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[bookmark: _Toc522637368][bookmark: _Toc523852831]Introduction 
There has been a steady escalation in marketing and commerce trends in the recent years. The increasing utilisation of electronic tools and internet facilities have been established as a staple for business usage and implementing marketing strategies especially in fashion companies. The provided study demonstrates and highlights the impact of e-commerce and m-commerce in strategic operations of fashion firms Based in Belgium. Fashion companies in Europe, especially within the European Union, have to face stern competitions as the market is dominated by those nations some of which include France and Italy. It also puts emphasis on international fashion markets and their standards with relation to that of Belgian fashion industry. 
It is important to understand international standards and needs to put forward appropriate and practical solutions for effective globalisation and establishment of international identity and image. To effectively compete with the bigger companies, Belgium fashion firms have to equip every possible tool to emerge profitable for them and create their brand image on a larger scale. This study gives a detailed assessment of these tools, illustrating the varying factors that contribute to the growth of these companies which has been obtained through relevant research methodologies and accompanying research philosophies. Moreover, the provided study also gives information on how Belgian fashion companies have approached to the usage of these tools and their affectivity on an international a\scale along with an assessment of their potential. Requirements of these tools on short term and long term basis have also been laid down by this study and to effectively review this paper it is important to understand the observations, provisions and recommendations made within the study.
The aim of this paper review is to assess the philosophy behind research methods that have been used in the paper and to provide a thorough evaluation of the philosophies, analysing their limitations, advantages and disadvantages and providing suggestions for a more effective if not efficient philosophy for the said paper. Understanding the needs of fashion companies of Belgium is important to assess relevant philosophies for their growth and management of business. Three modern tools have been provided in the paper for Belgian fashion firms - E-commerce, M-commerce and Social Media; these tools have been put together as variables that affect company customer loyalty and other such important business provisions. Overall, this paper has provided a brief guide for the understanding of the fashion market altogether and this review discusses shortcomings and advantages of implementing information based on the provided study. 
Furthermore it is important to review all tables and figures provided in this article to extract relevant information and assess limitations and shortcomings of this article with regards to its topic, aims and objectives and final analysis. This provides an easy measure to compute relevance of article provisions and understanding philosophies of research that have been incorporated within article text for topic assessment. 
[bookmark: _Toc522637369][bookmark: _Toc523852832]Philosophy 
Belgian fashion firms and their business strategy can be determined with the understanding of their utilisation of different tools and techniques to effectively compete in the fashion market on a global scale. As the modern generation shows an increase in the use of mobile and internet facilities for casual and professional work, it becomes a necessity for different companies within various industries and markets to adapt to those increase of trends and effectively choose the most feasible and approachable methods of commerce. As opined by Piperopoulos and Dimov (2015), research philosophies are used for this purpose; different philosophies result in the utilization of different methods to plan, direct and execute a strategic decision or model. These models are based on the direct and indirect needs of the companies along with assessing gaps in their market, shortcomings of their current business strategy and providing the most relevant and appropriate research philosophy as a method of providing recommendations.
To understand the core philosophy used in the provided article, it is important to learn about different research philosophies that can be used for such a topic (Niemann, Kotzé and Mannya, 2018). This also helps in evaluating if this article provides the most effective research philosophy and the shortcomings of using the philosophy provided and whether the use of others would be more suitable or the discussed topic.


Types of research philosophy
Research philosophies can be branched to four types - Ontology, Epistemology, Methodology and Methods & Techniques. These are important due to the fact that understanding a broad subject such as business management and global marketing requires the most relevant research technique. The utilisation of relevant research techniques aids in the appropriate evaluation of business needs. For Belgian fashion companies, there has to be an assessment of their needs with regards to the global adaptability of their operations, the modern needs of marketing techniques for optimal business management and the social needs for appropriate communication with their stakeholders.

Ontology - This refers to the assumptions about nature of reality of situations made by a philosophical point of view. According to Mamabolo, Kerrin and Kele (2017), Ontology research is based on assuming and guessing the possibility of situations and is not ideal for research is strictly commercial markets and spheres such as business and banking. Since this philosophy deals with not being factual and being more opinionated, it will inevitably not be able to serve the purpose of research analysis and data finding when it comes to Belgian fashion companies.

Epistemology - This refers to a set of assumptions centring on the different ways to inquire about the nature of the world. As per Roesler (2015), this technique is similar to ontology with regards to it being more opinionated than factual. Since it also revolves around making assumptions rather than carrying out a measurable research philosophy, it is not effective in assessing the needs of a company or market. It is however more flexible than Ontology since it does not blatantly assume an outcome but assumes the different ways inquiry can be carried out for the sake of data analysis and the similar.

Methodology - Methodology research technique is utilised by combining different tools for the inquiry of specific situations. This can mean that the research technique used can be of various types such as qualitative and quantitative research to garner information from various sources. As opined by Leppäaho, Plakoyiannaki and Dimitratos (2016), research methodology philosophy is one of the most tactful and practical ways to gather and analyse information about commercial operations such as fashion market and the position of Belgian fashion companies in the world along with similar comparisons within Europe. Research methodology consists of both the use of qualitative and quantitative (called mixed research) with either secondary, primary or both information sources being used.

