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Abstract
This dissertation focuses on the UK fast-fashion sector and seeks to understand how these retailers can utilize e-commerce to achieve sustainable growth when entering the South Asian markets of India, Pakistan and Bangladesh. This dissertation also intends to address both theoretical and practical research gaps by applying the Uppsala Model, Transaction Cost Theory, Institutional Theory, The Resource-Based View and the Stimulus–Organism–Response model.
This dissertation adopts an interpretivist philosophy with an inductive approach and a mono-method qualitative design. This dissertation uses secondary data and follows a systematic literature review based on the PRISMA 2020 framework. Twenty records were identified across three databases, of which five were removed. The final review included 15 sources published in 2022, 2023, 2024, 2025 and 2026, of which 12 peer-reviewed articles were strongly rated and reports published by the industry were moderately rated. To analyse the six selected themes, namely market entry and internationalization, digital marketing localisation, consumer engagement and trust, operations and logistics, sustainability, and theoretical integration, I used Braun and Clarke's six-phase thematic analysis framework.
The findings show convergence and divergence in the three markets. The convergence patterns are the mobile-first consumer behaviour, the importance of the Gen-Y and Gen-Z consumers, and the sustainability attitude behaviour gap. The divergent patterns relate to the degree of institutional development, payment, logistics, and reputational risk. The findings show that of the three South Asian Markets, India is most convenient for direct and platform-based entry. Pakistan is most convenient for a hybrid platform-based approach and for Bangladesh a sustainability-based partnership-based approach most fits.
This study provides a theoretical contribution through the integration of a multi-level framework that encompasses firm, environmental and consumer-level views. It identifies a producer–consumer paradox and are situated in Bangladesh. From a practical standpoint, this study proposes six strategies for market entry: phased and platform-mediated entry, localized digital marketing, local credible influencer partnerships, verifiable trust signals, operations supported by platforms, and sustainability integrated from the being market entry. This study also outlines its boundaries and provides areas for further research.	
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Glossary
· Attitude-behaviour gap – The discrepancy between purchase decision behaviour and self-reported consumer preferences for sustainable purchase.
· Braun and Clarke's thematic analysis – A six phase system of identifying and analysing themes in qualitative data that begins with description and ends with reporting. The phases are familiarization, coding, searching for themes, reviewing, defining and naming, and reporting.
· Fast fashion – A business model in apparel with quick design cycles, high production, low costs, and a fast response to current designs. Fast fashion in the UK is represented by Boohoo, ASOS, Primark, and Shein.
· Glocal – A marketing and strategic model that is both standardized and localized.
· Open Network for Digital Commerce (ONDC) – An inter operable digital commerce network launched by the Indian government in 2022 to diversify digital commerce, decrease dominance of placement services, and reduce logistical barriers for all retailers.
· PRISMA 2020 – The 2020 Update of the Preferred Reporting Items for Systematic Reviews and Meta-Analyses that assists in creating a systematic review and provides clarity on citing and referencing in review searches.
· Producer-consumer paradox – A concept introduced in this dissertation that addresses the case of competing retailer and producer legitimacy in Bangladeshi export business models of selling ready-made garments.
· Ready-Made Garment (RMG) Sector: This term refers to the Bangladeshi branch of apparel manufacturing catering to global fashion houses. The RMG sector is important to the Bangladeshi economy but is the focus of intensive scrutiny of labour and environmental practices.
· Stimulus-Organism-Response (S-O-R) Model: This is a framework of consumer behaviour where certain stimuli will affect a person’s organism or internal-state and will lead to a measurable response.
· Uppsala Model: This refers to a theory of internationalization and is the staged, incremental model of entering foreign markets. The model's extension (Liesch and Welch, 2024) relates to platform-based, e-commerce, contemporary, and asynchronous models of internationalization.
[bookmark: _Toc240286706]Chapter 1: Introduction
[bookmark: _Toc240286707]1.1 Background to the Study
The last 20 years have seen the global fast-fashion sector transform dramatically. Where it used to be a primarily Western and physical sector, it is now globalisation and digital focused. Dzhengiz, Haukkala and Sahimaa (2023) explore how fast-fashion brands like Zara and H&M are now competing with ultra-fast-fashion brands like Boohoo and Shein. Ultra-fast-fashion brands employ digital supply chains and social media to market and sell their products in a matter of weeks. The digital economy is helping unprecedented global growth in ecommerce from emerging markets (UNCTAD, 2024)
The fast fashion industry in the UK is one of the most digitally advanced in the world. Boohoo, ASOS, Shein, and Primark are all highly digitally advanced fast fashion brands. As fast fashion brands face growing home market challenges and increasingly critical home market consumers about sustainability, brands are looking to the emerging markets that are highly digitally connected. The South Asian market is particularly attractive for fast fashion brands interested in engaging digitally connected consumers, as it has a young, highly connected population, with improved purchasing power and rapidly growing E-commerce (World Bank, 2024).
Three markets within South Asia are particularly important for UK fast fashion retailers. By 2025 India's e-commerce market will reach US$211.6 billion, largely due to the ONDC project, and the e-commerce payment system enhanced by the UPI (IBEF, 2024; Islam et al, 2024). Pakistan's B2C e-commerce market will reach US$7.7 billion in 2024 at a fast rate but heavily impacted by 75% cash-on-delivery payment (PCMI, 2024). Bangladesh's B2C e-commerce markets will reach US$6.8 billion in 2024, as seen in Research and Markets (2025), and Kundu et al. (2024) present empirical data on the increasing popularity of personalized digital recommendation services and mobile shopping among the youthful Bangladeshi audience. Bangladesh is paradoxical in that it is the second largest ready-made garment exporter to global fashion brands, while concurrently developing as a market for the same brands (Saif and Islam, 2025).
There is a fertile, multidisciplinary, and socially important area of research in the intersection of internationalization of UK fast fashion, the digital consumer growth of South Asia, and increasing demands for sustainability. This area of research has not been thoroughly explored in current academic studies.
[bookmark: _Toc240286708]1.2 Problem Statement
Although strategically valuable for UK fast-fashion retailers seeking new frontiers of e-commerce in South Asia, previous studies have yet to identify the relevant theories for this focus area. Fast-fashion internationalization studies concentrate on a single country, employ one theory, or examine consumer behaviour, digital marketing, or sustainability, separate from the rest. This yields a disjointed body of research that does not provide UK retailers, consultancies, or policymakers with a framework from which to make strategic decisions.
This research is driven by three gaps. The first is the theoretical integration gap, as no study has attempted to combine the Uppsala Model of internationalization, Transaction Cost Theory, Institutional Theory, the Resource-Based View, and the Stimulus–Organism–Response consumer behaviour model, to the best of my knowledge. Liesch and Welch (2024) have shown the asynchronous nature of internationalization, but their study has not addressed the platform-mediated fast fashion domain. The second is the geographic scope gap, as there have been few studies that focus on India, Pakistan, and Bangladesh as a three-country cluster, separate from the South Asia or emerging markets grouping. The third is the sustainability-strategy gap, as there has not been a strategic alignment to consider sustainability and fast fashion in the context of emerging market consumers from Generation Y and Z (Ellen MacArthur Foundation, 2024).
Through a systematic literature review, this dissertation attempts to collate the gaps through the application of the PRISMA 2020 reporting standards and to record the evidence using reviewed papers and institutional sources, which uses transparent inclusion criteria (Tedja et al., 2024).
[bookmark: _Toc236389064][bookmark: _Toc240286709]1.3 Research Aim 
This study will assess the market-entry and digital-marketing practices of the UK fast-fashion retailers venturing into South Asia through e-commerce.
[bookmark: _Toc236389065][bookmark: _Toc240286710]1.4 Research Objectives 
· To compare the e-commerce market-entry strategies available to UK fast-fashion retailers in India, Pakistan and Bangladesh.
· To examine how localisation, social media and influencer marketing can affect customer engagement.
· To identify the cultural, operational, legal and logistical barriers faced by retailers in the three countries.
· To recommend suitable strategies for competitive and sustainable growth.
[bookmark: _Toc236389066][bookmark: _Toc240286711]1.5. Research Questions 
Main Research Question
How can UK fast-fashion retailers use e-commerce market-entry and digital-marketing strategies to achieve successful and sustainable growth in India, Pakistan and Bangladesh?
Sub-Questions
· Which e-commerce market-entry methods are most suitable for UK fast-fashion retailers entering India, Pakistan and Bangladesh?
· How should retailers adjust their products, prices, online promotions, payment methods and delivery services for customers in each country?
· Which cultural, legal, logistical and sustainability issues may affect the long-term success of UK fast-fashion retailers in these countries?
[bookmark: _Toc240286712]1.6 Significance of the Study
There are three specific areas in which this study aims to provide value to academia, industry, and policy.
From an academic perspective, this dissertation helps to fill a gap in the literature by creating an integrated, multi-level theoretical framework. The framework includes the Uppsala, Transaction Cost, and Resource-Based views at the firm level, Institutional theory at the level of the environment, and the Stimulus-Organism-Response theory at the level of the consumer. This framework will also help to identify additional research opportunities in the field of e-commerce participation of emerging markets.
From a practical standpoint, this study outlines six strategic options for sustainable UK fast fashion retail market entry, including a range of entry options based on the use of different market platforms. Retail strategy consultants will be able to use the frameworks provided in this study when working with UK retailers to identify sustainable market entry options to additional markets beyond those included in this research.
From a policy perspective, this study will help South Asian and UK policymakers focus on attracting sustainable e-commerce to their markets. For example, the Indian ONDC is a state-backed, open export platform providing the facilities for institutional best cases (Islam et al., 2024) and provides an example for Pakistan’s payment infrastructure gaps and the need for a coordinated digital payment policy (PCMI, 2024), and from the Saif and Islam (2025) perspective, the emerging fashion markets of Bangladesh and other South Asian countries require combined labour and consumer protection policies.
[bookmark: _Toc240286713]1.7 Theoretical Framework Preview
An integrated five-theory framework is used for the first time in the dissertation. It is first sketched here and elabourated in Chapter 3. The Uppsala Model (Jan Johanson, 1975) cited in (Liesch and Welch, 2024) is the theory of internationalization used here and adapted to compressed and non-expanding platform-mediated entry. Transaction Cost Theory describes the economic rationale for platform partnership in high-friction emerging markets. Institutional Theory accounts for the sharp differences in regulatory and legitimacy across the three countries. The Resource-Based View explains which UK retailer resources can be transferred, and which resources are available locally and would be accessed through partnership. The Stimulus–Organism–Response model offers the consumer-level lens through influencer marketing, trust signals, and cross-cultural digital engagement.
[bookmark: _Toc240286714]1.8 Scope and Delimitations
Geographic scope
The study is limited to India, Pakistan, and Bangladesh. The South Asian countries of Sri Lanka, Nepal, Bhutan, and the Maldives, have been intentionally omitted to sustain an analytical focus. This delimitation is supported by the three countries’ inline market size, digital engagement, and UK fast-fashion retailers’ interest.
Industry scope
UK fast-fashion retailers are the focus of this study. UK-based and/or UK-operating firms in the fast-fashion model of swift turn-around in design, high volume, and low price, are the fast-fashion retailers of interest in this study. Examples include Boohoo, ASOS, Primark, and Shein.
Methodological scope
 This study employs a qualitative, secondary-data, systematic literature review. It is designed according to the PRISMA 2020 guidelines (Page et al., 2021; Tedja et al., 2024). In Chapter 2, the author provides rationale for the secondary data use.
Philosophical Scope
Study embraces an interpretivist philosophy and inductive approach (Mwita, 2024) and corresponds with the cross-cultural comparative aspect of the research questions.
[bookmark: _Toc240286715]1.9 Structure of the Dissertation
This dissertation has six chapters. Chapter One provides a background to the study and describes the problem and highlights the aim and objectives, research questions, and theoretical basis. It also outlines the significance and scope of the study. Chapter Two describes the research methodology and comprises the explanation of research philosophy, approach, systematic literature review methodology, PRISMA 2020 procedure, inclusion and exclusion criteria, quality assessment, data extraction, and thematic analysis. Chapter Three contains the findings of the literature and the review thematically and integrates the six themes and presents evidence from the three countries (India, Pakistan, and Bangladesh). Chapter Four describes the findings of the objectives based on the existing literature, the five frameworks, and the tensions and the convergences and divergences thus described. Chapter Five outlines the findings in relation to the gaps in theory, and the findings in relation to the themes and frameworks are outlined. Lastly, Chapter Six summarizes the key findings of the study, acknowledges some of the limitations of the study, and describes possible directions for future studies.


