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Abstract
The business and digital strategy analysis of a small and medium-sized enterprise (SME) business in Bangladesh (Ready-Made Garment or RMG) is a strategic fit business. The fact the research study addresses is that the use of digital tools has increased over the years but not applied in business in the SMEs. The research design selected was qualitative research design which involves semi-structured interviews with the SMEs managers and data analysis through thematic analysis. The findings indicate that a low cost-based business strategies approach is mostly utilised by SMEs, digital technologies, especially social media, and ERP systems are used only to meet business operational requirements. Such disconnection avoids the potential of digital technologies in enhancing organisational performance. However, the ability of companies to integrate use of digital tools into manufacturing and supply chain operations and processes has greater efficiencies, responsiveness, and competitiveness. The study indicates that strategic alignment is an important factor in providing effective digital transformation and sustaining performance in resource-constrained SME environments.
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[bookmark: _Toc228237092]Introduction
[bookmark: _Toc228237093]Background and Context
Bangladesh is a nation that relies on exports, labor, and industrialization within the Ready-Made Garment (RMG) sectors. This industry has become global because of cost effectiveness, mass-produced manufacturing and its membership in the global value chains that have made it a global industry (Ahmed, 2021). This competitive edge is threatened by an increase in competition in the world, fewer products in the range, and less innovation to expand the value chain of the sector (Ahmed, 2021). Foreign mergers have contributed to the companies to access the market, transfer of technology and efficiency in its operations. There are risks of misalignment, cultural differences, and dependence regarding the combinations (Chaudhury, 2025). The statistics show a positive correlation between the growth of exports of garments and the growth of Bangladesh GDP signifying the importance of RMG sector in economical flourishing.
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Fig: Bangladesh Garment Exports and GDP Growth Trends (2000–2022) (Shukla, 2023)
Small and medium-sized enterprises (SMEs) are an important component of this dynamic environment that is limited by institutional and structural factors. Access to finance, managerial skills, technological potential, and regulatory facilitation are key attributes that significantly affect their performance which ultimately defines their competitiveness and growth potential (Islam, 2016; Jahur, 2020). Simultaneously, the current pace of digital technology growth has provided SMEs with new possibilities to become more visible, interact with customers, and optimize operational processes, especially by using social media and digital devices (Khanam, 2025).
Nonetheless, most SMEs implement these technologies without a matching strategy to overall business, which causes inefficiencies and under exploitation of digital opportunities. Moreover, it has been indicated that organization of strategic efforts, such as cooperation and structural assimilation amongst SMEs, are critical to competitive and sustainable growth in an industry (Mirbekova, 2024). Thus, the study of business and digital strategy alignment is important to analyze how SMEs of the garment sector in Bangladesh can improve the performance and react to an already more digitalized and competitive global market.
[bookmark: _Toc228237094]Problem Statement 
The Ready-Made Garment (RMG) business in Bangladesh is not an isolated case as there are other SMEs which have been utilizing Facebook to advertise and the following are few of the simple ERP systems, and online buyer communication. Although they are increasingly widespread technologies, they are not likely to be part of the business strategy of the firm. Along these lines, cost-leadership firms are involved in digital marketing and social media, as they do not tie them to the cost savings in production or supply chain optimization. The cosmetic side is the use of digital and is not linked to the improvement of the operational performance and competitiveness (Zhang et al., 2025). In Bangladesh, inadequacy of cash, qualified and technical labor force, and the lack of technological infrastructure are just some of the issues that affect the strategic decision making and performance of SMEs (Roy, 2025). Endless digital projects developed without consideration of such competencies in the enterprise can hardly contribute to better output or a growth in the business. The strategic partnerships have also enabled RMG companies to transfer technologies and enter new markets, but they have also unveiled issues of misalignment and absence of co-ordination in strategic goal (Islam, 2025). Absence of business strategy-digital strategy alignment can also be explained as the failure of SME to maximise digital transformation in order to improve their competitiveness, in the global front.
[bookmark: _Toc228237095]Research Aim
This aim of this research is to assess the level of strategic fit between business strategies and digital strategies in small and medium-sized enterprises (SMEs) in the Ready-Made Garment (RMG) sector in Bangladesh. The research also examines the level to determine its impact on organizational performance and competitiveness and use of digital technologies in an emerging economy environment.
[bookmark: _Toc228237096]Research Objectives
· To explore the types of business strategies adopted by SMEs in Bangladesh’s Ready-Made Garment (RMG) sector. 
· To examine how digital strategies are implemented within these SMEs and how they support or conflict with business objectives. 
· To analyses the level of strategic alignment between business and digital strategies influencing alignment and its impact on SME performance.
[bookmark: _Toc228237097]Research Questions
· What types of business strategies are adopted by SMEs in Bangladesh’s Ready-Made Garment (RMG) sector? 
· How are digital strategies implemented in these SMEs, and how do they support or conflict with overall business objectives? 