Methods and techniques - This philosophy revolves around individual techniques for data collection and data analysis. The methods and techniques philosophy refers to the implementation of a single research methods to get an overall data analysis of a situation or operation. Often, method and techniques are used for small scale information assessments with the help or either qualitative or quantitative research methods.

Understanding these philosophies is extremely important for effective articulation and solution forging to be able to address needs and urgent requirements of any given topic (Kumar, 2016). Since the topic of this article was that of e-commerce and its impact of Belgian Fashion industry, relevant research should be carried out. Furthermore if research is limited then the entire project is vulnerable to failure or inexcusable gaps. 

Research philosophy used in the article
For this article, the topic was that of e-commerce, m-commerce and other such methods to be used for global expansion of Belgian Fashion companies. This article highlighted the position of Belgian fashion industry on a global scale and went on to provide a detailed assessment of the topic with the help of two cases. The method that was equipped can be Qualitative Research. This translates to the use of Methods and Techniques research philosophy (Fang et al., 2014). It has been mentioned in the article that the use f qualitative methods of research is the most effective way to get an in depth insight on the various aspects that affect the global impact of Belgian fashion industry and how the fashion companies of the same can be branded for global impact. The researched was very specific since it used semi structured interview to study the two cases cover the article. Moreover it is important to note that primary and secondary data were included for the evaluation of factors within this article. The researchers hence employed mixed method of data collection and analysis. The secondary data collection was done via documentary, written and non written sources. The two cases which facilitated in the establishment of data analysis in this article are based on two Belgian fashion companies and the interviews that were conducted was of CEO fort the first case and Head of online store for the second case.
 
[bookmark: _Toc522637370][bookmark: _Toc523852833]Evaluation 
The overall evaluation of this article can be based on the limitations that have been pointed out at the end of this article. Moreover the literature review also puts light on the overall assessment of this project. The former mentions that the most relevant and recent literature has been used for both e-commerce and m-commerce. The project begins with a general explanation of the meaning and role of E-commerce along with its impact in the New Economy. It discusses the framework of Ekeledo and Sivakumar which explains how service companies enter new markets and how they are closely linked to service digitization along with internal and external factors.
Furthermore the limitations and recommendations set by the project are also important to evaluate it effectively - the role and impact of e-commerce and m-commerce in recent years has been mentioned the most throughout the article. Limitations related to this were that only a small number of cases have been studied in detail while another was that Belgian fashion companies are late when it comes to e-commerce habits in their business. It was noted that fashion companies abroad had all ventured into e-commerce, m-commerce and social media which have altogether helped in their growth on a domestic as well as international level. It was observed that research for companies based in other European Union nations should be conducted to garner a more wide view on the subject while another recommendation was to compare large and small fashion companies to study how e-commerce impacts them respectively.

Evaluation of this article can be based on the different variables that have been brought up or addressed. The primary focus of this article was on the case study conducted through semi-structured interviews that were forged in accordance to the needs of data collection for the study. The two individuals who were interviewed were both important entities in their respective fashion companies; one was a CEO while the other was the head of online store. Evaluating the Case study it can be found that there is a long way for Belgian fashion companies to become globally impactful. Furthermore the study provides answers to six questions centred on e-commerce and m-commerce provisions as opposed to traditional marketing techniques. This was done to understand the importance of adaptation of newer developed techniques for the effective marketing of fashion companies. They emphasised on the need of such modern approach and how they are critical for the new economy. The first question addressed the advantage of e commerce on international fashion companies and how they were globalized to the most effective measures. The article mentioned the importance of communication in effective e commerce procedures and standards highlighting that e commerce communication process are not limited to information provision but also the provisions of electronic payment methods for the purchase of goods and services. It also shows the key characters of how a great website should be created and cites relevant sources. The second question is based on customer loyalty and their confidence in online purchasing. This topic is answered with a brief introductory statement about the key factors that have positive impact on a fashion company due to their online store or similar modern adaptation. The question is then expanded to be answered by a few variables on the reason for customer loyalty such as digitalization of service and the possibility of e commerce solutions in global markets. Then it went on to explain the degree of digitization required for the most effective outcome in terms of profit and customer loyalty. For example it mentions how fully digitalized stores will not have a physical component in the company which can be a huge shortcoming. The third question as the extent to which the fashion industry has been digitalized since the popularization of e-commerce and similar advancements. It also questions what the link to global strategy for fashion companies is. The third question is answered by listing external factors such as tariff barriers and local internet infrastructure; It notes how these factors can cause hindrances in the successful globalization of a local company on a global scale. Moreover, internal factors have also been listening to ensure a thorough analysis of success and failure factors. The internal factors include copyright issues and firm size. The fifth question assess the extent to which variables like design and innovation play a role in choice of strategy for Belgian Fashion companies with regard to e-commerce provisions. The article mentions the m-commerce power over e-commerce and provides an m-commerce value chain. This section also provides several graphs most importantly the one which reasons why companies should start with m-commerce strategies. Furthermore, it highlights the implementation of joint strategy for commercial channels and modern tools like social media sites and apps such as Twitter and Instagram. The final question addressed the extent to which a combined strategy of e-commerce, m-commerce and social media can contribute for global expansion and gaining a larger share price. This section can be said to be the highlight of this arrive with regards to research theories and philosophies. It has been mentioned how the use of qualitative methodology has been employed for the project. This section gives a detailed overview of the reasons behind interviewing important figures of fashion companies instead of carrying out a large scale survey for the said action. As mentioned before research methods and technique philosophy has been used in this article due to its employment of a single research methodology that is interviewing (qualitative).
Benefits:

