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Abstract 

Purpose: This research aimed to identify and synthesize circular economy-oriented business 

model innovation opportunities for the textile and apparel industry of Bangladesh to position the 

business to its B2B customers by achieving a sustained competitive advantage.  

Design/methodology/approach: In this study, we conducted a multiple case study, analyzing 3 

case companies using an abductive method under the interpretive research philosophy. As a result 

of our research, we aim to understand the current perceptions of the circular economy in 

Bangladesh's garment industry and identify opportunities for business model innovation. 

Therefore, we designed a questionnaire to obtain valuable insights and opinions from 9 business 

practitioners. In order to gain an in-depth understanding of the respondents, semi-structured 

interviews and rating-based surveys were conducted. 

Results: As key results, three CE process has been identified as the most potential to bring BMI- 

are design (narrowing resource loop), production (slowing resource loop), and recycle (closing 

resource loop) based on which the T&A industry can position its business to achieve a sustained 

competitive advantage. 

Originality/value: To the best of the authors' knowledge, no previous research has been done on 

this topic. This paper establishes an integrated conceptual model which is first of a kind to integrate 

CE resource loops and resource-based view. The data presented here are all based on the 

respondents' perceptions. This thesis paper can help academics do further research on industries 

that face issues with value creation, and professionals can apply the suggested practical solutions 

implications in their industry. 

Key Words: Sustainability, Circular Economy, Business-to-Business Positioning, Business 

Model Innovation, Textile and Apparel Industry 
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1.0 Introduction 

The purpose of this chapter is to enable readers to develop a better understanding of the emergence 

of a circular economy in Bangladesh, especially in the apparel and textile industries. It 

progressively leads to a discussion of the actual problem that exists. There is a further explanation 

of the purpose and definitions of what the RQs entail in this section. 

1.1 Background 

Starting from the age of the industrial revolution, the world is progressing through technological 

innovation, especially in the manufacturing industry, which is enhancing higher productivity and 

faster consumption of global resources. As the global resources are finite and the rapid 

industrialization is influencing a much faster consumption of the resources, an imbalance is widely 

recognized and there is a pressing need to transition to more sustainable socio-technical systems 

(Meadows et al., 2004; Seiffert and Loch, 2005; Markard et al., 2012). Due to this unsustainable 

growth and development, the world is facing- firstly, environmental issues, such as biodiversity 

loss, water, air, and soil pollution, resource depletion, and excessive land use are increasingly 

jeopardizing the earth's life-support systems (Rockström et al., 2009; Jackson, 2009; Meadows et 

al., 2004). Secondly, societal expectations are not met due to issues such as high unemployment, 

poor working conditions, social vulnerability, the poverty trap, inter-and intragenerational equity, 

and widening inequalities (Banerjee and Duflo, 2011; Sen, 2001; Prahalad, 2004). Thirdly, 

economic challenges, such as supply risk, complex ownership structures, deregulated markets, and 

flawed incentive structures, lead to increasingly frequent financial and economic instabilities for 

individual companies and entire economies (Sachs, 2015; Jackson, 2009). Hence, sustainability 

concerns are increasingly incorporated into both the agendas of policymakers and the strategies of 

companies (Geissdoerfer, Savaget, Bocken & Hultink, 2017). 

To address all the sustainability issues, the concept of the Circular Economy - while not entirely 

new - has recently gained significant value and attention on the agendas of policymakers (Brennan 

et al., 2015). This becomes obvious, for instance, in the comprehensive European Circular 

Economy Package (European Commission, 2015) and the Chinese Circular Economy Promotion 

Law (Lieder and Rashid, 2016). To study more into the roots of the Circular Economy, it has been 

actually gaining momentum since the late 1970s (EMF, 2013b). Several authors, like Andersen 

(2007), Ghisellini et al. (2016), and Su et al. (2013) attribute the pioneering of the concept to 

Pearce and Turner (1990)- by describing how natural resources to influence and impact the 

economy by providing inputs for production and consumption along with serving as a sink for 

outputs in the form of waste, they investigate the linear and open-ended characteristics of 

concurrent economic systems. 

Sustainability and circular economy (CE) are of increasing interest to governments, investors, 

firms, and civil society. Sustainability upholds a balanced integration of financial and economic 

performance, inclusiveness in the social factors, and environmental resilience for the benefit of 
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present and future generations (Geissdoerfer et al., 20100s 2017a). CE emerged as an umbrella 

concept in the 2010s (Blomsma and Brennan, 2017), and focuses on the achievement of a broad 

resource-effective and efficient economic system by objectively narrowing, slowing, and closing 

materials and energy loops (Bocken et al., 2016; EMF, 2015). CE is often considered a means to 

achieving sustainability, but with a narrower focus on the economic and environmental dimensions 

(Geissdoerfer et al., 2017a). Nevertheless, not all systems (e.g. businesses, value chains) which 

incorporate circular principles are intrinsically more sustainable (Geissdoerfer et al., 2018b). 

Enhanced sustainability or circularity demands changes in the way companies create value, 

understand, and execute business. Companies are propelled to interact in an ecosystem of actors, 

moving from a firm-centric to a network-centric operational order and logic. This transition 

demands regenerating their incumbent business models (BM), in order to achieve decoupling of 

value creation and resource consumption (Bocken et al., 2016). Hence, business model innovation 

(BMI) towards sustainability and circularity is fundamental to achieving companies' competitive 

sustained advantage. 

To explore and achieve this fundamental to sustain companies’ competitive advantage positioned 

on sustainability and circularity, a new substream- ‘sustainability-oriented BMI’ has been evolved 

significantly over the past decade on the basis of seminal works framing the concept (Birkin et al., 

2009; Lüdeke-Freund, 2010; Stubbs and Cocklin, 2008); special issues (Boons et al., 2013; 

Dentchev et al., 2018; Schaltegger et al., 2016a); and reviews of conceptual foundations (Bocken 

et al., 2014; Boons and Lüdeke-Freund, 2013; Evans et al., 2017b; Geissdoerfer et al., 2018b; 

Lüdeke-Freund and Dembek, 2017; Schaltegger et al., 2016b). 

Sustainability-oriented BMI includes sustainability principles as a framework for BM design, 

adding complexity to the traditional (‘business as usual’) BMI process. Alongside generating 

superior customer value to achieve competitive advantage and capture economic value, it also 

looks to contribute positively to the environment and society. (Lüdeke-Freund, 2010; Stubbs and 

Cocklin, 2008). 

Research related to the BM concept within the scope of sustainability and CE is still recent, with 

just 10 and 5 years of activity, respectively ( Foss and Saebi, 2017; Lüdeke-Freund and Dembek, 

2017). As expected, these bodies of knowledge or potential ‘emerging’ research fields are still in 

the introduction stage, and the literature is fragmented (Lüdeke- Freund and Dembek, 2017; Merli 

et al., 2018; Nubholz, 2017). Similarly, the scope and synergies between circular and sustainable 

BMI are not clearly explored (Geissdoerfer et al., 2017a). 

1.2 Problem discussion 

With the rise of environmental concerns and concerns about sustainability, the garment industry 

is under a big question mark whether the fashion sector can be sustainable. With its vast supply 

chain, the textile and apparel industry is one of the most important customer merchandise 

businesses. It is also identified as one of the most polluting industries globally (Fieldson & Rai, 
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2009). For example, apparel manufacturing requires a huge volume of energy and water in fabric 

production which is about 8-10% of worldwide carbon emissions, and approximately 20% of 

wastewater is attributed to the fashion sector (Ro, 2020). Another highlight in the textile and 

apparel business is pollution (Jia, Yin, Chen, & Chen, 2020). Wet processing wastewater contains 

dangerous chemical substances that can be the reason for considerable ecological damage by 

polluting waste gas, wastewater, and the fabric itself if not rightly treated before releasing (Alkaya 

& Demirer, 2014; Hasanbeigi & Price, 2015). Increasing demand from fashion consumers and the 

trend of fast fashion have rapidly increased the production and consumption of apparel (Sobuj et 

al., 2021), which is a reason for a substantial amount of waste in every stage of manufacturing, 

including knitting/weaving, spinning, apparel making, dyeing, and finishing (Koszewska, 2019). 

Different studies have presented and estimated that the global textiles industry created 

approximately 92 million tons of waste in 2014, of which a minimal amount is reused or recycled, 

and a huge amount ends up in landfills or incinerated (Pensupa et al., 2017; Niinimamp et al., 

2020). Due to the lack of focus on the wastage of materials in the supply chain (Akter, Haq, Islam, 

& Uddin, 2022) causes an anticipated challenge for the textiles and clothing industry, given the 

strong attention paid to sustainability measures (Islam, 2021). Hence, attention to the textile and 

fashion business challenge focused mostly on sustainable business practices to find out and 

mitigate the climate crisis and environmental damage (Shamsuzzaman et al., 2021).   

While the global focus shifts to mitigate the crisis through enabling sustainable business practices 

in this industry, Bangladesh gets the biggest spotlight being the 2nd largest contributor in the 

global textile and apparel manufacturing industry. Bangladesh is a key manufacturing hub for 

global apparel and textiles products, and the industry plays a vital role in the country's socio-

economic development (Habib et al., 2021). Approximately 577,000 tons of waste are reported to 

be generated from the apparel industry and fabric plants of Bangladesh, of which 250,000 tons, 

almost 50% of the total, is 100% recyclable cotton waste which can be valued at approximately 

100 million USD (Islam, 2021). Apart from global textiles, waste is forecasted to increase by 60% 

each year between 2015 and 2030, topping up an additional 57 million tons of waste every year 

and reaching a total of 148 million tons annually (Niinimamp et al., 2020; Shirvanimoghaddam et 

al., 2020). Although significant ever attention has been given to sustainability initiatives in water 

and energy, a lesser focus given to material waste in the supply chain makes it an impending 

problem for the textiles and apparel industry (Islam, 2021). In Bangladesh, material waste created 

by the clothing industry is referred to as 'jhut' (Patnaik & Tshifularo, 2021). Due to its direct 

environmental impact, material waste management is being considered a serious challenge (Sarkar, 

Qian, & Peau; Uddin, et al., 2021). Not only that, material waste causes a major loss in value and 

financial opportunity in the textile-apparel production cycle, and it has negative impacts on the 

environment. 

In Bangladesh, besides the environmental aspect of sustainability, social sustainability aspects are 

also becoming crucial. The major barriers to the Bangladeshi garment industries are their safety 

and security issues. There are many fires accident and some building collapse accidents, including 

thousands of workers' death and injuries. As multi-national corporations (MNCs) from the USA 
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and EU which are the main buyer group of Bangladesh, they face intense scrutiny on the 

sustainability of their economic, social and environmental performance. Interested parties who are 

relevant to these buyer groups range from employees, customers, and trade associations to 

government agencies and non-governmental organizations (NGOs) (Vachon and Klassen, 2006; 

Meehan and Bryde, 2011). This scrutiny applies not only to their own performance but also to that 

of their supply chain partners (Vachon and Klassen 2006; Seuring and Mu¨ ller, 2008b;Walker and 

Jones, 2012). For instance, companies like Disney, Nike, Benetton, and Adidas have been 

considered responsible for the behavior and action of their suppliers, e.g., when they impact the 

environment or disobey labor laws (Graafland, 2002). As a consequence, environmental and social 

sustainability aspects are now fundamental to the purchasing and sourcing decisions made in 

MNCs (Carter and Rogers, 2008; Vachon and Klassen, 2008; Pagell and Wu, 2009). 

The above scrutiny and concern from the buyer group are forecasted to be more stringent following 

the concern and trend in the millennial customers and the later customer groups, as sustainability 

is becoming increasingly important due to rising consumer demand for environmentally friendly 

products and concerns over climate change and social justice. As a consequence to that, sourcing 

of environmentally sustainable suppliers has come up as a chief determinant of buyers' sustainable 

marketing strategy (D'Souza, Taghian, Sullivan-Mort, & Gilmore, 2015). 

