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Abstract
After the tremendous success in the early 21st century of online businesses like Amazon, eBay and Alibaba, companies’ head-management started seriously taking the power of internet in helping business succeed, since then electronic business never stopped growing. However, entering into the world of electronic commerce requires the adoption of an e-business strategy. 
This paper comes with a purpose to uncover the challenges of e-commerce in the retail sector specifically; it will describe the drivers for e-commerce adoption to companies leaders, advantages and disadvantage of the strategy, and its impact on the overall business performance. The thesis will investigate also critical topics like how implement a winning e-strategy and gain a competitive advantage over your competitors. In order to have a very clear image on e-commerce strategies and e-business, a case study on Zara e-strategy have been driven. 
E-commerce and retail sector are a winning combination, either if the business is small or big, there is an appropriate implementation method functional to boost the departments of the business and achieve success. This paper will try to present a clearer image of e-commerce strategy in order to map out the concept for companies thinking to put the strategy into practice.
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Part one: Research plan
[bookmark: _Toc19568011]Introduction:
In this chapter, the work of this thesis is put into an overall context. It begins by introducing the concept of electronic commerce and strategy, define the research problem and then outline issues and requirements in form of aim and objectives to make clear the goal of the thesis. This chapter concludes with a thesis outline. 
[bookmark: _Toc19568012]Background of the study:
The beginning of the 21st century was seen as the IT revolution (Reilly, 2003). The Internet was for science, army and academic uses only at the start (Peter, 2004). However, as communication and data have no geographical boundaries online, individuals have access to all resources and data online, and it is nowadays a prevalent fact seeing individuals reading, studying, socializing and shopping online (Hess, 2012). This inexorable digital trend was rapidly put on the market. Thus, in this borderless setting, the intuitive businessmen saw the infinite opportunity of doing business. It is therefore leading the fresh trend towards entrepreneurship: Starting an e-business that uses electronic intermediaries in particular the Internet to conduct company (Gunawardana 2006). 
E-commerce has not stopped appearing and evolving since then, it reshapes several of social life and then business, if companies want to be successful on the marketplace; they have to adjust their strategies up to date (ChiChu, 2008). This research will attempt to set the effect of electronic commerce on retail firms, the factors why these firms have to begin the e-commerce adoption process or not. The advantages and obstacles associated with this method will be taken into consideration. An extensive literature and secondary data research will be carried out for this purpose.
This subject was selected as the author discovered his stake in e-commerce during his role at The Conran Shop as an e-commerce assistant, also because e-commerce has been in constant growth and development in recent years and is a significant center of concern either academically or professionally.
[bookmark: _Toc19568013]Research Problem 
This paper will discuss how a strategy of e-commerce can help organizations grow their market share, boost turnover, brighten brand recognition, improve their image, and make the process of doing trade easier, faster and much less expensive using an e-commerce strategy. The research will also address the traditional concerns of why, how and when to bring into action the strategy. It will also show the advantages and disadvantages of turning digital.  
Due to business dynamism and ever-developing technologies, some businesses have to implement e-commerce (Xu & Quaddus 2009). Electronic commerce offers opportunities for stronger links with partners and customers, extensive data exchange and unique customers solutions. Obviously, during the implementation phase, there will be many distinct obstacles to implementation; this will require a real faith in the potential results and outcomes that this digital strategy will achieve.
The importance of the subject "Challenges of an ecommerce strategy in the retail sector" and the factors why I chose to investigate this field will shortly be provided below:
· I decided to concentrate the research on retail sector firms, first of all because retail is the main economy growth driver, and shapes the lifestyle of people, e-retail will satisfy busy people needs, whether they are instant (ready food), daily (groceries) or just for pleasure (shopping). 
· Retail sector has a huge economic contribution anywhere in the world, in the United Kingdom for instance economic output in the retail industry amounted to 92.8 billion in 2017 (5.0 percent of the complete UK), jobs in the retail industry was 2.8 million in 2017 (9.5 percent of the total UK), and 319,125 retail companies were operating in 2018 (5.6 of the total UK). (Sources: Economic output: ONS, GDP low level aggregates data, August; Employment: ONS, Business register and employment survey, 2018; Businesses: BEIS, Business population)
[bookmark: _Toc19568014]Research aim and objectives
The study aims to explore the impact, obstacles and advantages of implementation of e-commerce in retail companies, the research will also attempt to address questions on and use it to get a competitive advantage over competitors, the following tasks will be conducted for this purpose:

1. Critically review previous publication about electronic commerce strategies.
2. Drive a literature review about the perceived pros and cons of e-commerce adoption.
3. Discuss the future prospects of e-commerce
4. Directing a case study to a successful e-commerce strategy implementation by a company operating in the retail sector
[bookmark: _Toc19568015]Research questions:
The following research questions are set:
· What are the advantages and disadvantages of going digital
· What is the impact of e-commerce on business performance (retail businesses case)
· How companies can recognize and employ a winning e-commerce strategy for their industry?
[bookmark: _Toc19568016]Methodology: 
[bookmark: _Toc19568017]Research approach:
Literature identifies three principal methods to research–deductive, inductive and abductive. Scanning and analysis of previous literature can characterize a deductive method, deriving from the theory's logical findings in the manner of hypotheses and prepositions. Hypotheses and prepositions will be empirically evaluated at the subsequent point and results will be presented to prove or decline the claims. The deductive approach follows the model case / results / rule. The inductive method, on the other hand, is focused on opposed techniques remark leads to the model–results / case / rule. Abductive method is a combination of inductive and deductive and uses distinct processes from rule to result to case (Kovács & Spens 2005).