· How does the alignment between business and digital strategies influence SME performance and competitiveness in the RMG sector?
[bookmark: _Toc228237098] Significance of Study
The study has an impact on theory by exploring the alignment of business and digital strategies in SMEs in the Ready-Made Garment (RMG) sector of Bangladesh, where companies are constrained by financial, technological, and managerial factors. Managerial capability, access to finance, market strategy, and use of modern technology are examples of factors that influence SME performance in Bangladesh (Roy, 2025). Meanwhile, the fashion and garment sector are adopting digital resources like social media and web-based systems to enhance customer interaction and market visibility (Żyminkowska and Zachurzok-Srebrny, 2025). Nonetheless, such online endeavors are frequently undertaken without integrating them with the overall business strategies. This study will determine the interaction between these factors in practice and the effect of alignment on performance and competitiveness in SMEs. In a practical sense, the research has clear implications to the SME managers because it demonstrated that inefficient utilization of resources and poor performance improvement happens because of poor alignment between digital tools and business goals. It also notes the issues of coordination that also arise in strategic alliances in the RMG field where misaligned objectives influence performance (Islam, 2025). These lessons underpin better strategic planning and digital integration.
[bookmark: _Toc228237099]Scope and Limitations
The research targets the context of SMEs within the Ready-Made Garment (RMG) sector in Bangladesh, the center of the export economy yet relying on cost-based competition and minimal innovation (Chaudhury, 2025). The SMEs operating within this industry are generally limited by factors associated with finances, technological readiness, and managerial competencies that directly influence their strategic choices and performance (Techanamurthy et al., 2025). The study explores the alignment between business strategies and digital strategies in these companies, instead of making a general analysis of digital adoption or the overall industry performance. The study pursues a qualitative pilot methodology based on thematic analysis to investigate trends of alignment. Through this strategy, one can comprehensively learn how SMEs make strategic and digital decision-making in practice. The research is anchored on a limited sample making it incapable of representing the whole sector. Moreover, the results are based on the perceptions of the participants, and this might not be entirely representative of what is practised within organisations. Thus, the findings are contextual and investigative and cannot be generalised broadly without additional research.
[bookmark: _Toc228237100]Literature Review
[bookmark: _Toc228237101]Business Strategy in SMEs within Emerging Economies
[bookmark: _Toc228237102]Concept and Role of Business Strategy
Business strategy refers to the way a company develops and maintains competitive advantage by making strategic decisions regarding positioning, resource allocation, and organisational action (Abdulwase et al., 2021). It entails making a consistent choice of actions that match internal competences with the external market conditions. Lamberg (2025) idealises the strategy as either cost leadership or differentiation, which entails uniformity throughout the value chain. This school of thought continues to form the focus in the explanation of how companies have a high level of performance compared to their competitors. More recent literature stresses that strategy is not merely a matter of positioning but also how companies mobilize and restructure resources as time goes on. According to Shi and Zailani (2025), companies should constantly match their abilities to the evolving technology and markets to remain competitive. Strategic decision-making entails plans, modifications, coordination and integration of operations. Strategy is a factor that determines how organizations act, grow and also their relation to markets. Lack of strategy in the ever-changing and globalized industries translates to poor probability of choice, resources and competitiveness (Baldermann et al., 2025).
[bookmark: _Toc228237103]Strategic Orientation of SMEs
The strategic orientation of small and medium-sized enterprises (SMEs) is dependent on resource constraints, management conditions, and environmental influences (Ko and Liu, 2016). The SMEs, in contrast to large companies, lack formal structure of planning and are more inclined to adhere to the system of experience-based and adaptive decision making. It is what he calls emergent strategy, whereby strategy direction is constructed out of an iterative, but not a planned process (Palmer, 2025). Efficiency-based (cost-based) and market-responsive (differentiation-based) tend to be common to skills and competitive environment of SMEs. These plans are not usually carried out in a formal manner, and this is what causes the differences in the implementation of the plans. Schulte (2025) emphasizes the fact that to be a good strategy, there must be a balance between goals, resources, and processes, which is sometimes less robust in smaller companies because of the limited management level. This informal orientation is flexible in nature but may limit long-term competitiveness unless it is backed with a well-defined strategy. With the growing complexity and technology-driven nature of markets, SMEs are becoming more and more in need of a more formalized strategic alignment to organize decision-making and maintain performance (Stanikzai and Mittal, 2025).