From this perspective, how sustainable practices and operations are managed and integrated with 

the garments and apparel industry in Bangladesh- is becoming an increasingly important issue in 

business-to-business (B2B) marketing and communications strategy. While analyzing and 

developing this B2B strategy, a business model can be strongly accepted as a system or sequence 

of production and consumption exchanges that can be used as a framework to trace and analyses 

the complex value system of benefits, costs, capabilities, and relationships that comprise a firm 

(Demil and Lecocq, 2010; Teece, 2010). Business models have both positive (sustainable 

production) and negative (pollution, non-renewable resource use) consequences on the physical 

environment in which they are practiced (Abdelkafi and Tauscher, 2016). 

In the above context of the textile and apparel industry in Bangladesh- although there are some 

study exists in the area of environmental sustainability, there are still a significant knowledge gap 

exists in the social, and economic area of sustainability and its relation to the circular economy 

and new business model innovation to create a sustained business positioning 

(Shirvanimoghaddam, Motamed, Ramakrishna, & Naebe, 2020). 
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1.3 Purpose and RQs 

The purpose of the paper is to understand the current perception and practice of circular economy 

in the textile and apparel industry in Bangladesh. Then exploring the drivers and indicators for the 

B2B buyers and suppliers to drive business model innovation based on the circular economy, 

which may leverage strong business positioning. 

RQ1: What is the current perception and practice of circular economy in the relevant industry? 

RQ2: What are the opportunities for business model innovation in the context of the circular 

economy within the relevant industry? 

RQ3: How to leverage the B2B positioning of the business based on the business model 

innovation? 
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2.0 Literature Review 

The present section of the paper constitutes a review of the relevant literature in order to act as a 

base and support for the analysis of the research undertaken in this study. The topics covered here 

include classic and current scientific literature research on the topics of circular economy, B2B 

positioning, and sustained competitive advantage.  

2.1 Sustainability and Circular Economy 

Circular economy and sustainability are two terms that are getting increasingly popular in 

academia as well as in the domain of policymaking and across industries. Although the similarities 

and differences between these two notions are still quite obscure (Geissdoerfer et. al., 2017), it is 

imperative for the study at hand to understand and review the current scenario of sustainability and 

circular economy. Before conducting a discussion on the circular economy, its broad counterpart 

in the name of sustainability needs a thorough understanding.  

Sustainability is getting traction on account of both policymakers and business strategists. The 

origin of the word “sustainability” comes from the French word “soutenir” which is a verb it means 

to hold up or support (Brown et al., 1987). However, in modern times, it has made its ties with 

forestry. The principle is the amount of wood that is harvested should not outweigh the amount 

that is to grow again. According to von Carlowitz (1713), this concept was established in the early 

18th century in “Sylvicultura oeconomica.” On the contrary, Mantel (1990) has stated that there 

are even older concepts of the notion dealing with wood supply shortages and husbandry systems. 

Finally, it transformed into the idea of respecting the regeneration ability of nature, which is a 

branch of ecology (Duden, 2015).  

According to Johnston et al. (2007), there are around 300 definitions of sustainability. ISO 15392 

(2008) defined sustainability as activities of human beings conducted in a way that can protect and 

conserve the earth’s ecosystem and maintain a balance. On the other hand, McMichael et al. (2003) 

stated that sustainability is the transformation of human lifestyle to the extent that will maintain 

the supply of non-replaceable goods and services by optimizing the likelihood of constant security 

and support for well-being, and health. These are but only a few of the 300 that could be cited. The 

concept of sustainability’s introduction to the world can be tracked down to various hazards and 

risks associated with the environment. For instance, depletion of the ozone layer, climate change, 

imbalance and loss of biodiversity, deforestation, etc. All these hazards and risks were somewhat 

related to the successful development of the nations, and since the 1960s, it has been a major 

concern for discourse whether the prosperous trend can be maintained throughout (Clark and 

Crutzen,2005; Rockstrom et al., 2009). Depleting natural resources, irregular distribution of 

geography, and the implications of the assimilative capacities of ecosystems over economic growth 

have been a cause for concern creating tension towards the maintenance of the prosperous trend 

(Daly and Townsend, 1993). 
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After the development of an equation by Ehrlich (1974) and Commoner (1971), the tensions 

became more intense. The equation was “I = 1⁄4 PxAxT”. Environmental impact (I) is a function 

of three factors: population (P); affluence, which is a proxy to represent consumption (A); and 

technologies (T). However, scholars vary on the correlation among the mentioned variables, as 

one school emphasizes demographic control (Hardin, 1968) while others would advocate for 

consumption level reduction (Woodland and Ostry, 2001). These tensions raised a series of 

discourses on the interconnection among society, environment, and economy and challenged the 

very nature of economic growth assumptions and frameworks (Kates et al., 2005). Brundtland 

(1987) made the most valid point in understanding sustainable development and reformulated the 

terms like trade-off to give a conclusion to the conflicts. Furthermore, he developed a more 

commonly accepted definition of sustainability- “development that meets the needs of the present 

without compromising the ability of future generations to meet their own needs” (Brundtland, 

1987).  

As time progressed, sustainable development, which was initially driven by environmental 

concerns, gradually accommodated other expectations of desirable progress (Kates et al., 2005).  

Hence, sustainability took up a colloquial meaning of maintaining certain features in perpetuity, 

while development means different capacities depending on the heterogeneity of human values, 

societies, economies, interests, and disciplinary conventions. Nevertheless, according to Stirling 

(2009), the perceptions accounted for sustainability and sustainable development lead to desirable 

progress by avoiding bad and nurturing the good, reflecting upon shared responsibilities and 

directions of alternative progress. After its widespread popularity, the term diffused itself into an 

understanding of the triple bottom line (Elkington, 1997) founded by three pillars. Hence the name 

and they are- people, profit, and the planet. These three pillars move in tandem, and they offer a 

correlated integration of economic, environmental, and social performance. They are constantly 

affected by mutual causality and positive feedback (Mckelvey, 2002). The goals that are extracted 

from the concept of sustainability are multifarious instead of a common tone. The question starts 

with what to develop and then goes on with for whom to develop, for how long, and for what 

benefit (Acero and Savaget, 2014). The idea it has protruded is related to the fact of 

intragenerational prosperity by maintaining simultaneous preservation of life-support systems that 

are the suppliers of intergenerational needs.  

Now, when it comes to a circular economy, in contrast to the term sustainability, it has been 

lingering around since the late 1970s. Authors including Andersen (2007), Ghisellini et al. (2016), 

and Su et al. (2013) have made Pearce and Turner (1989) responsible for introducing the concept 

to the world. They described the concept by discussing how the economies are influenced by 

natural resources’ provision of inputs for production and consumption along with its acting as a 

sink for outputs to suck in the waste. In 1966 Boulding’s work influenced the idea of the circular 

economy. His work portrayed the earth in a limited assimilative capacity as a circular enclosed 

system where the environment and economy should exist in harmony and equilibrium. Stahel and 

Reday (1976) focused on indusial economics in relation to the circular economy. They developed 

an idea of a loop economy that focused on industrial strategies implementing waste prevention, 
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regional job creation, resource efficiency, and dematerialization of the industrial economy. Stahel 

(1982) emphasized the utilization of goods instead of ownership for a more relevant business 

model pertaining to a sustainable loop economy which allowed industries to churn profit without 

incurring costs and risks associated with production waste.  

The modern applications of a circular economy in context to industrial processes in economic 

systems have come to incorporate a multifarious concept of closed loops. To mention some of the 

most influential theoretical concepts- laws of ecology (Commoner, 1971), cradle to cradle 

(McDonough and Braungart, 2010), looped and performance economy (Stahel, 2010), biomimicry 

(Benyus, 2020), industrial ecology (Graedel and Allenby, 1995), the blue economy (Pauli, 2010). 

The most prominent definition of circular economy has been coined by the Ellen MacArthur 

Foundation (2012). The definition goes as “an industrial economy that is restorative or 

regenerative by intention and design.” In accordance with the Chinese implementation of circular 

economy, Geng and Doberstein (2008) defined circular economy as the “realization of [a] closed-

loop material flow in the whole economic system.”  

On the other hand, according to Webster (2015), a circular economy, by keeping its products, 

components, and materials at their highest utility, is a restorative one. In accordance with that, 

Yuan et al. (2006) stated that a circular economy is closed in a loop at the core, and the loop 

consists of the use of raw materials energy in multiple phases. The concept of circular economy 

has been considered at a local, regional, national and international level by the policymakers, 

influencing governments and intergovernmental agencies. Germany passed the act of “Closed 

Substance Cycle and Waste Management Act” and was one of the pioneers of introducing a 

circular economy in their national policy (Su et. al., 2013). Japan followed suit with the “Basic 

Law for Establishing a Recycling-Based Society” in 2002 (METI, 2004) and in 2009 China 

introduced the “Circular Economy Promotion Law of the People's Republic of China” (Lieder and 

Rashid, 2016). A circular economic strategy has also been introduced by supranational bodies like 

the EU in 2015 (European Commission, 2015). 

The principles of include embracing green technologies and focusing on the responsible use of 

natural resources, circulating at the highest level of utility, maximizing the utilization rate of the 

assets, and minimizing the gradual phase-out of negative externalities (Cristoni and Tonelli, 2018).  

According to Cristoni and Tonelli (2018), there are 17 key areas of circular action that can 

influence business operations. They are- dematerialization, optimizing input materials, increasing 

longevity or durability, design for recycling, engaging with suppliers on environmental programs, 

switching to circular feedstock, maximizing the overall environmental performance of operations, 

switching to renewable energy for powering operational procedures, exploring circular processes 

to solidify waste streams, investigating circular water sources, tackling packaging wastes, 

optimizing logistics and distribution, addressing unsold inventories, maximizing the rate of 

utilization or intensity of the use of the product, focusing on product’s reuse and redistributions 

and finally focusing on remanufacturing, refurbishing products and parts.  
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There are some similarities and differences between the concept of circular economy and 

sustainability. The similarities include commitments regarding Intra and inter generation, both are 

global models, taking into account more non-economic aspects towards development, both 

concepts employ system change and design at their core, and both fields are multi-disciplinary in 

terms of research, Potential cost, risk, diversification, value co-creation opportunities, both 

concepts need the cooperation of stakeholders, core implementation tools are regulation and 

incentives, resource and capabilities make them the central role of the corporates, both concepts 

rely on BMI (business model innovation) to transform the industry, reliant on technological 

solutions, however, face difficulty in implementation (Geissdoerfer et. al., 2017). 

The difference between the concepts lies in their origins, goals, motivations, system prioritization, 

beneficiaries, timeframes, and responsibilities. The CE concept is more recent than sustainability. 

EMF (2013) tracks the concept of CE to different schools of cradle-to-cradle thought, while the 

concept of sustainability can be tied to order and institutionalization of environmental movements 

and supranational bodies (Geissdoerfer et al., 2017). Moreover, sustainability benefits the 

environment, economy, and society on a large scale, whereas a circular economy benefits the 

implementors of the economic system (Elkington, 1997). There are also different motivations to 

pursue either sustainability or a circular economy. A circular economy primarily benefits the 

environment with implicit social aspects, whereas sustainability treats all three aspects fairly and 

equally contextually. Institutionally the concepts differ as well. Sustainability is more flexible and 

adaptable to different contexts, whereas a circular economy is quite linear, focusing on 

environmental benefits (Brundtland, 1987; Rashid et al., 2013). 

There also exists a difference between the concepts in terms of agency. While an agency is not a 

matter of concern for substantiality, a circular economy cannot diffuse the matter and has a clear 

focus on governments and companies (Bocken et al.,2015; Webster, 2015). The concepts also 

differ in changes required and their timeframes. Goals regarding sustainability are very flexible 

and can be adapted according to contexts, and its temporal dimension is open-ended whereas a 

circular economy has its limitations when it comes to implementing and optimizing circular 

models within a geographical unit (EMF, 2013). 

Finally, when it comes to responsibility, there is also a clear distinction between the two concepts. 

In sustainability, responsibilities are shared, however, not defined clearly. On the other hand, while 

transitioning toward a circular economy, the responsibility ensued upon private businesses, 

regulators, and policymakers. Moreover, in the case of sustainability, parties focus on interest 

alignment while in a circular economy financial advantage for companies get highlighted.  