Thorough insight on e-commerce 
This article has provided a thorough reflection on e-commerce, providing several tables and figures to establish the role of e-commerce practices in the modern world especially relating to Belgian Fashion Industry and their need to equip e-commerce methods for globalisation and international recognition. The case studies give us a qualitative information assessment about the various aspects of the said industry and the interviewees’ subjective and objective views on the same. The semi-structured questions aided in providing a personal level understanding of fashion industry digitalization in both Belgium and international markets along with other variables such as external factors and internal factors affecting fashion growth. 

Thorough inside on m-commerce and social media strategy 
Along with e-commerce assessment, the article goes on to outline and explain two other prominent factors affecting fashion industry: m-commerce and social media. While the article emphasis on the impact and correlation of digitalization and e-commerce on Belgian Fashion industry, it has provided a sufficiently detailed insight on  mobile commerce sector as well as the steadily increasing impact of social media on such industries. Moreover, barriers such as cultural differences and regulation differences have also been tabulated which can be related to social media and m-commerce. The evaluation of the ever evolving digital trends within European Union also benefits the article in its objectives.


Theoretical framework for Belgian Fashion firms 
Lastly, the reviewed article successfully provides a theoretical framework for Belgian fashion companies; the framework being the soonest possible digitalization provisions within their industry of operation. It mentions how the use of electronic & mobile commerce practices along with social media strategy can uplift Belgian fashion industry to international standards.

Drawbacks:

Limitations are too few 
Limitations that have been provided within the said article lack in detail; a few important limitations along with possible projects have been mentioned but for ideal benefit value, a thorough and detailed section for shortcomings should have been added. 

Does not provide practical and organized plan just a general theory 
While the theoretical approach to Belgian Fashion Company needs have been put forward in detail, a practical plan of actions or similar framework has not been provided in a detailed manner. It mentions and puts forward several implications about e-commerce and similar practices for globalisation of these Belgian companies however; a suggestive provision based on practical execution of these methods has not been completely realized within this article. Overall, a general theory on international fashion trends and standards has been provided along with interview assessment and important tables.

Research method is limited 
The primary drawback of this article is its approach to research and justification of research analysis. It employs qualitative method of research which has been carried out by interviewing two prominent entities from two Belgian fashion companies. While qualitative research is crucial for fine assessment of industry standards the general opinion that can be extracted via quantitative research has not been put into consideration for this article. As per Akram, Ilyas and Alam (2017), this is a drawback because when a quantitative research is executed successfully, for example a survey based on fashion consumers based in Belgium, a more widespread information based on consumer needs can be assessed. This can be quantified and used for better understanding of Belgian fashion industry needs in the opinion of the surveyed. Since survey questions are formulated based on article assessment needs, it would have provided a wider scope of industry analysis since consumer opinion is a critical factor in creating execution plans, marketing prototype and modern strategies for industry development. 
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Abstract   
This research project was based on studying the feasibility of initiating e-commerce business by small-scale apparel manufacturers. For this purpose, the researcher had formulated two primary research objectives and four research questions based upon those two objectives. The researcher had employed primary qualitative research method in this project where five individuals associated with small-scale apparel business were interviewed with five open-ended questions. The researcher had also conducted an in-depth literature review were associated variables were identified and critically analyzed, along with briefly describing the concept of business feasibility. The literature review also highlighted advantages and disadvantages associated with ecommerce business. Similarly, findings obtained from research participants also echoed the same that it is feasible for small-scale apparel business manufacturers to start e-commerce as it would help them to increase customer base as well as business revenue. In addition, respondents also provide valuable recommendations for aspiring businessmen and entrepreneurs planning to start e-commerce business in apparel industry. 
[bookmark: _Toc522639632][bookmark: _Toc523852835]Research   Questions 
The aim of this research is to study the feasibility of initiating e-commerce business by small-scale apparel manufacturers. In other words, the researcher will seek to analyze the existence and extent of feasibility of migrating small-scale apparel business to online portals.  	
Research Objectives-
· To analyze the ways of forging business relationship with other companies
· To study the ways of attracting and developing relationships with new companies

