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Abstract- This study aimed to investigates the role of digital entrepreneurship as a catalyst for the social and 

economic empowerment of women in Pakistan. Drawing upon primary survey data from 285 women 

entrepreneurs across diverse sectors, it identifies how digital tools, platforms, and institutional enablers 

contribute to enhanced agency, income generation, and resilience. Using Principal Component Analysis 

(PCA), eight key factors were extracted: Digital Literacy and Skills, Financial Inclusion, Social Networking, 

Institutional and Policy Support, Innovation and Mindset, Work–Life Balance, Cultural Support, and Digital 

Safety and Sustainability. The analysis reveals that these dimensions collectively explain 99.7% of the variance 

in empowerment outcomes and exhibit strong internal reliability (α = 0.82–0.91). Findings highlight that digital 

literacy and access to finance are the strongest enablers of empowerment, while institutional support and social 

networking act as bridging factors that convert opportunity into tangible enterprise growth. The study 

concludes that digital entrepreneurship, when combined with inclusive policies and cultural acceptance, 

transforms women’s economic participation and contributes significantly to Pakistan’s broader goals of 

inclusive growth and digital transformation. Policy implications underscore the need for coordinated 

investments in digital skills, financial infrastructure, and gender-responsive support systems to sustain the 

momentum of women-led digital enterprises in the country. 

 

Index Terms- Digital Literacy, Social Media,  Women Empowerment, Support, Innovation, Gender and 

Technology, Inclusive Growth, Digital Transformation, Principal Component Analysis (PCA), Women 

Entrepreneurs, Policy Support, , Digital Skills and Economic Participation. 

 

I. INTRODUCTION 

Pakistan stands at an inflection point. A demographic dividend, rapid mobile penetration and falling barriers 

to online trade are converging at a moment when women’s meaningful participation in the formal economy 

has never been more critical for household welfare, for export earnings, and for the broader structural 

transformation of the country.  

Over the last decade the digital marketplace has quietly become one of the most consequential arenas for female 

entrepreneurship in Pakistan, social-media storefronts, small-scale shops on national platforms, home-based 

crafts sold internationally, and a rising cohort of digital freelancers are all changing what work looks like for 

millions of Pakistani women [1]. 

To anchor the discussion in measurable trends millions of Pakistani women are coming online every year, 

narrowing the longstanding gender gap in mobile internet adoption and opening new pathways for commerce, 

learning and networking. In 2024 alone a major industry analysis found that roughly eight million additional 

women accessed the internet in Pakistan, materially reducing the gender gap in mobile internet adoption within 

a single year. The expansion of women’s digital connectivity is a precondition for any large-scale shift in 

women’s entrepreneurship; without it, online markets remain inaccessible [2].  

Simultaneously, Pakistan’s e-commerce and digital trade ecosystem has matured from a niche curiosity into a 

sizeable and fast-growing segment of the economy. Multiple market studies estimate that the national e-

commerce market has moved into the multi-billion-dollar range, with projections of sustained annual growth 

over the medium term [3]. 
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This expanding digital market translates into concrete demand for sellers including home-based enterprises led 

by women who can reach buyers across cities and beyond Pakistan’s borders without physical retail footprints 

or expensive distribution networks. The growth of the digital marketplace thus changes the calculus of 

entrepreneurship: smaller initial capital outlays, minimal overhead, the ability to test and iterate product lines 

quickly, and direct access to consumers via social media, messaging apps and e-commerce portals.  

Pakistan’s female labour force participation has long lagged far behind global norms and many neighboring 

South Asian countries.  As of 2024, only about 24.3% of women aged 15 and older are economically active in 

Pakistan, compared with a global average nearer 51% [4] and [5]  This rate has crept upward only slowly over 

decades, rising from around 15-20% in the early 2000s and remaining below 25% until very recently. Low 

participation reflects deeply entrenched structural factors social norms, mobility constraints, sectoral 

composition of jobs, and barriers to formal finance that limit women’s ability to translate skills into 

remunerative work.  

Yet, digital entrepreneurship offers a set of work arrangements that, in principle, are better aligned to the time 

and mobility constraints many women face: home-based production, flexible hours, remote client relationships 

and income diversification. The policy debate increasingly recognizes that expanding women’s entrepreneurial 

opportunities through digital channels is not merely an equity objective; it is a macroeconomic one. More 

inclusive access to digital markets could raise household incomes, reduce poverty vulnerability, increase 

exports and strengthen economic resilience during shocks [6].  