First of all, a deductive strategy is appropriate for this study, as electronic commerce has been widely reviewed and some theoretical framework was developed. Second, it is possible to describe the new perspectives on e-commerce challenges.
Therefore, I will first review the literature in my thesis, and then use it and organize it to get the responses to my research problems. The data will then be linked and used in a wider context, again relating to the literature that was previously examined to address the study issues that were put earlier.
[bookmark: _Toc19568018]Research method
The literature identifies various research methods –quantitative, qualitative and mixed research. The quantitative technique relies mainly on the deductive element of the research or theory and hypothesis testing. The technique includes collecting and analyzing numerical data. The qualitative method on the other hand is defined as a subjective technique less numerical emphasising expression, description and meanings. A wider approach to the research question is presumed by qualitative method (Bryman & Bell 2007).
This study seeks to investigate the challenges of structuring a retail business e-commerce strategy, and its impact in the retail sector overall business performance. 
This thesis will use a qualitative research method, the chapters that are going to be dealt with require analyzing a variety of document, summing up and extracting the relevant data out of the broad data. 
The paper begins with a general context in which the definitions are explained, of e-commerce, e-business strategies and its impact on business, and pros and cons of electronic commerce.  Then introduces the implementation strategy, how to get a competitive advantage out of your strategy, and then discuss some important e-commerce related sub-questions. This thesis will also employ relevant existing documents and literature.
[bookmark: _Toc19568019]Data collection
There are two types of data collection, secondary data referring to information already gathered by another person during another study or research, mostly from books, journals, revues, government studies, organisational documents or some trusted Internet sites, primary data collection that relates to data gathered by the researcher such as from interviews or surveys (Bryman & Bell 2007).
This research is aimed at addressing the challenges of structuring a retail e-commerce strategy and its impact on retail business performance as a whole.
Multiple secondary sources of data were used in this paper – books, journals, articles, governmental documents, official statistics, international statistics, and information from companies websites.
Secondary data is often gathered for other reasons by scientists or organizations, but is valid to be employed for the author's document intent. The function of secondary data is growing in business and management (Zikmund, 2010). According to Crawford (1997) secondary data has countless benefits, obtaining secondary data is faster than collecting primary, and by doing so the researcher can get a much clearer image of the issue than relying completely on personal sources.
The selected qualitative method requires getting a first-class overall image of electronic commerce. Theoretical analysis and previous research provides opportunities to enhance knowledge and better formulate questions of the interview. In the mean time, it will be more precise analysis and conclusion. This is the primary reason why my thesis uses secondary data.
Also, Well-developed data collection methods and skilled scientists provide much more precise information than any student can get.
Several secondary data sources like books, publications, articles, statistics, official statistics, public documents and information from websites of companies were used in this article.
[bookmark: _Toc19568020]Research ethics  
When undertaking thesis research, a range of ethical principles must be drawn into account. The rules of ethics underline the need (a) to do good (known as beneficence) and (b) not harm (known as non-malfeasance). These ethical principles in practice include: 
a) Obtaining informed consent from prospective study respondents; 
b) Minimizing the danger of damage on members;
c) Protecting anonymity and confidentiality of the members;
d) Avoiding the use of disappointing methods; and
e) Offering participants the freedom to withdraw from studies. 
These principles mainly have to be used when carrying out primary data collection in the dissertation research (Ethicsguidebook.ac.uk, 2019).
The use of secondary data is often intended to alleviate the researcher of the burden of ethical approval and sometimes completely ethical thinking. However, the whole method of research involves ethical factors whether primary data is used or not. It begins with the study's original layout, which should be aimed for the public good (and at least not harm) and proceeds until outcomes are communicated, which have to guarantee, publicness, replicability and transparency (Tubaru, 2016).
The use of secondary information is in itself a extremely ethical exercise: by maximizing the importance of any (public) investment in information compilation, decreases the strain on participants, guarantees the replicability of the results of the study and hence higher transparency of research processes and quality of studies. However, secondary data importance is fully understood only if these advantages outweigh the hazard particularly in terms of individual re-identification and disclosure of delicate information (Marianna, 2013).
In this thesis ethics are considered, and for this to happen, the use of secondary data for this purpose was regarded to meet important ethical requirements (Tubaru, 2016):
· Before release, data should be de-identified.
· Consent may be reasonably presumed to study topics
· The assessment results must not permit the re-identification of participant
· The employment of information must not lead to any distress or harm.
[bookmark: _Toc19568021]Research model outline
This dissertation uses a deductive approach. Consequently, the results of the studies and the theoretical background are based on theories and analysis of previous literature (Gupta, Shaheen and Prathap Reddy, 2018). The qualitative method is used because the aim of the research is to describe rather than measure. Secondary data is obtained from the Internet, newspapers, books, articles, and formal statistical publication regarding data collection. My methodological approach is summarized and illustrated in Figure 1 below; it also shows the main points of the thesis and the working process.[image: ]
[bookmark: _Toc19568022]Literature review and theoretical background:
[bookmark: _Toc19568023]Introduction 
The objective of this chapter is to provide a theoretical basis for a stronger comprehension of the notion of e-commerce. The section starts by defining the terms and outlines the literature gap. The concept development is defined. Attention is given to the influence of e-commerce on business performance and the pros and cons of e-strategy. The second part is focused on the process of implementation of the strategy to the company. 