Research questions-
1. How small-scale apparel manufacturers could forge business relationship with other companies?
2. What are the ways of attracting and developing relationships with new companies?
3. How much feasible it is for small-scale apparel manufacturers to start e-commerce business?
4. What possible strategies could be recommended for aspiring businesses to address potential barriers in e-commerce business?  
[bookmark: _Toc522639633][bookmark: _Toc523852836]Research   Philosophy 
In this research incorporates the methodology of Realism based on primary data collection techniques. This type of research philosophy defines the reality based data collected from respondents and data should be independent. This type of philosophy depends on an assumption of a scientific method to the improvement of knowledge. Realism Research philosophy is divided into two segments which are critical and direct realism philosophy. Direct philosophy is also called Native realism that involves the fact which is based on the information of what is visible in front of you only that you can get in return. That portrays the universe via individual human sense. Critical realism describes the fact that involves the sensation and real world image in terms of human experience. In critical realism does not involve the real world image (Bryman and Bell, 2015).
In this research study involves the information of development of business, apply new ideas, maintain a good relationship with other companies, increase the profit, acceptance and reaction of customers, solution the problems, supply chain management. This research performed on the basis of primary data collection and feasibility study of starting an ecommerce business as small scale industry. Nowadays starting a new business on online web is not a new concept in India however some industry does not introduce them in online market (Merriam and Tisdell, 2015). This realism research philosophy incorporates the nature, knowledge improvement and source which involve the methodology of collection data from respondents in direct interview session. In this research philosophy scientific data collection method has been taken for better response and all collective data is reality dependent. This research involves the human perspective on the mentioned topic regarding the changes need, the acceptance of manufacturing products by company end (Smith, 2015).
The researcher followed deductive approach which denotes the development of hypothesis depending upon existing theory, research strategy to examine the hypothesis. Deductive approach has been granted due to the explained the casual relationship with variables and concepts, measured the quantitative concepts, collected all research findings in general ways.
Primary Qualitative research method has been chosen to get a clear vision of the research outcomes. Primary Qualitative research method involved a non numeric collective data such as notes, audio, text documents, video, image, audio recordings and interview transcripts. The intention of this research method is to collect proper data from all respondents directly in a limited period of time and remove other irrelevant data (Taylor, Bogdan and DeVault, 2015).  

Research Methodology

According to the qualitative research, the researcher has conducted an interview session with business manager, marketing manager, strategic planner, human relationship manager and business developer in this research on basis of sampling techniques.

[bookmark: _Toc522639634][bookmark: _Toc523852837]Literature Review
It is a known fact that adaptation of modern commerce techniques drastically escalates the brand value, corporate identity and global image of any company. In the apparel industry, the impact can be noticed more so than others (Chen, Su and Widjaja, 2016); electronic marketing media have resulted in a more effective dissemination of apparel and accessories which has in turn increased the national expenditure in India around fashion products. This literature review briefly summarizes key points that have direct and indirect impact on apparel industry globally with special comparative emphasis on India. It can be divided into three major sections: Concept of Feasibility, Variables and Critical Analysis
[bookmark: _Toc522637057][bookmark: _Toc522639635][bookmark: _Toc523852838]Concept of feasibility 
E-commerce has emerged recently; its feasibility in relation to apparel industry can be assessed by understanding four basic concepts: Market, Technical, Financial and Organizational. Market Feasibility refers to how e-marketing affects the overall industry. Technical feasibility refers to the IT requirements in e-marketing operations along with their ease of access and procurement. (Chiu et al., 2014) Financial feasibility assesses monetary requirements to carry e-commerce operations and lastly, Organizational feasibility refers to organizational needs, for example the organizational structure to carry out an online fashion store. 
[bookmark: _Toc522637058][bookmark: _Toc522639636][bookmark: _Toc523852839]Variables
There are several variables that affect an industry as globally widespread as apparel and fashion industry (Smith, 2015). These include the various types of ecommerce operations within the fashion industry, the perspectives of industry market and its consumers, and lastly the motivation factors that make e-commerce methods ideal for modern consumption habits. 
Types of E-commerce in the apparel industry: There are three e-commerce types in the apparel industry - Business to Business, Business to Consumer and Consumer to Consumer. While there are four major e-commerce operations overall (fourth being government to government operation), fashion e-commerce types are based on business and consumer relation and interaction.
· Business to Business: This type of e-commerce is very widespread throughout the world and can be evidently marked in India. Business to Business (B2B) technique has two or more businesses collaborating to achieve their respective goals. Example: Popular Indian e-commerce website “Jabong” has made deals with several local Indian businesses to sell their products exclusively.
· Business to Consumer: This is direct business and consumer interaction through e commerce platforms. This includes social media apps such as Instagram (Hartmann, Psillos and Frigg, 2017). Popular online businesses sell their products directly through these platforms. Example: Lisa Says Gah, a popular Instagram based fashion brand. 
· Consumer to Consumer: This e-commerce type is based on interaction between two or more consumers of similar or same products (Bryman and Bell, 2015). This can be carried through direct messaging between two consumers or one consumer could sell a product through a website such as Amazon or Ebay. 
Market & Consumer Opinion: 
There are two major perspectives at play when it comes to effective commerce and business operations - market and consumer. Market opinion on e-commerce practices determines whether an industry such as fashion can be suitable and profitable through those practices (Zhao et al., 2016). Consumer Opinion determines whether customers are ready for a new approach to marketing and if they prefer it more than traditional marketing. These two opinions lead to the assessment of motivation variables for e-commerce. Motivation variables are factors that determine effectiveness of an operation via means of motivation. 