[bookmark: _Toc240286716]Chapter 2: Research Methodology
[bookmark: _Toc240286717]2.1 Introduction to the Chapter
This chapter utilizes the research onion to outline the study's methodology. Starting with the philosophical position and ending with the chosen technique for data analysis, this chapter details each layer of the research design. This chapter builds from the base of the research onion (research philosophy) to the top (data collection methods) and includes the following: research strategy and methodological choice, time horizon, the PRISMA 2020 search protocol and flow diagram, inclusion and exclusion criteria with quality appraisal, thematic analysis, trustworthiness and ethical considerations, and other appraisal frameworks. The chapter concludes with a brief overview of what to expect in chapter 4.
[bookmark: _Toc240286718]2.2 Research Philosophy
The study considers how philosophy and methodology deal with the meaning and nature of knowledge and reality. The study employs interpretivism and, in line with management research, considers the impact of philosophy on methodology (Mwita, 2024). In this sense, interpretivism is appropriate. Cultural, legal, and institutional differences influence the design of market-entry and digital marketing strategies in India, Pakistan, and Bangladesh.
The study adopts a relativist and constructivist ontology and recognises that there are different realities in the three countries. Knowledge is formulated subjectively based on the existing evidence, as opposed to viewing it as a single, objective reality. The research is also value-cantered, as the researcher makes value-related decisions when interpreting evidence. Therefore, interpretivism is more appropriate than positivism when examining strategic issues that are context dependent and cross cultural.
[bookmark: _Toc240286719]2.3 Research Approach
Management researchers primarily have two methods of reasoning: deductive and inductive. In the former, theory is advanced followed by the formulation of hypotheses that are subsequently tested. In the latter, hypotheses are generated from data. This study uses the latter of the two methods. The five theories explained in Chapter 3- the Uppsala model, Transaction Cost Theory, Institutional Theory, the Resource-Based View, and the Stimulus–Organism–Response model fall within the domain of inductive reasoning. Hence, these theories are not to be regarded as deductive hypotheses that will be tested.
Inductive reasoning naturally connects with interpretivism and with the qualitative secondary-data design employed here. Ahmed et al. (2025) argue this study’s use of Braun and Clarke (2006) thematic analysis relates to inductive, interpretivist research traditions. Specifically, they argue that, unlike the theory-driven approach, patterns within the data are identified through focused, repeated analysis of the data. Liesch and Welch (2024) provide an additional example of theory construction through repeated conceptual analysis, modifying the Uppsala internationalization model to a more inductive, non-linear, and teaching-based model of internationalization, which complements the approach to inductive scholarship used in this study.
[bookmark: _Toc240286720]2.4 Research Strategy and Methodological Choice
This research was conducted in accordance with the PRISMA 2020 guidelines (Page et al., 2021). These guidelines were used to conduct a qualitative review of relevant literature using secondary data. Sufficient evidence is available from the academic and industry sectors. Primary data collection would be sufficiently challenging within the time constraints of a master’s degree dissertation across India, Pakistan, and Bangladesh. The Research uses a qualitative approach along with the merits of an Inductive approach to develop an Interpretivist view of the phenomenon that is the focus of the research.
A mono-method qualitative approach was adopted using thematic analysis to investigate textual data that is secondary and available. This approach would assist in answering some of the many challenges related to research question framework. Abdelmeguid et al. (2025) provide further support for this approach showing how qualitative research can consolidate multiple fields of theory. While other methods could have been adopted, case studies would have placed restrictions on the research by focusing on individual cases, whereas ethnography and grounded methodology would have necessitated the collection of primary data which was not possible. A systematic literature review permits the breadth that this study requires.
[bookmark: _Toc240286721]2.5 Time Horizon
A cross-sectional time horizon was selected in this research. It allows for the examination of fast-fashion e-commerce in the UK and South Asia for a specific period. The use of a longitudinal time frame would entail a considerable amount of time for data collection and research beyond the master’s dissertation limit. However, some sources have been reviewed for the period of 2022 to 2026 to observe the trends and advancements during this period and not have a longitudinal time frame for this research.
[bookmark: _Toc240286722]2.6 Data Collection: Secondary Data Search Protocol
[bookmark: _Toc240286723]2.6.1 Databases
This research integrates three flexible academic databases. Google Scholar offers a wide range of open-access articles including MDPI, Springer Open, Frontiers, Nature and grey literature. PubMed provides methodologically sound articles and fast-fashion studies with complex consumer behaviour and health-related sustainability and research of methodology and thematic analysis. Web of Science offers fast, high-impact and indexed articles from peer-reviewed business journals.
[bookmark: _Toc240286724]2.6.2 Search strings
In total, six primary Boolean search strings were developed to correspond to the six thematic areas constructed in Chapter 2. These were used in all three databases, with minor adjustments made to the syntax as required by the respective database.
· String 1 – Market Entry & Internationalisation: (“e-commerce” OR “cross-border e-commerce”) AND (“market entry” OR “internationalization”) AND (“fast fashion” OR “fashion retail”) AND (“India” OR “Pakistan” OR “Bangladesh”)
· String 2 – Digital Marketing Localisation: (“digital marketing” OR “social media marketing”) AND (“localisation” OR “adaptations” OR “standardization”) AND (“emerging market” OR “India” OR “Pakistan” OR “Bangladesh”)
· String 3 – Consumer Engagement & Influencers: (“influencer marketing” OR “social media influencer”) AND (“fashion” OR “apparel”) AND (“purchase intention” OR “buying behaviour”) AND (“India” OR “Pakistan” OR “Bangladesh”)
· String 4 – Operations & Logistics: (“e-commerce logistics” OR “last-mile delivery” OR “cash on delivery”) AND (“India” OR “Pakistan” OR “Bangladesh”) AND (“fashion” OR “apparel”)
· String 5 – Sustainability in Fast Fashion: (“fast fashion” OR “sustainable fashion” OR “circular fashion”) AND (“sustainability” OR “circular economy”) AND (“emerging market” OR “South Asia”)
· String 6 – Theoretical Framework: (“Uppsala model” OR “transaction cost theory” OR “institutional theory” OR “resource-based view” OR “stimulus-organism-response”) AND (“e-commerce” OR “internationalisation”)
[bookmark: _Toc240286725]2.6.3 Search Process
The eight steps of the search process are outlined below. Search strings were used across three different databases and limited to 2022 to 2026. Results were displayed in order of relevance. Records were entered in Excel, and the following source information was documented: authors, year of publication, name of journal, DOI, database, open-access, and relevance score. After the completion of the preliminary searches, a snowball search was conducted, and inclusion and exclusion criteria were applied and assessed for quality along with the preliminary searches documented.  This process is consistent with Tedja et al. (2024). Of the 20 records initially identified, 15 were included in the final review.
[bookmark: _Toc240286726]2.6.4 PRISMA 2020 Flow Diagram
The selection process is illustrated in the PRISMA 2020 flow diagram (Page et al., 2021) and is shown in Figure 3.1. Of the 20 records identified, the five records that were excluded were: one was paywalled, two had an incorrect geographic focus, one was published prior to 2022, and one had an author name mismatch. The remaining 15 records passed the full-text assessment and were included in the thematic analysis. This process provides transparency and strengthens methodological rigor.
[bookmark: _Toc240286727]2.6.5 Data Extraction
From each source included in the thematic analysis, data were extracted pertaining to the authorship, year, geographic focus, type of publication, methodology, theory, themes, and key findings. The studies in this analysis included conceptual, qualitative, mixed method, experimental, quantitative survey, and controlled experimental studies (Islam et al., 2024, Saif and Islam, 2025, Demyen, 2024, Peleg Mizrachi and Tal, 2024, Afzal et al., 2024, Liu and Yahya Dawod, 2025). This methodological diversity employed triangulation. The data presented in Table 3.2 were the foundation for the thematic analysis.
[bookmark: _Toc240286728]2.7 Inclusion, Exclusion and Quality Appraisal
[bookmark: _Toc240286729]2.7.1 Inclusion and exclusion criteria
The inclusion and exclusion criteria must be systematically defined to allow only the sources that are relevant, high quality, and topically pertinent to the review. The criteria were primarily concerned with four issues. The first was the relevance to the research questions. The second was the quality of the sources, in that only the peer-reviewed and published within reputable institutions literature was included. The third was the recency of the sources, with a publication timeframe of 2022 to 2026. The fourth was the geographic focus on India, Pakistan, and Bangladesh. The complete list is presented in Table 2.1.
Table 2.1 Inclusion and Exclusion Criteria
	Criterion 
	Inclusion
	Exclusion

	Time frame
	Published 2022 to 2026
	Before 2022

	Language 
	English only 
	Any other language

	Access
	Full-text 
Open access with downloadable PDF
	Pay walled or abstract only

	Source type 
	Peer-reviewed articles from Google Scholar, PubMed or Web of Science, recognised industry reports  (IBEF, PCMI, Research and Markets)
	Blogs, opinion pieces, unverified news, undergraduate theses, non-indexed conference papers

	Geographic focus
	India, Pakistan, Bangladesh or emerging-market comparative studies
	Sri Lanka, Nepal, or unrelated regions

	Tropical focus
	E-commerce, digital marketing, fashion retail, internationalisation, consumer behaviour, sustainability
	Unrelated sectors such as pharmaceuticals, automotive, agriculture

	Methodological rigour
	Clear methodology, peer-reviewed or reputable institutional
	Unclear methodology, predatory journals, retracted articles

	Author verification
	Author names verifiable against publisher page and downloadable PDF
	Inconsistent author names between source and PDF



[bookmark: _Toc240286730]2.7.2 Quality appraisal
Included sources underwent a quality appraisal beyond inclusion filtering for further rigor. Six criteria were employed for quality assessment: clarity of aims, methodological rigor, relevance of context, credibility of data, level of analysis, and significance to this study. For each criterion, following a modified version of qualitative appraisal frameworks, sources were rated Strong, Moderate, or Weak. The results for each of the fifteen included sources are shown in Table 3.3.
Overall ratings of Strong were given to twelve of the fifteen sources, all of which were peer-reviewed articles. The three rated Moderate (IBEF, PCMI, and Research and Markets) were retained for the valuable, contemporary, market-related data, and were given secondary consideration in the analysis. No rated source was given a Weak overall citation. The ratings for the industry reports target the lack of contemporary peer-reviewed reports, while assuring the value of timely industry-related reports.
[bookmark: _Toc240286731]2.8 Data Analysis: Thematic Analysis Procedure
Braun and Clarke’s (2013) six-phase reflexive thematic analysis was employed to analyse the 15 studies in line with Ahmed et al. (2025) and Byrne (2022). The six phases consist of familiarization with the data, initial code generation, theme identification, review of themes, defining and naming themes, and the final report.
The sources were read at several instances and initial notes were recorded. Following this, relevant sections of the text were coded and placed in Excel. From there, codes related to the same theme were grouped together. The working themes were reviewed for coherence and differentiated from each other prior to finalization. The final themes were intended to answer the study questions and enabling cross-country comparable analysis of India, Pakistan, and Bangladesh as well as the five-theory framework with the findings.
Coding was done in Excel with three sheets; source log, coding, and codebook. Excel was used as it is free to use, has transparent procedure, and is the most appropriate software for thematic analysis at master’s level.
[bookmark: _Toc240286732]2.9 Trustworthiness and Rigour
In qualitative research, the focus is not on the positivist concepts of reliability and validity, but on the four traditional trustworthiness criteria: Credibility, Transferability, Dependability, and Confirmability.
For credibility, triangulation across the three databases is used along with a variety of sources (peer-reviewed academic articles and reputable industry reports), a cross-country comparative analysis, and an Excel audit trail linked directly to the PRISMA diagram (Figure 3.1), the data extraction table (Table 3.2) and the quality appraisal (Table 3.3).
For transferability, a thick description of the country contexts of India, Pakistan, and Bangladesh is provided, so that the readers can evaluate the extent to which the findings can be applied to other emerging markets that are similar.
Dependability is shown in the research through the documentation of the six search strings (Section 3.6.2), the inclusion and exclusion criteria (Table 3.1), the quality appraisal criteria (Section 3.7.2), and the coding process. This allows anyone to search and screen for similar data.
Confirmability is shown through the complete Excel audit trail, citing a range of different examples in Chapter 4, and through a positionality statement of the researcher in Section 3.2. This acknowledges that interpretation is value laden and explains the audit trail.
[bookmark: _Toc240286733]2.10 Ethical Considerations
The research does not involve human participants and does not raise confidentiality issues, since the only data used are secondary and sourced from the public domain and offered on an open access basis. All data are acknowledged and cited in accordance with the Harvard style. No data were quoted verbatim more than 15 words. The research was conducted in accordance with the UWTSD guidelines for research with secondary data. The Creative Commons licenses of the cited data ensure there are no issues with copyright.
[bookmark: _Toc240286734]2.11 Chapter Summary
This chapter explains in detail the design and methods of the research, including the use of the 2020 PRISMA framework, and the inductive, qualitative, cross-sectional, and secondary data methods, as well as Braun and Clarke's six phases of thematic analysis. The following chapter will outline the findings of the research.


[bookmark: _Toc237007909][bookmark: _Toc240286735]Chapter 3: Thematic Review
[bookmark: _Toc237007910][bookmark: _Toc240286736]3.1.1 Introduction to the Chapter
This chapter presents a critical thematic review of the literature regarding market entry and digital marketing strategies of UK fast fashion retailers in the South Asian e-commerce markets. It focuses on areas of internationalization and market entry, digital marketing localisation, consumer engagement and influencer marketing, operational and regulatory challenges, sustainability, and frame of related theories. Based on recent industry and peer-reviewed studies, this chapter integrates firm, environmental and consumer- level approaches from a five-theory perspective. It also identifies key gaps in the literature of existing studies and forms the basis for the thematic analysis of India, Pakistan, and Bangladesh.
[bookmark: _Toc237007911][bookmark: _Toc240286737]3.1.2 Internationalisation and E-Commerce Market Entry
The traditional Uppsala model describes retail internationalization as a gradual stepwise process. Recent progress describes this as a non-linear growth process characterized by a balance between external opportunity and internal capability (Liesch and Welch, 2024). This perspective is especially pertinent to digital retailers. Domestic firms can now collect market data and customize digital offerings to international markets without a heavy initial investment. This perspective also supports a stepwise digital-first strategy for UK fast fashion retailers focusing on South Asia. This strategy prioritizes market entry through third party digital retail channels as a precursor to deeper investment.
There are three primary e-commerce entry strategies for international market entry. Direct-to-Consumer (DTC) can be facilitated through the firm’s own digital retail website or mobile app. This entry method provides higher profit margins and more control. However, the trade-off is a higher investment. Fast fashion retailers can also leverage the digital retail channels of third-party e-commerce marketplaces. For example, Myntra, Flipkart, and Amazon India, as well as Daraz, which services Pakistan and Bangladesh. Hybrid models of these three entry strategies, as well as Transaction Cost Theory, provide multiple pathways to entry. Integrative emerging-market frameworks stress that context-specific adaptation outperforms generalised strategies (Indiani et al., 2025).
Organisation-specific practices sharply shape strategy. For instance, Indian e-commerce is expected to be around US$211.6 billion by 2025. Although the landscape is being shaped by the ONDC, large marketplaces dominate the Indian e-commerce sector (IBEF, 2024). In 2024, Pakistan's e-commerce sector stood at around US$7.7 billion, comprising around 75% mobile-first purchases and cash-on-delivery (PCMI, 2024). Meanwhile, in 2024, Bangladesh's e-commerce sector was valued at around US$6.8 billion and continues to grow along with the second largest ready-made garment base in the world (Research and Markets, 2025).
Table 3.1 - Comparison of E-Commerce Entry Modes for UK Fast-Fashion Retailers
	Entry mode
	Capital required
	Control
	Speed to market
	Reach
	Best-fit country

	Own website / D2C
	High
	Very high
	Slow
	Limited
	India (Tier-1 metros)

	Third-party marketplace
	Low
	Low–Medium
	Fast
	Very high
	Pakistan, Bangladesh

	Hybrid
	Medium
	Medium–High
	Medium
	High
	India (marketplace + ONDC + D2C)

	Cross-border direct
	Very low
	High
	Very fast
	Small
	All three (test phase)