[bookmark: _Toc19568024]Definition of e-commerce and keywords
[bookmark: _Toc19568025]E-commerce 
Electronic commerce relates to a variety of internet business operations for products and services. It also concerns any type of business operations in which the partners connect electronically rather than through physical contacts or immediate physical contact. E-commerce is generally linked to Internet buying and sellingor any transaction linked to the transfer of properties or permission to use products or materials via a computer-mediated network. Although common, this concept is not thorough enough to address the recent developments in this new and radical form of business (Goldstein and O'Connor, 2002). A more comprehensive concept is: e-commerce is the use of electronic communications and digital information processing technology in company operations to generate, transform and redefine value-creating interactions between or among organisations and people (Rainer, K. & Cegielski, 2011).
[bookmark: _Toc19568026]Strategy 
The study is as implicated with electronic commerce as with strategy. A corporate strategy is the decision model in a firm that establishes and exposes its goals, purposes or objectives, generates the main measures for attaining those objectives and identifies the variety of business to be pursued by the company, the type of economic and human organization to be pursued or intended to be pursued, and the nature of the non-economic and economic contribution to be pursued by its customers, workforce, shareholders and community (Andrews, 1999).
A obviously thought out implementation strategy for e-commerce should be worked out before an organisation dives into the Internet business universe. It's not as easy as it might sound; e-commerce needs an advanced content management system and a strategy that incorporates a lot of different components. To start with, e-commerce requires specialized purchasing, billing and support systems along with processes for customers’ relationship management. A marketing endeavor of quality is essential. Underpinning it all is a high performance website that requires careful management and professional development. Opting for an e-commerce strategy means adjusting the current corporate strategy radically (Gottschalk, 2005).
[bookmark: _Toc19568027]Retail sector
Retail is described in this context as sales by retailers directly to end customers, including spending on products (in-store and online), Retail is a big and very varied sector: in size and business structure, what is sold and to whom, where and how distributors function. Sold products differ from daily necessities to luxurious high-end products. Industry areas differ significantly in the predominant size of companies (small, medium, big) and the number of individuals employed (uk, 2017).
[bookmark: _Toc19568028]Identifying literature gap 
Many scientists or scholars have conducted numerous researches on -commerce strategies and e-commerce. Many of them pointed to the beneficial impact of e-commerce on businesses, and some pointed to difficulties in implementing e-commerce and corporate obstacles to e-commerce, with very few research focusing on e-commerce in the retail industry (Adenwala, 2014). Despite some organizations ' hard financial issues, e-commerce in the retail industry continues to grow, as businesses firmly think in its beneficial effect on the company's distinct services. After them, the industry is adopting use of B2B (business to business) and B2C (business to consumer). E-commerce altered the methods of business from a traditional manner to a modern way, i.e. electronic commerce via internet and other online transaction software, the traditional manner is still being followed by other industries (Cruz-Cunha and Varajao, 2011). Web is changing consumer behaviour as well as becoming less loyal, taking less time to select and consume goods (Su, 2017). Because the sector is a choice-oriented business, businesses can give their clients a enormous decision without worrying about racking the products on display shelves or searching for enormous business facilities to show their multiple product ranges, a well-developed website and a large warehouse would do the job. It also enables the business to introduce diverse new methods to meet customers needs and provide them with data through the internet and numerous value-generating techniques such as value extraction, value addition value creation, and value-capture (Deloitte, 2017). 
Due to adoption of e-commerce in the retail sector, companies are becoming more powerful players, as they can choose the products they can advertise for in few minutes, advertise for the products using their own website, reach and contact customers using their database and more (Gallup, 2016).
The literature review shows several knowledge gaps in the e-commerce strategy's challenges on businesses and what are the factors that will have an effect on overall business performance as a result of the structuring of the e-commerce strategy, One of the researchers investigated the critical e-commerce success factors, another study entitled  ― The Impact Of E-Commerce On Business Value In Service Organisations (Mairaj Salim, 2002), presented conclusions focused on the impact of e-commerce in the brand Image, customer service, product promotion and time to market.
An article on −Critical Factors Classification for corporate e-commerce adoption (Hassan M, n.d) emphasizes factors influencing corporate decision-making on e-commerce. Two primary categories result from classification: internal and external influences. Internal factors are within the company while external factors are primarily environmental (Saleem Shaikh., 2015).
This dissertation addressed three research questions; it is believed that they address the literature gap identified:
(1) What are the advantages and disadvantages of going digital?
(2) What is the impact of e-commerce on business performance (retail businesses case)
(3) How companies can recognize and employ a winning e-commerce strategy for their industry?
[bookmark: _Toc19568029]The impact of e-commerce on business performance in the retail sector
Over the past couple decades; many companies have recognized the need to perform business electronically, including retail organizations. E-commerce can take many forms including Business-to-Business (B2B), Business-to-Consumer (B2C), Business-to-Business to-Consumer (B2B2C), and Consumer-to Business (C2B) transactions (Oracle 2012).
B2C is our primary focus, B2C operations are taking place between an organization and its customers. An example of B2C is a transaction between a customer buying a product from ZARA or eBay.