Figure 1: Motivation Factors
(Source: Created by Learner)
[bookmark: _Toc522637059][bookmark: _Toc522639637][bookmark: _Toc523852840]Critical Analysis: 
Critical Analysis of e-commerce practices can be done by various methods; in this literature review four methods have been employed: assessment of e-commerce and traditional marketing differences, International markets compared to Indian markets, Advantages and disadvantages of e-commerce practices. 
[bookmark: _Toc522637060][bookmark: _Toc522639638][bookmark: _Toc523852841]Difference between E-commerce and Traditional marketing
There are several notable differences between e-marketing and traditional marketing, the most prominent one being their location of business. Traditional marketing equips physical stores, kiosks and stalls while e-marketing is based on electronic spheres such as websites, apps and portable devices (Leong et al., 2016). Another difference is that of interaction - traditional markets are one sided, interactions happen through feedbacks but are not as rapid as e-markets. According to McLachlan and Garcia (2015), e-commerce methods garner an unlimited audience since the reach is widespread unlike traditional ones. E-market operations are cheaper than traditional since the former is digital based hence less expenditure on physical aspects are done. Furthermore, e-markets in fashion industry provide comparable products and prices which cannot be provided by Traditional markets. These were a few prominent differences between electronic markers and traditional markets.
[bookmark: _Toc522637061][bookmark: _Toc522639639][bookmark: _Toc523852842]India vs. International markets
International e-commerce practices have been developed and evolution since the realization of internet’s scope. In the fashion industry, NetMarket and Internet Shopping Network were the first e-commerce platforms, both were launched in 1994 after which Amazon.com and eBay were launched in 1995 (Oliveira and Dhillon, 2015). These were not exclusively apparel based unlike today where there are several Apparel only websites such as Fashion Nova and the Indian based websites Jabong and Myntra. In India, renowned international brands have penetrated the national market through e-commerce practices. Brands such as Nike, Adidas and Puma were already successful in the subcontinent but have reached greater heights in terms of profit and brand image via their websites, online advertisements, and credit card and debit card deals and so on. Moreover, previously less renowned brands such as Converse and Vans have successfully entered India to critical and commercial success due to e-commerce practices. 
[bookmark: _Toc522637062][bookmark: _Toc522639640][bookmark: _Toc523852843]Advantages & Disadvantages of E-commerce in apparel industry
Every business operation needs to be reviewed with respect to concept of feasibility which helps assess and understand their advantages and disadvantages (Wang, Wang and Liu, 2016). For e-commerce operations there are a plethora of advantages empirically with respect to modern needs of current generation:
· Availability: E-markets are open 24/7 for the entire year. Unlike traditional apparel stores, e-markets are not closed due to festivals, national holidays and similar situations. An individual can order apparel anytime and anywhere they want with the aid of an internet connection.  
· Deals: E-commerce operations provide compelling offers and discounts to customers for more engagement.
· Time: It is much time saving to order clothes online than go outside to a traditional market. 
· Options: E-markets provide a plethora of choices from which consumers can compare various parameters.

The Disadvantages of e-commerce methods in apparel industry are:
· Privacy: Internet security is an issue that has been plaguing e-commerce connoisseurs since its inception. Transaction details, private data etc are all susceptible to be tracked by cyber-criminal
· Internet Dependency: Electronic commerce is fully dependent on internet infrastructure; without a fast and resilient internet connection, they will become obsolete. 
· Product Quality: Often product quality cannot be accessed via e-markets because of lack of information provided by businesses. Traditional markets provide a platform for physical tests of products.
· Misleading Information: Information based on product manufacturing, hidden costs etc can be easily mislead to the consumers.


Figure 2: Advantages and Disadvantages of E-Commerce
(Source: Created by Learner)


[bookmark: _Toc522639641][bookmark: _Toc523852844]Description   of context and participants 
This research involves the non probability purposive sampling technique on the basis of research demands (Fusch and Ness, 2015).  This non probability purposive sampling technique defines a study on a group of selective respondents who are interested in this research methodology based on their consent and agreement. These sampling techniques cannot target the whole population of a particular category however it perform its task only some of selective respondents those are part of this population. In this research those five persons who are chosen for interview session, have the background of monitoring business, market research regarding product, profit and loss.

