factors that encourage peoples to practice E-

commerce. Therefore, Microfinance companies should adopt suitable 

systems that are easy to use. 

4. Microfinance companies in Pakistan should allocate enough 

resources to build payment gateways to process customers’ payment 

in order to encourage the use of E-commerce. 
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5. Cooperation with the government to set and build a legal 

infrastructure and requirements such as privacy policies, e-signature 

and knowledge acquisition policies.  
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