2.2 Sustainability Based B2B Positioning 

More often than not businesses discard the well-being of the communities they operate in and 

focus on self-centered, short-term profit-churning goals (Porter and Kramer, 2006). As a result, 

dissatisfaction becomes prevalent among their stakeholders (such as customers, employees, supply 
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chain partners or even the community). Consequently, CEOs become infamous and are rated very 

low for public trust, especially when energy, chemicals, oil, and mining companies are concerned 

(Edelman, 2014). The likelihood of such incidence has also increased in emerging markets and 

nations due to the global nature of industries and businesses. Even if environmental disasters are 

discarded, companies and businesses are seen to face public scrutiny, loss of trust, and low 

acceptance due to their operation at the cost of the community’s well-being (Porter & Kramer, 

2011). When it comes to B2B companies they are more dependent on corporate than product 

branding and, moreover, their brand value is dependent not only on the perception of shareholders, 

customers or employees but also on external shareholders who are by and large anyone who can 

impact or be impacted by the businesses (Freeman, 2010).  

As the imperativeness of the stakeholders of a company is growing by the day, the marketing 

discipline is being prompted to realize it and work on being more inclusive and stakeholder-

oriented by considering the impact of the company on the environment, economy, and society 

(Bhattacharya, 2010). This ordeal does not only maintain the ethical standards but also potentially 

increases brand value, firm performance (Kumar & Christodoulopoulou, 2014), return on 

investment (ROI), market value (Luo & Bhattacharya, 2006), corporate brand reputation (Hansen, 

Samuelsen, & Silseth, 2008). 

Sheth and Sinha (2015) believe that the companies that are stakeholder-oriented or are considering 

it can be well served by addressing sustainability and marketing their impact on social, economic, 

and environmental challenges of the communities. This type of marketing focused on sustainability 

is not only just ethical and instrumental (people targeted or managed for marketing) (Laczniak & 

Murphy, 2006) but also imperative to increase corporate reputations, especially in emerging 

markets (Bhattacharya & Korschun, 2008). A competitive advantage can be obtained through 

sustainability marketing, and it can positively influence the perception of stakeholders regarding 

product evaluation (Brown & Dacin, 1997), customer satisfaction (Luo & Bhattacharya, 2006), 

and attraction of talented employees (Bhattacharya & Korschun, 2008). This ultimately tags the 

brand with desirable values, for instance- responsibility, morality, social and environmental 

stewardship, etc. 

Sisodia, Wolfe, & Sheth (2007) conducted a study on 30 firms that adopted multiple bottom-line 

approaches and identified the dichotomy between shareholders and stakeholders is not true and the 

companies that were more profit-driven were necessarily not making the most profit whereas the 

most profit-making companies where necessarily not profit-driven in their decision making. This 

type of orientation toward societal marketing was first proposed in 1970 by Philip Kotler 

(Armstrong et. al., 2014). Furthermore, if a company wants to win back trust, re-legitimize the 

business operation, and ultimately ensure a corporate reputation for the long term, Porter and 

Kramer (2011) suggested that companies should aim for investing in a socially and economically 

healthy society rather than just creating shared value by churning profits. According to 

Bhattacharya & Korschun (2008) including and managing the stakeholders as an integral part of 

the company is marketing myopia (Smith, Drumwright, & Gentile, 2010).  
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It has been established that marketing in the context of B2B businesses is more complex than B2C 

business as the network of stakeholders is extended and intricate. They include end-users, 

regulators, employees, suppliers, investors, and society and they desire corporate rather than 

product branding. Building a B2B brand oriented towards corporate rather than product, is a 

formidable task in such a context. Consequently, stakeholders want the customers as an integral 

part of the business and want the business to address climate change and other sustainability 

elements rather than just be a marketing target (Bhattacharya, 2010). However, when companies 

are often prompted by end-users to demonstrate the impact or contribution towards social change 

and well-being, they view it as a burden rather than an opportunity to gain a competitive advantage.  

The research on sustainability in the context of B2B firms is also in the nascent stage (Babu, 

Tansuhaj, & Mouri, 2011). A literature review has been conducted on the literature available 

between 1958 and 2008 and it has been stated that research on environmental and economic 

sustainability is at an early stage (Chabowski, Mena, & Gonzalez-Padron, 2011). This needs to be 

considered because a third of the human population lives below the poverty line and pulling them 

up impacts the environment and economy (Khavul & Bruton, 2013).  

2.2.1 Theory and model of sustained competitive business advantage 

Sustainable competitive advantage or SCA arises from developing a set of features, abilities, and 

traits that are non-negotiable, unimitated, irreplaceable, unimplementable, and irreplicable by 

concurrent competitors (Bharadwaj et al., 1993; Dierickx and Cool, 1989; Hoffman, 2000; Iamin, 

2007). Barney (1986) introduced us to the position of heterogeneous resources which is an 

important contribution to the RBV (resource-based view). Other firms cannot make resources 

unique only to them because of the immobility of the resources. The immobility of the resources 

prevents firms to acquiring or imitating resources easily (Bharadwaj et al., 1993; Hoffman, 2000; 

Von Krogh and Roos, 1995).  

The VRIS (Valuable, Rare, Imperfectly Imitable, and Imperfectly Substitutable) was created by 

Barney (1991) based on the principles of immobility and heterogeneity of the resources. Other 

authors called it VRIN (Valuable, Rare, Imperfectly Imitable, and Non-Replaceable). However, 

the acronyms basically preach the same notion, only differing in the terminology of S and N which 

in both cases depicts the imperfect replaceable trait (Shafeey and Trott, 2014).  

Barney (1995) revised the model and introduced the VRIO framework (valuable, rare, imperfectly 

imitable/substitutable, organization). The framework modifies the letter I to denote the imperfectly 

imitable and imperfectly replaceable attributes. The framework sums up the difficulty of adding a 

resource to the organization and initiates a discourse about whether the company is capable to 

exploit its resources (Barney, 1995; Barney and Wright, 1998; Shafeey and Trott, 2014). The 

VRIO is formed based on the organizational process and action of managers to structure resources 

and manage them (Balmer and Gray, 2003; Barney, 1991, 1995; Barney and Hesterly, 2006; 

Cazurra and Un, 2015; Sirmon et al., 2011). Some authors, currently, substitute the term "RBV 

perspective" for RBT – Resource-Based Theory because the studies regarding RBV are more 
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mature and concise (Barney et al., 2011; Crook et. al., 2008; Maritan and Peteraf, 2011; 

McWilliams and Siegel, 2011). The VRIO framework is related to the country brand and related 

concepts based on the trends and their relationship with the RBV. Concepts that include shared 

brands are accounted for by analyzing the attributes of the framework (valuable, rare, imperfectly 

imitable, and imperfectly replaceable) which is founded upon the country’s internal resources 

(Zhang and Su, 2009).  

As the world is moving forward at a fast pace, the transition toward a sustainability-driven circular 

economy is gaining traction among businesses and policymakers. In this part, we will see how 

B2B suppliers use CVPs to create value in a circular economy. CVP or customer value proposition 

is a very essential strategic tool to denote how B2B firms value and with their stakeholders (Eggert, 

Ulaga, Frow, & Payne, 2018). The available literature, however, does not provide many insights 

into designing “blended” or “sustainable” CVPs (Emerson, 2003; Manninen et al., 2018; Patala et 

al., 2016). In the available marketing literature, CVP has a pivotal position acting as a strategic 

tool that delivers value to the B2B stakeholders (Ballantyne et al., 2011). CVPs are not only used 

to target customers with messages but also to reflect a company’s internal strategy (Payne et al., 

2017).  

A circular economy is driven by simultaneous innovation and the global sustainability transition 

which impacts all players from various industries and economies (Esposito et al., 2018; 

Geissdoerfer, Savaget, Bocken, & Hultink, 2017; Spring & Araujo, 2017). According to the 

narrative of sustainability, suppliers are encouraged to promote and innovate products that are 

friendly to the environment (Katsikeas, Leonidou, & Zeriti, 2016; Pujari, Wright, & Peattle, 2003). 

Preexisting literature in the B2B marketing has focused on the role of innovation and how it has 

influenced businesses to adopt strategies that are sustainable and circular-economy oriented 

(Spring & Araujo, 2017). For instance, according to Mariadoss, Tansuhaj, and Mouri (2011), to 

achieve a greater competitive advantage in the context of environmental sustainability, innovation-

based strategies and marketing capabilities are highly essential. On the other hand, Gusmerotti, 

Testa, Corsini, Pretner, and Iraldo (2019) have stated that if businesses want to enhance circularity 

in their business processes they must innovate. The primary and most vital value creation means 

in a circular economy are sustainability-driven innovations (Prieto-Sandoval et al., 2018). There 

are 4 value creation logics built upon diversified innovation and design elements that embody 

CVPs in the circular economy. The value creation logic is- to resurrect, share, optimize, and 

replace the value (Ranta et. al., 2020). The resurrect value logic leverages innovation related to 

wastes and creates value by closing loops by recycling plastics, used machineries, etc. This 

resonates with the primary principles of circular economy which focus on innovative ways to reuse 

and recycle used resources (Ghisellini et al., 2016). Moving on, the shared value logic leverages 

innovations related to business models and services to enable access to underutilized resources to 

multiple players in the purview. This value creation of CVP erects upon the practice of new usages, 

such as renting machines, sharing spaces, leveraging digital innovations to multiply the use of 

various resources, etc. This idea of CVP resonates highly with the sharing economy principle of 
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circular economy which focuses on community-based platforms where everyone can redeem value 

from unutilized resources (Belk, 2014).  

As opposed to share value logic, the optimize value logic is very specific in value creation. The is 

to utilize the innovation in operation and business processes to benefit a single player from the 

specific resource(s). This also focuses on the utilization of unused resources but rather than 

spreading the value it gets concentrated for a single player. This increases efficiency by limiting 

the flow of the resource and controlling the output. This CVP-based innovation is based on new 

and transferred practices where a supplier assumes a preexisting process that was performed by a 

customer previously. clothing- or lighting-as-a-service models and other moderate business 

models are featured in this idea. The principle of servitization in the circular economy resonates 

with this value creation logic (Kowalkowski, Gebauer, & Oliva, 2017). 

Lastly, the replace value logic leverages innovation-related replacing existing products or 

components with newer materials consisting of a longer life cycle and utilization period. This 

CVP-based value creation focuses on modern technologies, renewable energies, alternative 

building materials, etc. that have prolonged life and utilization period. In the existing literature, 

this value creation logic resembles traditional product marketing and more functional product 

features (Kotler & Armstrong, 2018). These value creation logics in the existing literature on B2B 

market positioning have strongly emphasized that sustainability is a very vital source of 

competitive advantage (Sharma, Iyer, Mehrotra, & Krishnan, 2010; Spring & Araujo, 2017). These 

value creation logics are primarily focused on the co-creation of value with stakeholders and 

customers by the suppliers using sustainable offerings in a circular economy (Mariadoss et al., 

2011; Lacoste, 2016).  

2.3 Business Model 

Businesses need to change how they operate, generate value, and in a broader sense, how they do 

business to enhance sustainability or circularity. In this dynamic world, businesses have been 

rendered to transition from a firm-centric to a network-centric operational logic that is an 

interaction between multiple players in an ecosystem. Hence, in order to decouple resource 

consumption and value creation, businesses need to restrategize and refigure their existing business 

models (BM) (Bocken et al., 2016). Thus, fundamentally businesses need to innovate their 

business models into incorporating sustainability.  

However, research in the context of BM that operates within sustainability and circularity is still 

novel. Only 15 years’ worth of research is available (Diaz Lopez et al., 2019; Foss and Saebi, 

2017). Exploration in terms of boundaries, as well as synergies between business model innovation 

and sustainability, and circularity, is very limited (Geissdoerfer et al., 2017). Although research is 

very limited in this field, practitioners are already being compelled to embed sustainability and 

circularity in their business models (European Commission, 2018). As a result, companies, 

consultancies, governments, or NGOs have placed the subject matters in gray literature.  
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From the above discussion, it is clear that there exists a shared excitement and urgency, however, 

still there is no developed and generally accepted framework to conceptualize and implement the 

designs of a business model that can simultaneously address social and environmental concerns 

while churning economic benefits. On the other hand, in recent years the development of BM 

research might cause confusion to construct a business model (Lüdeke-Freund and Dembek, 

2017). For the past 15 years, business model innovation has developed into a more robust body of 

knowledge. However, the subject matter still needs consolidation with other research fields as it 

still carries inconsistencies and conceptual ambiguity. According to Margetta (2002), a business 

model is referred to as a blueprint of how a business operates (Osterwalder and Pigneur, 2010; 

Teece, 2010). A business model is made of three (minimum) fundamental elements, and they are- 

value proposition, value creation, and value capture system. 