	Posting of interview
	Age
	Year of experience in same company

	Business manager
	48
	12

	Marketing manager
	32
	4

	Strategic planner
	35
	4

	Human relationship manager
	35
	1

	Business developer
	40
	16



The non probability purposive sampling technique has been selected for this feasibility study because of its time effectiveness, very easy to use and less expensive than probability sampling techniques. This sampling method is applicable when a research needs a very small number of respondents for a particular research. In that time it works very efficiently and produces output at very less time.  The researcher has chosen non-probability purposive sampling technique for a feasibility study to develop an ecommerce business in terms of small scale clothing industry to get a better outcome (Pappas et al., 2017).
[bookmark: _Toc522639642][bookmark: _Toc523852845]Explanation   of data collection steps 
The interview process has been selected for this research study and performed on the organization hierarchy such as business manager, marketing manager, strategic planner, entrepreneur and business developer followed by five open ended questions. [Refer to appendix 1]
Before starting the interview process, the researcher has approached to the participants and explained the purpose of conducting interview. If they had given permission and agreed to the conditions then they had signed a consent letter explaining all the details, purposes and outcomes of this interview. Those who were not agreed to sign this consent paper; they were not going to participate to this interview process. Those questions were asked in this interview session to that selective participant who were signed and agreed to the consent paper.
[bookmark: _Toc522639643][bookmark: _Toc523852846]Explanation   of data analysis 
The researcher had analyzed data based on two themes, formulated from research questions. The themes are- 
· How to make relationship between existing companies and other companies.
· How to develop relationship with new growing industries. 
Primary qualitative data has been sorted as per aforementioned two themes and all collected data has been analyzed regarding those two themes. The researcher can connect these two themes with this study. This research involved the verbal conservation and those data was classified, summarized later. All retrieved answer has to reformulate depending on every question to each respondent. Every raw data collected from respondents tried to make it sensible and created a connection between them (Ingham, Cadieux and Berrada, 2015).
[bookmark: _Toc522639644][bookmark: _Toc523852847]Preliminary   findings 
After interview session was done there are found some basic findings regarding the questionnaire. According to the business hierarchy of this apparel company, awareness of social media has just increased and customer has purchased apparel from various online portals. So clothing has its own market already in ecommerce. If they use that platform for their business they can growth very efficiently. If the company collaborating with others existing company, it would be a very good chance for them for their business growth. The business representation is increased the market, customers, brand awareness and showing the different aspects of company. Every employee who is the responsible person for business growth and development has agreed to the fact that this online portal has the feasible idea to develop their business and that is a very good business strategy according to them. The Business development team has same opinion that growing market for business can be very easier if the company is to collaborating with other existing small scale company. That will help them to know the market, use the existing company brand name, achieve the highest selling rate, get the good response from customer end, learn business strategy, increase profit in a short duration of time. 
 
[bookmark: _Toc522639645][bookmark: _Toc523852848]Discussion   that emerged from findings 
According to Business Manager, awareness of social media has just increased and customer has purchased apparel from various online portals. So clothing has its own market already in ecommerce and commerce. If they use that platform for their business they can growth very efficiently. If there company can collaborate with others company, it would be a very good chance for them for their business growth. For other companies business manager suggested them to know the market first and then use their idea for further implementation. Newcomers always try to use online portal for brand promotion and brand awareness for better aspects.  
According to Marketing Manager, online portal is always being a better option to sell products in an innovative way. Due to ecommerce it helps both parties such as the consumers and the manufacturers. Manufacture can show their skill and efficiency by creating new and different items from each other. If company want make better quality products at the very first stage in less amount then there is only chance to collaborate with one of the existing company to produce better items. In early stage of beginning a new company financial support is needed. The best way to attract new customers is added a feature of highest rating items that is the suggestion for the newcomers.  
According to Strategy planner, online portal is the only place where every manufacturer can show their abilities, varieties of products and new innovative ideas. For better performance and growth of business every business person should know their customer requirements, desire. Company can grow easily at very first stage to collaborate with other existing companies and try to learn the strategy for growing their market. When a new business has to start investors are needed to help newcomers financially. They should learn the business strategy that can help them later. In online portal key features of each product always highlighted that can attract consumer to purchase the products very easily. 
According to Business Developer, online portal is the only way to attract the customer very efficiently and quickly and there is no requirement for promotion of a brand to the market. A brand new company can use the platform of other existing company to improve the brand quality. In online portal a wish list section is required for the customer preferences and card details are saved for future purchases. Those are the advices for newcomers.
According to Entrepreneur, online portal is necessary for getting the information of customer’s requirements and their like, dislike, their preferences. Fashion trends are always changed time to time. So the manufacturer should know the current trend and make the products according to the trend and customer preferences. The new company can easily grow its business to collaborate with other existing business and make the new company profit at highest level. For newcomers’ suggestion, a section named “related items as you have been seen” could be kept in online portal to increase your profit and sell. If the option is huge then selling rate is increased also. 

10. Limitations and ethical consideration
 
For small scale industries, they got certain formula to follow they find hard to use this research .The understanding of the market is very important "how their products are involved with" once they find their market they can use this implementation it will be helpful. The collaboration with new companies, there may be chance of sharing the information company's ideas and their strategy only to a certain level. if it goes beyond that result in bad relationship or it may broke with particular company.

Meetings were held with the people who belong to the same organization in different position. On the basis of the information the researcher developed 5 questions and commenced the individual interviews, the participants are given time to add their information or provide related information that the question did not probe. The researcher has provided documentation regarding the purpose of study and consent document to complete before interview.