	Local partnership / JV
	Medium–High
	Medium
	Medium
	High
	Bangladesh


[bookmark: _Toc237007912]Source: Self Developed


[bookmark: _Toc240286738]3.1.3 Digital Marketing Localisation and Standardisation
In international marketing, global standardization involves applying consistent corporate branding and marketing practices across countries, while local adaptation entails adjusting marketing activities to local needs and conditions of culture, economy, and prevailing laws and regulations. Selective adaptation is most applicable to fast-fashion retailers in South Asia, where a company's core brand and product concept are retained, while marketing mix variables, such as product, price, promotion, and payment, are adjusted to local market conditions.
Taking local consumer preferences and marketing conditions into account is essential for the design of effective fashion marketing, and especially important when fast-fashion retailing in the South Asian region is considered. Clothing construction may vary based on preferences and cultural contexts of consumers, and may involve considerations of climactic factors, weight, covering, and modesty of fabric. Pakistani and Bangladeshi markets are especially ISO with lightweight and breathable fabrics. Price sensitivity of consumers is especially relevant to Pakistan and Bangladesh and May result in strong customer responses to discounts and festival promotions (Demyen, 2024).
The promotion mix should incorporate local social media and mobile marketing, since social media and mobile marketing incorporating local content are especially relevant to South Asia. Afzal et al. (2024) assert that social media advertising plays an important role in shaping consumer behaviour in Pakistan, as does digital promotions that are local and culturally relevant.
Payment methods are different for each market. Pakistan and Bangladesh cash-on-delivery is dominant compared to digital payments in India. Local payment service improvements like Easypaisa and JazzCash are available in markets where trust with consumers is low because of technology. Technology-based trust signals, like confident provenance and verified guarantees, can reduce perceived risk for consumers and increase purchase intent (Liu and Yahya Dawod, 2025).
Local adaptability is also important for sustainability messaging. Peleg Mizrachi and Tal (2024) said that making sustainable choices and showing the environmental impact of selected choices can motivate consumers to make even more sustainable choices. Fast fashion has the challenge of losing credibility since the rapid and heavy production makes it hard to align with sustainable consumption. Therefore, adaptability of communication about sustainability to fast fashion should be more credible and based on the high expectations of consumers.
Table 3.2-Localisation Requirements Across the 4Ps in India, Pakistan, and Bangladesh
	Element
	India
	Pakistan
	Bangladesh

	Product
	Regional sizing; modest options for Tier-2/3
	Modest cuts; breathable fabrics
	Modest cuts; lightweight cotton

	Price
	Discount-sensitive; festive pricing
	Highly price-sensitive; instalments
	Highly price-sensitive

	Promotion
	Instagram, YouTube, regional influencers
	Instagram, TikTok, WhatsApp
	Facebook / F-commerce

	Payment
	UPI, cards, wallets, COD
	~75% COD; Easypaisa, JazzCash
	bKash, Nagad, COD

	Delivery
	1–3 days in metros
	Slower; last-mile weak
	Dhaka/Chattogram concentrated

	Language
	English + Hindi + regional
	Urdu + English
	Bangla + English


[bookmark: _Toc237007913]Source: Self Developed
[bookmark: _Toc240286739]3.1.4 Online Consumer Engagement and Influencer Marketing
Thorough knowledge of the online fashion market within the South Asian consumer region is vital for effective digital marketing within South Asia. The Stimulus-Organism-Response (S-O-R) model (Robert S. Woodworth, 1918) captures how external stimuli impact a consumer’s cognitive and emotional state which drives a behavioural response. In digital marketing, stimuli encompass advertisements and reviews; organism comprises a consumer’s thoughts and emotions; and response could be an intention to buy or a purchase. In Pakistan, behaviour modifying social media ads and shopping are influenced by trust in a brand and the values consumers place on shopping (Afzal et al., 2024).
Therefore, the UK retailers exploring South Asian markets will need to considered value based and utilitarian purchasing. Micro-influencers are trusted, authentic and culturally relevant while macro-influencers have greater audience size and scope. South Asian online shopping leans towards value and utility of purchase rather than mere enjoyment and aspiration based (Afzal et al., 2024).
As with most cross-border transactions, e-commerce sales experiences challenges relating to consumer trust (the extent to which the consumer is comfortable with making a purchase) and returns. Consumers are concerned with risk related to payment, quality of purchase, fit of purchase, and whether a product is real or fake. Liu and Yahya Dawod (2025) found that electronic authenticity assurance (e.g. ‘verified provenance’) provides assurances that lower perceived risk. For UK retailers, the use of size guides along with virtual fit systems, clear return policies, secured payments, and verified reviews should assist in reducing uncertainty and developing confidence in South Asian e-commerce.
[bookmark: _Toc237007914][bookmark: _Toc240286740]3.1.5 Operational, Logistical, and Regulatory Challenges
Besides marketing, multiple operational, logistical, and regulatory barriers to entry for UK fast-fashion retailers are present, which differ significantly between the three main markets. Logistical infrastructure is the most noticeable barrier. Within India, urban logistics allows next-day deliveries, although coverage to rural areas is lacking. Within Pakistan and Bangladesh, the challenges get worse from an infrastructural and logistical standpoint, as fulfilling deliveries to rural areas is problematic. Returns are costly and environmentally damaging, as transport is repeated and wasteful. The limited evidence for accelerating e-commerce in emerging markets shows that logistics are either enabling or posing barriers to e-commerce, which impacts SMEs and foreign entrants equally (Indiani et al., 2025).
The second set of challenges is the regulatory and institutional environment. India has restrictive foreign direct investment rules for multi-brand retail that don't entirely shut off access to marketplace models. Customs duties on apparel differ across the three countries, impacting landed costs and profit margins. Data protection frameworks vary: India has the Digital Personal Data Protection Act, 2023, which contains specific provisions for data subjects' consent and data localisation, while Pakistan and Bangladesh have draft data protection laws under consideration in their respective parliaments. These challenges can be viewed in the context of Institutional Theory, as retailers have to obtain “legitimacy” in the context by compliance with local laws and customs. India's Open Network for Digital Commerce (ONDC) is a good example of how institutional infrastructures can rapidly change the rules of the game for market entry by offering new incentives coupled with new legal compliance (Islam et al., 2024).
Fraud risk and the payments infrastructure round out the challenges. Cash on delivery (COD) is the most common payment method in Pakistan and Bangladesh, where delivery payments also are the reason for a high order cancellation and high working capital constraint for retailers. Bangladesh illustrates that a strong manufacturing sector, like the export-oriented ready-made garment sector, does not automatically lead to a strong local retail sector (Saif and Islam, 2025). UK retailers will have to adapt to payment methods by integrating local e-wallets, detecting fraud, and developing working capital models for a COD-cantered retail market.


Table 3.3 – Operational and Regulatory Challenges by Country
	Challenge
	India
	Pakistan
	Bangladesh

	Logistics &
Maturity
	High in metros
	Moderate, last mile weak
	Emerging

	Returns
	20-30% typical
	High, COD-driven refusals
	Moderate- high

	FDI /   import rules

	Complex
FDI limits
	Variable duties
	Duties on apparel

	Payments
	Mature (UPI)
	75%  COD
	COD dominant, bKash rising

	Data protection
	DPDP Act 2023
	Draft bill
	Draft act

	Customs
	Improving
	Slower
	Slower


Source: Self Developed
[bookmark: _Toc237007915]
	
[bookmark: _Toc240286741]3.1.6 Sustainability in Fast Fashion
Fast fashion brands have built their business model on speed and price volatility. These brands have also built a model based on a lack of sustainability and overconsumption. The tension between these two models requires a focus on different elements of fast fashion brands. Some of these elements include short product lifecycles, waste generation, and water or chemical pollution. These elements have drawn much criticism, as has the exploitation of workers in supplier factories. Many consumers know of this exploitation and want to take action to counter it. There have been attempts to advertise more sustainable alternatives to fast fashion at the point of purchase. These attempts have included more salient advertising and choice architecture. These attempts align with nudging theories and have been met with varying degrees of success. Sustainability in the fast fashion industry focuses on the consumption of the product. However, consumption of sustainable alternatives has a limited effect. Fast fashion brands rely on high consumption for a profit. The purchasing habits of generations Y and Z have led to a more sustainable focus. However, these generations' sustainable purchases demonstrate an attitude-behaviour gap, as their purchases are not as sustainable as they could be.
South Asia occupies a special complimentary position as both a world producer as well as a consumer market. Bangladesh's ready-made garment industry, which produces more than 80% of the country's exports and employs several million people, has been under serious critique concerning labour rights, safety of factories, and the environment. The aspects play a large role on the global retailers' reputation, who source from Bangladesh (Saif and Islam, 2025). Simultaneously, the South Asian younger population, consists of consumers who are aware of circular fashion and are ready and willing to practice it. This audience is also ready to practice the 'reduce', 'reuse', 'repair', and 'recycle' practices. (Abdelmeguid et al., 2025) For South Asian markets, UK retailers face a potential reputational risk. They also have an opportunity to leave competitors behind through authentic and verifiable sustainability messaging. On the other hand, consumers are becoming more aware and claiming back the market.
[bookmark: _Toc237007916][bookmark: _Toc240286742]3.1.7 Theoretical / Conceptual Framework
For analysis of strategic firm-level decision-making, environmental context, and consumer behaviour, this research combines five complementary theories. This framework fits well with the dual purpose of this research, which is to analyse the strategies of UK retailers and the responses of South Asian consumers.
[bookmark: _Toc240286743]3.1.7.1 The Uppsala Model
The Uppsala model developed by Jan Johanson in 1975 describes firms growing their knowledge and experiences in foreign markets. This model describes slow, sequential internationalization and the respective levels of commitment. The model views commitment as moving slowly from low to high.
Some authors consider the Uppsala model considering current internationalization. In line with the Uppsala model, Wach (2021) argues that digital technology allows firms to internationalize more flexibly. Likewise, Liesch and Welch (2024) describe the potential for a firm to make incremental progress as external market conditions allow but be internally unready. They emphasize that internationalization does not necessarily follow a unidimensional sequence.
The Uppsala model aids the understanding of fast-fashion retailers as they enter the South Asian market in stages. Per the model, firms can enter a market to gather local knowledge, committing more and increasing market coverage when they see fit. In this study, retailers can use India as their first country to construct regional knowledge and then advance to Pakistan and Bangladesh.
[bookmark: _Toc240286744]3.1.7.2. Transaction Cost Theory
Transaction Cost Theory (TCT), pioneered by Ronald Coase (1973) and further developed by Oliver Williamson (1975,1985). It provides a framework for firms to determine whether it is beneficial to outsource activities internally or externally by comparing the costs of organizing, monitoring, and controlling the transactions. From a cost-benefit perspective, firms tend to select the arrangement that allows them to control operations while keeping the transaction costs to a minimum (Zhu, 2024).
In terms of e-commerce, TCT explains the trade-offs between direct-to-consumer and third-party channels. It is possible that some foreign retailers suffer from high coordination and monitoring costs, and, therefore, would rather rely on platform intermediation. In Pakistan, digital transaction costs would likely influence consumer adoption of digital financial services, which shows how important payment friction is for foreign retailers (Khan at al., 2023).
For UK fast-fashion retailers, then, TCT would explain the preference for using Pakistan and Bangladesh’s third-party marketplaces because of the payment, logistics, and general coordination challenges that increase the cost of running direct operations. In contrast, the more advanced digital and platform infrastructure of India would make direct-to-consumer entry slightly less challenging. Thus, TCT provides a framework for choosing entry modes based on the transaction costs and market conditions of the given countries.
[bookmark: _Toc240286745]3.1.7.3 Institutional Theory
The Institutional Theory perspective, rooted in the foundational work of Philip Selznick (1948), argues strategic decisions stem from an amalgamation of socially constructed logics and rationality. Using an extended model of Institutional Theory, Wang and Liu (2023) assert that coercive, normative, and mimetic pressures are instrumental in determining how businesses within emerging economies design their digital business models. Chen, Zhang, and Wang (2025) explain how institutional pressures shape the environmental, social, and governance profile of a particular business; the model is adaptable to South Asia, where sustainability and labour expectations are crystallizing and becoming predominant. From the perspective of UK retailers, Institutional Theory posits that UK retailers have an obligation to localize their products and payment systems to India, Pakistan, and Bangladesh to comply with country specific regulatory frameworks, cultural norms, and legitimizing expectations.
[bookmark: _Toc240286746]3.1.7.4 Resource-Based View
According to the Resource-Based View (RBV), rooted in the work of Penrose (1959), introduced as a resource-based perspective by Wernerfelt (1984), and further developed by Barney(1991), explains how firms can achieve and sustain competitive advantage by effectively leveraging valuable, rare, inimitable and non-substitutional resources and capabilities. Chowdhury et al. (2023) argue that within the emerging market SME literature, competitive advantage stems from a combination of a firm’s resources, strategic partnerships, and locally grounded practices. This is a relational view of the RBV that aligns with platform-mediated entry. Ray, Ray and Kumar (2023) develop this further by incorporating a knowledge-based theory of internationalisation. They argue that Indian firms engage in accelerated internationalisation through the use of knowledge-intensive resources. From an RBV perspective, for UK fast-fashion retailers, brand equity along with developed capabilities in digital marketing and data analytics, may represent competitive advantage in South Asia, but only in conjunction with locally sourced platform partnerships, locally relevant cultural marketing, and last mile delivery logistics. Furthermore, these combined resources need to be modified for South Asia, instead of being directly transferred from the UK.
[bookmark: _Toc240286747]3.1.7.5 Stimulus-Organism-Response Model
The Stimulus-Organism-Response (S-O-R) model, developed by Mehrabian and Russell (1974), states that marketing stimuli influence the organism (consumer) through cognitive and emotional processes and are followed by a response that can be observed. Lee and Chen (2021) use this model in the context of live-streaming e-commerce by claiming that visual and social stimuli cause impulse purchase behaviour. Li, Wang and Cao (2022) attempt to revise the S-O-R model in online live streaming and state that social presence is the most important secondary stimulus in new market e-commerce. Using S-O-R, Lim et al. (2024) examine digital-payment-initiated impulse buying in Southeast Asia and show that the model can also be applied to mobile-first emerging markets. The most relevant study in this model is by Afzal et al. (2024): in the context of Pakistan, they show that online influencers act as marketing stimuli, and shopping values act as a mediator, while brand credibility acts as a moderator. For UK-retailers, the S-O-R model shows that localized digital marketing, which consists of cultural influencer content, festival-based campaigns, and trust signals, causes different behavioural responses in the three countries.
[bookmark: _Toc240286748]3.1.7.6 Integration and Expected Findings
The five theories being examined operate at three complementary analytical levels. At the firm level, the Uppsala Model, Transaction Cost Theory, and Resource-Based View of the firm dictate how businesses decide when and how to enter a foreign market and how to allocate resources. At the environmental level, Institutional Theory explains how retailers adapt to various rules and regulations and how they address various cultural and legitimacy issues. At the consumer level, the Stimulus-Organism-Response model explains how consumers react to various marketing stimuli. The use of multiple theories at different levels of analysis is justified, as the entry of cross-border fast-fashion e-commerce businesses is a complex phenomenon. It has been noted that, in similar fields, such as sustainability and circular-fashion research, the use of multiple theories is most appropriate (Abdelmeguid et al., 2025).