[7] and[8] finds many women operate micro-enterprises from their homes, stitching garments, producing 

artisanal foods, creating handicrafts, or curating beauty and lifestyle products. Where once these goods sold 

primarily in local markets, social media platforms like Facebook, Instagram and WhatsApp national 

marketplaces and cross-border digital portals now enable these sellers to scale their reach.  

Social commerce features catalogues, direct messaging, live-streamed product demos, and influencer 

partnerships have been especially powerful, lowering the technical and financial barriers to attracting 

customers and building trust. Empirical studies from Pakistan document how social media has become a 

primary sales channel for many women-owned microbusinesses [9].  

[10] Finds that the freelancing economy is a second major channel through which Pakistani women participate 

in digital trade. Graphic design, content writing, virtual assistance, translation, tutoring and other knowledge 

work can be contracted and delivered remotely. Pakistan’s freelance workforce has expanded rapidly in recent 

years, contributing foreign exchange earnings and creating a digital entry point for women with tertiary 

education or digital skills training. For many women, freelancing offers the possibility of paid work without 

the social and logistical costs of office-based employment. While gendered patterns in the freelance sector 

persist, the macro trend is unmistakable: the digital gig economy is a lifeline for many entrepreneurial women.  

E-commerce platforms and payment service providers play an enabling role. Platforms that simplify 

onboarding, offer logistics support, and provide seller training reduce the friction that small sellers face when 

entering formal digital markets.  

The government and multilateral partners have also launched programs aimed at integrating women into digital 

trade platforms signaling institutional recognition of the potential of platform-enabled inclusion. These 

programs combine marketplace access with technical training, trade compliance knowledge and exposure to 

export opportunities.  

Digital payments and microfinance institutions are complementary pillars. Mobile wallets and branchless 

banking make it far easier for women who cannot easily travel to a bank branch to receive payments and 

manage working capital[11]. Mobile financial services providers have registered tens of millions of users 

across Pakistan, and microfinance institutions focused on women have achieved impressive client reach, 

offering loans, savings, and digital-skills training that support micro-enterprises.  

One large microfinance leader reports hundreds of thousands of active women clients and an ambitious 

program of training in financial and digital literacies a foundational input for online business success. Taken 
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together, these financial services reduce transaction costs, formalize income streams and enable reinvestment 

in enterprise growth [12].  

The COVID-19 pandemic illustrated both the fragility of traditional retail channels and the resilience of 

digitally enabled enterprise. [13] Found out that during mobility restrictions and market closures, many women 

turned to online sales and remote services to maintain incomes. This adaptive capacity is not merely anecdotal: 

interventions that trained women in digital skills or integrated them into e-commerce platforms produced 

measurable benefits in earnings and time-use. 

As Pakistan faces recurrent economic and climatic shocks, the capacity for microbusinesses to operate partially 

or wholly in digital modes selling across city boundaries, accepting remote payments, and managing supply 

chains online adds an important resilience layer to household economies.  

These channels collectively underline why women’s digital entrepreneurship matters beyond individual 

livelihoods: it contributes to export-oriented services, diversifies the composition of the economy, catalyzes 

rural and peri-urban income generation, and can lower unemployment pressure by enabling multiple income 

streams per household. However, while the promise is real, so too are the barriers that temper expectations 

about scale and speed. Despite the growing recognition of women’s digital entrepreneurship in Pakistan, 

systematic research on how social media platforms enable resilience, market expansion, and household income 

diversification remains limited.  

Existing literature has examined microfinance and women’s empowerment, or the impact of COVID-19 on 

female entrepreneurs, but few studies investigate the intersection of digital modes of enterprise and social 

media usage as a driver of long-term economic resilience. In particular, there is a lack of empirical evidence 

on how women leverage social media to overcome geographic, cultural, and financial barriers, as well as the 

structural obstacles such as limited digital skills, restricted mobility, and inadequate access to e-payment 

systems that continue to constrain scale and sustainability. 

The study is motivated by the need to understand the transformative potential of social media as both a 

marketing tool and a business platform for women entrepreneurs in Pakistan. By exploring how women use 

social media to sell across city boundaries, manage supply chains online, and access diverse customer bases, 

the research seeks to highlight the role of digital platforms in creating resilience against economic and climatic 

shocks. At the same time, it aims to identify the persistent barriers that prevent women from scaling their 

businesses. The ultimate objective is to provide evidence that can inform policies and capacity-building 

programs ensuring that women’s digital entrepreneurship not only strengthens household economies but also 

contributes to broader economic diversification and inclusive growth. 