Once the work is done the researcher going to keep all the documents confidentially and use it for the further research. 
11. References 
Journals
Chen, J.V., Su, B.C. and Widjaja, A.E., 2016. Facebook C2C social commerce: A study of online impulse buying. Decision Support Systems, 83, pp.57-69.
Chiu, C.M., Wang, E.T., Fang, Y.H. and Huang, H.Y., 2014. Understanding customers' repeat purchase intentions in B2C e‐commerce: the roles of utilitarian value, hedonic value and perceived risk. Information Systems Journal, 24(1), pp.85-114.
Fusch, P.I. and Ness, L.R., 2015. Are we there yet? Data saturation in qualitative research. The qualitative report, 20(9), pp.1408-1416.
Hartmann, S., Psillos, S. and Frigg, R., 2017. How Does Philosophy of Science Make a Difference in the World We Live In?: A Conversation with Stephan Hartmann, Stathis Psillos, and Roman Frigg. Balkan Journal of Philosophy, 9(1), pp.79-82.
Ingham, J., Cadieux, J. and Berrada, A.M., 2015. e-Shopping acceptance: A qualitative and meta-analytic review. Information & Management, 52(1), pp.44-60.
Leong, C.M.L., Pan, S.L., Newell, S. and Cui, L., 2016. The Emergence of Self-Organizing E-Commerce Ecosystems in Remote Villages of China: A Tale of Digital Empowerment for Rural Development. Mis Quarterly, 40(2), pp.475-484.
McLachlan, C.J. and Garcia, R.J., 2015. Philosophy in practice? Doctoral struggles with ontology and subjectivity in qualitative interviewing. Management Learning, 46(2), pp.195-210.
Oliveira, T. and Dhillon, G., 2015. From adoption to routinization of B2B e-Commerce: understanding patterns across Europe. Journal of Global Information Management (JGIM), 23(1), pp.24-43.
Pappas, I.O., Kourouthanassis, P.E., Giannakos, M.N. and Lekakos, G., 2017. The interplay of online shopping motivations and experiential factors on personalized e-commerce: A complexity theory approach. Telematics and Informatics, 34(5), pp.730-742.
Wang, W.T., Wang, Y.S. and Liu, E.R., 2016. The stickiness intention of group-buying websites: The integration of the commitment–trust theory and e-commerce success model. Information & Management, 53(5), pp.625-642.
Zhao, W.X., Li, S., He, Y., Chang, E.Y., Wen, J.R. and Li, X., 2016. Connecting social media to e-commerce: Cold-start product recommendation using microblogging information. IEEE Transactions on Knowledge and Data Engineering, 28(5), pp.1147-1159.
Books
Bryman, A. and Bell, E., 2015. Business research methods. Oxford, Oxford University Press
Merriam, S.B. and Tisdell, E.J., 2015. Qualitative research: A guide to design and implementation. NJ: John Wiley & Sons.
Smith, J.A. ed., 2015. Qualitative psychology: A practical guide to research methods. Thousand Oaks, Sage.
Taylor, S.J., Bogdan, R. and DeVault, M., 2015. Introduction to qualitative research methods: A guidebook and resource. NJ: John Wiley & Sons.



[bookmark: _Toc522639647][bookmark: _Toc523852849]12. Appendices
[bookmark: _Toc522639648][bookmark: _Toc523852850]Appendix 1: Interview Schedule
The questions are-
1. What factors prompted you to introduce apparel business into online?
2. Is taking small-scale apparel business to online portal a feasible idea?
3. How far successful have you been in forging new business relationship with other companies?
4. In your opinion, what factors help in attracting and developing relationship with new companies?
5. What would be your recommendations for other small-scale apparel businesses that are planning to start ecommerce business?


[bookmark: _Toc522639649][bookmark: _Toc523852851]Appendix 2: Interview Transcript
[bookmark: _Toc522639650][bookmark: _Toc523852852]Response from first interviewee (Business Manager)
	Questions 
	Answers 

	What factors prompted you to introduce apparel business into online?
	“To increase the industry size, revenue growth”

	
Is taking small-scale apparel business to online portal a feasible idea?


	“Yes. Because everyone is aware of social medial and various online portal. That can increase our business.”

	How far successful have you been in forging new business relationship with other companies?


	“Collaborating business with other increase the business market.”

	In your opinion, what factors help in attracting and developing relationship with new companies?
	“Help to develop business in a better way and maintain an innovative structure.”

	What would be your recommendations for other small-scale apparel businesses that are planning to start ecommerce business?
	“If you want to progress your business then online portal is the best option for you.”



[bookmark: _Toc522639651][bookmark: _Toc523852853]Response from second interviewee (Marketing Manager)
	Questions 
	Answers 

	What factors prompted you to introduce apparel business into online?
	“Try new online modes for better response from clients and increase the brand awareness”

	
Is taking small-scale apparel business to online portal a feasible idea?


	“Yes, sure. To show your skills in innovative way.”

	How far successful have you been in forging new business relationship with other companies?


	“Improve product quality”

	In your opinion, what factors help in attracting and developing relationship with new companies?
	“Get financial support”

	What would be your recommendations for other small-scale apparel businesses that are planning to start ecommerce business?
	“Keep one section for highest rated products in recommendation.”


.
Response from third interviewee (Strategic Planner)
	Questions 
	Answers 

	What factors prompted you to introduce apparel business into online?
	“Showing the capabilities what the company can done and new design”

	
Is taking small-scale apparel business to online portal a feasible idea?


	“Yes, obviously. Know your customer in different way.”

	How far successful have you been in forging new business relationship with other companies?


	“It can help to know the market.”

	In your opinion, what factors help in attracting and developing relationship with new companies?
	“To learn how to promote business and learn the business strategy.”

	What would be your recommendations for other small-scale apparel businesses that are planning to start ecommerce business?
	“The key points should be highlighted in your business that will help you most.”



[bookmark: _Toc522639652][bookmark: _Toc523852854]Response from fourth Interviewee (Business Developer)
	Questions 
	Answers 

	What factors prompted you to introduce apparel business into online?
	“Attractive new consumer in an efficient way”

	
Is taking small-scale apparel business to online portal a feasible idea?