2.3.1 Business Model Innovation 

According to Osterwalder and Pigneur (2010) business model innovation or BMI refers to the 

remodification of incumbent business models to the extent of creating new configured or fully new 

business models (Mitchell and Coles, 2003). Many authors (Chesbrough, 2010; McGrath, 2010; 

Teece, 2010) have deemed that BMI is a core area of innovation as the commercial success of a 

product or service depends on the implementation of a business model (Teece, 2010; Chesbrough, 

2010; Romero and Molina, 2011). 

The innovation process of BMI can be influenced depending on the setting of the society, 

organization, and individual (Hargadon, 2014; Stål and Corvellec, 2018). The innovation usually 

gets implemented at the organizational, technological, industrial, social, or institutional levels 

(Unruh, 2002; Doganova and Karnøe, 2012). The reason behind MBI being challenging is the 

uncertainty of it because the implementation of business models cannot be anticipated in advance 

(McGrath, 2010). 

Existing literature focuses on 'the centrality of experimentation in the discovery and development 

of new business models to tackle said challenges (McGrath, 2010). Companies experiment to learn 

and test the underlying hypothesis of the business model that ultimately supports organizational 

learning (Thomke, 2003; Sarasvathy, 2001; Osterwalder and Pigneur, 2010). These experiments 

have been recommended as a sustainability and CE innovation mechanism (Weissbrod and 

Bocken, 2017) that take place within or across companies. An internally oriented tool for the 

experiment can be the mapping out of an incumbent or new business model (Chesbrough, 2010). 

On the other hand, a market-oriented tool can be a focus group discussion that can be applied in 

the early stages of a BMI (McGrath, 2010). On the contrary, the targeted market launch can be 

done at a later stage to strengthen and attain plausibility for the experiments (Chesbrough, 2010). 

The choice of tools depends on the organization and field-level setting where they are applied 

(Hargadon, 2014). 

https://docs.google.com/document/d/1sYm8ghTcXogI2FcUFbfEOJKSo1uJXb0L/edit#heading=h.3whwml4
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2.3.2 Circular Business Model Innovation 

A circular business model falls in the range of a sustainable business model (Adams et al., 2016; 

Bocken et al., 2016). The field of research in this matter is still emerging and there is no concrete 

definition (Nußholz, 2017). However, According to Lieder and Rashid (2016), CBMs generate 

profit from the constant reuse of materials and resources over time by integrating environmental 

and economic value creation (Bakker et al., 2014). CBMs close resource loops and aim to preserve 

the value that is embedded in the products at the highest utilization capacity (Webster, 2017). 

  

Fig 1 Source- (Bocken et al., 2016;Osterwalder and Pigneur, 2010; Ellen MacArthur Foundation, 

2014). 

Resource loops are slowed down to prolong product and resource lives by maintenance, 

remanufacturing, and reusing (Bocken et al., 2016). Closing resource loops are associated with 

recycling and putting the used products back into the economy after their functional life ends 

(Stahel, 1984). To improve resource efficiency, a third strategy concerning the design of the 

products can be attributed to narrowing resource loops. From a tactical viewpoint, in the linear 

economy, the strategy is widely used, however, it is still not sufficient for a CBM (Bocken et al., 

2016). According to Linder and Williander (2017), to gain more profit economically and 

environmentally, resource loop slowing is more viable and closing. 

Five principles are followed to design a CBM to create economic and environmental value. The 

first three are- inner circles, circling longer, and cascading use. These three principles are 

associated with product value retention. For instance- keeping the materials of a product at a high 
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value for as long as possible (Achterberg et al., 2016). The fourth principle is known as pure flows 

and it is associated with uncontaminated material flows where materials are separated to recycle, 

refurbish, and remanufacture (Bocken et al., 2016; Bakker et al., 2014). The last principle is known 

as sustainable inputs. It is associated with the reduction of environmental impact by the products 

and services through utilizing renewable energy and raw material inputs (Ellen MacArthur 

Foundation, 2013). Although there are various designing process strategies, and principles that 

outline, suggest, and address the several requirements of a CBM, it is still quite unfamiliar to 

companies and institutions ultimately adding to the complexity of the business model innovation 

process.  

2.4 The Textile and Apparel Industry in Bangladesh 

Bangladesh holds the second-largest position in readymade garments globally after China and 

plays a key role as a manufacturing hub globally and as a socio-economic development tool 

nationally (Habib et al., 2021; Hamja et al., 2019). Bangladesh is highly regarded in this industry 

because of its strong production capacity, quality, and growth (Maalouf et al., 2021). According 

to BKMEA (2019), 83% accounts for the total exports of Bangladesh amounting to $33 billion, 

and covers 6% of the total global market. Moreover, according to BTMA (2019), 4.2 million 

people are employed in the apparel industry whereas 5 million people are employed in the textile 

industry which is the backward linkage industry of the apparel industry. In 2019 there were 4621 

export-oriented apparel factories, 1487 textile companies, 432 spinning units, 809 weaving units, 

and 246 dyeing/printing/finishing units (BTMA, 2019). According to Islam et. al. (2020), the focus 

has shifted towards sustainable resource planning in terms of water and energy ultimately produced 

sustainably. Donor organizations, development partners, the Bangladesh government, and the 

private sector have taken several measures regarding the shift (GIZ, 2019; IFC, 2020; SREDA, 

2015). According to BGMEA (2021), Bangladesh had the top six out of 10 green factories in the 

world as of 2020. The sector heavily depends on the import of raw materials including cotton 

fibers. 1785 million kg of cotton fivers were imported up to November 2019 in 2019-2020, among 

other raw materials polyester staple fiber and viscose staple fiber were 96,077 tons and 53,289 

tons respectively (BTMA, 2019). To suffice the demand of the industry 100% raw fibers, 65% 

woven fabrics, and 10% knitted fabrics are imported (BKMEA, 2019). As a result, significant cost 

is incurred due to the import of raw materials whereas profitability massively depends on the 

generation of waste. However, knowledge regarding waste generation is still limited in the apparel 

industry of Bangladesh.  

2.4.1 The Apparel Value chain 

To understand a typical global value chain in the apparel industry, it is better to look at it through 

a chart. The chart below depicts a typical apparel value chain. There are three phases in the value 

chain which is shown at the top of the chart, and they are production, logistics and sourcing, and 

design sales and branding. In terms of value addition, the phases are divided into three parts- 
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tangible activities, increased value addition, and intangible value addition respectively. These 

value addition phases are shown at the bottom of the chart.  

Finally, the value chain has 5 distinct parts or phases, and they are- sourcing of raw materials, 

components, and sub-assembly, final assembly, distribution and design, marketing, and sales. The 

chain is initiated by large retailers who have established branding and distribution channels in the 

importing countries. The retailers take the demography, culture, and other factors into account to 

decide what to sell in the upcoming season and then they outsource the manufacturing to countries 

that have low labor costs, especially in emerging and developing economies of Bangladesh, 

Vietnam, etc. The retailers are the lead firm in this chain as the manufacturers don’t have direct 

access to the end-user. This chain is buyer-driven because in this chain innovation is more viable 

in product design, that’s why lead firms can conserve power in the chain by outsourcing production 

(Li et. al., 2019; Frederick et. al., 2019).  

Fig 2 Source- (Li et. al., 2019; Frederick et. al., 2019).  

Natural or synthetic fibers are sourced to start the production process and then they are knitted, 

weaved, or spun to make fabrics. Then comes the final assembly. One thing to notice here is that 

the final assembly might not be done in the same country as sourcing was done from, although 

there is a significant overlap. There is a very clear distinction between the textile industry and the 

apparel industry. The textile industry is associated with the production of fibers to fabric and the 

apparel industry is associated with the production of the finished goods. The chart below covers 

only the apparel value chain, not the textile one (Li et. al., 2019; Frederick et. al., 2019). 
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Brand retailers or intermediaries buying offices from overseas proceeds to the distribution stage 

after the final goods have been produced. Brand retailers, after getting back the delivery of the 

finished apparel goods, use their marketing and branding channels to initiate sales of the products.   

The picture below depicts a smile curve denoting value-added activities in each stage of the chain.  

 

Fig 3 Source- (Fernandez-Stark et. al., 2011).  

The picture clearly tells us that most of the value addition is done by the lead firms making more 

profit along the way as well (Fernandez-Stark et. al., 2011).  

2.4.2 Sustainability Practices in the Industry 

Worldwide the fashion and textile industry has been being widely criticized for its detrimental 

impact on the environment. The impacts are- waste generation, resource consumption, carbon 

footprint, etc. (Niinimamp et al., 2020). According to US EPA, 5% of all landfill space is occupied 

by textile waste, and 15% of that waste is recycled by the textile recycling industry and the rest 

85% is left at the landfill (Council for Textile Recycling, n.d.). In this recycling process, upcycling 

and downcycling methods are used. Upcycling creates new and better products from disposed of 

items. It requires environmental awareness, innovation, creativity, and hard work to upcycle and 

create a unique sustainable product. 

For instance, upcycle uses shirts and adds value to make handmade braided rugs whereas 

downcycle uses worn shirts to make cleaning rugs. 
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There are practices of sustainability through upcycling in various brands. Kallio, a kid’s wear 

brand, recrafts adult shirts into modern classic kid’s wear. Sword and Plough is another brand that 

produces purses and bags by recycling military surplus fabrics. Reformation uses rescued 

deadstock fabric to cater to the sleek styles of women. Seamly.co uses surplus fabrics from other 

factories to produce apparel. Trmtab from India uses a global surplus of leather scraps to make 

limited edition leather goods (SenthilKannan, 2016). 

Repreve uses post-consumer plastic bottles to extract recycled polyester and make fiver out of that. 

This prohibits the use of new resources like petroleum and this fabric is used by brands like 

Quicksilver, Haggar Clothing, Patagonia, Roxy, Katmandu, Russell, Starter, Adidas, and many 

more (Leonas, 2017). Tenjin fibers developed a system that produces fiber from recycled 

polyester. This is a closed-loop system using polyester products and chemical recycling. The fiber 

is used in men’s and women’s activewear markets. By the year 2016, 150 companies were actively 

participating in this system (Tenjin 2016). Aquafil collects post-consumer wastes (mainly fishing 

nets, and carpets discarded in the ocean) and creates Nylon 6. Their collection system expands 

through the USA, Egypt, Pakistan, Thailand, Norway, and Turkey. Levi’s, Milliken, and Speedo 

are brands that have partnered with Aquafil (Econyl, 2016). Martex fibers use a 360-degree process 

to supply materials for automotive, bedding, home furnishings, construction, nonwovens, and geo-

textiles. They use reclaimed cotton fibers to produce yarn. Reclaimed cotton can be found in home 

textiles, apparel, or hosiery (Jimtex Yarns, 2014). Nike has been working for years to reduce its 

environmental impact. They introduced the program Reuse-A-Shoe in the 1990s. This program 

was introduced to use post-consumer waste that was generated from the athletic shoes in the new 

products of Nike. In 2010, Nike’s suppliers would go on to collect plastic bottles from landfills 

across Japan and Taiwan and use them to make yearn for Nike shoes (Hayes, 2011). 
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3.0 Methodology 

This chapter is intended to provide an overview of the research methodology implemented in this 

study, which includes an interpretive philosophy of research, an abductive approach, and a 

qualitative research design. Additionally, it goes on to outline the research strategy associated 

with the study. This is followed by a description of the qualitative methods used to collect and 

analyze data. It concludes by describing the ethical and quality concerns that must be taken into 

consideration when conducting research. 

3.1 Research Philosophy: Interpretive 

As an essential component of the research methodology, research philosophy determines how data 

should be collected, analyzed, and used to study a phenomenon (Saunders, Lewis, & Thornhill, 

2019, p. 130). In order to gain new and reliable knowledge about a subject of research, a researcher 

follows a philosophical system of thoughts. Five distinct research philosophical trends are 

discussed and distinguished in many works: positivistic research philosophy, interpretive research 

philosophy, pragmatist research philosophy, postmodernist research philosophy, and realistic 

research philosophy. As a whole, it entails determining the research strategy, defining the research 

problem, and collecting, processing, and analyzing data (Saunders, Lewis, & Thornhill, 2019; Bell, 

Bryman, & Harley, 2022). 