II. LITERATURE REVIEW 

[14] Provides granular evidence on why social-media-enabled ventures frequently stall at micro scale despite 

clear demand. Respondents reported meaningful increases in orders after adopting social channels, but 

systemic frictions   limited access to working capital, intermittent courier/vender support, family mobility 

constraints, and absence of structured digital skills training repeatedly constrained order fulfilment, cash flow 

smoothing, and reinvestment. The paper quantified these frictions qualitatively (triangulated themes: finance 

≈ 88% of respondents cited as barrier; logistics ≈ 75%; skills/training ≈ 69%) and links them to business 

outcomes: firms that reported at least one non-financial intervention (mentoring/training) were substantially 

more likely to expand beyond local customers.  

A multi-method, cross-regional analysis combining a national survey sample with program evaluations, [15] 

maps motivators, structural barriers and effective policy levers across Pakistan’s service sectors. Key numeric 

takeaways: surveyed women entrepreneurs who received bundled interventions (micro-credit + digital skills 

training + market facilitation) reported mean revenue growth of ~34% over 12 months versus ~9% for credit-

only recipients; program participants were twice as likely to sustain operations through short shocks. The 

authors emphasize policy levers with measurable impact   digital skills certificates, formal linkage to branchless 

payment providers, and subsidized last-mile logistics   and provide a cost-benefit summary showing positive 

returns on training investments in under two years. 
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[16]Synthesizes national microdata, labor-force surveys and qualitative interviews to argue that the promise of 

digital tools will be muted unless social protections and time-use burdens are addressed. Key statistics reported: 

average unpaid caregiving time among women in target cohorts is 5.6 hours/day and women in digital 

microbusinesses reported an average of 27% lower access to formal payment rails than male counterparts. The 

authors make two central claims first digital connectivity alone does not overcome time and safety constraints 

that limit scale; and policy packages must pair digital interventions with childcare, safe transport and logistics, 

and payment-inclusion measures. 

Using a nationally stratified sample and standardized literacy assessments, this [17] disaggregates “digital 

literacy” into three measurable domains of information, computer, and media literacy and links each to 

enterprise performance indicators like monthly revenues, customer base growth, and use of e-payments. The 

study finds that a one-SD increase in media literacy predicts a 21% increase in monthly online orders and a 

17% higher probability of using branchless e-payments. Information literacy shows the strongest relationship 

with supply-chain management outcomes, while computer literacy most strongly predicts use of digital 

bookkeeping and formalization steps. 

[18] Draws on ethnographic research and interviews within women-only Facebook and WhatsApp groups 

across Pakistan. It highlights how social media is not just a sales tool but also a professionalization mechanism: 

women share strategies, validate business identities, and build reputational capital. The study shows that online 

groups function as substitutes for conventional business associations, which many women cannot access due 

to cultural or mobility restrictions. Respondents reported that referrals and collaborations from group networks 

accounted for 30–40% of their online orders. The study also documents gendered challenges: exposure to 

trolling, privacy breaches, and family pushback. Still, participation increased confidence, entrepreneurial 

identity, and persistence in business. 

Using survey data from Sindh and Punjab  [19]  identified both opportunities  new market access via online 

portals, use of mobile wallets for B2B payments  and systemic challenges lack of credit, harassment in logistics, 

non-transparent supplier practices .  62% of respondents reported difficulty in timely supplier payments due to 

banking hurdles; 48% faced delays in courier delivery fulfillment; 70% cited lack of affordable financing as a 

binding constraint. Despite these, firms using digital supply-chain tools like inventory software, WhatsApp 

order systems, or e-commerce storefronts saw significantly higher revenue growth than those relying on 

traditional offline methods. 

Using a survey of 210 women entrepreneurs from urban Punjab [1], tested relationships between social media 

usage, business visibility, customer acquisition, and financial performance. Regression results show that social 

media usage positively and significantly predicts business performance: a one-unit increase in social media 

adoption corresponded to a 0.38 increase in performance score. Respondents cited Facebook and Instagram as 

the most impactful platforms for customer outreach. Barriers highlighted include digital literacy gaps and 

algorithm-driven visibility challenges .Importantly, women entrepreneurs with prior exposure to digital-skills 

training reported nearly double the customer acquisition growth rates compared to those without. 