To understand why most businesses are looking for an e-commerce strategy if they have resources, we need to demonstrate the drivers of online business adoption.
Adoption of e-commerce by companies is driven by benefits for various organizational departments. Above all, they are worried about how profitability will be affected by the advantages of doing business electronicaly (Thomas and Simmons, 2010). The two key methods to attain this are: 
1- Potential for enhanced income from enhanced reach to a bigger client base and promoting loyalty and repeated sales amongst clients.
2-  Reduction of costs achieved by electronically delivering services. Reduction includes staff costs, transports costs, and cost of materials.
A global research conducted on businesses in the United Kingdom, the Republic of Ireland, Germany, Sweden, France, Italy Canada, the United States, Japan and Australia, sought to assess some of the factors why businesses adopt e-commerce. The answers provide helpful insight into the issues being discussed by many companies today. The various drivers are respectively as follow (Ashik Shah, 2019): 
· Reduce costs / increase efficiency / profit 
· Improve interaction with customers and connections 
· keep up with external progress 
· Improve internal communication 
· keep up with competitors / competitive pressure 
· Increase data access
· Improve communication with distributors
· Standardize / simplify processes 
· Customer requirements
· Increase client base and market share
· Boost sales
Chaffey (2009) splits electronic commerce advantages into tangible and intangible benefits. While tangible are linked to higher turnover, lower expenses and measurable market growth, intangible advantages are difficult to identify and access. But they are obviously connected to the tangible. For example, shortening the life cycle of the company's product development can guide to cost savings and stronger clients requirements and eventually enhanced profits (concrete advantages).
Table 1: Tangible and intangible benefits from e-commerce
	Tangible benefits
	Intangible benefits

	· Increased sales from new sales leads to enhanced  income  from:
· New markets, new clients
· Existing clients (repeating sales)
· Existing clients (cross-selling)
· Marketing cost reductions from: 
· Quicker customer service
· Internet sales
· Less advertising and advertising expenses. 
· Reduction of supply chain costs from more effective business routine procedures.
	· Image communication
· Brand enhancement
· Faster, more reactive marketing communications including Public Relations
· Faster product development lifecycle allowing quicker response to market needs
· Better customer service
· Learning for the future
· Meeting customer requirements  to have a website
· Identifying new partners, better  supporting existing partners 
· Better management of marketing and customers information. 
· Feedback on products from clients


Chaffey (2009)
[bookmark: _Toc19568030]Obstacles for e-commerce
After Arendt (2008), the small businesses encountered higher problems in discovering electronic commerce solutions than bigger companies, Companies are supposed to closely calculate the risk and possible profits of adopting electronic commerce. Moreover, in all aspects of company enterprises, their fresh approach requires substantial adjustments. If the sceme is not in lining with the general missions of the company, the outcome could be catastrophic–poor customers experience and poor investment return. The risk is particularly greater for small companies because they are most of the times suffering from low capital and laack of knowledge. There are also many security problems, issues with shipping and order delay (Arendt 2008).
The obstacles to e-commerce implementation, however, are numerous, but they differ from small to companies, the table below classifies them by category.
Table 2: Barriers for e-commerce adoption (adapted from Arendt,2008)
	Category
	Barriers
	Sources

	Management and strategy
	Lack of awareness
Lack of long term business strategy
Lack of innovation culture
Resistance of top management
	Duan (2012), Arendt (2008)

	Cost and financing 
	Lack of finance resources
Long process of return on investment
	Fillis et al (2003), Arendt (2008)

	Skills and training
	Lack of experience and knowledge 
	Arendt (2008)

	The supply chain
	Usuitability for the business
Lack of time
	Arendt (2008)

	Technology choices 
	High level of complexity
Lack of time
	Arendt (2008)

	Security and reliability
	Business risk
Security factors
	Oh K-Young et al. (2012)


Source: Arendt (2008)
Another major obstacle is the top management's unwillingness to implement a new strategy. Duan (2012) has proven the powerful correlation between top management support and adoption level. The power decisions are concentrated in the owner or manager in small businesses and their understanding of the prospective advantages is essential to implementing more advanced e-commerce levels (Fillis et al. 2003; Duan 2012).
[bookmark: _Toc19568031]Pros and cons of opting for an e-commerce strategy
In latest years, research on perceived e-commerce advantages has increased. However, the findings are distinct because of the variations between the countries, the businesses types and the sort of industry they are in.
 It is true that the benefits of e-commerce are divided into tangible and intangible, as illustrated above by Chaffey (2009). Here we can split advantages and disadvantages into two parts, for companies and for customers.
[bookmark: _Toc19568032]Advantages for traders (Chow, 2014):
· Possibility to compete with bigger companies: Due to small expenses incurred by a virtual shop small companies are confronting with one less barrier in penetrating the markets already dominated by the large companies.
· 24/7 contact with customers: An online website can inform customers about the company details and products and can process orders all around the clock, no staff night shifts required. 
· International markets penetration: Online world doesn’t have borders, websites can still be accessible from the other side of the world, and with international payment means like Visa or MasterCard, a purchase can be made easily from anywhere in the world. 
· Cutting costs: Personnel costs, marketing costs, business premises rent, bills and many more costs decrease dramatically when adopting an e-commerce strategy. 