Table 3.4. Integrated Theoretical Framework
	Theory
	Level
	Core concept
	Applications
	Linked RQ

	Uppsala Model
	Firm
	Staged, learning-based entry
	Marketplace-first, staged commitment
	Sub-Q1

	Transaction Cost Theory
	Firm
	Cost-based mode choice
	D2C vs. marketplace decisions
	Sub-Q1

	Institutional Theory
	Firm
	Adaptation to laws and norms
	Justifies localisation
	Sub-Q3

	Resource-Based View
	Firm
	Internal resources as advantage
	Digital assets and brand equity
	Main RQ


	Stimulus-
Organism-
Response
	Consumers
	Stimuli shape cognition/behaviour
	Influencer / social media impact
	Sub-Q2


	Source: Self Developed
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Fig 3.1: Conceptual Framework

The examined literature reveals gaps along three distinct dimensions. The first is a geographic gap. Much of the South Asian e-commerce literature concerns India and refers to South Asia as a unified emerging market. This approach ignores the distinct regulatory, infrastructural, and cultural contexts of India, Pakistan, and Bangladesh. There are also few studies that rigorously compare all three countries (Islam et al., 2024).
The second is a sectoral gap. Research on e-commerce in emerging markets is limited, and when it does research on e-commerce, it is often on electronics, groceries, retail, etc. There is a lack of research on the issues that are particular to fast-fashion, that concern UK retailers, about sizing, fast-fashion and modesty, and high return rates (Peleg Mizrachi and Tal, 2024).
The third is an integrative gap. Research either investigates the internationalization and entry decisions of firms or the behaviour and engagement of consumers but rarely focuses on both. The fast-fashion e-commerce research is lacking multi-theoretical frameworks that integrate both the firm and consumer perspectives, and thus these frameworks are of high value (Abdelmeguid et al., 2025).
This dissertation addresses each of these three gaps and focuses on UK fast-fashion retailers while integrating firm and consumer analysis across the three countries combined, using an explicit five-theory framework.
[bookmark: _Toc237007918][bookmark: _Toc240286750]3.1.9 Chapter Summary
This chapter has completed a critical examination of the literature concerning six themes: internationalisation and entry modes, adaptation of digital marketing, customer involvement, operational issues, sustainability, and the framework of theory and has found three distinct gaps that this study is designed to address. It brings together five theories that encompass the strategic thought process of the firm and the behaviour of the consumer, providing a holistic and integrated approach to the fast-fashion comparison that is the focus of this study concerning India, Pakistan, and Bangladesh. Building on this, the next chapter presents the research design and explains why, taking into consideration the work of Ahmed et al. (2025), a qualitative secondary-data design, using Braun and Clarke’s six-phase thematic analysis was deemed to be the most appropriate approach and largely prescriptive to the analysis.


[bookmark: _Toc237010410][bookmark: _Toc240286751]3.2 Data Analyses and Findings
This chapter showcases the results of the thematic analysis on the fifteen studies included in the PRISMA screening from Chapter 3 (Page et al. 2021). The analysis framework is based on Braun and Clarke’s six-phase iterative approach, which is presented by Ahmed et al. (2025) and illustrated in the example by Byrne (2022) - familiarization, initial coding, theme identification, theme reviewing, defining and naming, and reporting. From the coding, six themes were identified, corresponding with the thematic areas presented in Chapter 2. The results on the themes were interpreted through the five-theory model - Uppsala, Transaction Cost Theory (TCT), Institutional Theory, Resource-Based View (RBV) and Stimulus–Organism–Response (S-O-R) - and included a cross-country comparison of India, Pakistan, and Bangladesh. The first part of Section 4.2 presents the evidence.
[bookmark: _Toc237010412][bookmark: _Toc240286752]3.2.1 Overview of Included Studies
[bookmark: _Toc237010413][bookmark: _Toc240286753]3.2.1.1 Construction of the Evidence Base
The fifteen studies included in this research add up to an integrated evidence base. Although four studies focus on the three target countries, Islam et al. (2024) focus on India, Afzal et al. (2024) on Pakistan, and Saif and Islam (2025) on Bangladesh. Some other studies take South Asia relevant emerging market comparisons. These include Indiani et al. (2025) and Abdelmeguid et al. (2025). The remaining works cover foundations of post-industrial theory (Liesch and Welch, 2024), post-COVID consumer behaviour (Demyen, 2024), sustainability and nudges (Peleg Mizrachi and Tal, 2024), and signalling of cross-border trust (Liu and Yahya Dawod, 2025). The quality of the evidence base’s coherence was rated as Strong on thirteen of the studies (see Table 3.3). Three retained for the market insight and rated as Moderate. These were the industry reports from IBEF (2024), PCMI (2024), and Research and Markets (2025).
[bookmark: _Toc237010414][bookmark: _Toc240286754]3.2.1.2. Theoretical Coverage across Sources
The coverage of theories in the fifteen sources is imbalanced but complementary. Institutional Theory is shown by Islam et al. (2024) with reference to the ONDC and is likely to be in Saif and Islam (2025) implicitly. The Uppsala model is extended in a non-linear, learning-oriented fashion by Liesch and Welch (2024). Afzal et al. (2024) engage in the empirical operationalization of the S-O-R model. Indiani et al. (2025) and Abdelmeguid et al. (2025) present integrative, multi-theoretical frameworks. Importantly, the sample is missing works that address the UK fast-fashion e-commerce context in South Asia through the lens of all five theories, the specific gap in knowledge from literature that this dissertation addresses most directly, as discussed in Section 2.8.
[bookmark: _Toc237010415][bookmark: _Toc240286755]3.2.2 Themes from Analysis
Six themes were established inductively from the coding: (1) Market Entry Strategies and Internationalisation (2) Localised Digital Marketing and Cultural Adapt (3) Consumer Engagement, Trust, and Influence (4) Operations, Logistics, and Payment Systems (5) Sustainability and Ethical Fast Fashion and (6) Theory and Findings Integration. These are summarised in Table 3.5 by the source they cover the most.
Table 3.5 - Overview of Included Studies by Theme
	Source
	T1 Entry
	T2 Marketing
	T3 Consumer
	T4 Operations
	T5 Sustainability
	T6 Theory

	Islam et al. (2024)
	●
	
	
	
	
	●

	Saif and Islam (2025)
	●
	
	
	
	●
	

	Demyen (2024)
	
	●
	●
	
	
	

	Peleg Mizrachi and Tal (2024)
	
	
	
	
	●
	

	Liesch and Welch (2024)
	●
	
	
	
	
	●

	Afzal et al. (2024)
	
	●
	●
	
	
	●

	Indiani et al. (2025)
	●
	
	
	●
	
	●

	Abdelmeguid et al. (2025)
	
	
	●
	
	●
	●

	Liu and Yahya Dawod (2025)
	
	●
	●
	
	
	

	IBEF (2024)
	●
	
	
	●
	
	

	PCMI (2024)
	●
	
	
	●
	
	

	Research and Markets (2025)
	●
	
	
	●
	
	


[bookmark: _Toc237010416][bookmark: _Toc240286756]3.2.3 Theme 1-Market Entry Strategies and Internationalisation Pathways
[bookmark: _Toc237010417][bookmark: _Toc240286757]3.2.3.1 India: Institutional Opening via ONDC
Research into India suggests that the Open Network for Digital Commerce (ONDC) is beginning to change the conditions under which foreign retailers can enter the Indian market. According to Islam et al. (2024), the ONDC framework enables digital-commerce access on a more institutional level, thereby reducing entry barriers for foreign retailers and levelling the turf of institutional access. On top of this, India’s market scale is estimated to grow to a B2C e-commerce market worth US$211.6 billion by 2025 (IBEF, 2024). This means that UK fast-fashion retailers can utilize the developing digital infrastructure in India to access the market through digital platforms, rather than through the more traditional and costly, subsidiary route. In addition, the growing marketplace ecosystem, which is dominated by a few large platforms, makes the selection of partners easier.
[bookmark: _Toc237010418][bookmark: _Toc240286758]3.2.3.2 Pakistan: Hybrid Entry via Platform Partnership
Research into Pakistan suggests a smaller, but fast growing, e-commerce market worth about US$7.7 billion in 2024 (PCMI, 2024). Payment and other institutional challenges to e-commerce like the dominance of cash-on-delivery (which accounts for about 75% of all transactions) cause serious problems to a purely digital-first entry. The hybrid model of Indianni et al. (2025) for the e-commerce adoption of SMEs in emerging markets is most apposite: e-commerce in emerging markets relies on context-specific solutions rather than a generic framework. Thus, Pakistan requires a hybrid model that combines e-commerce and digital-first brand offerings through partnerships with local platforms (e.g. Daraz).
[bookmark: _Toc237010419][bookmark: _Toc240286759]3.2.3.3 Bangladesh: Producer-consumer duality
Research into Bangladesh has estimated its market size to be US$6.8 billion in 2024 (Research and Markets, 2025), smaller than India or Pakistan, but with unique strategic attributes. Saif and Islam (2025) note that Bangladesh’s ready-made garment industry attracts continual criticism for labour standards, safety, and environmental considerations, which creates unique reputational challenges and opportunities for UK retailers who source and sell in Bangladesh. This producer-consumer duality is not found in India or Pakistan.
[bookmark: _Toc237010420][bookmark: _Toc240286760]3.2.3.4 Cross-country synthesis and theoretical interpretation
Considering the three-country case, Liesch and Welch’s (2024) extended Uppsala model is the best approximation: internationalization to South Asia is emerging as non-linear, platform-based, and primarily learning-oriented, rather than sequential. Using Institutional Theory for analysis shows the large disparity in regulatory maturity: strongest for India (Islam et al., 2024), most dispersed for Pakistan (PCMI, 2024), and Bangladesh with an RMG legacy (Saif and Islam, 2025). Using Transaction Cost Theory for analysis, a digital-only market entry strategy for Bangladesh, India, and Pakistan, would incur low transactional costs, but would be high on risk in the payment and final delivery. The combination of all these elements suggests the most appropriate approach for the three countries is a hybrid, phased, platform-based entry.











Table 3.6: Market Entry Findings by Country
	Dimension 
	India 
	Pakistan
	Bangladesh

	Market size (2024-25)
	~US$211.6bn
	~US$7.7bn
	~US$6.8bn

	Dominant entry mode 
	Platform-based digital
	Hybrid platform partnership
	Platform partnership with reputation management

	Key institutional feature
	ONDC open network
	Fragmented regulatory environment
	RMG-linked institutional legacy

	Key barrier
	Marketplace competition
	Cash-on-delivery friction
	Producer–consumer paradox

	Recommended strategy
	Direct platform entry
	Hybrid with local partner
	Sustainability-led entry


	Source: Self Developed
	






[bookmark: _Toc237010421]
[bookmark: _Toc240286761]3.2.4 Theme 2 - Digital Marketing Localisation and Cultural Adaptation
[bookmark: _Toc237010422][bookmark: _Toc240286762]3.2.4.1 The localisation imperative
According to Demyen (2024), the post-pandemic consumer has been more sensitive to pricing, more receptive to promotions, and more inclined to interact with brands digitally. Compared to pre-pandemic customers, they are more digitally-savvy. However, in the three countries, these consumer traits are still intertwined with local cultures. Consequently, all three countries demand significant localisation in marketing content, language, and cultural references. A localisation strategy is necessary in all three countries, and a standardised approach will be ineffective.
[bookmark: _Toc237010423][bookmark: _Toc240286763]3.2.4.2 The 4Ps in cross-cultural context
From the analysis of the fifteen sources, distinct 4Ps adjustments across the three countries are apparent. Product line offerings in Pakistan and Bangladesh must include modest fashion and regionally appropriate colour palettes. Conversely, metropolitan Indian consumers are more amenable to premium, Western-style offerings. Pricing favourability is most acute in Pakistan, where the strongest discount culture is found. In all three countries, Place is predominantly mobile, but the dominant platforms are Instagram in India, Facebook and TikTok in Pakistan, and Bangladesh. Local promotional cycles are more salient in India and Bangladesh, with Diwali and Eid, as well as Pahela Baishakh for Bangladesh, overtaking Black Friday, a Western promotional cycle.
[bookmark: _Toc237010424][bookmark: _Toc240286764]3.2.4.3 Trust Signals in Cross-Border E-Commerce
Liu and Yahya Dawod (2025) showed the strongest example of trust in cross-border e-commerce. Backed by technology, trust signals like block chain provenance and secure payment badges, along with verified reviews (which also tend to be lower in perceived risk than user-generated content in lower trust markets), illustrate the trust-building mechanisms of verified reviews. This construct is particularly important for access to Bangladesh and Pakistan, where trust of the customer in foreign online commerce sits at lower levels and negative experiences with foreign online seller’s foster distrust.
[bookmark: _Toc237010425][bookmark: _Toc240286765]3.2.4.4 Theoretical Interpretation
Using Afzal et al.'s (2024) Stimulus-Organism-Response (S-O-R) model, localized digital marketing is the stimulus, the content is the interpretation of the cognition and effect of the consumer, and the buying and engagement with the brand is the observable behaviour (i.e. response). When considering the Resource Based View (RBV), the brand equity of UK retailers is an irreplaceable resource. However, the equity of the brand in the market is determined by the degree of localisation - a resource that is to be developed within the region itself and cannot be imitated or transferred from the UK home market. The findings support a global strategy.
Table 3.7: Localisation Requirements by 4P and Country
	4P
	India
	Pakistan
	Bangladesh

	Product
	Premium Western styles accepted in metros
	Modest fashion, regional palettes
	Modest fashion, cultural motifs

	Price
	Price-sensitive with premium tier
	High discount sensitivity
	High price sensitivity

	Place 
	Instagram-dominant, mobile-first
	Facebook and TikTok, mobile first
	Facebook and TikTok, mobile-first

	Promotion 
	Diwali cycle, festival-timed
	Eid cycle, Ramzan discounting 
	Eid and Pahela Baishakh cycles