[bookmark: _Toc228237104]Business Strategy in Bangladesh’s Garment SMEs
Business strategy in Bangladesh’s Ready-Made Garment (RMG) SMEs is predominantly shaped by the sector’s export dependence, labour-intensive production, and cost competitiveness. The textile and clothing industry, as stated by Hasan et al. (2023), contributes to the overall export earnings of Bangladesh to around 85 per cent, which prompts companies to focus on cost-effectiveness and mass production as their major strategic priorities. This implies that the majority of SMEs work within a cost-leadership strategy that entails low labour rates and massive output volume to stay competitive in the global markets. The analysis by Junayed and Akter (2023) demonstrates that although Bangladesh continues to be a competitive global supplier of apparel, its competitiveness relies heavily on the factors conditions such as low-cost labour as opposed to innovation or technology. This limits SMEs’ ability to move towards higher-value strategies. Moreover, Alam and Afrin (2024) note that the strategic direction of many RMG firms, especially SMEs that are family-owned, is not well defined, and the process of decision-making is informal and centralised. Collectively, these results indicate that the business strategy within the garment SMEs in Bangladesh is more responsive and price-oriented in nature, with inadequate strategic planning and lack of emphasis on innovation and sustainability.
[bookmark: _Toc228237105]Digital Strategy and Technology Adoption in SMEs
[bookmark: _Toc228237106]Concept of Digital Strategy 
Digital strategy is the concept of incorporating digital technologies into the general business strategy of a firm with the purpose of developing value and gaining a competitive edge (Paimash, Biloshkurska and Koberniuk, 2025). According to Khanom (2023), digital strategy can be defined as the integration of business and IT strategy, whereby digital technologies are integrated in the essential business processes and decision-making. This school of thought reiterates that digital strategy is not independent of business strategy but rather an extension. Digital tools and digital strategies must be distinctly differentiated. Digital tools refer to those tools that are specific to certain functions, such as marketing or communication and are usually in form of social media sites, websites, and software applications (Yevseitseva et al., 2022). The adoption of these tools is not coordinated and when they are not coordinated, they end up being isolated and they do not add to the overall business performance. On the contrary, Digital strategy makes sure that these technologies are aligned with organisational goals and that they are integrated across the functions with an aim of supporting efficiencies and expansion (Kiron et al., 2016). Moreover, digital strategy should be effective in directing decision-making and resource allocation. Hess et al. (2020) contend that the firm that has a well-defined digital strategy is better placed to respond to the change and competitive pressure posed by technology. Thus, the digital strategy is essential to make sure that technology adoption can help to achieve long-term competitiveness instead of immediate improvement of operations.
[bookmark: _Toc228237107]Patterns of Digital Adoption in SMEs
The incorporation of digital technology in SMEs has typically been low and restricted by financial endowments, management capabilities and technical aptitudes. As a result, the low cost and readily available technologies such as social media sites, message messengers, and simple websites may be utilized more widely by SMEs to improve their communication with customers and market awareness. According to Elia et al. (2020), these externally-oriented tools are typically instituted first because they provide quick and immediate benefits in branding and customer engagement. In addition, other SMEs as well are employing simple in-house systems including accounting software or simple ERP systems to help them in the usual running of the business like record keeping, and monitoring of production. These technologies, however, are utilized mostly as solitary and are utilized to amplify some functions rather than to a higher level of planning. This makes stark difference between operational use that considers the goal of short term efficiency as compared to strategic use that aligns the technology with long term organisational objectives (Elia et al., 2020). This has led to some of the SMEs being at the levels of digital maturity where digital technologies are being adopted as single isolated tools that has no logical approach towards anything digital. Aral (2020) asserts that in the absence of perfect fit, a pretense that digital adoption enhances the performance of firms and by generating meaningful improvements in specific processes, will permit restraining the competitive advantage and growth potential.
[bookmark: _Toc228237108]Digital Transformation in Resource-Constrained Environments
Digital transformation in resource-constrained environments, i.e., the SMEs in emergent economies, is typically linked to incremental and adaptive processes (Rampaul, 2025). Instead of going through massive change, organisations embrace the digital technologies step by step based on organisational capability and preparedness. Warner and Wäger (2019) claim that these environments create a digital transformation by constant changes and education instead of a plan. The supporting tools themselves are often triggered by financial and technological constraints with the aim of enhancing certain business processes, communication, data management, even a simple procedure. This creates a connotation that technology is not a source and is supporting strategic change. Hafeez et al. (2025) posit that the digital adoption in most cases does not go hand in hand with transformation in most SMEs unless related to the overall organisational purposes and ability. The technology should no longer be part of plays support and it should be part of central strategies of decision making to assist in digital transformation that adds significantly to competitiveness. This entails an approach to digital efforts to be viewed as complementary to business strategy to enable companies to use technology to create innovations, increase efficiency, and change with market shifts. Without this alignment, digital transformation is trivial and lacks the ability to produce long-term value.