	“Yes. No extra cost needs to promote your materials.”

	How far successful have you been in forging new business relationship with other companies?


	“Increase profit”

	In your opinion, what factors help in attracting and developing relationship with new companies?
	“Get their platform of the existing brand”

	What would be your recommendations for other small-scale apparel businesses that are planning to start ecommerce business?
	“Always keep the section of wish list which describes the customer preferences. The purchase method would be easier for the next time.”



[bookmark: _Toc522639653][bookmark: _Toc523852855]Response from fifth Interviewee (Entrepreneur)
	Questions 
	Answers 

	What factors prompted you to introduce apparel business into online?
	:Improve the relation with customers and try to figure out the desire of them”

	
Is taking small-scale apparel business to online portal a feasible idea?


	“Yes. Easily get the information about market, new trends and customers.”

	How far successful have you been in forging new business relationship with other companies?


	“Higher Selling rate and get good response “

	In your opinion, what factors help in attracting and developing relationship with new companies?
	“Use the existing company’s brand name.”

	What would be your recommendations for other small-scale apparel businesses that are planning to start ecommerce business?
	“For business improvement keeps one section named “related products you have seen”. So that customer can view those items and more option will open in front of them for purchasing.”
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[bookmark: _Toc522636648][bookmark: _Toc523852856]Introduction 
This review is based on the assessment of Part 2 is a research project where I have studied the feasibility of starting e-commerce business by small-scale apparel businesses in India. Therefore, in this section I will review and reflect upon the activities done, identify the lessons learned and obstacles encountered and formulate action plans based on those learning. For this purpose, I will incorporate theoretical elements on reflective learning, especially from Gibbs Reflective Cycle. 
[bookmark: _Toc522636649][bookmark: _Toc523852857]Reflection 
Throughout this two part assignment, I have encountered several points that must be put forward to formulate a cohesive reflective review on the topics that have been studied. I have gathered three reflections with the help of Gibbs Reflective Cycle:
Reflection of learning 
Taking from Part 2, I have evaluated and come to the conclusion that e-marketing is not a luxury for modern businesses and their customers but a necessity. Research philosophies are quintessential in learning about a vast marketing field such as e-commerce. I have used primary qualitative research methodology to carry out the research project; I’ve equipped the philosophy of realism to provide the most practical plan of action for the project. I have henceforth learned that modern business operations cannot be practically successful without e-commerce. For a country like India, there might be some challenges but e-commerce is evidently growing with each passing year (Gomez-Herrera, Martens and Turlea, 2014). The project, which was based on feasibility of e-commerce in the world with emphasis on Indian apparel market, provided a thorough reflection of the scope of e-commerce in modern business.
Reflection of e-commerce barriers 
After completing both the parts of this assignment, I have discovered the primary challenges and barriers that revolve around e-commerce: The first challenge encountered was of security - cyber security is a major concern for consumers who are open to e-commerce and it leaves them vulnerable to cyber attacks which could possibly exploit their privacy and confidential data (Valentini, 2015). The second barrier was that of insufficient understanding of electronic commerce. For a developing country like India full digitalization of apparel industry will not be fruitful (Rahayu and Day, 2015). Comparing to Belgian fashion industry, I feel that there must be a balance in e-commerce and traditional commerce for every nation. The third barrier was that of decreasing social value - thus was concluded from both the parts and it gave an insight on why countries like Belgium and India were late in adopting e-commerce in fashion industry. This was due to the fact that they are both social countries driven by values of community and social interactions. 
Reflection of Methodology 
The journal review and my research project share a common variable - qualitative research. I have interviewed five individuals, all of whom have a different role in their respective companies and after conducting the interview I have learned about how different methodologies play a unique role. The complete exclusion of quantitative research has resulted in a gap in both the parents of this assignment, that gap is of collective public opinion (Hughes and Sharrock, 2016). The most popular quantitative method of research is survey and if I had conducted a survey for the project, I would have gained a thorough understanding of people’s perspective on the topic. In the journal which I have reviewed it did not feature any survey and arguably, a survey of at least 50 people would have facilitated in the article’s research process (Tuten and Solomon, 2017). I feel that mixed method of research is the most reflective since it covers more areas of project questions than a single research technique. After the interview I have understood that today, even small businesses need to have a provision of e-commerce expenditure because it is the future of every business operation and it cannot be ignored by anyone who wants to successfully establish their business. 
[bookmark: _Toc522636650][bookmark: _Toc523852858]Conclusion 
In conclusion, I have gained a vast knowledge about global business operations, especially relating to modern commerce methods such as social media strategy, electronic and mobile marketing operations. From the journal review I have learned about the Belgian Fashion Industry, their needs and the various constituents that affect the growth; I have also learned that for a large scale topic such as that of apparel and fashion industry, research methodologies do not require to be limited - they can be of different types sand that the usage of more techniques will result in a more practical and personal understanding of subjects. This was also learned through the research project along with a brief assessment of international e-commerce solutions along with Indian ones. I can also say that I have gained a deep understanding of the modern needs of business operations regardless of industry or country based. This reflection has been formulated after revising the project and addressing the learning outcomes that should be understood for sufficient subject study and analysis. 
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