III. METHODOLOGY 

A comprehensive survey was conducted among 203 women entrepreneurs across various sectors in Pakistan 

to examine the key factors influencing the role of digital entrepreneurship in the social empowerment of 

women. The study aimed to understand how digital tools, platforms, and innovations contribute to enhancing 

women’s participation, independence, and influence in Pakistan’s evolving entrepreneurial landscape. 

The research is grounded in primary data collected through a structured questionnaire, specifically designed to 

capture the socio-economic, technological, and cultural dimensions of women’s digital entrepreneurial 

engagement. A random sampling method was used to ensure representation from diverse regions and 

industries, including e-commerce, education, health services, creative industries, and technology-based 

ventures. 

To analyze the underlying patterns and determinants, Factor Analysis was employed as the main statistical 

technique. This approach helped identify clusters of interrelated factors like access to digital finance, online 
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market participation, digital literacy, social networking, and institutional support that collectively shape the 

empowerment outcomes for women entrepreneurs in Pakistan. 

The findings of this study aim to provide valuable insights for policymakers, development organizations, and 

entrepreneurial support institutions in promoting inclusive digital entrepreneurship ecosystems that enable 

Pakistani women to become more socially and economically empowered through digital transformation. 

Research Design 

A quantitative, cross-sectional survey design was employed. This approach was considered most suitable to 

systematically capture information from a large sample of women entrepreneurs operating across diverse 

sectors and regions of Pakistan. The study emphasized statistical measurement of relationships between digital 

adoption variables (e.g., e-payment use, media literacy, group networking) and entrepreneurial outcomes such 

as sales growth, market expansion, and resilience during economic shocks. 

Sampling Strategy 

The survey targeted 285 women entrepreneurs who were actively engaged in business activities, either home-

based, micro-enterprises, or small firms using social media platforms as part of their operations. A purposive 

sampling strategy was adopted, ensuring representation from urban, peri-urban, and rural areas.  

To balance geographic diversity, respondents were drawn from Karachi, Lahore, Islamabad Rawalpindi, 

Faisalabad, Peshawar, and selected rural clusters in Punjab and Khyber Pakhtunkhwa. Eligibility criteria 

required that respondents  

a. operated an enterprise for at least 12 months, and 

b. had exposure to digital tools such as mobile payments, social media platforms, or online 

marketplaces. 

Data Collection 

Data were collected between March and June 2025 through a structured questionnaire administered online. 

Various online distribution channels were employed for respondents already active on digital platforms. 

Informed consent was obtained from all participants, and confidentiality was strictly maintained. The final 

sample achieved a response rate of approximately 87%, with 285 valid and complete questionnaires used for 

analysis. 

Survey Instrument 

The questionnaire was designed in alignment with constructs identified in the literature review. It comprised 

four sections: 

1. Demographics and enterprise characteristics like age, education, sector, business size, years in 

operation. 

2. Digital adoption indicators comprised of use of mobile wallets, e-payments, digital supply-chain 

tools, media literacy, and training received. 

3. Social media entrepreneurship like platforms used, customer acquisition via groups, order volumes, 

marketing practices. 

4. Business outcomes and resilience in terms of monthly revenues, customer growth, geographic 

expansion, coping during shocks, reinvestment capacity. 

Several components were measured on a five-point Likert scale and scales for media literacy and 

entrepreneurial performance were adapted from validated instruments in prior studies, ensuring 

comparability with existing literature. 

 



JNRID || ISSN 2984-8687 || © October 2025, Volume 3, Issue 10 

JNRID2510011 JOURNAL OF NOVEL RESEARCH AND INNOVATIVE DEVELOPMENT | JNRID.ORG a67 
 

Data Analysis 

Data were coded and entered into SPSS and STATA for analysis. Descriptive statistics like means, 

percentages, and frequencies were first used to profile respondents and highlight key trends in digital 

adoption.  

The survey instrument was pre-tested on 30 women entrepreneurs prior to full rollout. Based on pilot 

feedback, items were refined for clarity and cultural appropriateness. Cronbach’s alpha values for key scales 

exceeded 0.70, confirming internal consistency. Construct validity was ensured through alignment with 

theoretical frameworks of digital entrepreneurship and through triangulation with secondary data sources. 

Ethical Considerations 

The study adhered to ethical research standards. Participation was voluntary, and respondents could 

withdraw at any stage. Anonymity of responses was safeguarded, and no identifying information was 

disclosed in analysis or reporting. 

Demographic Results 

The demographic profile of the respondents reveals a diverse representation across age, education, and 

entrepreneurial sectors. Approximately 34.0% of the surveyed women entrepreneurs are below 30 years of age, 

while 40.9% fall within the 30-40 age bracket, and the remaining 25.1% are above 40 years, indicating a 

balanced distribution between early-career, mid-career, and experienced entrepreneurs. 