[bookmark: _Toc228237109]Strategic Alignment Between Business and Digital Strategies
[bookmark: _Toc228237110]Concept of Strategic Alignment
Strategic alignment can be defined as the extent to which the business strategy of a firm is integrated with the systems, processes and technologies to support the development of shared organisational aims (Patterson, 2020). It is the process of making sure that all the functional areas of the organisation work in a coherent and reinforcing fashion. The alignment between business strategy and information technology is the conceptualisation of Henderson and Venkatraman (1993), whose performance hinges on the level of integration between the two domains. This sense of alignment is not a one-time task but a continuous process of adaptation between organisational goals, and the capabilities of technology. The alignment may be viewed as a combination of the goals, processes, and technology. It implies that business goals should be understood and transformed into operational procedures, and digital technologies should be chosen and used to facilitate the functioning of operational procedures. AL-Hashem and Orabi (2021) emphasizes that maturity level of alignment relies on communication, governance, and common understanding between business and IT functions. By aligning these elements, the organisations can coordinate activities and allocate resources more effectively. Practically, lack of alignment translates to disjointed decision making whereby technologies are enacted without justification of business requirements. This decreases productivity and organisational performance. Thus, strategic fitness is also very important in making sure that all the organisational elements are aligned to favour the long-term goals and competitiveness.
[bookmark: _Toc228237111]Alignment as a Driver of Performance
Strategic alignment is widely recognised as a key driver of organisational performance, as it ensures that resources, processes, and technologies are coordinated to support business objectives (Abdurrahim et al., 2025). Through alignment, the firms will be able to enhance efficiency in operations through minimisation of duplication, waste and maximisation of resource utilisation. As Charles and Ochieng (2023) shows, those companies that have a greater degree of alignment can more easily convert IT investments into performance results, especially in the way of efficiency and cost reduction. Alignment also improves market responsiveness since it allows firms to be responsive to the swift changes in customer demand and competitive environment. Business and digital strategies can be aligned to enable organisations to utilise technology in facilitating quick decision-making processes, enhanced communication, and more responsive to market opportunities (Aithal, 2023). Moreover, strategic alignment also leads to competitive advantage as it makes sure that the digital capabilities are fully applied in the business processes and activities of value creation. Companies that have alignment are able to use technology to not only enhance efficiency but also innovate and be able to differentiate themselves in the market. Hence, alignment is a key focus area in improving efficiency, market sensitivity, and competitiveness in the long-term.
[bookmark: _Toc228237112]Research Gap
Despite the extensive literature on strategy and digital adoption in SMEs, the strategic alignment of business and digital strategies in the Ready-Made Garment (RMG) industry of Bangladesh has received little concern. A significant part of the literature is about cost competitiveness, dependence on exports, and structural issues (Hasan et al., 2023; Junayed and Akter, 2023), and SME-related research highlights managerial capacity and resource limitations (Islam, 2016; Jahur, 2020). Simultaneously, research on digital adoption emphasizes social media and simple technologies and tends to consider them as operational, as opposed to strategic (Khanom, 2023; Elia et al., 2020). Thus, there is insufficient empirical evidence on the capabilities of SMEs to incorporate digital initiatives into business strategy and their impact on business performance. In this research, the gap is filled by examining the concept of strategic alignment through thematic analysis on a qualitative basis.
[bookmark: _Toc228237113]Conceptual Framework
This research study follows a theoretical framework that presents a relation between business strategy, digital strategy, and firm performance in terms of strategic alignment. Business strategy is the way the SMEs identify themselves based on cost efficiency or differentiation, and digital strategy is the adoption and utilisation of digital technologies to facilitate the organisational processes. Strategic alignment as a mediating factor defines the effectiveness with which there is an integration between the two strategies. As a result of alignment, digital technologies assist in achieving business objectives, which results in enhanced efficiency, responsiveness to the market, and competitiveness. This model is based on the Strategic Alignment Model (Henderson and Venkatraman, 1993), which highlights the need to harmonise the organisational and technological aspects.
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Fig: Conceptual Framework
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[bookmark: _Toc228237115]Research Design
This qualitative study explored how Bangladesh Ready-Made Garment SMEs have combined business and digital approach. The qualitative approach was appropriate since it complemented the study of the perceptions and organisation behavior and strategy processes in the setting. Strategic alignment is a complex social concept and can only be quantified by having quantifiable data (Abubakar, 2025). Thus, the study employed thematic analysis as a technique of establishing patterns within the data in order to get a better understanding of the manner in which the creation, perception and implementation of alignment were exercised within an SME with limited resources.
[bookmark: _Toc228237116]Data Collection Methods
The study is based on the qualitative data collection that was to provide comprehensive, detailed and contextual strategic alignment data. Semi structured interviews that resulted in valuable primary data supported and confirmed conclusions and analysis of documents. Triangulation method increased the validity and depth of the research (Saunders et al., 2019).
[bookmark: _Toc228237117]Semi-Structured Interviews
SME managers were interviewed semi-structured, discussing their experience of making strategic decisions and adopting digital. By this approach, there was flexibility in questioning, and the researcher was free to seek further areas of the responses of the participants as long as the research objectives were not lost. It is especially useful in the investigation of multifaceted organisational phenomena in which interpretations and experiences of participants are the focus of the study (Lim, 2025). The interviews further elucidated the process and reasons behind the selection, implementation and alignment of digital tools with the business goals and the difficulties in the process of strategic alignment.