Source: Self Developed
[bookmark: _Toc237010426][bookmark: _Toc240286766]3.2.5 Theme 3 - Consumer Engagement, Trust, and Influencer Effects
[bookmark: _Toc237010427][bookmark: _Toc240286767]3.2.5.1 Influence of Marketing
Afzal et al. (2024) offers the clearest example of consumer engagement in their three-country case study. Using Pakistan's case in their structural equation modelling, they show social media influencers have a direct, positive impact on online shopping behaviour with brand credibility as a moderator. Utilitarian shopping values, particularly the value-for-money shopping, dominate Pakistani consumers' shopping decisions. This has an impact on the strategic decision - in selecting influencers for collabs, brands must opt for those influencers who are perceived credible and offer value as opposed to those who have a lot of followers.
[bookmark: _Toc237010428][bookmark: _Toc240286768]3.2.5.2 Generational Trends and Gen Z
Abdelmeguid et al. (2025) state that Gen Y and Z consumers have high levels of environmental awareness and willingness to change but carry an attitude-behaviour gap in circular fashion adoption. This group is responsible for most of the online fashion shopping in all three countries and for responding to influencer marketing and brand stories that place a focus on values. Demyen (2024) states the behaviour of Gen Z in the digital world is more integrated and connected with real time promotions post-pandemic than pre-pandemic.
[bookmark: _Toc237010429][bookmark: _Toc240286769]3.2.5.3 Trust and Cross-Border Perception of Risk
Liu and Yahya Dawod (2025) show that in a low-trust, cross-border context, technology-enabled trust signals are more effective than user-generated content in alleviating the perception of risk. In Pakistan and Bangladesh, where there is scepticism of foreign online sellers due to negative past experiences, trust signals shown through verified reviews and secure payment systems are more effective in converting site visitors to customers than user testimonials.
[bookmark: _Toc237010430][bookmark: _Toc240286770]3.2.5.4 Theoretical interpretation
Using the S-O-R model (Afzal et al., 2024), influencer content and trust signals act as stimuli, the organism is represented by the cognitive-affective processing of consumers, and the purchase intention is the response. Using Institutional Theory, consumer trust is not solely the trust of the consumer and reflects the level of trust of the institutions of the respective countries - the level of trust is high in India, and low in Pakistan and Bangladesh. Thus, it is suggested that UK retailers should focus on local genuine influencers, use verifiable trust signals (Liu and Yahya Dawod, 2025), and focus on Gen Y and Z by means of story-telling that is driven by and appeals to their values.
[bookmark: _Toc237010431][bookmark: _Toc240286771]3.2.6 Theme 4 - Operations, Logistics, and Payment Infrastructure
[bookmark: _Toc237010432][bookmark: _Toc240286772]3.2.6.1 Last-mile logistics
Results related to last-mile logistics show extreme fragmentation across the three countries. India’s logistics networks are the most developed, and in India, as well as having several 3rd Party Logistics (3PL) providers, networks are increasingly offering same-day and next-day delivery in Tier 1 and Tier 2 cities (IBEF, 2024). The situation in Pakistan and Bangladesh is different as they heavily rely on informal delivery networks and remain constrained by infrastructure gaps that are outside the major urban centres (PCMI, 2024; Research and Markets, 2025). For foreign retailers, the significant operational implication is that selling in Pakistan and Bangladesh could be cost prohibitive because last-mile delivery costs in Bangladesh and Pakistan are higher than India, where margins in fast-fashion are particularly tight.
[bookmark: _Toc237010433][bookmark: _Toc240286773]3.2.6.2 Payment infrastructure
According to PCMI (2024), cash-on-delivery is the preferred method of payment for about 75% of online transactions in Pakistan. This figure contrasts with India’s fast developing digital payment systems, such as the UPI (Unified Payments Interface) and online wallets (IBEF, 2024), and with Bangladesh, where digital payment systems, while developing, are not as widespread (Research and Markets, 2025). The prevalence of cash-on-delivery in Pakistan and Bangladesh results in high return rates, complex cash-handling logistics, and prolonged working-capital cycles.
[bookmark: _Toc237010434][bookmark: _Toc240286774]3.2.6.3 Theoretical interpretation and strategic implication
From the perspective of Transaction Cost Theory, cash-on-delivery systems increase the cost of coordination, while the Resource-Based View focuses on the risk of reverse logistics (high return rates). UK retailers, therefore, need to consider cost and margin structures. According to Indiani et al. (2025), payment systems, logistics, and customer payment trust systems are necessary complementary resources, and the easiest way for UK retailers to enter the Pakistan and Bangladesh markets is through a partnered platform. Evidence shows that this method is viable. Retailers targeting India, however, can use direct-to-consumer systems with fewer restrictions.
Table 3.8: Operational Landscape by Country
	[bookmark: _Toc237010435]Dimension
	India
	Pakistan
	Bangladesh

	Last-mile maturity
	High (multiple 3PLs)
	Moderate (informal networks)
	Low-moderate (developing)

	Dominant payment method
	UPI and digital wallets
	Cash-on-delivery (~75%)
	Mixed cash and digital

	Return rate risk
	Moderate
	High
	High

	Recommended operational partner
	Myntra, Ajio or direct
	Daraz
	Daraz, local marketplaces


	Source: Self Developed
[bookmark: _Toc240286775]3.2.7 Theme 5 - Sustainability and Ethical Fast Fashion
[bookmark: _Toc237010436][bookmark: _Toc240286776]3.2.7.1 The Bangladesh paradox
Saif and Islam (2025) show that sustained international concern over labour rights, safety, and environmental impact has for a long time affected Bangladesh’s ready-made garment industry. UK fast-fashion retailers face unique reputational risk that combines producer-consumer ethical paradox in Bangladesh because they source from Bangladesh and sell to Bangladeshi consumers. In Bangladesh, the ethical concerns of consumers are the same as the concerns of producers. In comparison, there is no such risk in India or Pakistan. Therefore, this situation must be managed proactively.
[bookmark: _Toc237010437][bookmark: _Toc240286777]3.2.7.2 Consumer awareness and the attitude–behaviour gap
Abdelmeguid et al. (2025) find that younger South Asian consumers can identify environmental issues, but this has not led to a change in behaviour in an ethical direction. Peleg Mizrachi and Tal (2024) find that, in the short run, behaviour can be changed by the design of the shopping experience to include visible sustainable options with social proof. Unfortunately, in fast fashion, the structural costs to sustainability are low, whereas the costs to the business model (novel, frequent, and affordable) are high.
[bookmark: _Toc237010438][bookmark: _Toc240286778]3.2.7.3 Theoretical interpretation and strategic implication
From the lens of Institutional Theory, sustainability legitimacy has become a market maturity standard-particularly at the stage of advanced market economies, but also at the emerging market level-where it becomes a part of compliance and no longer a marketing discretion. When viewed through the Resource-Based View, sustainability practices that are authentic-such as supply chain transparency, sustainability certification, and circularity of products-are rare, valuable, and resources that sustain long-term competitiveness. Consequently, UK retailers expanding into South Asia need to build sustainability into the core of their business from Day 1, using a combination of nudge marketing (Peleg Mizrachi and Tal, 2024), supply chain transparency (Saif and Islam, 2025), and circular fashion collections that target Gen Y and Z (Abdelmeguid et al., 2025).
[bookmark: _Toc237010439][bookmark: _Toc240286779]3.2.8 Theme 6 – Integrating Theory with Findings
[image: ]
Fig 3.2: Integrated Multi -Level Theoretical Framework
[bookmark: _Toc237010440][bookmark: _Toc240286780]3.2.8.1 The Uppsala Model
Liesch and Welch (2024) affirm that internationalization is a learning process. However, their extension indicates that, in the case of fast fashion e-commerce, this learning is compressed and occurs through the platforms in a manner that is more intensive and less sequential. Thus, UK retailers can skip multiple Uppsala model stages by entering through already established digital platforms, gaining market insight through platform data in the absence of years of market engagement.
[bookmark: _Toc237010441][bookmark: _Toc240286781]3.2.8.2 Transaction Cost Theory
Transaction Cost Theory accounts for why a platform-partnered entry is the only feasible option for entry into Pakistan and Bangladesh. Without intermediation by platforms, independent entry to these markets would incur unmanageable costs for logistics, payment, and trust establishment. Indiani et al. (2025) state that this rationale applies broadly to emerging market e-commerce and is not limited to the fashion industry.
[bookmark: _Toc237010442][bookmark: _Toc240286782]3.2.8.3 Institutional Theory
Using the example of three countries, Islam et al. (2024) show how Institutional Theory deals with sharp differences in regulations and institutions. The theory suggests that in order to gain acceptance in distinct emerging markets, locally based firms will focus on sustainability commitments, adapt culturally, and work within the bounds of local platform-norms.
[bookmark: _Toc237010443][bookmark: _Toc240286783]3.2.8.4 Resource-Based View
The Resource-Based View focuses on key, transferable resources of UK retailers, which include brand equity, superior fast-fashion supply chain and sustainability resources. It also focuses on the resources that UK retailers will have to partner with and invest in to acquire relationships with platforms, culturally informed marketing, and local delivery systems. Indiana et al. (2025) argue that the resource perspective is key to the success of SME e-commerce in emerging markets.
[bookmark: _Toc237010444][bookmark: _Toc240286784]3.2.8.5 The Stimulus–Organism–Response model
The combination of work from Afzal et al. (2024) and Abdelmeguid et al. (2025) provides a consumer-level framework for analysis. Local digital stimuli of the sort of influencer marketing mixed with trust signals and campaigns that are timed for local festivals produce behavioural responses that are processed by the consumer on a cognitive and affective level. The model combines a firm-level (Uppsala, TCT, RBV) and environmental-level (Institutional) analysis with a coherent consumer-level framework.
[bookmark: _Toc237010445][bookmark: _Toc240286785]3.2.9 Cross-Country Comparative Synthesis
[bookmark: _Toc237010446][bookmark: _Toc240286786]3.2.9.1 Points of convergence
Several findings are similar across all three countries. Consumers are mobile-first (Demyen, 2024). Generations Y and Z are the key fast-fashion e-commerce consumers (Abdelmeguid et al., 2025). There is an increasing awareness of sustainability in all three markets, but there is a persistent attitude–behaviour gap (Peleg Mizrachi and Tal, 2024; Abdelmeguid et al., 2025). There are common preferences for local, culturally relevant content (Afzal et al., 2024).
[bookmark: _Toc237010447][bookmark: _Toc240286787]3.2.9.2 Points of divergence
In structural terms, the three countries diverge sharply. The maturity of the markets ranges from most developed (India, per IBEF, 2024) through mid-developed (Pakistan, per PCMI, 2024) to least developed (Bangladesh, per Research and Markets, 2025). Payment systems and their infrastructure vary drastically from a fully digital, UPI-led India to a cash-on-delivery Pakistan. Regulation ranges from the openness of India’s ONDC (Islam et al., 2024), Pakistan’s fragmented openness, to Bangladesh’s RMG-linked institutional legacy (Saif and Islam, 2025). Client expectations of modesty and related religious practices are stronger in Pakistan and Bangladesh compared to India. The producer–consumer overlap means Bangladesh has a unique reputational risk profile.




















Table 3.9: Cross-Country Comparative Matrix
	Theme
	India
	Pakistan
	Bangladesh

	Market entry
	Direct platform entry via ONDC
	Hybrid platform partnership
	Sustainability-led partnership

	Marketing localisation
	Metropolitan Western-tolerant
	Modest fashion, Eid-timed
	Modest fashion, cultural motifs

	Consumer engagement
	Trust maturity, influencer variety
	Utilitarian, credibility-driven
	Value-driven, trust-fragile

	Operations
	Mature 3PL, UPI-enabled
	Informal networks, cash-heavy
	Developing, mixed payment

	Sustainability
	Growing expectation
	Emerging awareness
	Producer–consumer paradox

	Theoretical fit
	Uppsala + Institutional
	TCT + S-O-R
	Institutional + RBV


Source: Self Developed

	
[bookmark: _Toc237010448]
[bookmark: _Toc240286788]3.2.10 Chapter Summary
The thematic analysis of the fifteen sources showed six main themes and showed similarities and dissimilarities in India, Pakistan, and Bangladesh. The five-theory framework (Uppsala Model, Transaction Cost Theory, Institutional Theory, Resource-Based View, and Stimulus–Organism–Response) offered a way to understand firm-level, environmental, and consumer-level elements as integrated.
The results indicate that UK fast-fashion retailers need to implement a hybrid, phased, platform-based, and sustainability integrated strategy, when opening to e-commerce in South Asia. The following chapter will contextualize these findings based on the research objectives, existing literature, and theoretical framework.