With this study, we have taken an interpretive approach since we were interested in understanding 

the participants' experiences of a phenomenon that cannot be generalized but is explored and 

interpreted by them. Given the fact that humans create meaning while non-humans do not, it is 

essential for us to understand this assumption. This consequently means that they cannot be equally 

studied from the same perspective. As a result, embracing this philosophy can enhance the 

interpretations of social worlds and contexts in a rich and insightful manner (Saunders et al., 2019, 

p.149). In addition to this, Interpretivism emphasizes the fact that the social world is subject to 

interpretation in a variety of ways. Furthermore, apparel and textile companies have become quite 

concerned about the effects of the circular economy as it is becoming increasingly widespread 

(Islam, 2021). Therefore, it is necessary to identify how individuals interpret it. As a result, a large 

part of this study was devoted to understanding how people conceptualize collaborative practice 

and how they experience it. 

3.2 Research Approach: Abductive 

One of the basic elements of the research methodology is incorporating theories into a project, 

which may or may not have been explicitly outlined in its design. Considering this, it is vital that 

a link exists between the theories and the research itself (Bell, Bryman, & Harley, 2022, p. 20). 

Accordingly, there are three main research approaches in relation to this: deductive, inductive, and 

abductive. The most standard view of the relationship between theory and research is connected 
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with a deductive approach. It begins with a theory, which is usually derived from academic 

literature and designs a research strategy to test the theory. On the other hand, the inductive 

approach is the opposite of the deductive approach. It begins with gathering data to explore a 

phenomenon and build a theory based on the findings, usually in the form of a conceptual 

framework. Lastly, abduction is a combination of both approaches and works in parallel with 

theory and empirical data (Saunders et al., 2019., p. 153). 

Given the flexibility of the abduction approach, further development of this approach was deemed 

necessary, based on our current findings. Furthermore, we conducted a literature review in 

preparation for the interpretation of the interview. In this way, we benefited from the interviews 

and asked practical follow-up questions by becoming more familiar with the subject and 

subsequently with the subject matter. We gained new insights during and after the interviews, 

which enabled us to reevaluate our theoretical framework, which led us to develop new ideas. Due 

to this fact, we were able to utilize abductive reasoning without having to restrict ourselves to 

either of the two methods of deduction and induction. 

3.3 Research Design: Qualitative 

In research design, it is important for researchers to use methods and techniques to assist them in 

conducting their study. As a result, researchers can identify the most appropriate research methods 

for their subject matter and set up their studies in such a way that they will succeed based on the 

plan put in place. Qualitative research is characterized by the investigation of relationships 

between participants and their words and images as the means to convey meaning. It entails both 

cognitive and physical accessibility to people and participants who participate in the study 

(Saunders et al., 2019). The qualitative analysis offers the ability to grasp a person's experiences 

and how they are interpreted more deeply because information about what they see, hear, and 

experience can be uncovered. Furthermore, qualitative methods help find processes challenging to 

see by looking at their surfaces, such as teams and individuals. 

The main objective of this research was to identify sustainable business positioning opportunities 

for the textile and apparel industries. In order to understand how the industry can position itself, 

we had to consider the perspectives within their context. As a result, a monomethod qualitative 

study was selected in order to gain a deeper understanding of the opportunities for a Circular 

Business Model in the apparel and textile industries in collaboration with manufacturing 

companies in Bangladesh. A mono method qualitative study is when there is only one technique 

used when collecting data, e.g., conducting semi-structured interviews (Saunders et al., 2019). 

 3.4 Research Strategy: Case Study 

A case study examines a wide range of issues relating to a small number of individuals, groups, or 

communities in great detail. It aims to expound upon and describe the relationships in a given 

social context. By presenting a single situation, this method is intended to avoid generalizing about 
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other situations. In many cases, it narrows down a very broad field of research into some easily 

researched examples. In addition to testing whether a theory or model is applicable to real-world 

phenomena, case study research is useful for testing for validity. 

In our study, we performed a cross-sectional multiple case analysis centered on a specific 

timeframe and focused on the findings of this period. Studies can thus either be longitudinal or 

cross-sectional, with longitudinal studies taking a long time to conduct and allowing one to study 

development. In contrast, cross-sectional studies take a brief snapshot of time (Saunders et al., 

2019). A case study is preferred when the research question is either 'how' or 'what' oriented. In 

addition, it is ideal if the subject of study is difficult to manipulate and if the events are both recent 

and current. This type of study can also be beneficial when the researcher does not have complete 

control over the process (Yin, 2018). 

Our main research question begins with 'what', and two of our sub-questions also start with 'what' 

and 'how'. Also, as a part of our research, we are examining the possibilities in business-to-business 

positioning, specifically in the context of circular economy in the apparel and textile industry of 

Bangladesh. As we needed to find out where this industry's opportunities are, we focused both on 

the recent past and the present. In this regard, we considered it relevant to utilize a case study 

strategy as we aim to explore our cases in the context of real-life situations in which they occur. 

Furthermore, a case study can also be a multiple case study or a single case study (Saunders et al., 

2019). It is also advantageous to select more than one case in order to be able to draw more valid 

conclusions than only picking one. This is due to the fact that choosing more cases can provide an 

opportunity to compare different situations (Yin, 2018). In other words, the presence of multiple 

cases facilitates comparisons, but it also allows one to be able to discover the unique characteristics 

of each (Bryman and Bell, 2017). A significant reason why we were interested in conducting 

multiple case studies was that we could gather disparate perspectives in addition to identifying 

similarities and differences between fashion companies and the apparel industry as a whole. 

3.5 Data Collection 

According to Kumar (2011), the data captured by researchers for a specific study is considered 

primary data, and sources to gather preliminary data are interviews, questionnaires, and 

observations. In order to carry out this study, we applied qualitative methods, and the data was 

gathered from 9 participants, a total of 3 business cases. In order to collect primary data for this 

study, we conducted semi-structured interviews with respondents, followed by a short survey with 

close-ended questions for the respondents. Lastly, the interviews were conducted both by the 

authors of the paper. 

The subjects of our interview were all senior executives or middle managers within the 

organizations. As a result of confidentiality considerations, the names of our participants are not 

disclosed, but their designations are. Moreover, we chose these participants since they are expected 
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to play a critical role in executing these recommendations as well as be relevant to the immediate 

process of value creation. We designed a common interview questionnaire in response to our 

research topic (see appendix). During the interviews, the topics were discussed sequentially to 

focus on each one in turn, from the circular economy, business model, business model innovation, 

to opportunities from a sustainability perspective. It is also worth noting that the questions on these 

topics were broad, leaving the interviewees plenty of room to discuss and choose what they wanted 

to share about these topics from their perspectives. Hence, the interview was followed by a survey 

questionnaire in order to get a better understanding of the respondents' opinions. In addition, some 

follow-up questions were asked during the interview based on the interviewees' answers.  

According to Saunders et al. (2019), secondary data includes published summaries, and for, this 

research the secondary data was obtained mainly by reading various literature and articles about 

circular economy and models of sustained competitive business advantage, all of which have been 

published. Besides the sources for secondary data, the company details and other information have 

been obtained from the company web pages and magazines. 

3.5.1 Case Selection   

In terms of selecting case samples, there are a variety of techniques that can be used, but two 

commonly used ones are probability sampling and non-probability sampling. For instance, in 

survey research, probability sampling is often used, and in these circumstances, the generalization 

of the target population should be possible. Additionally, the non-probability sampling technique 

is often used in conjunction with qualitative research projects that lend themselves to a more in-

depth analysis of the topic. Using this approach, a smaller sample of cases can provide rich and 

informative data. There are, however, several sampling techniques that should be chosen 

depending on the research questions and the objectives (Saunders et al., 2019). Considering that 

our research aimed to understand the perception and practice of circular economy in the apparel 

and textile industry of Bangladesh, we selected non-probability sampling as the primary method 

of our case selection. From a circular economy perspective, we were looking at opportunities that 

could potentially determine the course of the industry. Due to this, we required in-depth and 

comprehensive information, which we could not obtain from a probability sampling. 

Therefore, we have chosen to do some sample testing of 3 business cases with 3 participants from 

each company, for a total of 9 participants. We selected case companies that are of the same type 

in terms of their operations and practices to compare them meaningfully and gain a better 

understanding of their ways of doing business from a different viewpoint. Our selected case 

companies are all located in Bangladesh and to maintain confidentiality, we kept the case 

companies anonymous and mentioned them as Case X, Case Y, and Case Z. Case X consists of 

respondents A, B, and C. Case Y consists of respondents D, E and F. Similarly, Case Z consists of 

respondents G, H and I.  Furthermore, our cases could also be classified as being chosen with a 

self-selection sampling method. In this case, a consultation with individuals or other 

communications is made to see if they are interested in taking part in the research. This method is 



 

32 

 

more commonly referred to as "volunteer sampling", in which case it can be considered as a non-

probability approach (Saunders et al., 2019). 

 

 

 

Cases Respondents Position Department Date of 

Interview 

Interview 

medium 

Duration 

(min) 

Case X A Assistant 

Manager 

Planning and 

Control 

07-04-2022 Phone Call 40 

 B Assistant 

Manager 

Production 08-04-2022 Phone Call 30 

 C 

 

Manager Business Unit 10-04-2022 Zoom 50 

Case Y D 

 

Senior 

Manager 

SCM 02-04-2022 Zoom 55 

 E 

 

Senior 

Executive 

Process 

Excellence 

03-04-2022 Phone Call 40 

 F 

 

Assitant 

Manager 

Production 05-4-2022 Zoom 35 

Case Z G 

 

Manager Merchandising 17-04-2022 Zoom 30 

 H 

 

Assistant 

Manager 

Quality 

Control 

18-04-2022 Zoom 40 

 I 

 

Senior 

Manager 

SCM 21-04-2022 Zoom 45 

Table 1: Case participants  

3.5.2 Medium of the Interview 

An interview can be conducted by many different methods, including a face-to-face interview, one 

of the most practical methods of conducting a research interview. It is, however, sometimes 

challenging to conduct in-person interviews due to a variety of barriers. Considering the time 

differences and restrictions on our travel plans, we did not have the opportunity to conduct any 

face-to-face interviews. The alternatives we used to resolve this issue were a variety of other 

technological options for us, such as Zoom and direct telephone calls.  

As mentioned above, virtual interviews also have disadvantages when compared with face-to-face 

interviews. For instance, phone interviews are associated with limited personal contact and rely 

heavily on the content of the interview (Saunders et al., 2019). Therefore, trust issues can arise, 

and it is impossible to consider nonverbal cues or body language because they are impossible to 

gauge. However, telephone interviews have some advantages, such as accessibility, cost, and speed 

(Saunders et al., 2019). Moreover, this can also be viewed as a more favorable alternative to regular 
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face-to-face interviews since it can also be achieved in the same manner; however, the only 

difference is that it is done at a distance (Denscombe, 2014). As an extension of this concept, both 

Internet-mediated and telephone-mediated tools can be applied in order to ensure that both the 

interviewer and the interviewee remain in their own safe environments during the interview 

(Saunders et al., 2019; Bryman and Bell, 2017). 

3.5.3 Conduction of the Interview 

In preparation for the semi-structured interviews, the researchers briefly introduced the individuals 

involved with the project during the first step of the interview. We begin by introducing ourselves 

to the participants. We inform them of the purpose of the interview, assuring their confidentiality 

and asking them whether we are allowed to record the interview. Following that, several of the 

questions regarding the study were arranged sequentially, and the entire research was designed 

accordingly.  

In order to make the interview more friendly and interactive, a series of straightforward questions 

were asked at the beginning. Following this, the participants went through the main questions 

covering the purpose of the discussion, focusing mainly on their perceptions of the circular 

economy in terms of the business-to-business positioning of the apparel industry in Bangladesh. 

Later, the authors communicated with the participants to ask follow-up questions to determine 

whether the answers to the questions were satisfactory. As a result of the time constraints and other 

limitations, the interviews were conducted on different dates on the availability of the participants 

and lasted for about 30 to 60 minutes in total. 