[bookmark: _Toc228237118]Document Analysis
The analysis of the documents was based on supplementing the data collected during interviews and adding the contextual support evidence. Organisational materials related to these themes, including company web pages, online channels or resources and internal or publicly available reports were scanned to get the idea of how SMEs communicated, and how they used their strategies. This approach helped to validate the responses of the interviews and improve the validity of the results. (Yip and Zeng, 2025) claims that document analysis is a powerful qualitative method to help in triangulation and enhancement of validity of studies through the processes of justification.
[bookmark: _Toc228237119]Sampling Techniques
The research study utilized purposive sampling to include SMEs involved in the active Bangladesh garment industry operating businesses and using the digital tools. This methodology made participants very useful and close to the aims of the research. Individuals targeted included managers or owners who were involved in strategic decision-making since they had the required knowledge of business and digital practices. Purposive sampling is popular when conducting qualitative research as it allows the researcher to have depth and relevance of information especially in situations where the researcher is investigating a particular context of an organization (Ahmad and Wilkins, 2025).
[bookmark: _Toc228237120]Data Analysis Method
The output data was analysed through thematic analysis to find patterns and relations towards strategic alignment. The systematic process involved familiarisation followed by code development and theme development of data as well as its interpretation. This approach was flexible and yet analytical, enabling the researcher to obtain explicit and underground meanings in the data. Braun and Clarke (2006) indicate that thematic analysis is especially appropriate when it comes to establishing recurring trends in qualitative research, this is why the thematic analysis is the right choice when analyzing the ways SMEs practice digital and business alignment in practice.
[bookmark: _Toc228237121]Ethical Considerations
The research process was very strict on matters that concerned the protection and rights of the participants, thereby ethical considerations were upheld. The participants signed a well-informed consent before the data were collected and made it clear how the study was going to be conducted and their entitlement to withdraw at any point. Anonymity and confidentiality have been preserved by eliminating any identifying information in the data and presenting results in generalised form. Qualitative research requires ethical integrity as a tool to develop trust and to have credible results (Blom et al., 2025). The data was used on academics only.
[bookmark: _Toc228237122]Findings and Discussion
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[bookmark: _Toc228237124]Theme 1: Strategic Orientation of SMEs in Bangladesh’s RMG Sector
The secondary data analysis findings which are reinforced by the secondary data analysis findings on recent studies in the industry reveal that cost-based strategies are predominantly practiced by SMEs in the Bangladesh Ready-Made Garment (RMG) sector. Export-oriented production forms the industry structure with firms aiming at low labour costs, high production volume, and fulfilment of buyer requirements. The secondary data analysis of Barua (2025) explains that the prevalence of fast fashion manufacturing has helped this trend to be reinforced because companies believe in efficiency and price competition instead of innovation or value addition. This is evident in the interview responses, where Participant A stated, “Our primary focus is on maintaining low production costs, as buyers are highly price-sensitive”. On the other hand, Participant B explained, “Most of our decisions are driven by buyer requirements rather than a clearly defined long-term strategy”. The results also indicate that decision making in SMEs is not centralised and is informal. The Sarker et al. (2025) secondary data analysis shows that inaccessibility to finance, skills and technological resources curtails the formulation of formal strategies. Based on this Participant C explained that “Strategic decisions are mainly taken by the owner, and we do not follow a formal planning process”. Additionally, the analysis of the secondary materials of Pranta et al. (2025) indicates that a rise in the need to be sustainable and global shifts projecting a firm to new strategy is needed. In this way, the research highlights that SMEs still use cost-bound strategies, and it restricts their potential to succeed in long-term competitiveness.
[bookmark: _Toc228237125]Theme 2: Implementation and Role of Digital Strategies in SMEs
The findings of the secondary data analysis section that is backed by the secondary data analysis of recent studies suggests that SMEs within the Ready-Made Garment sector (RMG) of Bangladesh have implemented digital technologies primarily to facilitate operational tasks but not strategic planning. Some of the tools that are often used by firms include Facebook, WhatsApp, email communications, and simple ERP systems to handle buyer interactions, trace production, and keeping records. In the secondary analysis of Hossain and Sani (2025), ERP systems enhance production planning, inventory control and workflow coordination yet they are mostly restricted to operational functionalities in SMEs. This is evident in the response of the Participant E explained that “Our ERP system is mainly used for tracking production activities rather than supporting strategic decision-making”. Moreover, the secondary data analysis of Husain et al. (2026) proves that the digital supply chain technologies, including ERP, artificial intelligence, and digital supply chain systems, have the potential to make the supply chain more efficient and shorter lead times and improve coordination. Although there are these advantages, SMEs will employ them sparingly because of the cost factor, and technical skills. As Participant D explained “Our use the power of such platforms as Facebook and WhatsApp to communicate, yet do not have a developed digital strategy”. The secondary data review of Billah et al. (2026) goes further to point out that organisational capability, governance, and access to resources are imperative factors that affect digital adoption. In this way, financial shortages due to the lack of these factors in SMEs limit the adoption of digital tools in long-term enterprise business strategies leading to fragmented and short-term digital practices.