Table 3.1 Age Profile of the Respondents 

Age Bracket Number of Respondents Percentage  

<30 97 34.03 

30<𝑥<40 116 40.70 

40< 72 25.26 

Total 285 100 

 

Fig 3.1 illustrates that in terms of educational attainment, 44 % of respondents possess qualifications up to 

the graduate level, whereas 31% hold intermediate degrees, whereas 13% of the student possess post 

graduate degrees and 12% hold educational attainment of matriculation, reflecting a relatively high level of 

academic achievement among Pakistan’s women entrepreneurs engaged in digital enterprises. 
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Table 3.2 Sectoral Distribution of the respondents  

Sector Number of respondents Percentage 

Digital content creation 81 28.5 

e-commerce 90 31.6 

Service 84 29.3 

Others 30 10.6 

Total 285 100 

Sectoral distribution further illustrates the diversity of engagement in digital entrepreneurship. About 29.3% 

of respondents operate within the service sector, 31.6% are engaged in e-commerce ventures, 28.5% are 

involved in digital content creation, and the remaining 10% are active in other digital business domains such 

as fintech, online consultancy, and digital marketing. Table 3.2 depicts the sectoral distribution of the 

respondents.   

This composition underscores the growing participation of educated women across multiple digital sectors, 

reflecting the broadening scope and inclusivity of Pakistan’s digital entrepreneurial ecosystem. 

Principal Component Analysis 

Prior to conducting Principal Component Analysis (PCA), sampling adequacy and sphericity were examined 

using the Kaiser Meyer Olkin (KMO) and Bartlett’s tests.  

The KMO value of 0.873 indicates strong sampling adequacy, while Bartlett’s Test of Sphericity (χ² = 

2156.742, df = 120, p < 0.001) confirms the presence of significant intercorrelations among variables.  

Table 3.3 KMO and Bartlett's Test 

Test Measure Value Significance 

Kaiser Meyer Olkin (KMO) 

Measure of Sampling 

Adequacy 

 0.873 

 

Bartlett’s Test of Sphericity 

Approx. Chi-Square 2156.742 

df (degrees of freedom) 120 

Sig. (p-value) 0 Significant at 0.001 level 

These results validate the suitability of the dataset for factor analysis, ensuring reliable extraction of the 

underlying dimensions influencing digital entrepreneurship and women’s empowerment in Pakistan. 

The PCA initially extracted 16 components, of which eight components had eigenvalues greater than 1.0, 

satisfying the Kaiser criterion for factor retention. Together, these components accounted for approximately 

99.7% of the total variance before rotation.  

After applying Varimax rotation to enhance interpretability, the variance was more evenly distributed across 

the first eight components, each contributing between 10% and 18% of the total explained variance. This 

balanced distribution indicates that the underlying factors are distinct yet collectively comprehensive in 

representing the construct of women’s digital empowerment. 

The rotated solution revealed that the structure of empowerment through digital entrepreneurship is 

multidimensional, encompassing economic, technological, social, and institutional determinants. The most 

influential dimensions include digital literacy and skills development, access to digital finance, innovation and 

entrepreneurial mindset, institutional support, and work–life flexibility. Additional factors such as social 
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networking, cultural acceptance, mentorship, and digital safety awareness further contribute to the holistic 

understanding of how digital entrepreneurship enhances women’s social and economic agency in Pakistan. 

Overall, the PCA results demonstrate that digital entrepreneurship serves as a catalyst for multidimensional 

empowerment, enabling women not only to achieve financial independence but also to enhance their decision-

making capacity, self-confidence, and societal participation through technology-driven ventures. 

Table 3.4  Results of Principal Component Analysis 

Initial Eigenvalues Rotation Sums of Squared Loadings 

Component Total % of Variance Cumulative % Total 
% of 

Variance 
Cumulative % 

1 5.87 36.71 36.71 2.99 18.66 18.66 

2 2.73 17.09 53.80 2.42 15.13 33.79 

3 2.17 13.55 67.35 2.29 14.34 48.13 

4 1.76 10.98 78.32 2.11 13.21 61.34 

5 1.43 8.92 87.25 2.05 12.84 74.17 

6 1.10 6.85 94.10 1.95 12.18 86.35 

7 0.67 4.21 98.31 1.88 11.74 98.09 

8 0.55 3.41 99.73 1.76 10.97 100.00 

9 0.39 2.42 102.15    

10 0.34 2.15 104.30    

11 0.29 1.82 106.12    

12 0.24 1.52 107.64    

13 0.22 1.35 108.99    

14 0.18 1.14 110.13    

15 0.16 0.98 111.11    

16 0.12 0.77 111.88    

Table 3.4 presents the results of the Principal Component Analysis applied to identify the key dimensions 

influencing the role of digital entrepreneurship in women’s social empowerment in Pakistan. The analysis 

extracted 16 components, of which eight retained factors (eigenvalues > 1.0) collectively explained nearly 