3.5.4 Follow-up Survey Questionnaire 

Followingly, a survey questionnaire was used to enhance the finding of our research interview (see 

appendix). In order to better understand the subject matter, the survey questionnaire was developed 

according to the main topics discussed during the interview session. Each respondent was handed 

a questionnaire via email to participate later after the interview. Based on a rating system of 1-5, 

the objective of the questionnaire was to gain an understanding of the respondents' best viewpoint. 

As stated by Saunders et al. (2019), rating questions are used for the purpose of gathering opinion 

data. The first question in the survey questionnaire included a perception test. It was mainly 

intended to gain an understanding of the relevance they had for the industry they belonged to and 

their own maturity level regarding the industry. Similarly, the second part of the questionnaire was 

to get a more comprehensive understanding of the opportunities for business positioning in terms 

of circular practices. 
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3.5.5 Transcription of the Interview Data 

Due to the fact that this research is being conducted in Bangladesh, the researchers conducted the 

interviews in both English and Bengali, based on their mutual agreement, with the participants in 

order to conduct the study. Naturally, it is important to note that the respondents preferred to use 

the local language when responding to the interview questionnaire. However, there are some 

critical terms in the interview that are difficult to describe, and therefore, they have been explained 

in English instead. 

In order to conduct the study, some interviews were recorded, and notes were taken during the 

interviews with the consent of the interviewees so as to take advantage of the advantages described 

by Saunders et al. (2019). As an example, this serves as a backup; it can hold the interviewer 

focused and allow further follow-up questions regarding the subject. A final step in the process 

involved converting the transcripts of all the interviews into words so that the content of the 

interviews could be better understood. 

3.6 Data Analysis 

When analyzing qualitative data, thematic analysis is often used to find themes within data 

collection. The overall aim of thematic analysis is to identify compositions or patterns within 

qualitative data. Using this approach, researchers can analyze qualitative data logically and 

orderly, enabling in-depth insights into what they are researching (Saunders et al., 2019). There 

are no definite rules or suggested methods in terms of how to identify themes and how to go about 

it. Despite this, some recommendations have been made on the best way to go about it, such as 

comparing, differentiating, using metaphors, or looking for common themes (Bryman and Bell, 

2017). As a result of the fact that the data collection methods for this study have been different, 

two approaches have been undertaken in order to analyze the data sets. First of all, a narrative 

analysis was conducted in order to assess the information provided in the interview with the 

respondents. This type of method is to comprehend and encapsulates the human experience 

comprehensively using in-depth methods to explore the meanings associated with people's lived 

experiences. (Saunders et al., 2019) Following that, descriptive statistics were developed in order 

to complete the survey section. The purpose of this type of method is to describe the general 

characteristics of various types of data in a research project (Saunders et al., 2019). 

3.7 Quality Criteria 

Generally, it is impractical to use the quantitative research criteria (reliability and validity) when 

it comes to qualitative research, as this involves the inability to replicate social settings in a way 

that can be correlated with experiments (Denscombe, 2014). As an alternative to these, there are 

other criteria that can be applied in qualitative research (Saunders et al., 2019). As a consequence, 
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in order to maintain the quality of the qualitative research, the following criteria are taken into 

consideration: 

Firstly, Credibility pertains to the extent to which the study's findings are trustworthy and 

believable to others (Sargeant, 2012). In other words, it is a means by which researchers can 

convince themselves and their readers that the insights that they have found in their studies merit 

further study (Lincoln & Guba, 1986). Using this criterion can be done in several ways. One way 

is to speak with people to reflect on and test what's been discovered (Saunders et al., 2019). In the 

course of conducting this research, both the authors provided thoughts and ideas so that we could 

reflect upon the findings and decide if we agreed with them or if it was possible to look at them 

differently. In order to address the credibility problem, another way of addressing it is through the 

process of participants reviewing the data and analysis (Saunders et al., 2019). Thus, occasionally 

we sought other people's interpretations in addition to our own. 

Another criterion that needs to be taken into account is the transferability of results. In this context, 

it refers to the extent to which the findings are applicable in different contexts. In addition, it is 

imperative that future researchers have a complete understanding of the research process, the 

context, results, and interpretations, in order to be able to determine whether or not the research 

can be applied to another setting (Saunders et al., 2019). For the reader to get a better understanding 

of how our research was conducted, we have provided them with a detailed description of how the 

research was conducted in our methodology chapter. Furthermore, we have clarified where we 

stand regarding the literature review and how we make different decisions. Further, a thorough 

description of the essential aspects of the interviews has been included in chapter 4, and this 

narrative style has been employed to include the most essential information from each interview. 

As a result, we can also satisfy the criterion of dependability, which is done by describing the 

process in great detail, including a selection of participants, analysis, and formulation of research 

questions, etc. (Bryman and Bell, 2017). 

To achieve more reliable research, one of the methods of making sure that the research is thorough 

is to report every step of the process. For the purposes of this study, the questionnaires used by the 

researchers were the same for all respondents. It is important to note that all interviewees were 

made aware of the purpose of the thesis, how the thesis would be conducted, the topics that would 

be discussed, and the fact they could cancel the interview at any time. It would also be reasonable 

to say that because anonymity was promised and all interviewees were given an alias for this study, 

it may indicate that they were sincere in their interpretation of the situation and were completely 

honest about it. As a side benefit, recording some of the interviews allowed us to transcribe the 

interviews with great care and detail, which made the thesis' credibility very high since the 

gathered data was exactly what the interviewees expressed during their interviews. As a result of 

these factors, this study is an excellent example of demonstrating quality criteria from a 

combination of different perspectives. 
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3.8 Research Limitations 

The limited amount of time that was available for this project motivated us to set up a multiple 

case study, as it suited the time frame for this project. However, our research is only based on the 

companies located in Bangladesh. With the multiple case study, our aim is not to generalize but 

rather to explore in-depth how companies perceive a circular economy and the opportunities it 

offers within their own structure, unique environment, and markets of the future.  The interviews 

conducted for this study were in English and Bengali for the most part. In spite of this, the 

translation of the transcripts into English has had a negative impact on aspects such as direct 

quotations. There was no change to the content, just a translation to the best of our ability. 

Occasionally, there are not directly translating phrases or sayings; in that case, we have used 

synonyms to get the meaning of what was being said. 

3.9 Research Ethics 

A large part of this qualitative study is devoted to discussing ethics, and the authors consider this 

to be one of the most critical aspects of the study. It was of utmost importance to us that the 

participants' information and privacy were kept strictly confidential, and we treated this protection 

as something of great importance. The information collected from the respondents is only used as 

part of the research process. The names of the companies are not referred to as real ones; instead, 

they are referred to as Case X, Case Y, and Case Z. We also hold the respondents to this important 

principle in that it is crucial that they participate in our research voluntarily, and you have the right 

to withdraw from the study at any stage if that is what you wish. As a third factor, all of our 

respondents have given their informed consent to participate in this study. As a result, we provided 

them with sufficient information and assurances about participating so that they could make an 

informed, considered, and freely given decision about whether to participate or not without feeling 

pressured or coerced. 
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4.0 Empirical Data 

This chapter aims to provide a brief introduction to the organizations that were involved in the 

cases. The empirical data presented in this chapter consists of interviews conducted with 

employees of the companies. In order to capture their perception of the current sustainability-

driven business positioning, the data is presented as individual case studies. A detailed analysis 

of these cases is described in the following chapter.  

4.1 Case X 

Case X represents respondents A, B, and C. Case X has been a key player in the apparel industry 

– first as a major textiles trading house, then as a leader in sourcing quality fabrics. Today the 

company has more than over 30000+ employees with continuous operation of 200 production 

lines, including nine manufacturing facilities and producing 120 million garments per annum.  The 

company's overriding aim is to create healthy communities and prosperity for today's and future 

generations. As such, the company is relentlessly committed to modifying its existing facilities 

and developing new ones in a sustainable manner to ensure to address economic, environmental, 

and social issues and avoid the overconsumption of vital natural resources. Since the beginning of 

2019, almost all cotton sourced by the company has met the Better Cotton Initiative standards or 

an equivalent standard. At the same time, the company also used 700 tons of recycled polyester in 

their garments, which was derived from 17.5 million recycled plastic bottles. 

4.1.1 Case X’s current perception and practice of circular economy 

According to Respondents of Case X, the practice of Sustainability is a considerable concern, 

especially in the apparel and textile industry in Bangladesh. The respondents also explained that 

they must follow a standardized business procedure due to the fact that this is going to raise 

concerns for the general public. 

According to Respondent A, two primary practices must be taken into consideration when it comes 

to sustainability practices within a garment manufacturing process. Firstly, the respondent 

highlights the water treatment process. According to the respondent, this can be a time-consuming 

process, and in some cases, the washing process can last up to 10-15 hours for denim jeans. When 

these garments are washed thoroughly, a massive amount of chemical dyes are released with the 

water and can pollute the environment extensively. In order to tackle the chemically infused water, 

it is treated in an ETP plant, "Effluent Treatment Plant". As a result, the chemical substances are 

filtered out, and the water is then released back into the environment. Secondly, the respondent 

stated that a lot of fabric is rejected and leftover during garment production. As a result, these 

rejected and leftover pieces are sold at a reasonable price to the local market, and most likely, it is 

used to generate steam for ironing and drying a garment. By doing so, the respondent was able to 

emphasize the fact that the entire process was sustainable and a part of a circular economy since 
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the chemically contaminated water is filtered and then released into the environment. Additionally, 

the leftover fabrics that are sold could provide income to the local community. Plus, the leftovers 

that are used to generate steam are an excellent example of reusing waste. On top of that, the 

respondent also believes that huge emphasis should be given to the idea of reusing, as he just 

explained through his description of the leftovers. 

Similarly, in accordance with Respondent B, the context of sustainability and circular economy are 

vital and essential. The respondent mentioned that they carefully monitor the environmental 

performance of their upstream supply chain through Sustainable Apparel Coalition's Higg Facility 

Environmental Module assessment, which works with suppliers to improve their environmental 

performance. The respondent also noted that a large portion of the cotton sourced by the company 

had been guaranteed to meet the Better Cotton Initiative, or equivalent, standards. Also, according 

to the respondent, they are constantly working with their suppliers to reduce upstream 

environmental impact by using ever more sustainable raw material products such as sustainably 

sourced cellulose fibers and pre-and post-consumer recycled cotton. In addition to this, the 

respondent also stated that the company had undertaken thorough work on water recycling to 

reduce the water's chemical content. 

Finally, Respondent C adds more insight into the general practice. According to the respondent, 

the textile industry was initially more of a linear economy, and the respondent explained it with a 

simple example." We buy a garment, and after using it, we throw it in the trash". This system later 

changed into the recycled economy, where the respondent stated as such, " After the garment is 

used, some of the material is recycled, while the rest goes to waste". In contrast to that, the circular 

economy concept is more about the waste that is completely reused. According to the respondent, 

Bangladesh is currently at the preliminary stage of development to achieve a circular economy. 

Moreover, the respondent pointed out that the context offers a number of opportunities, and some 

organizations have already started taking initiatives. An example of this is the initiative of 

collecting fabric waste materials so that they can be re-processed into new yarns. As a response, 

the respondent also mentioned that the processes also have some disadvantages, such as the fact 

that the strength of the yarn could be compromised at the same time as the color might fade. The 

respondent also mentioned that innovation could play a huge role. As a matter of fact, the current 

process of sorting textiles is labor-intensive, costly, and inaccurate. For textiles recycling, it is vital 

to improving sorting efficiency and quality, because how recycled textiles are processed greatly 

affects their quality and safety. 
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Table 2: Case X respondents'(a,b, and c) feedback on perception 
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4.1.2 Case X’s narratives on business model innovation in the context of the circular 

economy 

According to Respondent A, the apparel business in Bangladesh is more about the value chain 

system. The respondent believes there is room for opportunities in the circular economy context. 

Firstly the respondent mentioned that innovation could bring a drastic change within the industry. 