[bookmark: _Toc228237126]Theme 3: Strategic Alignment Between Business and Digital Strategies and Its Impact on Performance
The primary results of the interview backed by the secondary data analysis conducted on recent research reveals that the degree of the alignment of business strategy with the digital strategy among SMEs in the Ready-Made Garment (RMG) sector in Bangladesh is still unequal but has a fundamental influence on driving the performance outcomes. Companies that showed better replying between digital and business imperatives revealed positive changes in operational efficacy, organization, and reactivity. The secondary data analysis of Ahmed et al. (2026) reveals the key fine points of continuous improvement of the process, and workforce commitment as critical factors in improving the business performance and the necessity to align the strategic direction with operational practices. This is aligned with the Participant I explained that “the use of online means to track orders has greatly enhanced our operational efficiency”. In addition, the analysis of secondary data by Khan and Emon (2025) demonstrates that digital supply chain practices enhance firm performance through responsiveness and customer development. This contributes to discovering that the integration of digital systems with main business processes enables firms to react to the requirements of the market more effectively. Another Participant J pointed out that when used properly, digital tools might also improve interactions with buyers and prevent operational slackness. The secondary data analysis presented by Alam et al. (2026) also shows that the main factors of successful digital integration are organisational capability, technological preparedness, and skills of the workforce. In SMEs where such elements are constrained, alignment is low, limiting the possibility of digital strategies to enhance their long-term competitiveness and performance.
[bookmark: _Toc228237127]Discussion
[bookmark: _Toc228237128]Business Strategy in Bangladesh’s RMG SMEs (Objective 1)
The findings clearly show that the SMEs in the Ready-Made Garment (RMG) industries in Bangladesh are heavily reliant on cost-based approaches whereby the main focus is on low costs of production, sensitivity of buyer prices and large volumes of production. This is in line with the character of the RMG industry which is mainly export-driven, and which is highly dependent on international consumer behaviour that puts the low cost and fast delivery on the high order of preference (Hasan et al., 2023). The evidence presented by the findings on the fact that companies follow the buyers’ driven decisions and lack a structured plan supports the informed argument that SMEs demonstrate informal and short-term strategies. This is consistent with Ko and Liu (2016) who observe that in the instance of SMEs, they tend to follow the owner-based decision making due to the lack of resources in management. Other than that, the continuous tenure of fast fashion making continues to foster efficiency-based approaches, thus reducing the motivation to innovate or differentiate its products (Barua, 2025). This limits the ability of SMEs to upgrade to the higher value markets. Moreover, reduced access to finance, lack of managerial capability and being technologically unready of the nation or region constrain the development of developed strategies (Sarker et al., 2025). This has led to business strategies in SMEs being reactive and being geared towards survival as opposed to long term competitiveness.
[bookmark: _Toc228237129]Implementation and Role of Digital Strategies in SMEs (Objective 2)
The results reveal that digital tools are in active use by SMEs in the RMG sector, but their application is predominantly focused on operational functions of communicating with buyers, tracking production, and managing records. Applications such as Facebook, WhatsApp, email, and simple ERP are common since they are affordable and simple to use. This leads to the fact that SMEs implement digital technologies in a more gradual and pragmatic way and are guided not by a strategic plan, but by urgent needs (Elia et al., 2020). The findings reveal that the capabilities of ERP systems and digital supply networks are not deployed to the full potential in SMEs, despite the ability to enhance coordination, minimise delays, and improve decision-making (Hossain and Sani, 2025; Husain et al., 2026). This has been largely attributed to financial constraints, inadequate technical expertise and lack of organisational support. The research by the Billah et al. (2026) also emphasise that another aspect that affects digital adoption is the organisational capability and technological preparedness. Consequently, digital tools are uncoordinated and standalone of the general business strategy. This constrains their capacity to enhance firm performance beyond its basic operational efficiency and does not allow SMEs to benefit fully through digital transformation.
[bookmark: _Toc228237130]Strategic Alignment and Its Impact on SME Performance (Objective 3)
The results show that the performance of those SMEs that integrate digital tools into their business operations is evidently improved in terms of efficiency and performance. For example, companies engaged in ERP systems to track their orders and manage their production claimed improvement in coordination, decrease in delays and communication with their buyers. This reinforces the notion that the consistency between the business strategy and the digital systems enhances the successful performance of an operation and competitiveness (Al Najjar and Qandeel, 2025). Literature also reveals that the digital practices in the supply chain enhance the performance of firms by making them more responsive and engagements with customers more interactive (Khan and Emon, 2025). Furthermore, Ahmed et al. (2026) indicates that a continuous process improvement and workforce devotion are among the most impactful factors on performance, meaning that alignment has to encompass both technological and organisational ones. Nevertheless, the results also indicate that not all SMEs can reach complete alignment because of insufficiency of qualified personnel, financial constraints, and poor digital skills. This makes them unable to use digital technologies strategically. This indicates that alignment directly influences performance only when companies are in a position to integrate digital tools into their core business processes.