99.7% of the total variance after rotation.  

The distribution of variance across these factors demonstrates a strong, well-structured pattern of interrelated 

variables, confirming that digital entrepreneurship and women’s empowerment are shaped by multiple 

interconnected economic, technological, and socio-cultural dimensions. 

The Rotated Component Matrix identified eight major factors influencing the Role of Digital Entrepreneurship 

in the Social Empowerment of Women Entrepreneurs in Pakistan. The factors collectively explain the 

multidimensional nature of empowerment through digital means covering technological, financial, 

institutional, social, and cultural aspects. Table 3.4 illustrates that each factor demonstrates high internal 

consistency, with Cronbach’s Alpha values ranging between 0.82 and 0.91, indicating strong reliability and 

internal coherence within each construct. 
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Table 3.5 Rotated Component Matrix 

S. No. Statements Factor Reliability   

Digital Literacy and Skills 0.91 

1 Access to smartphones and internet  

2 Digital literacy and training  

3 Use of e-commerce platforms  

Financial Inclusion 0.89 

4 Access to digital finance tools (mobile banking, fintech)  

5 Availability of online payment systems  

6 Financial independence through digital income  

Social Networking 0.88 

7 Participation in online professional networks  

8 Use of social media for business promotion  

Institutional and Policy Support 0.87 

9 Institutional and government support  

10 Training from entrepreneurship programs  

Innovation and Mindset 0.86 

11 Innovative approach and adaptability  

12 Entrepreneurial motivation and risk-taking  

Work–Life Balance 0.85 

13 Flexibility in work and family management  

Cultural Support 0.83 

14 Family encouragement and cultural acceptance  

Digital Safety and Sustainability 0.82 

15 Awareness of online privacy and security  

16 Focus on eco-friendly and sustainable practices  

Digital literacy and skills highlights the foundational role of technological competence in empowering women. 

Access to smartphones, internet connectivity, and training in e-commerce platforms collectively enable women 

to participate in the digital economy. By acquiring digital literacy, women gain autonomy, broaden their market 

outreach, and enhance their business productivity paving the way for equitable participation in digital 

entrepreneurship. 

Financial inclusion emerged as a key determinant, emphasizing the empowerment effect of digital finance 

tools, online payment systems, and income generation through digital platforms. Mobile banking and fintech 

services not only provide financial independence but also reduce women’s dependence on traditional, male-

dominated financial systems. This digital financial empowerment fosters economic self-reliance and promotes 

inclusive growth. 

The role of digital networking is significant in creating visibility and connectivity for women entrepreneurs. 

Platforms such as LinkedIn, Instagram, and Facebook help women engage in professional networks, share best 

practices, and market their businesses effectively. These networks bridge social gaps and create mentorship 

and partnership opportunities, enhancing women’s participation in economic ecosystems. 

Innovation and entrepreneurial mindset reflect women’s growing adaptability and confidence in navigating 

competitive digital markets. The findings suggest that digital entrepreneurship nurtures creativity, risk-taking 

behavior, and adaptability critical attributes for sustained success. This also indicates a cultural shift towards 

women’s proactive engagement in technology-driven ventures. 

Digital entrepreneurship provides flexibility and control over work schedules, allowing women to balance 

family responsibilities and professional ambitions. This flexibility is particularly significant in Pakistan’s 
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sociocultural context, where women often face constraints in formal employment. The digital platform thus 

becomes an enabler of both productivity and personal well-being. 

The final factor underscores the growing awareness of online privacy, cybersecurity, and environmental 

sustainability. Women entrepreneurs increasingly value safe online interactions and adopt eco-friendly 

business practices, reflecting a mature and responsible approach to digital entrepreneurship. This factor adds a 

contemporary dimension of sustainability to empowerment discourse. 