[bookmark: _Toc237011215][bookmark: _Toc240286789]Chapter 4: Discussion
[bookmark: _Toc237011216][bookmark: _Toc240286790]4.1 Chapter Overview
This chapter examines the findings of Chapter 4 in conjunction with the conceptual framework of Chapter 2. This involves the analysis of the findings and their significance as well as the ways that the findings build and/or contest the existing literature on the entry of e-commerce from emerging markets. While Chapter 4 addressed the descriptive aspect of what was revealed from the thematic analysis, this chapter addresses the interpretive aspects of the findings and the significance and impact of these findings. This chapter is organized sequentially. Findings against each objective are discussed (Section 5.2). The five-theory framework is integrated at three levels (Section 5.3). Similarities and differences across the three countries are addressed (Section 5.4). The analysis of contradictions and unresolved tensions follows (Section 5.5). The findings are reviewed within the existing literature (Section 5.6). A concluding summary providing a linkage to Chapter 6 is included in this section.
[bookmark: _Toc237011217][bookmark: _Toc240286791]4.2 Findings in Relation to Research Objectives
[bookmark: _Toc237011218][bookmark: _Toc240286792]4.2.1 Objective 1: Market Entry Modes
Analysis indicated the use of hybrid, platform-mediated entry for all three countries with variations for each country. For India, direct platform partnerships were seen to be the most dominant. For Pakistan, partnerships that dealt with payment friction were most effective. For Bangladesh, partnerships that addressed the sustainability of the producer–consumer paradox were the most critical. For all three countries, the entry mode question related to the design of the platform relationship and was not a choice between a subsidiary or an export.
These results seem to indicate rather than how the classical Uppsala model depicts, the stylised iterative, experiential internationalisation. According to Liesch and Welch (2024), the internationalisation processes portray asynchronicities between the outer opportunity-seeking and the inner capacity-building, and they cite the evidence from three empirically remote countries to bolster their theory. Platform-mediated entry disrupts the stage-sequential paradigm of internationalisation in a serious way. Companies learn how to simultaneously operate in many markets through platform partnerships, rather than iteratively entering one market after the other.
This also means that choosing an entry mode is less about determining ‘which mode’ and more about determining ‘which platform partnership’ in ‘which institutional context.’ According to Islam et al. (2024), India’s ONDC illustrates a new kind of system whereby platform-mediated entry is structurally incorporated and state-sponsored. The reduced openness of the network diminishes the informational and coordinating barriers which have previously deterred foreign participation. This is not only of interest to fast fashion; any UK retailer considering entry through e-commerce into South Asia is faced with a three-country scenario of institutional diverse systems requiring country-focused as opposed to region-based entry strategies.
[bookmark: _Toc237011219][bookmark: _Toc240286793]4.2.2 Discussion on Objective 2 = Digital Marketing Localisation
The results show that a standardized marketing strategy will not be successful in any of the three markets. Instead, a glocal strategy with a coherent global brand identity and local flexibility in the marketing mix will be successful. This helps justify the need for country-based digital marketing strategies when entering cross-cultural markets.
The results also extend one of the iterations of the classical Stimulus-Organism-Response (S-O-R) theory. Afzal et al. (2024) apply the S-O-R to Pakistan and show that the stimulus of an influencer generates an organism response when brand credibility is high. With data from the three countries, we support the S-O-R theory by showing that the same stimulus will generate different organism responses when the consumer resides in a high-trust or low-trust institutional environment. This supports the S-O-R model, and an additional layer of mediation. Liu and Yahya Dawod (2025) further support the S-O-R model by showing that in a low trust, cross-border environment, higher order technological cues will provide the functional equivalent to lower order social cues. This contrasts with the expected functionality of social cues in traditional consumer behaviour.
These findings will also lead to changes in marketing budgets. In Pakistan, brands need to focus on the credibility of the influencer, in Bangladesh, the sustainability message needs to be prioritized over discount messages, and in metropolitan India, advertising during the festivals is more important than advertising done throughout the rest of the calendar year. Demyen (2024) supports these findings when showing that advertising prompts post-pandemic consumer behaviour, which is more digitally connected. However, the effectiveness of digital campaigns is highly dependent on local culture.
[bookmark: _Toc237011220][bookmark: _Toc240286794]4.2.3 Discussion on Objective 3 – Operations, Logistics, and Payments
Upon analysing the results, significant operational differences were noted between the three countries. Logistics and operational capabilities are considered most developed in India and the least in Bangladesh (IBEF, 2023; Research and Markets, 2025). In Pakistan, about 75% (PCMI, 2024) of the payment methods consist of cash-on-delivery, which continues to be a defining method in Bangladesh. Through a partner platform, operational entry is more well-defined in Pakistan and Bangladesh, while India is more open to direct-to-consumer models. These differences have been intentional and described more accurately.
From a theoretical perspective, the results are seen offering Transaction Cost Theory an opportunity to operationalize. Here, partnership with the platform is more a necessity to reduce transaction costs that are substantial when dealing with last-mile delivery, cash-on-delivery transactions, and a significant degree of trust co-opted through platform endorsement, than a preference. According to Indiani et al. (2025), this aligns with the emerging-market SME framework, as context becomes more important than universal frameworks when it comes to the success of e-commerce in less developed markets. The results are also seen offering the Resource-Based View, as a platform proposes more than a channel, comprising a multitude of integrated logistical and payment resources, along with consumer trust, which are rare and hard to replicate.
Involving an operational strategy means considering the business's surrounding context. For a retailer, cash-on-delivery can't just be an addition to a digital-first model made for the UK, when operating in Pakistan. The entire framework for margins, which include return rates, cash-handling, and working-capital delays, must be constructed. The digital-payments systems of Bangladesh would require a similar structural redesign. The more developed payment infrastructure of India based on UPI would add to the complexity of payment systems, bringing more competition to the market. This is more strategic thinking than operational thinking.
[bookmark: _Toc237011221][bookmark: _Toc240286795]4.2.4 Discussion on Objective 4 = Sustainability Integration
Data from this study shows that sustainability legitimacy is an institutional expectation as opposed to a marketing choice. It also shows that the producer-consumer paradox in Bangladesh presents a unique reputational risk, that the attitude-behaviour gap for generations Y and Z still exists, that this gap can, to an extent, be mitigated through a nudge-based choice architecture, and finally, that true sustainability is an inimitable and valuable resource when considered through the Resource-Based View. These findings shift sustainability from being a marketing issue to a core strategic issue.
The findings also introduce the producer-consumer paradox as a theoretical construct. Saif and Islam (2025) detail the persistent labour, safety, and environmental pressures in the context of Bangladesh’s ready-made garments. When a foreign retailer sources and sells to the same country, the source-side ethical issues and demand-side consumer concerns create a unique institutional legitimacy paradox which classical Institutional Theory and the existing fast-fashion sustainability literature leave unaccounted for. The findings also meaningfully engage the attitude-behaviour gap literature. Abdelmeguid et al. (2025) argue that despite the apparent environmental concerns, the purchase of fast fashion by Gen Y and Z consumers continues, and Peleg Mizrachi and Tal (2024) argue that while nudge theory may solve some elements of the problem, it remains fundamentally a structural issue.
Sustainability should not be treated as an afterthought following launch. The producer-consumer paradox of Bangladesh coupled with the rising awareness of Gen Z in the three markets means that a retailer without a credible sustainability value will face both regulatory and reputational challenges from day one. From an RBV perspective (Abdelmeguid et al., 2025), the positive effects of sustainability on long-term competitive advantage and improved firm capabilities are plausible.
[bookmark: _Toc237011222][bookmark: _Toc240286796]4.3 Theoretical Discussion-Integrating the Five-Theory Framework
[bookmark: _Toc237011223][bookmark: _Toc240286797]4.3.1 Why Integration Matters
The main theoretical importance of the study is not the application of any one theory but the development of a structured multi-level framework by combining several theories. Firm-level theories (Uppsala, Transaction Cost Theory, Resource-Based View), environment-level theory (Institutional Theory), and consumer-level theory (Stimulus–Organism–Response) characterize the gaps that each theory fails to address. The 15-source evidential base shows the extent of the gaps: no source in the review articulates the need for all five theories, yet they all five are required in the context to be fully feasible. The value of the theory offered in the dissertation lies in this integration.
[bookmark: _Toc237011224][bookmark: _Toc240286798]4.3.2 Uppsala Revisited
Liesch and Welch (2024) have an entirely different picture of internationalisation, which is not as constant as internationalisation is generally thought to be. The evidence of the three countries in the study supports this view. The ONDC is an example of how mature the external opportunities are for UK retailers and reveals how quickly the internal resources of UK retailers can be built by leveraging existing relationships with the platform. Sustainable internal resource development needs to occur to seize external opportunities in Bangladesh. The traditional Uppsala model is based on a notion of linearity which, in this case, does not apply; the notion of asynchronicity does.
[bookmark: _Toc237011225][bookmark: _Toc240286799]4.3.3 Transaction Cost Theory operationalised
Transaction Cost Theory provides an economic justification for platform partnerships. For business actors in Pakistan and Bangladesh, the transaction costs associated with independent last-mile delivery, cash-on-delivery, trust-building exercises in the absence of platform legitimacy, and so on, present an almost insurmountable boundary for foreign retailers who enter the market unannounced. Platform partnerships, therefore, “internalize” these transaction costs at the platform level, greatly reducing a foreign retailer’s marginal transaction costs. This logic is affirmed by Indiani et al. (2025) in the context of emerging market e-commerce and is applicable beyond the fast fashion sector. Therefore, platform partnerships are not purely a strategic preference. The findings suggest that the partnership is an economic imperative that Transaction Cost Theory predicts.
[bookmark: _Toc237011226][bookmark: _Toc240286800]4.3.4 Institutional Theory as the environmental lens
Institutional Theory helps to address the sharp contrast in regulations and institutions in the three countries. According to Islam et al. (2024), India’s ONDC is a large-scale example of state-supported ‘institutional entrepreneurship,’ that purposefully lowers ‘institutional frictions’ for foreign retailers. Pakistan’s fragmented regulatory framework results in a different, but also restrictive, response that is dependent on private platform intermediaries filling the gaps that public institutions do not. Saif and Islam (2025) explain that, in Bangladesh, the ready-made garment sector has shaped the longstanding institutions and imposes consumer expectations regarding labour practices and sustainability. Therefore, the ‘legitimacy-seeking behaviour’ is specific to the individual countries. In India, what is deemed as legitimate (advanced technology, integrated systems) is different from what is viewed as legitimate in Bangladesh (sustainability, transparency, and responsible sourcing).
[bookmark: _Toc237011227][bookmark: _Toc240286801]4.3.5 Resource-Based View connecting firm and environment
The Resource-Based View connects the resources of the firm with the context of the environment. UK retailers have resources that are transferable across markets, such as brand equity, fast-fashion supply chains, and sustainability capabilities. However, these resources are only valuable when combined with resources obtained in the market, such as partnerships with local platforms, knowledge of cultural marketing, and local delivery capabilities. Indiani et al. (2025) argue that such a resource-acquisition view is essential for understanding the e-commerce of small and medium enterprises (SMEs) in developing economies. Therefore, the model becomes a relational Resource-Based View, where competitive advantage results from a combination of transferable and context-specific resources. This model is supported by the data, as the resources of UK retailers are advantageous only when used in combination.
[bookmark: _Toc237011228][bookmark: _Toc240286802]4.3.6 The Stimulus–Organism–Response model as the consumer-level lens
The Stimulus–Organism–Response model integrates the consumer-level perspective into the firm-and-environment framework. With respect to this framework, Afzal et al. (2024) and Abdelmeguid et al. (2025) argue that localized stimuli elicit culturally mediated consumer responses. Liu and Yahya Dawod (2025) take the S-O-R model one step further, and posit that in a low-trust environment, technological stimuli can act as a substitute for socially mediated stimuli. This is an innovative extension of the model and opens a number of new lines of inquiry within the context of cross-border consumer behaviour. Taken together, the five theories have the potential to operate at three different, but continually interacting levels of analysis: firm, environment, and consumer. This is a truly integrated model, and the current dissertation is the first to propose it within the context of three countries’ fast-fashion e-commerce.
[bookmark: _Toc237011229][bookmark: _Toc240286803]4.4 Comparative Discussion - Convergences and Divergences Across the Three Countries
[bookmark: _Toc237011230][bookmark: _Toc240286804]4.4.1 Convergences and Their Theoretical Implications
Several patterns are consistent across the three countries. The data clearly indicated a preference for mobile shopping (Demyen, 2024). Fast-fashion e-commerce is chiefly dominated by generations Y and Z (Abdelmeguid et al., 2025). The evidence suggested the expansion of the consumer's sustainability awareness was framed by a persistent attitude–behaviour gap (Peleg Mizrachi and Tal, 2024). In all three countries, consumers lean toward regionally responsive, culturally relevant localized content (Afzal et al., 2024). The data showed a sensitivity to trust indicators and pricing was common to all countries (Liu and Yahya Dawod, 2025). The combination of these common factors points to the emerging profile of a transnational “South Asian consumer.” In marketing terms, some aspects of a marketing infrastructure (e.g., creative advertising, identity systems, sustainability messaging) may be developed for all three countries, leading to greater efficiency in marketing spends across borders and allowing greater flexibility in localized execution for individual markets.
[bookmark: _Toc237011231][bookmark: _Toc240286805]4.4.2 Divergences and their strategic implication
Pakistan, India, and Bangladesh diverge on structral measurements. India is the most developed, with the most mature market. Pakistan is mid-developed, and Bangladesh is the least developed. (Research and Markets, 2025). Payment systems also diverge. India has UPI, Pakistan has cash on delivery, and Bangladesh has limited payment systems. Bangladesh is linked to RMG, and Pakistan has a fragmented system. India is the most open, enabled by ONDC. Less of a risk is the consumer overlap of Bangladesh's RMG. Religious observance and modesty are stronger cultural expectations in Pakistan and Bangladesh than in Metropolitan India. Although they are in the same region, the countries are best explained as separate strategic positions. This divergence gives Ban, Pak, and Ind their own position in South Asia and challenges any South Asia strategy that attempts to homogenize the countries.
[bookmark: _Toc237011232][bookmark: _Toc240286806]4.4.3 The comparative theoretical contribution
Findings of theoretical interest have emerged from this study. Traditional literature on entering emerging markets typically covers regions as homogenous blocks or single-country studies. This study’s comparative analysis of three countries has brought to the surface a multilayered convergence-divergence pattern: at the consumer level, convergence occurs among generations Y and Z who are mobile, first, and also attuned to sustainability, while convergence at the environmental level is divergent and includes institutional, regulatory and cultural levels. This resembles the multi-level framework of Section 5.3. and adds to its explanatory strength. The framework posits that consumer-level convergence paired with environmental-level divergence is the predominant pattern in today’s emerging regional markets. The evidence suggests that this is likely to be the case beyond the fast-fashion industry and the South Asia region.
[bookmark: _Toc237011233][bookmark: _Toc240286807]4.5 Discussion of Contradictions, Surprises, and Tensions
[bookmark: _Toc237011234][bookmark: _Toc240286808]4.5.1 The attitude–behaviour paradox
There is a growing divide among consumers of generations Y and Z between sustainability claims and their actual behaviours. Abdelmeguid et al. (2025) illustrate this paradox by showing that while consumers are environmentally conscious, claim to be ready to change, they continue to support the fast-fashion industry. This represents a real challenge to fast-fashion companies because it means that stated preferences cannot be relied on as an indication of consumer behaviour. Peleg Mizrachi and Tal (2024) suggest that the attitude–behaviour gap can be partially bridged through ‘nudging’ which involves making sustainability choices more salient, along with social proof. However, this remains a low-cost, high-novelty, rapid consumption model of fast fashion. There is no clear solution to this problem, and it remains a strategic challenge.
[bookmark: _Toc237011235][bookmark: _Toc240286809]4.5.2 Trust-Technology Substitution
A second surprise involves trust signalling. In low-trust, cross-border settings, Liu and Yahya Dawod (2025) show that within these settings, technology-based trust signals are stronger than user-generated content. Traditionally, social proof (reviews, testimonials, follower counts, etc.) has the most influence on an individual’s purchasing behaviour in Western e-commerce. In mature markets such as those in the Western Hemisphere, user-generated content is the most important element in building trust; in Pakistan and Bangladesh, trust is dominated by blockchain provenance and verified payment badges. This creates a theoretical and practical tension. Theoretically, it addresses the substitution effects in S-O-R that are not predicted by classical theory. Practically, it compels retailers to realign their marketing across low-trust and high-trust markets. The extent to which these findings can be applied outside of cross-border cosmetic e-commerce is an area that requires additional research.
[bookmark: _Toc237011236][bookmark: _Toc240286810]4.5.3 The Producer-Consumer Paradox
The Bangladesh Producer-Consumer Paradox adds a third genuine strategic contradiction. Saif and Islam (2025) note the ongoing scrutiny of the ready-made garment industry, and shows that without an explicitly ethical commitment strategy, UK retailers cannot optimize sourcing costs from Bangladeshi manufacturers while managing the reputation of Bangladeshi consumers. This paradox has no clear solution, as all strategic responses result in trade-offs between cost, reputation, and market access.
[bookmark: _Toc237011237][bookmark: _Toc240286811]4.6 Positioning of Findings within Prior Literature
[bookmark: _Toc237011238][bookmark: _Toc240286812]4.6.1 Where the findings confirm prior literature
There are multiple areas where the findings overlap with the literature. The conceptualization of internationalization as a learning process is corroborated and added to by Liesch and Welch (2024). The efficacy of influencer marketing in emerging markets and the moderating influence of credibility is substantiated by Afzal et al. (2024). The findings also corroborate the necessity of platform partnerships in Indian SMEs’ e-commerce entry in the emerging markets (Indiani et al., 2025). The persistence of the attitude–behaviour gap in the circular economy is corroborated by Abdelmeguid et al. (2025). Convergence with existing literature is important as it shows that the study’s primary assertions are in the body of existing literature, thereby increasing the credibility of the findings.
[bookmark: _Toc237011239][bookmark: _Toc240286813]4.6.2 Where the findings extend prior literature
The findings extend prior literature in four particular ways. First, they apply the five-theory integration to a specific three-country comparison, which is absent in all extant 15 sources. Second, they present the producer–consumer paradox as an emerging theoretical construct, which is substantiated by Saif and Islam (2025). Third, they extend the findings of Liu and Yahya Dawod (2025) on cosmetics to the domain of fashion by offering technology-cue substitution for social cues in low trust contexts. Lastly, they provide an extension of the Uppsala model by compressing asynchronous variations for platform-mediated entry of fast fashion, using the studies of ONDC by Islam et al. (2024) and the theoretical framework proposed by Liesch and Welch (2024).
[bookmark: _Toc237011240][bookmark: _Toc240286814]4.6.3 Where the findings contradict previous studies
 The findings have the potential to contradict3 earlier studies on classical up-scaling. Platform-mediated market entries reorganize the classical stages. Substitution effects show the context-related superior User Generated Content (UGC) signals in markets with different levels of content UGC. More so, the results contradict the perception that South Asia is a unified entity. They show the region as a collection of distinct strategic units, with varying levels of convergence and divergence. Although they are soft contradictions, the results are likely to disrupt the existing frameworks and practices and encourage researchers to investigate the same ideas in other areas beyond fast fashion.3
[bookmark: _Toc237011241][bookmark: _Toc240286815]4.7 Summary of the Chapter and Preview of Chapter 6
 The findings of Chapter 4 have been analysed against the literature and the five-theory framework. The study’s most important contribution to theory is the multi-level integrated framework. The pattern of convergence and divergence in the markets of India, Pakistan, and Bangladesh has further demonstrated the framework’s power to explain. Real gaps in tension exposed the strategic dilemmas manifested by the consumer attitude- and behaviour gaps in sustainability. They also illustrate the technology-cue substitution of social cues in markets with low trust, and the producer–consumer paradox in Bangladesh. The focus of Chapter 6 is to draw upon the insights captured here to articulate the conclusions of the study, provide precise strategic guidance to the UK fast fashion sector, and to address the shortcomings of the study.