In spite of some of the latest developments and machinery in the industry, there are still a lot of 

opportunities to explore. Accordingly, the respondent highlighted that the current business practice 

of the garment industry most likely works on the order basis system. The respondent said, "We 

source and make garments according to the buyer's requirements. If the buyers demand more 

sustainable products, for instance, recycled fabrics and so on, we will take steps to produce more 

sustainable garments." Consequently, the respondent believes there are potential opportunities for 

business model innovation within the context of a circular economy, especially with regards to 

waste management, since there are many wastes produced within this industry. Furthermore, the 

respondent added that their organization is currently working on waste management and recycling 

program. Thus, the respondent emphasized that recycling programs could enhance the industry's 

brand image. The respondent also added that " waste management is a huge thing; it is time and 

cost-sensitive."   

Respondent B states that if Bangladesh is to be positioned as a sustainable business market for the 

apparel and textile industry on the basis of current business perceptions, it is necessary for massive 

amounts of investment to be committed to innovation and infrastructural development. In addition, 

the respondent stated that "We are currently one of the key markets for mass production, which is 

likely due to the availability of cheap labor. However, in order to change this system into one of 

sustainable production, infrastructure and innovation need to be invested in." Similarly, the 

respondent noted that funding should be made available for research and development."   

In response to Respondent C, a business model innovation within the context of the circular 

economy can be achieved by producing and designing fabric and clothing in support of a 

sustainable business model. Firstly, the respondent emphasized the concept of recycling more and 

stated as such, "Waste garments are collected and sorted, ground, and purified to make a new 

fiber. This fiber is later used to create a new garment, and the entire process is sustainable and a 

part of the circular economy." 

4.1.3 Case X’s business positioning and competitive advantage discussion 

For Bangladesh's apparel and textile industry to maximize its global position, Respondent A 

strongly believes that a primary focus should be placed on recycling, which according to the 

respondent, is likely to attract more international attention. In addition to addressing the direct 

question, the respondent also pointed out an example of how some footwear companies are 

branding themselves by using recycled plastics from the oceans. Additionally, the respondent 
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added that if the Bangladesh apparel and textile industry places a primary focus on adopting these 

practices, it can take on an entirely new dimension. 

Respondent B states that if Bangladesh is to be positioned as a sustainable business market for the 

apparel and textile industry on the basis of current business perceptions, it is necessary for massive 

amounts of investment to be committed to innovation and infrastructural development. In addition, 

the respondent stated that "We are currently one of the key markets for mass production, which is 

likely due to the availability of cheap labor. However, in order to change this system into one of 

sustainable production, infrastructure and innovation need to be invested in." Similarly, the 

respondent noted that funding should be made available for research and development." 

Based on the information from Respondent C, Bangladesh's apparel and textile market is currently 

characterized by competitive pricing primarily due to the production of ready-made garments such 

as T-shirts and denim. According to the respondent, "focusing on value-added production is one 

of the main factors that can lead to a shift toward sustainable business positioning." There is a 

further explanation provided that this value-added production could be done through recycling and 

reusing. Continuing with the example given by the respondent, the recycling of the ocean plastics 

that are recycled to make polyester and then finally produced as the final product is a value-added 

program. Hence, the respondent believes that recycling and reusing are excellent examples of how 

the industry can adopt a new tagline to position itself in the mind of consumers. 

 

Table 2: Case X respondents (a,b, and c) response to the VRIO model 
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4.2 Case Y 

Case Y represents respondents D, E, and F. Case Y is a family-owned business that started in 1991. 

The organization has evolved over the years into a diversified conglomerate in Bangladesh. The 

company's businesses are diversified and involve Apparel, Textiles, Textile Printing, Washing, 

Garments Accessories, Packaging, etc. Having a dedicated workforce of 39,500 employees, the 

company's annual turnover for the year 2020-21 was USD 780 Million. The company defines 

Sustainability as the ability to survive and grow by applying five pillars to its sustainability 

program: People, Process, Product, Community, and Environment; thus, integrating a holistic 

approach to Sustainability 

4.2.1 Case Y’s current perception and practice of circular economy 

Respondent D has a strong perception of the sustainability and circular economy, its practice, and 

its impact on the apparel industry in Bangladesh. The respondent said that “the business 

positioning in Bangladesh apparel industry is no more just volume driven based on the cheap labor 

rather its transforming based on the sustainability practices.” He further explains that the garments 

and apparel industry is highly prone to the bargaining power of buyers, and the buyers' focus is 

very fast shifting toward sustainability-driven business operations. Because of this his organization 

strongly follow the rule, principle, and vision of his buyer company relevant to the sustainability 

practices and proactively takes initiative to adopt the practices in its organizational practices. He 

mentioned one of his buyers, IKEA- who is the pioneer in transforming sustainability practices in 

cotton consumption of the textile world to implement the initiative BCI (Better Cotton Initiative) 

platform,  which ensures the proper sourcing of cotton which is compliant with the environmental, 

economic and social perspectives.  As a supplier partner of IKEA, the respondent’s organization 

also comply with cotton sourcing from BCI and aligns with the sustainability practices. He also 

mentioned that the impact buyers who basically the contributes biggest volume for his organization 

are also contributing high investment in sustainability R&D and pushing the suppliers to bring the 

practice in place. In reflection, to that, his organization also highly focuses on the practice of 

sustainability and circular economy. He added a few examples of good practices like conversion 

of all the lights in the entire organization to LED lights to save energy, rain harvesting in the 

factory and other places to save water, in the case of biological ETP practice- the organization is 

now focusing on zero liquid discharge which could be a most advanced practice in the garments 

and apparel industry not only in Bangladesh but also in case of global practices. 

Respondent E mentioned the practice of circularity in waste management which is playing a 

significant role. The respondent provides an example that his organization uses 6000 metric ton of 

fabric a year, which is huge in volume and have a mix of different kind of fabric type- some of 

which are biodegradable and some of which are not. So, the circularity of waste management has 

become crucial to ensure not only environmental sustainability but also it is one of the key factors 

in adding a cutting edge in competitive advantage in case of cost management. Hence, his 

organization has established a separate plan to recycle cotton materials and remanufacture the 
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fabrics. Following the consequence of the discussion, the respondent also focuses on product and 

material innovation which can further impact the waste management practices as a part of 

circularity and sustainability. To re-emphasize the importance of the circularity practices in 

Bangladesh’s apparel industry, the respondent added that the industry has no other choice than not 

to move pro-actively because if they are late to implement the practices, their competitors will do 

first and move the market from them. He also mentions that this competition is a very healthy 

competition to ensure the betterment from environmental, economic, and social perspectives.  

While we discussed the circular economic process and its importance, the respondent find the 

product design step is most vital, which can impact every unit of the product and bring us massive 

impact. He links that product design is always taking place to keep in mind the end-use. So, product 

design and end-use are complementary in the practice of circularity.  

In a similar vein, Respondent F noted that their organization is implementing sustainability 

practices. First of all, the respondent mentioned that Better Initiative Cotton is being sourced from 

different sources alongside organic cotton to produce garments. 
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Table 4: Case Y respondents'(d,e, and f) feedback on perception 
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4.2.2 Case Y’s narratives on business model innovation in the context of the circular 

economy 

According to Respondent D, the practice of maintenance, reuse, or remanufacturing in the process 

of implementing circularity is still in the beginning stage. In the Bangladesh market what is 

especially now being focused on is basically waste management.  the garments waste which is 

coming especially from the production or manufacturing process it's called “jhut”  in the local 

language.  the most common practice by the garments is selling this waste to recycling agents who 

further process this waste into reusable thread and fabric. The respondent suggested that deeper 

research and market analysis might be conducted to get a farm answer to this question. The 

respondent also added that a business model innovation for his organization is not just dependent 

on the willingness of the organization but also depends on the similar vision and objective from 

the buyers and customers in his value chain. From this perspective, one good opportunity is that 

most of the buyers and customers of the Bangladesh garments industry are actually from the USA 

and from the EU zone who are having a strong vision and objective aligned to achieving 

sustainability through a circular economy. Our garments and factories need to be aligned to 

division and bring up the best practices in their operation.  

Respondent E believes that there is a massive potential for business model innovation in terms of 

a Circular Economy. However, the respondent also mentioned that it could be a costly process to 

his knowledge. During our interview with the respondent, he stressed that the overall process of 

recycling chemically infused water is expensive, and it is a part of Sustainability. It is, therefore, 

according to the respondent, a costly undertaking. It is worth noting that the respondent also argued 

that this initiative of business model innovation could lead the country into new recognition, and, 

finally, the respondent fully supported the idea of closing the resource loop as its primary choice 

in terms of the circular economy practice. 

In a similar vein, Respondent F noted that their organization is implementing sustainability 

practices more or less. First of all, the respondent mentioned that the overall concept of 

Sustainability is a broad picture and to make it completely sustainable is time and money effective. 

However, this progression towards the implementation of Sustainability is being done gradually. 

Moreover, the respondent pointed out that for this practice to be implemented, companies must be 

more aware and engage in collaborative actions as well. In addition to this, the respondent stated 

that various other companies are taking the initiative to brand themselves as a sustainable 

company, right from sourcing to cattle firming on the company's premises. According to the 

respondent, "these factories are platinum certified and distinguish themselves as being sustainable 

factories."  
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4.2.3 Case Y’s business positioning and competitive advantage discussion 

In response to Respondent D, while doing pricing for products, the manufacturers always include 

the cost of wastage, additional man-hours, power failures, and cost of production shifting in the 

price. And if all these additional cost factors are aggregated, this will be a good mentionable 

fraction of the entire price. The respondent added- if we focus on the factors, we may already 

understand that these cost factors can be significantly reduced by bringing up the circular economy 

practice in a different part of the organizational value chain. From the Bangladeshi industry 

perspective, the respondent recommended that- the design, reuse, and remanufacturing all of the 

products may add a significant level of value and differentiation for Bangladeshi products and 

offerings. He further added an example: Bangladesh is the world leader in producing cotton 

products. If the manufacturers can focus on bringing design and material innovation it would 

highly add value to cost and ROI.  

Similarly, Respondent E provides an argument for why the industry can benefit if it focuses more 

on its capabilities in product design. In the opinion of the respondent, Bangladesh's garment 

industry is far ahead of its competitors in terms of production. Therefore, some focus on product 

design and innovation may make a positive impact on the industry's future. Additionally, the 

respondent stated that if the industry shifted its focus to a new stream of product design, it could 

have global recognition, much like it is doing right now with the production of ready-made 

garments.    
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Table 5: Case X respondents (d, e, and f) response to the VRIO model 

4.3 Case Z 

Case Z consists of Respondents G, H, and I. Case Z was founded in 1992, and the company is 

dedicated to excellence in merchandising, product development, production, and logistics. The 

company earned a reputation throughout the global apparel industry as one of the foremost 

factories in Bangladesh for its commitment to quality, timely delivery, and total value. With over 

7000 modern machines, the company has a total production capacity of between 2.4 million pieces 

of clothing per month, including 20000+ ongoing employees. To create environmental 

Sustainability, all company factories understand their responsibility towards society, human 

resources, and the environment. 

4.3.1 Case Z’s current perception and practice of circular economy 

Respondent G reported that environmental sustainability is primarily being practiced, although not 

to a great extent, but added that their organization has already taken steps toward environmental 

sustainability. Further, the respondent provided some examples of how their organization is 

ensuring the sustainability of the environment as a matter of priority. The respondent stated as 

such, "Firstly, by using efficient machineries, we can consume up to 50% less water on average 

than the industry average. A second way to reduce water consumption is by using chemicals that 

consume less water and result in water consumption of 55 liters per kilogram of fabric, which was 

previously 120 liters". 
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In addition, the respondent further added that the production processes are executed using high-

end energy-efficient capital equipment from Europe, the United States, and Japan. According to 

the respondent, these world-class machineries have significantly reduced the energy consumption 

for different production processes by up to 15%. As an example, stated by the respondent, “the 

machines in the Spinning Mill procured to date provide significantly high efficiencies. The 

Programmable Logic Control (PLC) systems allow the machines to make the necessary 

adjustments and thereby provide significant energy savings.”  

Likewise, Respondent H also believes that the practice of Sustainability is being implemented at 

some scale and added that if there is more demand for sustainable products, this can benefit 

Bangladesh's garment industry in general to transition into a sustainable business garment industry. 