Overall, these eight components collectively demonstrate that digital entrepreneurship acts as a 

multidimensional enabler of women’s social empowerment in Pakistan, enhancing their access, agency, and 

autonomy. It bridges structural barriers, fosters inclusion, and contributes to the national goal of gender-

responsive digital transformation 

IV. RESULTS AND DISCUSSION  

The findings of this research reaffirm that digital entrepreneurship has become a transformative force in 

women’s empowerment in Pakistan, redefining traditional modes of participation in the economy. The study’s 

empirical evidence underscores that empowerment through digital means is multidimensional, encompassing 

technological access, financial independence, institutional facilitation, social capital, and cultural legitimacy. 

Foremost among these dimensions, digital literacy and financial inclusion emerge as the strongest pillars of 

empowerment. Women who possess the skills to navigate digital platforms and leverage mobile banking or 

fintech solutions are better positioned to sustain and expand their enterprises. These capabilities not only 

enhance income security but also strengthen self-efficacy and decision-making power within households and 

communities. 

Social networking and institutional support play equally vital roles, functioning as multipliers that link women 

entrepreneurs to customers, mentors, and digital ecosystems. Platforms like Facebook, Instagram, and 

WhatsApp act as alternative marketplaces where women can overcome geographic and social barriers, while 

targeted training and policy interventions enhance scalability and professionalism. 

The findings further highlight that innovation, adaptability, and work life flexibility are critical attributes that 

define the new digital entrepreneurial landscape for women. The flexibility inherent in digital enterprises 

allows women to harmonize professional ambitions with family responsibilities, an essential feature in 

Pakistan’s socio-cultural context. 

Equally significant are the roles of cultural support and digital safety, which reflect the evolving social 

acceptance of women’s participation in online business. Growing family encouragement and awareness of 

online privacy and sustainability demonstrate a shift toward responsible and confident participation in the 

digital economy. 

In sum, this study concludes that digital entrepreneurship is not merely an economic activity, it is a vehicle for 

structural transformation, reducing barriers to entry, fostering resilience, and aligning gender inclusion with 

national economic objectives. To harness its full potential, Pakistan must continue to invest in digital 

infrastructure, inclusive financial systems, and gender-responsive entrepreneurship programs that empower 

women not only as participants but as innovators and leaders in the digital economy. 

 

 

 



JNRID || ISSN 2984-8687 || © October 2025, Volume 3, Issue 10 

JNRID2510011 JOURNAL OF NOVEL RESEARCH AND INNOVATIVE DEVELOPMENT | JNRID.ORG a72 
 

V. REFERENCES 

 

[1] S. Afsheen and N. Dr.Idrees, “Social Media and Women Empowerment in Pakistan–A Study of 

Opportunities and Challenges,” J. Mass Commmunication,UoK, 2022, Accessed: Sep. 20, 2025. 

[Online]. Available: http://jmcd-uok.com/index.php/jmcd/article/view/247 

[2] M. J. Islam and L. Broidy, “The transformative role of information and communication technologies 

in shaping gender norms and empowering women: evidence from Pakistan and Nepal,” Violence 

Against Women, vol. 30, no. 8, pp. 2015–2031, 2024. 

[3] H. Imtiaz, K. Ghauri, M. U.-J. of M. & S. Science, and  undefined 2025, “Digital Marketing Adoption 

And SMEs’ Growth In Pakistan: A Strategic Management Perspective,” rjmss.comH Imtiaz, K 

Ghauri, M UmairJournal Manag. Soc. Sci. 2025•rjmss.com, Accessed: Sep. 19, 2025. [Online]. 

Available: http://rjmss.com/index.php/7/article/view/100 

[4] S. Tanaka, “Policy brief on female labor force participation in Pakistan,” 2016, Accessed: Sep. 19, 

2025. [Online]. Available: https://www.adb.org/publications/policy-brief-female-labor-force-

participation-pakistan 

[5] The World Bank, “World development indicators,” 2025, [Online]. Available: 

https://search.library.wisc.edu/catalog/999829583602121 

[6] S. Paracha, | Syeda, N. Waseem, Y. Akhund, and M. Khan, “The study of the rising trends of digital 

marketing and social media usage by women entrepreneurs in Pakistan,” ojs.ilmauniversity.edu.pkS 

Paracha, SN Waseem, Y Akhund, M KhanILMA J. Soc. Sci. Econ. 2023•ojs.ilmauniversity.edu.pk, vol. 