· Saving a private database: With online cookies, a website can retain all the customer preferences, and perform a one-to-one direct marketing to tempt costumers for more purchases.
[bookmark: _Toc19568033]Disadvantages for traders (Chow, 2014): 
· Fraud: Online payment may sometime be fraudulent; a client may lie regarding his identity or his payment details.
· Security: A company with no Enterprise Resources Planning “ERP” system don’t worry much about its administration and sensitive confidential data, an online system is always exposed to external threats. 
· Launching and integrations costs:  An e-commerce strategy is not just a website; it is a combination of many components like a good Supply chain system, a good ERP system, a good e-commerce platform, and good following up and more. Launching costs could be expensive for small or medium companies. 
[bookmark: _Toc19568034]Advantages for Customers (Chow, 2014):
· 24/7 Website availability: very practical for busy people, they can purchase by night or anytime they are free
· Facilities: No need to go downtown to shop, you can get more choice online and place order your order
· Unrestricted Access to information and products: The apparition of the electronic commerce gave a new meaning of the term ‘globalization’. In order to buy handcrafted items from Madagascar it is not necessary to travel to Madagascar anymore, only find it online and click.
[bookmark: _Toc19568035]Disadvantages for customers (Chow, 2014):
· Security : One of the mean reasons why some people still hesitate to use online commerce is them afraid of providing their personal credit card details, or delivering sensitive information that could be a threat on them, these problems are more common with old people. Absence of human contact is a disadvantage as well. 
· Delay: Some orders are instantly delivered (like food), others are delivered within few days (like clothes), but some orders can take up to 90 days (like furniture), and that is an annoying and weak point to consider. 
· Access to technology: It is not a very important concern anymore in developed countries, but in under-developed countries internet penetration degrees are not that high. Access to technology issue can arise with literacy or poverty as well. 
[bookmark: _Toc19568036]How companies can implement an e-commerce strategy?
This chapter's primary goal is to create a conceptual framework that will assist executives in managing e-commerce problems in the strategic planning method. The stability of a structure is required in the rapidly evolving e-commerce setting. A systematic technique for e-commerce planning will decrease the expense of compulsory testing and advertising errors. If the management objective is to guide an organization's funds to attain organizational objectives efficiently and effectively (Griffin, 1999), (Murphy, 2000); then the requirements of good management will not be met by a poorly constructed prototype business strategy.
This section will discuss strategic planning process measures, review ecommerce company issues, and discuss the significant factors that leadership needs to understand as they build a strategic strategy for e-commerce.
Regular strategic planning process steps have to be carried out by any company in order to get the best result from the e-commerce strategy, the steps are mentioned below: 


Strategic planning is complex, time-consuming and laborious. An organisation must therefore allocate time and resources to the process of strategic planning. It is worth the effort since a good game plan will hold an organization together as it pursues its mission. E-commerce strategy implementation stages will be described and evaluated now that the strategic planning method has been mentioned.
[bookmark: _Toc19568037]E-commerce strategy implementation tasks:
E-Commerce will enable an organisation to expand into new markets without expensive investments in facilities. It enables clients 24 hours a day, 7 days a week to obtain information and purchase products (24/7). Operating 24/7 is prohibitive but comparatively cheap on the Internet than brick and mortar business. In brief, time and space limitations on the Internet are reduced. It is not without major difficulties to pursue Internet-based business. Building and maintaining a fully functional website is expensive. Furthermore, a website may get lost in a sea of other websites as Internet real estate is not limited by physical limitations.
A website must therefore be marketed. Therefore, prior resource allocation to the project, a site strategy must be established with clear measurable goals.
This chapter will discuss how e-commerce problems can be linked to strategic planning.
A obviously scheduled ecommerce implementation strategy should be considered before an organisation dives into the internet business world.
In addition, e-commerce investments should be preceded by a strategy. Below is a list of e-business problems under the five executive strategic missions. The list is not intended to be exhaustive. It is designed to help the reader know how, while adhering to the strategic methodology; business website scheduling can be done. It will be helpful to review the previous strategic duties in connecting management's business strategy with the execution of e-commerce:
· Task 1 — Develop a vision and mission: at this stage, only the majority of macro e-commerce problems are regarded. Philosophical issues as well as external and internal settings are being explored. For a current business that expands into e-business, the vision and mission probably won't alter, but a fresh SWOT should be done. An e-business SWOT analysis can reveal distinctive opportunities and threats (Mann, 2001).
· Task 2 - Setting long-term organisational goals: here we look at how progress can be defined and measured. Choosing which metrics to monitor and track over moment is a difficult task. (Collins, Rossetti, & Watson, 2000). Executives in this region need to examine e-industry standards for assistance. If the organisation has traditional customers stores as well as an Internet outlet, when computing measurable goals, executives should consider the interaction effect of Web-based revenues on physical places.
· Task 3 - Formulating a detailed strategy: This assignment will include a big amount of problems concerning e-commerce. Before they start administering a major strategic web-based project, managers must be qualified in e-business methods. The web-to-database interface is crucial. An elaborate front end does not replace a correctly built system for managing databases. Data is a precious asset if managing decision-making data can be queried. 