[bookmark: _Toc240286816]Chapter 5: Implications
[bookmark: _Toc240286817]5.1 Introduction
The findings of this study can be of interest to both scholars and UK fast-fashion retailers thinking of entering South Asian countries through e-commerce. The comparison of India, Pakistan, and Bangladesh illustrates that successful internationalization cannot rely on a single standardized model. Retailers should look at institutions, digital infrastructure, consumer behaviour, payment systems, culture, and sustainability, among others. Therefore, this study provides practical implications and extends existing theories, internationalization theories, and consumer behaviour theories.
[bookmark: _Toc240286818]5.2 Practical Implications
[bookmark: _Toc240286819]5.2.1 Combined Multi-Level Theoretical Perspective
In terms of theory, the main contribution of this study is the adoption of a multi-level, integrated theoretical approach to study international e-commerce. This study combines the Uppsala model, Transaction Cost Theory (TCT), Resource-Based View (RBV), Institutional Theory, and the Stimulus–Organism–Response (S-O-R) theory within a single integrated framework. These theories cover market entry at firm, environmental, and consumer levels, respectively.
The findings suggest that UK fast-fashion retailers entering South Asia cannot rely on a single theory. Uppsala describes the market knowing commitment balance, whereas TCT helps in determining the trade-off of direct versus partnership with a platform. RBV focuses on the resources owned by the retailer that could create a competitive advantage, while Institutional Theory concentrates on the differences in the regulatory and culturally influenced environments. At the consumer level, S-O-R integrates trust in digital marketing and trust signalling.
[bookmark: _Toc240286820]5.2.2 Implications for the Uppsala Model
The implications of this study on the Uppsala Model demonstrate that traditional adaptations no longer suffice in digitally interconnected international markets. With e-commerce, a retailer can enter a new market with low, or perhaps no, physical infrastructure. This allows a retailer to gain market knowledge by operating through local digital intermediaries.

Therefore, this study supports a more compressed, asynchronous, and platform-mediated interpretation of internationalization (Liesch and Welch, 2024). Fast-fashion retailers from the UK, for example, may elect to use international platform services to lessen the uncertainty of international market activities, and then may subsequently increase their level of market commitment. This may demonstrate that internationalization, through relatively free digital intermediaries, lessens the traditional Uppsala Model of linear internationalization.
[bookmark: _Toc240286821]5.2.3 Implications for Institutional Theory and the Producer–Consumer Paradox
This study furthers Institutional Theory by showing that in India, Pakistan, and Bangladesh, the conditions institute significantly different things. Regulatory systems, payment systems, cultural factors, and the markets' legitimacy impact the appropriateness of various strategies.
Bangladesh is of theoretical import, as it is a primary garment-producing country as well as an emerging consumer market. This study cites the producer–consumer paradox. The legitimacy of consumer markets and sourcing become intimately interwoven (Saif and Islam, 2025). From this, we may conclude that sourcing sustainably and ethically should be viewed as a part of market consumer legitimacy, and not solely a supply chain concern.
[bookmark: _Toc240286822]5.2.4 Implications for S-O-R and Digital Trust
The findings also carry implications for the S-O-R model. Digital ads, influencer communication, reviews, payment-security indicators, and product info can act as stimuli for the consumer's internal organisational structure and subsequent buying decision. However, the analysis suggests that the importance of these stimuli will vary in cross-border contexts of lower trust.
Technology-embedded trust signals, such as verified reviews and secure payment indicators and track and trace mechanisms, may provide more assurance when consumers are concerned about uncertainty (Liu and Yahya Dawod, 2025). Therefore, the findings expand the boundary of S-O-R by demonstrating the incorporation of technology trust signals and social trust signals in cross-border e-commerce.
[bookmark: _Toc240286823]5.3 Practical and Managerial Implications
The findings have multiple implications for the UK-based managers of the fast-fashion sector. First, there is a need for managers to avoid treating South Asia as a cohesive market. While India, Pakistan, and Bangladesh show similarity in terms of a young and digitally active demographic with an increasing preference for and acceptance of e-commerce, their operating and institutional environments are significantly dissimilar.
There, the approach to market entry should also be country specific. Of the three, direct to consumer (DTC) activity has better prospects in India, given the country’s better digital and logistics infrastructure. Pakistan likely will continue to require partnerships with e-commerce platforms, with payment and operational challenges. Especially, cash on delivery (COD) remains a major challenge. To sustain DTC activity, Bangladesh will also likely require partnerships with e-commerce platforms. Of the three, Bangladesh has the greatest potential for DTC activity.
A phased strategy is also appropriate for the UK. Retailers must start by using established platforms to buy market insights and manage risk, before increasing their level of market engagement. In India, retailers can combine participation on marketplace platforms with the direct sale of products to consumers. Finally, in Pakistan and Bangladesh, partnerships with marketplace platforms must play the dominant role. This strategy allows retailers to learn about preferences of local consumers before fully engaging.
[bookmark: _Toc240286824]5.4 Digital Marketing and Consumer Engagement Implications
Marketing managers must have an integrated and global brand identity but must be flexible enough to align marketing initiatives to local situations. Product, price, promotion, and placement must be adjusted to the three countries based on their culture and economics (Demyen, 2024).
Promotional activities should consider local festivals and occasions of consumption. For example, for India, Diwali and, for Pakistan and Bangladesh, Eid; and for Bangladesh, Pahela Baishakh must be considered. Digital marketing channels should also be selected based on the preferences of consumers in the country.
In terms of influencer marketing, credibility in the local context should take precedence and should complement follower counts. Evidence shows that credibility of the influencer positively impacts the effectiveness of the digital marketing (Afzal et al., 2024). Therefore, UK retailers will benefit from building relationships with local influencers who have credibility to support brand identity.

Building trust must form a part of retailers’ marketing efforts. Potential customers must be assured of the safety of their purchases through the provision of reviews, guarantees, and policy information that are transparent and verifiable. Measures that ensure responsibility of purchases and information concerning the product must be provided to allay the fear of consumers concerning the purchase of goods from foreign retailers (Liu and Yahya Dawod, 2025).
[bookmark: _Toc240286825]5.5 Operational and Sustainability Implications
Strategies should be adapted to the differences in payment and logistics infrastructure. India offers greater opportunity for direct e-commerce, while Pakistan's reliance on cash on delivery creates additional coordination costs and risk of return (PCMI, 2024). Local payment, delivery, and customer service capabilities can be obtained through partnerships with platforms and will reduce the duties that foreign retailers would otherwise have to shoulder.
It is also more effective to incorporate sustainability from the beginning rather than after the market is entered, especially for Bangladesh. Because of their role in international clothing production, retailers should make improvements to sourcing and supply chain transparency and make ethical commitments that are credible (Saif and Islam, 2025).
Sustainable practices also can become sources of competitive advantage by being valuable and difficult to copy by competitors (Abdelmeguid et al., 2025). Sustainability should be integrated with sourcing, product design, digital communication, and consumer engagement rather than being an activity solely related to corporate social responsibility.
[bookmark: _Toc240286826]5.6 Implications for Policymakers and Future Scholarship
There are implications for policymakers with the findings of this study as well. Participation in e-commerce after development of the digital infrastructure in India demonstrates the potential that e-commerce offers (IBEF, 2024; PCMI, 2024). The connection of garment production and domestic consumption in Bangladesh indicates the need to address labour standards, sustainability, and consumer protection at the same time (Saif and Islam, 2025).
To scholars, the findings show the necessity for additional research involving the internationalization of institutions, internal elements of the Organisation, and consumer digital behaviour. Future studies are encouraged to see if technology-based trust signals impact consumer behaviour across emerging markets differently from social trust signals. It also encourages studying if platform-based entry alters conventional internationalization steps.
[bookmark: _Toc240286827]Chapter 6: Conclusion
[bookmark: _Toc240286828]6.1 Introduction
This chapter will address the final steps of the research process. It aims to provide a summary of the research questions and answer them with the knowledge gained, describe the limitations of the systematic review, and propose areas of interest for future work. The aim of the research was to define ways that UK fast fashion retailers could use e-commerce and digital marketing to employ successful and sustainable business strategies in India, Pakistan, and Bangladesh.
[bookmark: _Toc240286829]6.2 Overall Conclusion and Answers to the Research Questions
The research has identified that the South Asian region cannot be served strategically by a single market entry approach. Although the countries show similarity in levels of digitalization and mobile-first consumption, as well as in the growing youth population and online consumer base, there are significant differentiating factors in the level of maturity of institutions as well as the payment and logistics systems, along with culture and sustainability.
The first focus of the research is on the supportable entry in e-commerce oriented towards India. This would be more direct and be supported by the maturity of India's digital ecosystem. Pakistan's more complex payment and logistics challenges would make a hybrid model (PCMI, 2024) the favoured entry approach. Bangladesh would also require an entry approach of sustainability and the intricacies of the relationship between garment production and consumer-market legitimacy (Saif and Islam, 2025). This research confirms the hypothesis that internationalization is increasingly compressed and non-linear and more reliant on platforms (Liesch and Welch, 2024).
Regarding digital-marketing adaptation, research suggests the need for more than standardization. UK retailers should maintain their global brand identity while making product, pricing, promotion and distribution decisions according to the characteristics of the local market (Demyen, 2024). Cultural specifics, consumer preferences, and the appropriate digital channels should be considered when making marketing decisions. Marketing decisions should also take into consideration the trust and engagement level of customers, as well as the credibility and cultural relevance of the influencers (Afzal et al., 2024).
The third objective focused on analysing operational, legal and logistical constraints of the three countries. The evidence shows that each of the three markets has unique constraints. India has relatively stronger logistics and digital payment infrastructure, while Pakistan’s heavy reliance on cash-on-delivery increases transaction and return risk (PCMI, 2024). In comparison, Bangladesh presents more operational and sustainability challenges. Given the constraints, partnerships with other platforms can help mitigate risk and reduce costs of coordination, particularly in Pakistan and Bangladesh (Indiani et al., 2025).
Finally, ranging from the perspective of market entry, sustainability should not be an ancillary marketing focus, for Bangladesh, where the country’s status as both a garment producer and an emerging consumer market creates not only reputational concerns, but legitimacy concerns as well (Saif and Islam, 2025). In addition, embedded sustainable capabilities can provide an organisation with a competitive advantage (Abdelmeguid et al., 2025).
The research suggests that the most appropriate strategy for fast fashion retailers in India, Pakistan and Bangladesh is a phased, hybrid, and sustainability-embedded, platform-mediated strategy. This conclusion agrees with the earlier conclusions of the study.
[bookmark: _Toc240286830]6.3 Limits to the Study
Some important points are worth noting. The systematic review contains just 15 sources, which means there is a small evidence base. A wider range of sources might have been available using less restrictive criteria. Second, this study does not collect primary data and thus does not capture the experiences of South Asian consumers, UK retail executives, and partners of e-commerce platforms.
Third, this study offers a snapshot of a rapidly evolving e-commerce market. Technology, payment systems, and preferences of e-commerce consumers may become even more volatile and may affect the findings of this study. Fourth, this study is limited to India, Pakistan, and Bangladesh, and does not include Sri Lanka and Nepal. Finally, this study did not do detailed case studies of specific UK retailers. These limitations curb the ability to draw wide reaching conclusions, but there are many more research opportunities.
[bookmark: _Toc240286831]6.4 Suggestions for New Studies
New research will bring the benefits of primary research to the fore. For instance, researcher may choose to interview key stakeholders such as UK based executives of fast fashion retailers, South Asian e-commerce stakeholders, and others to see if the proposed market entry strategies are feasible.
Research spanning a longer period may focus on the challenges UK retailers face during a phased market entry, as well as the implications of such a strategy on business performance and sustainability. Informed by the principles of marketing, researchers may design surveys with younger generations to learn how they perceive sustainability and trust in the era of digital e-commerce and social influencers.
Now, we can look at how individual UK retailers successful or unsuccessful in market entry across India, Pakistan and Bangladesh can serve as case studies. From these comparative case studies, we will gain real evidence of the trends and patterns in how locally customized platform-led strategies can succeed. The directions and recommendations that follow are closely tied to the future research opportunities articulated in the original chapter.
[bookmark: _Toc240286832]6.5 Final Conclusion
The study finds that the key to successful e-commerce expansion for UK-based fast-fashion brands in South Asia is the ability to carefully balance consistency across the company’s brands on an international scale and its ability to adapt strategically to the uniqueness of local markets. India, Pakistan and Bangladesh should not be thought of as a single cohesive market. As with many other regions of the world, different levels and types of market engagement are needed to address varied levels of institutional readiness along with the trust and cultural gaps, as well as the expectations for more sustainable modes of business.
The overall thrust of the conclusions is that UK fast-fashion brands should adopt a hybrid and phased internationalization strategy that integrates local platforms with culturally adapted digital marketing, trust building and sustainable operations.
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Appendix-B: Data Extraction Table
Table B.1 - Data Extraction Summary of Included Studies (n = 15)
	#
	Author(s) & Year
	Country / Region Focus
	Publication Type & Source
	Methodology
	Theoretical Lens
	Key Themes Addressed
	Key Findings Relevant to this Study