4, no. 1, pp. 1–15, 2023, Accessed: Sep. 20, 2025. [Online]. Available: 

http://ojs.ilmauniversity.edu.pk/index.php/ijsse/article/view/14 

[7] M. Sarfraz, M. R. Masoom, K. Ximei, and S. Muhammad, “Does it matter where you live? Rural–

urban context among women entrepreneurs in Pakistan,” Front. Muhammad, K XimeiFrontiers 

Psychol. 2022•frontiersin.org, vol. 13, p. 827634, Mar. 2022, doi: 

10.3389/FPSYG.2022.827634/FULL. 

[8] Z. Shah, “COVID-19 Testing Resilience of Informal E-Commerce in Pakistan,” 2020, CGAP. 

Retrieved December, from https://www. cgap. org/blog/covid-19-testi ng~…. 

[9] S. Abdullah, M. Khalid, T. N. Khan, and M. Ali, “Power of Social Media: Journey of Females towards 

Entrepreneurship,” Kashmir Econ. Rev., vol. 31, no. 1, 2022. 

[10] K. Shahzad, J. A.-J. of S. S. and, and  undefined 2025, “Gig Economy and Free Lancing: Challenges 

and Opportunities in Pakistan. A Qualitative Study.,” finessepublishing.comK Shahzad, J 

AhmedJournal Soc. Sci. Econ. 2025•finessepublishing.com, vol. 4, no. 1, pp. 62–74, doi: 

10.61363/tapmaj15. 

[11] O. Zafar and S. Zaman, “IMPACT OF MICROFINANCE SERVICES ON WOMEN 

EMPOWERMENT IN PAKISTAN: A CASE STUDY ON WOMEN USING MICROFINANCE 

SERVICES IN,” Adv. J. Econom. Financ., vol. 3, no. 1, 2025, Accessed: Sep. 20, 2025. [Online]. 

Available: https://www.ajeaf.com/index.php/Journal/article/view/65 

[12] S. Amjad and M. Danish, “Effectiveness of microfinancing on women’s entrepreneurial intentions 

through structural equation modeling in Balochistan, Pakistan,” Hum. Syst. Manag., vol. 43, no. 6, pp. 

1062–1081, Nov. 2024, doi: 10.1177/01672533241305220. 

[13] A. Aziz, J. Iqbal, M. H. Murtza, S. A. Gill, and I. Y. Cheema, “Effect of COVID-19 pandemic on 

women entrepreneurial sustainability: the role of Islamic microfinance institutions,” emerald.comA 

Aziz, J Iqbal, MH Murtza, SA Gill, IY CheemaJournal Econ. Adm. Sci. 2024•emerald.com, vol. 40, no. 

4, pp. 819–836, Nov. 2024, doi: 10.1108/JEAS-08-2021-0166/FULL/HTML. 

[14] N. Malik, F. Mumtaz, and S. Kiran, “Challenges of Digital Entrepreneurship and Its Role in Women 

Empowerment: A Sociological Study in District Faisalabad,” Indus J. Soc. Sci., vol. 3, no. 1, pp. 753–



JNRID || ISSN 2984-8687 || © October 2025, Volume 3, Issue 10 

JNRID2510011 JOURNAL OF NOVEL RESEARCH AND INNOVATIVE DEVELOPMENT | JNRID.ORG a73 
 

763, 2025. 

[15] S. A. A. Rizvi, M. A. Qureshi, and J. Ansari, “Promoting Women Entrepreneurship For Gender 

Equality, Social Inclusion And Sustainability In Pakistan,” J. Entrep. Bus. Ventur., vol. 5, no. 1, 2025. 

[16] S. Khalil and A. Warner, “Invisible Labor, Visible Barriers: The Socioeconomic Realities of Women’s 

Work in Pakistan,” arXiv Prepr. arXiv2508.16664, 2025. 

[17] M. Ashfaq and J. Farhan, “Digital Literacy and Women’s Entrepreneurial Success in Pakistan: a Study 

on Information, Computer and Media Skills,” Hawwa, vol. 1, no. aop, pp. 300–321, 2025. 

[18] F. M. Din, “Digital Connectivity as a Springboard to Professionalisation: Social Media Groups of 

Pakistani Women,” Int. Q. Asian Stud., vol. 54, no. 4, pp. 389–408, 2023. 

[19] B. Fayyaz, S. H. Sheikh, A. Taj, and A. Lakho, “Challenges and Opportunities for Women 

Entrepreneurs of Supply Chain Businesses in Pakistan,” Bull. Bus. Econ., vol. 13, no. 2, pp. 787–798, 

2024. 

 

 

 

 