· Task 4 - Strategic choice and implementation: This stage is where the theory's logic meets reality's chaos. Even the finest conceptual strategy is meaningless without an operational strategy's skilled hands-on implementation (Plant, 2000). During an ecommerce implementation, employees with e-business knowledge will be highly useful. Do not underestimate the importance of excellent network engineers, database and application programmers. Delivering a business system internet based raises safety to an incredibly important level. Only skilled employees will remain one step ahead of hackers and others who may interrupt a web-based business's stability.
Training for employees is critical. A web-based business system will not be used to its full functionality without proper training. Wide-spread implementation of a correctly built and installed system, however, can produce significant benefits. Intuitive Surgical Inc., for instance, is a manufacturer of surgical devices requiring complicated product documentation. Implementing a web-based data collection scheme reduced its products shipping period by 20 percent (3 days) and other significant costs (Roberts, 2000). Therefore, after a good execution, an e-business should not rest. To maintain it new and up-to-date, a website must be updated frequently.
· [bookmark: _Toc19568038]Task 5 - Evaluate performance and start corrective modifications: Management must track advancement towards strategic goals through its plans. Changes should be made if goals are not met. A strategy needs to be adequately flexible to accommodate changes that will put back the organisation to its missions.
To classify e-business problems into strategic classifications is not an effort to overlook the interaction effect between issues and categories. The aim of this exercise is to assist executives to believe about e-commerce problems systematically and rationally. Managers must bear in mind that the existence of the Internet must be completely in line with the organization's business strategy. Bricks and clicks should operate together to enhance the organization's customer experience and add value.
Further discussion and case study
[bookmark: _Toc19568039]Can E-Commerce Help Organisations Build a Competitive Advantage over competitors?
With the process of economic globalization and the development of information technology, e-commerce as a new business model has increasingly had an impact on people's lives. The emergence of e-commerce is changing the previous business model, not only expanding enterprise marketing channels and reducing enterprise operating costs; more essential is the mode of electronic business to enhance communication between upstream and downstream enterprises in the supply chain and foster cooperation between enterprises (Francisco, William, Jay, 1995).
Compared to the traditional business model, e-commerce has the power as streamlined distribution, reduced costs, no time constraints and other benefits, while at the same time, e-commerce also has the benefits of less investment, simple to know, efficient business, according to the "China SME e-commerce development report," information indicate that revenue in the SME's has risen considerably. Commerce development of operating income for small and medium-sized enterprises has risen considerably, the growth of company revenue in SMEs engaged in e-commerce is almost 1.35 times that of comparable businesses not engaged in e-commerce.
Kim (2005) investigated the impact of information technology on the productivity of companies and confirmed that the technology can actually bring advantages. David and Lorna (2004) evaluated more than 40 Canadian, Chinese, Japanese and Mexican SMEs that are developing e-commerce on the global sector. The outcome demonstrates that electronic commerce is capable of reducing product and service costs in a distinctive manner, combining data and capital at the same time, and then raising the competitive advantage of the company.
 Shao and Cai (2005) conducted empirical research on the performance of corporate listings in China on e-commerce; findings indicate that the application for e-commerce has a beneficial impact on revenue growth.
To sum up, most scholars and researchers agree that e-commerce will have positive impact on enterprise performance and consequently will procure the firm with a competitive advantage. The examples above shows in different ways the competitive advantages a company can get well using e-commerce.
[bookmark: _Toc19568040]What are the future prospects of electronic commerce?
The roots of e-commerce can be traced back to the 1960s, when companies started sharing business documents with other companies using Electronic Data Interchange (EDI). Following the increase in the amount of new customers exchanging electronic records in the 1980s, eBay and Amazon revolutionized the electronic commerce sector in the 1990s (Shahriar, 2011).
With mature markets in Western Europe and North America and the development of economies in East Asia and Latin America, the internet retail industry is becoming increasingly global, with development levels anticipated to double the former over the next five years (Lee, 2016).
With simple stream between smart phones, tablets, laptops, and stores, customers encounter a smooth shopping experience. Regardless of finishing the transaction, they already include various digital touch points to their shopping experience.
[bookmark: _Toc19568041]Facts and statistics:
EMarketer estimates worldwide ecommerce will increase to $3,535 trillion by 20.7 percent in 2019. Despite its evidently powerful development pace, 2019 will face a decrease from the past two years when ecommerce rose 28.0% in 2017 and 22.9% in 2018. By 2021, eMarketer expects worldwide e-commerce to be close to $5 trillion, although development levels will drop below the limit of 20 percent starting in 2020.
Diagram 3: Retail e-commerce sales worldwide
[image: ]
(Lipsman, 2019)
In 2019, Asia-Pacific will continue to guide the global growth charge for e-commerce. EMarketer expects the region to grow to $2,271 trillion from 25.0 percent, representing 64.3 percent of worldwide ecommerce expenditure. Latin America and Middle East / Africa will encounter the same growth levels of 21.3 percent year-over-year, mildly above the worldwide average, whereas North America (up 14.5 percent) and Western Europe (up 10.2 percent) are laggards (Lipsman, 2019)
[bookmark: _Toc19568042]To which extent e-commerce is a competitor to high street shops? 
As e-commerce sales continue to expand, there is a question of whether e-commerce will eventually overtake or substitute physical shop sales entirely. While the unexpected nature of tech advances and consumer behavior complicates long-term predictions, we describe several main patterns below which we think will mark medium and long-term development in e-commerce.
