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Figure 1: Research Onion (Saunders, Lewis and Thornhill, 2016)
[bookmark: _Toc65929269]3.1: Research Philosophy 
There are two paradigms in research methodology i.e., Ontology and epistemology. In this research the factual data about western brands’ e-commerce campaign in China during pandemic would be analysed which is the significance behind ontology in this research. Whereas, epistemology deals with finding the reasons behind such event and knowing the reasons as to why such corporates preferred specific e-commerce strategy during COVID-19 (Rehman and Alharthi, 2016). 
The paradigms are to be conjugated with the philosophies of research which can be categorised into four types: Positivism, Interpretivism, Pragmatism and Realism. Positivism theory is used only when the data of the research is to be tested statistically based on the hypotheses of the study. Interpretivism is a philosophy which relates with those researches in which analysis is to be carried out on already existing theories. Pragmatism is used when qualitative as well as quantitative data is analysed. When the factual data is analysed and the research is independent of the researcher’s views it is covered under Realism philosophy (Avenier and Thomas, 2015). In this research Interpretivism is implemented as the data about western brands e-commerce campaign in China would be analysed and interpretation of it on the basis of impact created by e-commerce in such corporate giants. 
[bookmark: _Toc65929270]3.2: Research Approach 
There are three research approaches in methodology such as: Deductive, Inductive and Abductive. 
In deductive approach the data collected, is statistically tested based on the hypotheses constructed by the researchers. In this approach it is identified whether the assumption to the research holds true or not. It is empirical research based on numeric conclusions. In Inductive approach, the analysis is done on already existing data and theories. The information which is relevant for the research is collected. The data is then grouped and classified. Interpretations are drawn on this classified data and the results are presented. It generates theoretical conclusions (Thomas, 2006). Abductive approach is used when the data is to be analysed theoretically as well as statistically. This approach is used when the data under the research is quantitative as well as qualitative (Dong, Lovallo and Mounarath, 2015). 
In this study inductive approach is used as the cases of the western brands would be discussed and information about already available information on the corporate strategies used by such companies would be described. The data would be collected, grouped and classified in terms of different strategies used by them on e-commerce platform and finally conclusions would be interpreted. This approach is in alignment with the interpretivism philosophy and rightly justifies its implementation in this research. 
[bookmark: _Toc65929271]3.3: Research Method 
There are basically two methods used in the research: Qualitative and Quantitative methods (Queirós, Faria and Almeida, 2017):
In Qualitative method, the data analysed under the research is of non-numeric character or it can be termed as theoretical data. These data cannot be quantified but it can be described, coded and interpreted. The information describes characteristic of the area of research. The qualitative data can be collected through observation, interview or information from credible sources like literatures, websites, research agencies and newspaper articles. In Quantitative method, the data analysed under the research is of numeric nature. The information is put in numbers and it can be analysed using various statistical measures like Chi square, ANOVA, Regression and Correlation. Such type of quantitative data is either collected through online portals, through survey questionnaires with ‘Likert-scale responses’ or numerical options. 
In this research qualitative data is analysed as the data about the western brands strategies on the e-commerce platform along with their marketing and customer engagement strategies is undertaken. Which medium of publicity have these brands used in order to create their e-commerce campaign and with whom have they tied-up for selling their exclusive collection. All such qualitative information would be collected. 
The data collection method also includes sources of the data and there are two sources: Primary and Secondary source. In primary source of data collection, the data is directly collected from the respondents and the tools used would be interview, survey questionnaire, observation, and experiment. In secondary source, the data is collected from credible databases, newspapers, articles, journals, and other credible form of printed material. In this research secondary source of data is used and information is collected through articles, online credible news links, company websites and official videos and written databases. 
[bookmark: _Toc65929272]3.4: Research Strategies
There are different types of research strategies such as: Experiment, grounded theory, action research, ethnography and case study (Denzin and Lincoln, 2013). 
Experimental research has two variables in which one is kept constant and the variations in other variable are measured in context to the constant variable and scientific outputs are recorded. In grounded theory the data is collected and analysed through testing it by statistical methods and knowing whether the assumptions of the research are acceptable or not. In Action research, the issue is identified and corresponding to it the solutions are drawn in the form of actions. The change corresponding to the action and understanding are simultaneously analysed in action research. Ethnography research is a qualitative research in which the aim of the researcher is to focus in some specific social or cultural group. In Case study research the case of specific events, companies or situations are described and critically analysed. 
In this research case study analysis is used and the detailed explanation for the same is presented in section 3.7.
[bookmark: _Toc65929273]3.5: Research Design
There are two research designs on the basis of the time-frame i.e., Cross-sectional and longitudinal (Teti, Robinson and Schmidt, 2005).
In cross-sectional design the researcher focuses on present aim and objective and accordingly designs the research. This design may not be useful for other researches as it would satisfy the aim and objective of the defined research and it changes with different scholars. 
In Longitudinal design the data collected for analysis is for a long period of time i.e., the data collected over the period of years in order to know the changes in the defined variables over the period of time. For example, Sales form the period of 2015-2020, Stock prices of the stock for 2010-2020 (Ployhart and Vandenberg, 2010). 
In this research cross-sectional design is opted as specifically western brands corporate strategies are to be focused and the time period for analysis is also fixed i.e., during COVID-19. This data is collected for such one point of time and the behaviours of such giants for their corresponding strategies would be analysed and the gain which they have received after promoting their products on social media and e-commerce platforms. 
[bookmark: _Toc65929274]3.6: Sampling Method 
There are two sampling methods: Probability Sampling and Non-probability Sampling (Taherdoost, 2016):
In Probability Sampling every unit of the population has equal chance of getting selected in the sample formation. There are different probability methods like simple random sampling, stratified random sampling, systematic sampling and cluster sampling. For implementing this sampling method, the researcher should be aware about the total number of units in the population i.e., ‘N’ should be known. 
In non-probability convenient sampling, each and every unit does not have an equal chance of being selected for the sampling formation. There are different non-probability methods like purposive sampling, convenient sampling, snowball sampling, quota sampling and judgement sampling. In this type of sampling method, it is not required to know the total population. 
Non-probability purposive sampling is used for this research as specifically Western brands e-commerce campaign are analysed which describes the basic purpose of this research. The limited sample size would generate credible and in-depth results. Western brands like Gucci, Prada, Nike, Louis Vuitton, Vouge and Dior are undertaken for analysis of e-commerce strategies and media engagement. 
[bookmark: _Toc65929275]3.7: Data Analysis Method 
The information about the above-mentioned companies is provided. The strategy used by companies during COVID-19 and relating it with the impact of e-commerce due to pandemic. Also, some of the social media marketing tools used by such western brands would be discussed in order to present the background of the corporate strategy along with their e-commerce campaign (Chowdhury et al., 2020). 
The flow of the analysis would be:
· Introduction to case and western brands to be covered in this research
· Challenges for Western Brands in the times of COVID-19
· Increase in networking hours during COVID-19 and its corresponding benefits
· Innovative market strategies used by Western Brands
· E-commerce Campaign by Western brands
[bookmark: _Toc65929276]3.8: Research Ethics 
 In research ethics the university norms and the research scholars’ guidelines would be strictly adhered. The information presented in this report is true to the fact and none of the data is fabricated or manipulated in order to mislead the results. The researcher has no personal benefit from this research and would also not use this information for any personal benefit ahead. Since, the data is collected through secondary source, the credibility of references plays a vital role in making this research also credible. Hence, appropriate references are used in this research (Brakewood and Poldrack, 2013). 
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