[bookmark: _Toc228237131]Contribution of the Study

This work also adds to the literature of strategic alignment, as it shows that the main issue faced by SMEs in the Ready-Made Garment sector in Bangladesh is not the lack of digital technologies, but insufficient integration of digital technologies with business strategy, which constrains the performance results. It builds on the Strategic Alignment Model provided by Henderson and Venkatraman (1993) by adapting it to a resource-constrained situation of an SME, where cost pressure and buyer-based needs as well as organizational capability often affect alignment. Moreover, the research study adds to the digital transformation literature by demonstrating that SMEs implement technologies in a step-by-step manner, as Elia et al. (2020) reveal that they do, yet they do not implement them strategically. It also lends credence to the fact that there is still evidence that RMG sector is cost-oriented (Hasan et al., 2023), which inhibits innovation. Moreover, the research reveals that certain technologies like ERP can be efficient only when they are connected to the fundamental processes and can be considered in terms of enhancing the competitiveness of SMEs in practice (Hossain and Sani, 2025).
[bookmark: _Toc228237132]Conclusion
The study has also examined how business strategies and digital strategies are compatible in SMEs within the Bangladesh readymade garment (RMG) industry and the impact this has on business performance. The findings demonstrate that SMEs are still highly reliant on cost-oriented business models of pressure to export and demand of the buyer that limit the long-term strategy development and innovation. At the same time, an increasing number of digital technologies such as social media platforms and ERP systems are being adopted though it is not a strategic adoption. This is where digital cannot be efficient in terms of competitiveness promotion per se; it should be coupled with business objectives and processes. In addition, the study confirms that strategic alignment is a significant concern in performance improvement in organizations. The SMEs which were able to effectively integrate digital technology in their production, their supply chain coordination activities, and decision-making processes reported that they increased their efficiency, responsiveness and communication with buyers. However, the alignment cannot be achieved in most companies due to the constraints of their financial resources, lack of digital skills, and ineffective management capabilities. Overall, the study concludes that strategic alignment is the most important component to make the SMEs fully benefit on the digital transformation. Without such integration, the digital initiatives presented are fragmented and lacks the capabilities to deliver sustainable competitive advantage in increasingly digital and competitive global market.
[bookmark: _Toc228237133]Recommendations
The study indicates that SMEs in Bangladesh in the Ready-Made Garments industry should move past the digital implementation alone and they should embark on uniting their systems to digital implementation to the business to make sure that its business objectives are met. The companies are expected to ensure that the utilization of technologies such as ERP systems, online-based communication tools, supply chain tools, are incorporated into the production planning, inventory management, and buyer coordination processes as it augments efficiency and decision-making (Najafzadeh and Yeganeh, 2025). Secondly, SME owners and managers must officialise strategic planning instead of informal and responsive decision-making, which declines the competitiveness in the long term (Mafaralala, 2025). They would also invest in training and development of digital skills of their employees as organisation capacity and employee readiness plays a key critical role in successful implementation of digital technologies (Vijayarani et al., 2025). In addition, there is a need to contribute policy and industry-level initiatives to facilitate the provision of financial and infrastructure development and capacity-building initiatives in order to enable the SMEs to adopt and adopt the better-digital platforms in an efficient manner (Hosseinkhani, 2025). Through the assistance of improving the connection between business and digital strategies, SMEs will be empowered to improve their results in business processes, become more receptive to the market needs, and have a sustainable competitive advantage in the context of the global apparel universe.
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[bookmark: _Toc228237135]Reflection on Topic Development and Research Direction
My choice of research topic is the result of a critical analysis of the theoretical and practical problems in the industry in Bangladesh in the fields of Ready-Made Garment (RMG) sector. My initial scope of interest was in general digital adoption among SMEs, but initial work in the literature showed that the issue of adoption does not sufficiently describe the variations in performance, especially in resource-restricted settings. This prompted me to narrow down on the subject to matters of strategic integration of business and digital strategies based on Strategic Alignment Model (Henderson and Venkatraman, 1993) that places a lot of focus on integrating both business and IT realms. As an example, in my initial research, I noted that Facebook or ERP system is a common tool used by SMEs, but these are not integrated into the production or supply chain strategies. Such dislocation spelt out a definite research issue and emphasized the drive towards alignment and not adoption. The process of refinement, facilitated by tutor feedback showed that doctoral research must entail reducing a broad concept into a theoretically based and situational problem. This milestone expanded my capacity to help define a research focus critically that provides both to scholarly and practical requirements in the industrial context.