Figure 1: Forecast of E-commerce Sales and Share of Total Retail
[image: ]
(CBRE, 2019)

E-commerce’s share of total retail sales is expected to go up from 8.9 percent in 2017 to slightly above 15 percent in 2022, counting nearly $892 billion
Figure 2: Digital-impacted Retail Sales
[image: ] 
(CBRE, 2019)
However, it is anticipated that digital-impacted retail sales, including online purchases and in-store purchases by customers using a digital platform to research or browse, will grow even higher. Digital-impacted revenues are projected to reach more than $2.4 trillion, representing more than 58% of complete retail revenues by 2022 (Figure 2) (CBRE, 2019).
We can understand from the data above that e-commerce retail is still decades away from replacing high streets shops shopping or retailing, but on the other hand it has a huge impact on buyers’ decisions over a product or a purchase. 
[bookmark: _Toc19568043]Case study on ZARA e-commerce strategy
Zara dominates the scene when it comes to high-street fashion brands. The brand is at the heart of providing the latest trends in fashion, high-quality products and incredible affordability, especially for customers. So, how did the company develop to become the world's number one fashion dealer from modest beginnings— not to mention setting global standards for success with their Zara e-commerce channel?
As Amancio Ortega once said: “The customer has always driven the business model…”
This is the secret of Zara's success in e-commerce. Being an e-commerce success requires more than getting a excellent products range with trending designs. Over the years, online shopping has developed and everybody buys online. 
This has motivated Zara's e-commerce extension approach and has led to expanding the e-commerce arm of the brand to exist in more than 41 countries. In 2018, Zara ecommerce announced that it would give the same-day service to its clients in cities where both shops and e-commerce have been established.
The e-commerce platform of Zara and its use of technology to improve the experience of shoppers is the key to the competitive advantage of the brand. Here are some of the highlights of how the brand rose to the top of the globe of internet fashion successfully:
[bookmark: _Toc19568044]Automated Tactics and integrated stock management
Zara's e-commerce strategy utilizes an automated marketing platform to send shoppers relevant and timely messages about everything from order status updates to back to stock notifications, and so on. The brand maintains its communication on target and private, responding to shopping requirements and internet behaviour throughout the entire client journey.
Besides getting a Zara e-commerce website that contains loads of products pictures, excellent sizing tips and data and is extremely simple to access, Zara's mobile app is also user-friendly and easy to use. And, it's only improving (Pigeon, 2019).
[bookmark: _Toc19568045]Tapping into RFID technology
Zara also includes the latest technology in order to fulfil internet orders from clients with stock to meet instructions on the same or next day. This is achieved by using the "radio-frequency identification" RFID and integrated inventory management presently accessible in 25 countries in Zara shops. Indeed, by 2020, Isla lately announced that the embedded stock management scheme will be adopted by all countries where there is a physical shop presence.
Following the latest marketing technologies and trends, Inditex announced in 2018 that it is investing in logistics robotics as its companies continue to grow their internet presence in order to achieve fresh economies and have a growing number of orders to meet. Naturally, Zara is at the heart of this development. The company has started developing a fresh idea of shop — using robots to supply goods ordered from neighbouring stores to clients (Pigeon, 2019).
[bookmark: _Toc19568046]Customers are co-creators at Zara
How precisely does Zara proceed to meet the recent trend fashion requirements of its online and offline clients in such a quick and effective way? Simple, unlike any other product in the fashion sector, Zara uses a marketing strategy — basically using clients as "co-creators."
This is how it works: The brand is technology-focused and utilizes its deep-data model not only to anticipate what its clients want, but also to use internet customer feedback to generate and impact the recent developments in design. Then they get these products to sell rapidly in their stores and internet platform— for a fraction of the price of what other designer products pay. In reality, this same marketing strategy is used by all eight of Inditex's main retail products. It's so easy. It's the genius, too (Pigeon, 2019).
Part 2: Reflective essay
[bookmark: _Toc19568047]Definitions of qualitative and quantitative research:
Qualitative research is defined as a study that gives ideas and an insight into the problem. It is an unstructured method of explorative research that studies some extremely challenging phenomena that cannot be understood by quantitative research, although it generates ideas or theories for eventual quantitative research.
Qualitative research is used to obtain a detailed insight into human behaviors, attitudes, intentions, and motivations, through observation and interpretation, to identify the ways in which people think and feel. It is a method of research in which the researcher values the participants' points of view more deeply. Case studies, embedded theory, ethnography, history, and phenomenology are forms of qualitative research.
On the other hand, quantitative research is a methodologically based form of research that produces digital data and facts. It is designed to determine a cause-and-effect relationship between two factors using mathematical, computer and statistical methods. Research is also known as experiential research because it can be accurately measured.
The data collected by the researcher can be categorized, or measured in units of measurement. Graphs and tables of raw data can be constructed with the help of quantitative research, which facilitates the analysis of results by the researcher.
Quantitative and qualitative-can designate several things, in particular data or techniques of collection and processing of these data. For example, in the case study, the collected data are mostly qualitative (speech, text, video, photos), but they can also be quantitative (word frequencies, measurements). The modes of collection of these materials are diverse: interviews / semi or non-directive interviews, ordinary conversations, observation, study of written or visual documents, etc. The questionnaire is sometimes used in a case study, but it only occupies a secondary position. Conversely, in marketing, questionnaire surveys, telephone, internet, allowed the field of consumer behavior to develop based on increasingly sophisticated multivariate processing techniques. If some of the data collected are qualitative, they will then be transformed into nominal variables, so exploited using appropriate quantitative techniques (for example, factorial correspondence analysis); in short, quantitative research refers to work whose data is statistically analysable. Finally, for most researchers, talking about quantitative research means studying large, well-selected samples, whereas qualitative research usually involves only a few cases, or even a single one (Yin, 1991). Qualitative work has frequently been assimilated to an earlier (exploratory) phase of quantitative research (Evrard, Pras and Roux, 1997.