	1
	Islam, M.I.U., Lone, U.M., Bhat, I.A., Aamir, S. and Salau, A.O. (2024)
	India
	Peer-reviewed journal article, Open Information Science (De Gruyter)
	Conceptual review of ONDC framework
	Institutional Theory
	Market entry; institutional environment; digital commerce infrastructure
	ONDC democratises digital-commerce entry, lowers barriers for foreign retailers, and reshapes India's e-commerce institutional environment through state-backed platform openness

	2
	Saif, S.B. and Islam, A.M. (2025)
	Bangladesh
	Peer-reviewed journal article, Businesses (MDPI)
	Qualitative case study of RMG industry
	Sustainability / stakeholder framework
	Sustainability; operations; Bangladesh context
	Bangladesh's RMG sector faces sustained labour, safety, and environmental scrutiny; the sector's dual role as producer and emerging consumer market shapes retailer reputational risk

	3
	Demyen, S. (2024)
	Cross-national / EU
	Peer-reviewed journal article, JTAER (MDPI)
	Mixed-method review of pandemic and post-pandemic online fashion
	Consumer behaviour theory
	Digital marketing; consumer behaviour; sustainability
	Post-pandemic online fashion consumers are more price-sensitive, promotion-driven, and digitally native; purchasing patterns have shifted structurally

	4
	Peleg Mizrachi, M. and Tal, A. (2024)
	Cross-national
	Peer-reviewed journal article, Sustainability (MDPI)
	Experimental / nudge-theory study
	Nudge Theory; behavioural economics
	Sustainability; consumer behaviour
	Choice architecture and nudges can shift consumers toward sustainable fashion, but fast-fashion structural incentives work against sustainable consumption

	5
	Liesch, P.W. and Welch, C. (2024)
	Global (theory)
	Peer-reviewed journal article, JIBS (Springer)
	Theoretical extension paper
	Uppsala Internationalisation Model
	Internationalisation; theory
	Internationalisation is a non-linear, learning-driven growth process aligning external opportunity-seeking with internal capacity-building

	6
	Afzal, B., Wen, X., Nazir, A., Junaid, D. and Olarte Silva, L.J. (2024)
	Pakistan
	Peer-reviewed journal article, Sustainability (MDPI)
	Quantitative survey, structural equation modelling
	Stimulus-Organism-Response (S-O-R)
	Influencer marketing; consumer engagement; Pakistan
	Social media influencer stimuli directly drive shopping behaviour in Pakistan; brand credibility moderates the effect; utilitarian shopping values dominate

	7
	Ahmed, S.K., Mohammed, R.A., Nashwan, A.J., Ibrahim, R.H., Abdalla, A.Q., Ameen, B.M.M. and Khdhir, R.M. (2025)
	Global (methodology)
	Peer-reviewed journal article, JMSPH (Elsevier)
	Methodological paper
	Braun and Clarke six-phase framework
	Methodology; thematic analysis
	Provides a systematised six-phase thematic analysis procedure with a 16-item quality checklist for qualitative rigour

	8
	Indiani, N.L.P., Keshminder, J.S., Wiratama, N.I. and Amertha, G.S. (2025)
	Emerging markets
	Peer-reviewed journal article, HSSC (Nature)
	Integrative framework study
	Institutional Theory; Resource-Based View
	E-commerce adoption; SMEs; emerging markets
	Context-specific factors, not universal strategies, determine e-commerce success in emerging markets; platform partnerships provide complementary resources

	9
	Abdelmeguid, A., Afy-Shararah, M. and Salonitis, K. (2025)
	Cross-national (Gen Y and Z focus)
	Peer-reviewed journal article, Frontiers in Sustainability
	Quantitative survey, structural equation modelling
	Stakeholder, contingency, and institutional theories
	Circular fashion; consumer behaviour; sustainability
	Younger consumers show high environmental awareness and willingness to change, but a persistent attitude-behaviour gap remains in circular fashion adoption

	10
	Liu, X. and Yahya Dawod, A. (2025)
	Cross-border e-commerce
	Peer-reviewed journal article, Information (MDPI)
	Experimental study (eight-scenario design)
	Signalling Theory
	Consumer trust; cross-border e-commerce; digital marketing
	Technology-backed trust signals (blockchain, verified reviews) reduce perceived risk more effectively than user-generated content in low-trust cross-border contexts

	11
	Byrne, D. (2022)
	Methodological
	Peer-reviewed journal article, Quality & Quantity (Springer)
	Methodological worked example
	Braun and Clarke framework
	Methodology; thematic analysis
	Provides a step-by-step worked example of Braun and Clarke's reflexive thematic analysis, useful for master's-level dissertations

	12
	Page, M.J., McKenzie, J.E., Bossuyt, P.M. et al. (2021)
	Global (methodology)
	Peer-reviewed journal article, BMJ
	Reporting-guideline statement
	PRISMA 2020 framework
	Methodology; systematic review reporting
	Sets the international reporting standard for transparent identification, screening, and inclusion in systematic reviews

	13
	India Brand Equity Foundation (IBEF) (2024)
	India
	Industry report
	Industry data compilation
	Not applicable
	Market context; India e-commerce
	India's e-commerce market projected at approximately US$211.6 billion by 2025; strong marketplace concentration; growing UPI adoption

	14
	Payments and Commerce Market Intelligence (PCMI) (2024)
	Pakistan
	Industry report
	Industry data compilation
	Not applicable
	Market context; Pakistan e-commerce; payments
	Pakistan's B2C e-commerce market reached approximately US$7.7 billion in 2024; cash-on-delivery accounts for approximately 75% of transactions

	15
	Research and Markets (2025)
	Bangladesh
	Industry report
	Industry data compilation
	Not applicable
	Market context; Bangladesh e-commerce
	Bangladesh's B2C e-commerce market valued at approximately US$6.8 billion in 2024, growing alongside its RMG manufacturing base



Appendix C - Casp Quality Appraisal Table
Table C.1 - CASP Quality Appraisal of Included Studies (n = 15)
	#
	Author(s) & Year
	C1 Aims
	C2 Method
	C3 Context
	C4 Data
	C5 Depth
	C6 Contribution
	Overall Rating

	1
	Islam et al. (2024)
	✓
	✓
	✓
	✓
	✓
	✓
	Strong

	2
	Saif and Islam (2025)
	✓
	✓
	✓
	✓
	~
	✓
	Strong

	3
	Demyen (2024)
	✓
	✓
	~
	✓
	✓
	✓
	Strong

	4
	Peleg Mizrachi and Tal (2024)
	✓
	✓
	~
	✓
	✓
	✓
	Strong

	5
	Liesch and Welch (2024)
	✓
	✓
	~
	✓
	✓
	✓
	Strong

	6
	Afzal et al. (2024)
	✓
	✓
	✓
	✓
	✓
	✓
	Strong

	7
	Ahmed et al. (2025)
	✓
	✓
	✓
	✓
	✓
	✓
	Strong

	8
	Indiani et al. (2025)
	✓
	✓
	✓
	✓
	✓
	✓
	Strong

	9
	Abdelmeguid et al. (2025)
	✓
	✓
	~
	✓
	✓
	✓
	Strong

	10
	Liu and Yahya Dawod (2025)
	✓
	✓
	~
	✓
	✓
	✓
	Strong

	11
	Byrne (2022)
	✓
	✓
	✓
	✓
	✓
	✓
	Strong

	12
	Page et al. (2021)
	✓
	✓
	✓
	✓
	✓
	✓
	Strong

	13
	IBEF (2024)
	✓
	~
	✓
	✓
	~
	✓
	Moderate

	14
	PCMI (2024)
	✓
	~
	✓
	✓
	~
	✓
	Moderate

	15
	Research and Markets (2025)
	✓
	~
	✓
	✓
	~
	✓
	Moderate





35

Appendix GA19

POSTGRADUATE TAUGHT DISSERTATION SUPERVISION RECORD

This form is to be used to record a summary of the outcomes of each formal meeting between the student and the dissertation supervisors for Part II of a Masters’ Programme. 

	Student Name:
	Amaan Allauddin Sayyed 
	Student No:
	2437446

	Programme of Study: 
	MBA
	Campus:
	London

	Institute/Academic Discipline/Centre: 
	Institute on Inner-City Learning (IICL)
	Module Code:
	LCMB7035

	Mode of study:
	Full-time 
	Method of study:
	Campus based 



	Dissertation Title:
	Going Global via E-Commerce: Market Entry and Marketing Strategies of UK Fast-Fashion Retailers in South Asia

	Dissertation Supervisor: 
	Md Kalam

	Programme Manager: 
	Dr Hoang Dang Nguyen



SUPERVISION RECORD


	Date of meeting
	Type of meeting
	Summary of outcomes
	Student
	Supervisor
	Duration of meeting
	Running total

	13/07/2026
(1)
	On campus
	
Preparation for the meeting: 
 • Explored a range of potential dissertation research topics in                    preparation for selecting a suitable area of study.
 • Considered different research areas and identified a topic that was relevant to my programme and of personal academic interest.
 • Prepared the selected topic for discussion with Md kalam.

During the meeting:
 • Presented the selected dissertation topic to Md Kalam for discussion.
 • Md Kalam provided feedback on the proposed topic and     advised that some changes should be made to the title to make it more appropriate and focused.
 • Discussed the suggested changes with Md Kalam and considered the most suitable wording for the dissertation title.
 • Following the discussion, an agreed dissertation title was        finalised: “Going Global via E-Commerce: Market Entry and Marketing Strategies of UK Fast-Fashion Retailers in South Asia.”
 
Next steps:
 • Amaan should begin developing the dissertation proposal based on the agreed research topic.
 • Amaan should start exploring relevant academic literature and research related to the selected topic.
 • Develop the initial research aim, objectives and research question for the proposal.

	Amaan Allauddin Sayyed
	Md Kalam
	1h
	1h

	27/07/2026
(2)
	On 
Campus 
	
Preparation for the meeting:
     • Amaan prepared dissertation proposal 

During meeting: 
     • Md Kalam went through all the topics in the proposal.

Next steps: 
     • Md Kalam told Amaan to remove and edit some things in          the proposal.


	Amaan Allauddin Sayyed
	Md Kalam
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     • Md Kalam mentioned some important points about data collection and referencing.
      • Md Kalam told the Amaan to go through the process of 5Cs of research and implement it in the dissertation.

Next steps:
        • Amaan was told to create the introduction and methodology of the dissertation till the next meeting.
	Amaan Allauddin Sayyed
	Md Kalam
	1h
	3h

	03/09/2026
(4)


	Microsoft 
Teams
	Preparation for the meeting: 
      • Amaan prepared Introduction, Methodology and Thematic review of the dissertation, and need to show it to the Md Kalam for their feedback.
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       • Amaan showed the progress to Md Kalam.
       • Md Kalam told to do some changes in the dissertation, Amaan was told to work on referencing, definition of some models used in the topic and work on tables containing data.
Next steps:
       • Amaan should work on the dissertation more and make the changes as per Md kalam’s directions.
	Amaan Allauddin Sayyed
	Md Kalam
	1h
	4h

	07/09/2026
(5)
	On campus 
	Preparation for the meeting: 
        • Amaan worked on the referencing, model definitions and data tables as discussed in the previous meeting.
        • Amaan completed the dissertation as per the required structure. 

During meeting:
         • Md Kalam went through the whole dissertation and checked if the changes were made as he mentioned in the last meeting.
          • Md Kalam was not satisfied with the changes done by Amaan. 
          • Amaan was told to work again on the mentioned points and make sure to be done with it till next meeting.

Next Steps: 
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	Microsoft Teams
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During Meeting:
            • Md Kalam checked the Introduction, Methodology, Thematic review and discussion. 
             • Md Kalam found some errors in the 4 sections and told Amaan to change them, Amaan was also told to proofread the whole dissertation and correct few spelling mistakes. 
             • Md Kalam told Amaan that he will check the Implications and Conclusion sections in the next meeting, and also mentioned that the last 2 sections must have the answers of the Research questions. 

Next Steps: 
              • Amaan needs to work on errors in the first 4 sections of the dissertation and make sure the last 2 sections have no errors in it. 
	Amaan Allauddin Sayyed
	Md Kalam 
	1h
	6h

	21/09/2026
(7)
	Microsoft Teams 
	Preparation for the meeting: 
                • Amaan did all the changes and corrected all the errors mentioned by Md Kalam and he is ready to show the final work to Md Kalam.

During meeting: 
                 • Md Kalam went through everything in the dissertation and told Amaan just to add some more reference the section 3 (Thematic Review). 
                  • Md Kalam checked every tables and model’s reference in the dissertation. 
                  • Md Kalam said, rest everything looks good in the dissertation. 

Next step: 
                   • Amaan needs to make a final check and add some more reference in section 3.

	Amaan Allauddin Sayyed
	Md Kalam
	1h
	7h

	24/09/2026
(8)
	On campus
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                      • Amaan did the final changes in the dissertation as per Md Kalam’s advice.
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                      • Md Kalam did the last check and made sur everything was correct and up to his suggestions.
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	Amaan Allauddin Sayyed 
	Md Kalam
	1h
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