[bookmark: _Toc228237136]Reflection on Engagement with Literature
The reading of literature demanded that it become more than descriptive reading but rather critical synthesis and theoretical positioning. First, I struggled to find studies related to the digital transformation and SME strategy, especially with numerous similar concepts among studies, and the definition of such studies being unclear. To resolve this, I organized the literature according to the major themes, namely business strategy, digital strategy, and strategic alignment, which helped me to find links and gaps in the process. As an example, SME strategy literature focuses on informal and responsive decision-making because of resource limitations (Naranjo, Torre and Boza, 2025). Moreover, digital adoption literature focuses on the operational usage of technology without a strategic system (Wang and Zhang, 2025). The differences between these fields allowed me to realize the disconnect in the alignment between them. I also discovered that, at doctoral level literature review, I need to create an argument, and not a summary of studies, as pointed out by Pratama et al. (2025). Also, academic integrity was paramount, and paraphrasing and referencing of ideas had to be done carefully to prevent the misrepresentation of ideas. This operation greatly enhanced my critical review of resources and the building of a coherent theoretical framework that directly aligns with the research goals.
[bookmark: _Toc228237137]Reflection on Methodology and Data Collection
The analysis of the qualitative themes assisted in understanding the complexity and the context of strategic alignment. Strategic alignment involves business processes, executive views and environmental constraints which can be varied and measured using non-quantitative methods (Pudjono, Wibisono, and Fatima, 2025). Semi-structured interviews enabled me to nuke interview the SME management. In line with the report, other respondents noted that ERP systems were used in most cases to monitor production rather than strategic decision making. The SMEs managers were quite inaccessible to the interviews so that data could be gathered due to the nature of their work. This was countered by being lenient and expressing the objective of research and information secrecy. As Chand (2025) explains, qualitative interviews entail trust and engagement. Interview questions are to be relevant to avoid irrelevancy by ensuring that the interview questions are aligned with the objectives of the study. This move has equipped me with qualitative research and has emphasized ethics and communication and flexibility.
[bookmark: _Toc228237138]Reflection on Data Analysis and Academic Writing
The other important concern of the research was that the descriptive data had to be analytically interpreted using theme analysis. The first time was terrible, I could merely code the information on a surface level, however, as I got used to it, I coded it, then created themes and interpreted to find useful patterns. Remarks made by the participants such as we use ERP to track orders only were coded under operational technology use, and helped to create an inappropriate theme. The Ahmed et al. (2025) literature was tied into these findings, but with no exception when related to such theoretical constructs as strategic alignment, and SME capacity limitations. It was a bit difficult to write the argumentative essay since it was expected to encompass logical arguments that entailed evidence and theory. Information on academic writing was obtained on the necessity of critical analysis of results in a broader academic perspective. Through this procedure, I gained great skills in making coherent arguments, writing in a scholarly manner and being critical, which are crucial aspects of doctoral work.
[bookmark: _Toc228237139]Reflection on Learning, Challenges, and Academic Development
This study was perfect in imparting information of research and strain in carrying out outstanding research. I was aware of how much of a strain it is placing on the scholars to write something substantial and publishable, as even the academic publications are increasing at a high rate. Finding a new addition to the bulk of literature on the question of digital transformation was not that easy, and I managed to do so by focusing on the Strategic alignment of SMEs to becoming a part of a small and not researched enough field. I also knew that the research must be practicable and applicable to enable the people in the industry to be equipped with the theory and practice as well. The feedback that I got through my tutor helped me work more efficiently and, in the process, be concentrated as would be the case of iteration research. Other lessons that I gained were academic integrity, critical thinking, and independence of research. The practice not only improved on my research, analytic, and writing abilities, but on how academic research can be leveraged to make a difference on business problems.
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	Participant
	Role
	SME Type
	Key Quote

	P1
	Owner
	Knitwear SME
	“Our primary focus is on maintaining low production costs, as buyers are highly price-sensitive.”

	P2
	Production Manager
	Woven Garment SME
	“Most of our decisions are driven by buyer requirements rather than a clearly defined long-term strategy.”

	P3
	Owner
	Export SME
	“Strategic decisions are mainly taken by the owner, and we do not follow a formal planning process.”

	P4
	Marketing Manager
	Small Garment SME
	“We rely on platforms like Facebook and WhatsApp for communication, but we do not have a structured digital strategy.”

	P5
	IT/Operations Manager
	Medium SME
	“Our ERP system is mainly used for tracking production activities rather than supporting strategic decision-making.”

	P6
	Owner
	Small Factory
	“We adopted digital tools mainly because other firms are using them, not as part of a long-term strategic plan.”

	P7
	Production Manager
	Knit SME
	“Digital marketing activities are not directly linked to improving our production efficiency.”

	P8
	Owner
	Family Business SME
	“We lack the necessary skills and expertise to effectively integrate digital tools with our business strategy.”

	P9
	Senior Manager
	Export SME
	“The use of digital tools for order tracking has significantly improved our operational efficiency.”

	P10
	Operations Manager
	Medium Garment SME
	“When used effectively, digital tools can enhance communication with buyers and help reduce operational delays.”
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