[bookmark: _Toc19568048]Differences between qualitative and quantitative research
The distinctions between qualitative and quantitative research can be established clearly on the following basis:
Qualitative research is a survey methodology that improves our understanding of the social sciences and humanities in order to identify how people think and feel. A scientific and experimental research method used to create digital data, using statistical, logical and mathematical techniques, is known as quantitative research.
Qualitative research is more holistic in nature, and quantitative research is more distinctive.
Qualitative research takes a subject-based approach because the researcher is closely involved, while the quantitative approach is factual, the researcher does not interfere and tries to refine the observations and analysis on the subject to respond to the survey.
Qualitative research is an exploratory process. Unlike quantitative research, which is conclusive research..
The reasoning used to synthesize data in qualitative research is inductive, whereas in the case of quantitative research, reasoning is deductive.
Qualitative research is based on targeted sampling, in which a small sample size is selected to allow for a thorough understanding of the target concept. In addition, quantitative research relies on random sampling. in which a large representative sample is chosen to extrapolate the results to the entire population.
 Verbal data are collected during qualitative research. Conversely, in quantitative research, measurable data is collected.
The qualitative research survey is process-oriented, which is not the case for quantitative research.
The elements used in the analysis of qualitative research are words, images and objects, while that of quantitative research is a numerical datum.
 Qualitative research is conducted to explore and discover ideas used in ongoing processes. Unlike quantitative research, the goal is to examine the cause-and-effect relationship between variables.
Finally, the methods used in qualitative research are in-depth interviews, focus groups, and so on. In contrast, quantitative research methods are structured interviews and observations.
Qualitative research develops the initial understanding while quantitative research recommends a final action plan.
[bookmark: _Toc19568049]Similarities between qualitative and quantitative research methods:
For Bryman (2012) the similarities between qualitative and quantitative research can be summarized in nine items, both are:
· Concerned about data reduction;
· Want to respond to research questions;
· Seek to relate data analysis to research already published;
· Are concerned with the variation;
· Treat frequencies as a springboard for analysis;
· Seek to ensure that deliberate distortions do not occur;
· Argue for the importance of transparency;
· Address the issue of error;
· Are concerned that research methodologies should be appropriate to research questions.
In addition to the list of this author we could add that in both approaches the researchers are looking for: 
· Syntheses and patterns; 
· Systematisation of the analysis of the data;
· Thoroughness of the conclusions
· Relevant application and reflection on the implications in the specific areas of science, technology and society. 
· Looking at both lists we recognise the standards of science itself, to which we should add that both methodological approaches are concerned with ethical and citizenship issues. 
[bookmark: _Toc19568050]Which you found easier to use (and why)? 
Which technique is better than the other has always been debated. The reason it is not yet settled is because each one has its own strengths and weaknesses that effectively differ depending on the topic the investigator wishes to address. This brings us to the following issue: "What technique should be used in a particular topic?" If your study intends to digitally discover the response to a query, then quantitative research should be used. However, if you want to clarify further in your study why this specific incident occurred, or why this specific phenomenon occurs, then you should use qualitative research.
[bookmark: _Toc19568051]Some studies use both quantitative and qualitative research to complement the strengths of each other. For example, if your study aims to know that human behavior is dominant towards a particular object or event while at the same time examining why this is the case, then this study is ideal for using both methods.
Which you would prefer to use in your doctoral research, and why? 
I would rather use a mixed research method. The word ' mixed research methods ' is widely recognized for studies that incorporates both qualitative and quantitative data in a single study (Wisdom et al., 2012, Creswell and Plano Clark, 2011).
It is very likely that the thesis will use published companies experiences, books, case studies, surveys, interviews and the author's own experience in e-commerce obtained at his position as an e-commerce assistant. A mixed research method allows the researcher to be more flexible about the chapters and the data he want to put in the research. 

[bookmark: _Toc19568052]Conclusion
Retail can be considered as the backbone of economies, developing the market would be of good effects to the economy as a whole. 
In conclusion, the results shows that investing in an e-commerce strategy is one of the most important factors to achieve success for companies, competitive advantage can also be achieved largely depending on whether the company will effectively well use the technology. As demonstrated earlier, implementing an e-commerce strategy comes with many benefits to the business and its customers, and has heavy impact on the overall performance of the business. The strategy implementation is not easy or very affordable, but it is definitely worth it, the stages and steps of introduction have been described. 
It's safe to tell e-commerce is going to keep growing at a significant pace. This is primarily owing to the ever-increasing technological advances and the ongoing number of companies linking to the Internet. E-commerce investment will allow them to catch up with the market competition and proceed to meet client requirements.
Also, to demonstrate a concrete e-commerce strategy and its outcomes, a case study has been driven on ZARA, this has helped making a clearer image of how to create and manage a dominating e-commerce strategy in the retail sector. 
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