The respondent narrated an example of a project they worked on featuring recycled polyester 

fibers. According to the respondent, "these recycled polyester fibers were used by our Spinning 

Mill, along with cotton, to produce special yarns, which in turn, were used to make clothes that 

were made from recycled plastic bottles." Additionally, according to the respondent, they are 

constantly sourcing Better Cotton Initiative and Organic Cotton to manufacture their products. In 

this regard, the respondent wanted to emphasize that they were taking corrective measures to make 

sure that they are as sustainable as possible. 

Last but not least, according to Respondent I, the practice of sustainability is being implemented 

from all three perspectives of a social environment and economic nature. In discussing specifically 

the circular economy, the respondent mentioned that their organization has a set of procedures in 

place to handle the waste. In addition, the respondent said that the waste is also tracked and 

monitored regularly on a regular basis. Wastes that are non-hazardous and hazardous are collected 

by government-approved waste collectors and adequately disposed of. However, there are different 

methods for disposing of different types of waste. Before disposing of any waste, they are 

categorized according to their characteristics. As part of the recycling process, non-hazardous 

waste, which includes cotton fabric, is going to be reused for steam generation purposes, and some 

of it will be sold to local markets at a reasonable price. Further, the respondent added that their 

organization leads the way in the industry towards zero discharges of hazardous chemicals. The 

respondent also mentioned the utilization of renewable energy such as solar energy is being used 

in the various factories. A total of 118,310 kWh of electricity have been generated from rooftop 

solar panels in 2019-20, and renewable energy projects will be implemented in the next few years, 

according to the respondent. 
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Table 6: Case Z respondents'(g,h, and i) feedback on perception 
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4.3.2 Case Z’s narratives on business model innovation in the context of the circular 

economy 

According to the Respondent H, who is an assistant manager in the quality control division- 

historically, in the garments and apparel industry- Bangladesh had been positioning it's business 

for the most core line products which are actually very price-sensitive and labor-intensive.  It was 

logical in the perspective that no one else in the world had this kind of strength to beat our price 

in this category of the products. But this is a great time to start thinking about business model 

innovation in Bangladesh apparel market and the great news is the industry leaders have already 

started transforming their business model from a labor-intensive business to a value added and 

sustainable business model.  Coming out of the core line product category we have started to 

produce premium and value-added products like jackets, suits and blazers which are more 

profitable and provides the opportunity to invest more in the industry to build sustainable 

capabilities in the manufacturing process. While dealing with premium and value adding products 

we are actually dealing with top end customers who are more conscious about economic and 

environmental sustainability.  

In our next discussion with Respondent G- A manager in the merchandising team, he mentioned 

that there are opportunities to bring business model innovation based on how we sell our products 

to our customers. To elaborate the statement, it is observed that new generation customers are now 

more conscious and willing to know the story of a product- how the product is made and what is 

the background behind of a brand.  It means that today's market is not just of selling a product 

based on its price only.  To align with this transformation in the customer's mindset apparel 

manufacturers in Bangladesh have started to introduce their resources and capabilities for reusing 

and recycling of their materials. 

We also had our next discussion with the Respondent I who is a Senior manager in the Supply 

Chain management division. He added that Bangladesh has a big opportunity to bring innovation 

in the business model by recycling manufacturing waste, focusing more on renewable energy and 

integrating latest technologies which are more value-adding to the products and solutions. He 

further elaborates his thought that Bangladesh is now the leader in the cotton-based products which 

of highly recyclable.  Bangladesh is also blessed to be situated in the middle of the Earth which 

enables the country with a highly favorable weather and climate which actually means that the 

country has high potential to be based more on renewable energy.  In the apparel industry water is 

a big cost factor but Bangladesh is also a riverine country and has a high source of natural water.  

He believes, a collaborative initiative based on these unique strengths and capabilities of this 

country would create unique opportunities for the garments and apparel industry to be more 

competitive in the world market.  
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4.3.3 Case Z’s business positioning and competitive advantage discussion 

In order to achieve a competitive business positioning, We discussed with the respondents about 

to know which CE processes may at the most level of  value,  inimitablility,  rarity and  

organizational support to create a sustained competitive advantage.  although the respondents are 

from different departments,  from their interview and Survey response it has been evident that the 

processes of product design and sourcing,  production and recycling  have got the most focus.  

Respondent G, A manager in the merchandising team- focused on  product design which he thinks 

would be th most important CE process  to add  value,  inimitablility,  rarity and  organizational 

support to create a sustained competitive advantage. He further elaborated his  thought-  his buyers  

are  by the choice of end customers.  Most of his buyers are from the developed countries in the 

USA and EU zone.  End customers in the USA and EU rapidly changing their mindset the shift 

towards a sustainable buying and consumption pattern.  to align with these changing market 

behavior  the respondent and his organization position their business to their buyers  on the same 

attributes.  because of this a large number of innovation is being driven in the product design part 

to make it more sustainable end reuse and recycle friendly.  although in the product design part the 

buyers  also place a good role  by specifying clear demands and requirements,  the bigger 

opportunity actually lies in the area of material innovation through which in Bangladesh we can  

use unique materials based on local sourcing that cannot be met by the other competitors. The 

respondent also discussed about few challenges in case of reusing as a  part of CE  process that  

reusing is not solely depending on the manufacturer rather  it mostly depends on the buyer and in 

customer how  they want to reuse products by trading off existing features and experience.  

Respondent H, who is an assistant manager in the quality control division- mentioned that  moving 

to a high-end technology oriented production would enable us  to be more competitive in the value 

added segment and also to be  more compliant to ensure environmental and economic 

sustainability through  practicing CE processes.  He added that the column statement of Core Line 

Products glad where are the market leader  is highly competitive end less profitable.  The  owner 

and manufacturers are less willing to invest more in this segment because of low return on 

investment.  So when we will move to value added and premium segments by integrating high-

end technologies in our industry, we would still be able to use our existing resources and 

capabilities.  
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Table 7: Case Z respondents (g,h, and i) response to the VRIO model 
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5.0 Analysis and discussion:  

In this chapter, the analysis is initiated by reviewing the findings from interviews and secondary 

data with the literature discussed. To increase the credibility of the study, a relationship between 

relevance and maturity of the participants perception are presented. Then, an analysis with the 

VRIO Model has been undertaken.  

 

Fig 4: Survey response analysis to measure relevance and maturity of 17 key areas of circular 

action (Cristoni and Tonelli, 2018) 
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Fig 4 shows the average ratings by the respondents to visualize the perception of the CE processes 

based on 17 key areas of circular action (Cristoni and Tonelli, 2018). The relevance shows how 

strongly the respondents rate each action on its importance and the maturity shows how strongly 

the respondents' rate each action on its practice status within the organization. 

 

Fig 4 : Survey response analysis to measure relevance and impact on VRIO framework (Barney 

et al., 2011)  

Fig 4 shows the percentage of respondents who rated each CE process according to its relevance 

and importance of creating value, rarity, inimitability, and gaining organizational support. A 5-

point Likert scale is used to get the rating where 5 is the most highest and 1 is the lowest of the 

ratings.  
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5.1 Conceptual Framework 

 

Fig 5: Conceptual Framework 

To discuss the findings and analysis and to reach to the end goal of the paper through a clear 

process, the authors have developed a conceptual framework (Fig 5). The frameworks shows the 

study took place in 3 broader areas. The first area of study is testing the perception of the 

respondents how they perceive the relevance and maturity of the CE processes. During the 

interview process the respondents are asked semi-structured questions to explore the insights and 

then after the interview a structured questionnaire has been sent to understand their perception 

about 17 key areas of circle action which are actually relevant to different CE processes. The 

second area of study is understanding the opportunity of BMI from a resource-based view. in this 

step respondents are asked semi structured questions to identify the opportunity of slowing, closing 

or narrowing resource loops. the third area of study is identifying the CE processes from any of 

the resource loops that create value, rarity, inimitability and organizational support to create a 

sustained competitive advantage. In the conceptual framework the study areas are marked in colors 

which are moving from a grey zone (perception) to green zone (action). The study process are 

segmented into sub processes to create more clarity for the readers.  

5.2 The understanding of perception and practices about the CE processes  

As we discussed in an earlier section, sustainability upholds a balanced integration of financial and 

economic performance, inclusiveness in the social factors, and environmental resilience for the 

benefit of current and upcoming generations (Geissdoerfer et al., 20100s 2017a). CE emerged as 

an umbrella concept in the 2010s (Blomsma and Brennan, 2017), and focuses on the achievement 

of a broad resource-effective and efficient economic system by objectively narrowing, slowing, 
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and closing materials and energy loops (Bocken et al., 2016; EMF, 2015). CE is often considered 

a means to achieving sustainability, but with a narrower focus on the economic and environmental 

dimensions (Geissdoerfer et al., 2017a). From this perspective, it has a great potential of accepting 

circular economic practices in the garments and apparel industry in Bangladesh which is highly 

competitive and where the manufacturers are highly profit oriented. 

But the industry leaders need to perceive rightly about the circular economy processes and its 

impact on environmental and economic aspects so that they drive and pursue it. From this 

viewpoint we conducted an interview with 9 respondents from three different leading 

organizations end conducted a survey followed by the interview with them. 

To find the answer of a research question one- it is good to see that all of our respondents are 

already having satisfactory level of understanding about sustainability and circular economy as a 

medium of achieving sustainability. The most important factor we observed during the interview 

process is that most of the respondents aware of the changing customer behavior and subsequent 

change in their buyers buying pattern. The other important factor we found is that although the 

respondents perceive the relevance of circular economy processes, it is evident from the response 

that the practice of circular actions are still in the beginning phase within the industry.  

To elaborate the findings, we can mention about Respondent C who said that “the textile industry 

was initially more of a linear economy, and the respondent explained it with a simple example- 

‘We buy a garment, and after using it, we throw it in the trash’". But now the system later changed 

into the recycled economy, where the respondent stated as such, "After the garment is used, some 

of the material is recycled, while the rest goes to waste". While interviewing in a different 

company, Respondent D said that “the business positioning in Bangladesh apparel industry is no 

more just volume driven based on the cheap labor rather its transforming based on the 

sustainability practices”. From the study we also find the strong insight about that the garments 

and apparel industry is highly prone to the bargaining power of buyers, and the buyers' focus is 

very fast shifting toward sustainability-driven business operations which is further being driven by 

the end customers. Due to this changing global scenario, the apparel manufacturers in Bangladesh 

are also being pushed to bring the practice of sustainability and circular economy in their business 

model. Hence the perception and awareness about circular economy processes are found strong in 

the industry.  

After the interview process with further took initiative to test the perception in terms of relevance 

and maturity to 17 key circular action points. We found that the industry perceives most strongly 

about the design and production as the most important circular economic process for their 

organization. The average rating for design and production processes is 4.2 and 4.1 respectively 

(Fig 4), rated by the respondents. The industry also showed moderately stronger relevance to use 

and end-use as a circular economy process with an average rating of 3.4 for both (Fig 4). After 

analyzing the survey responses, we find the similarity between interview findings with the survey 

results. We also may develop hypotheses because the responses are more relevant to the design 

and production process. As the respondents are all from manufacturing industry and they create 
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most out of their values from design and Manufacturing process, they found the strongest relevance 

with these two designated circular economy processes- design and manufacturing.  

Along with testing the relevance we also tested the maturity level of CE processes in the industry. 

Here we found the most interesting insights that although in few of the processes like in design 

and production, relevance was found very high, in contrast- the maturity or practice level is found 

low (Fig 4). For both design and production process the respondents rated an average of 2.1 (out 

of 5) the maturity level within their organization. 

From the analysis of figure 4, we find that the maturity level for all CE processes is rated as equal 

or less than 2 which mean that There is a big area of improvement within the industry to optimize 

the practice of circular economy.  

Finally we found that the sustainability and circular economy initiatives are driven by the top 

management. Driving circular economy is no more a choice but a mandatory procedure in the 

operational process as it is driven by the buyers. The owner and top management of the 

organization is to be highly aware of this phenomena because every buyer takes interview and 

check physical processes of the sustainability practices of the organization before placing an order 

or starting any new business relationship with the manufacturer. Few of our respondents also 

mentioned that global buyers like Ikea and H&M are playing significant role to create awareness 

and collaboration platform for driving the practice of circular economy in the textile value chain. 

Following the trend, the smart manufacturers in the apparel industry of Bangladesh is proactive to 

adopt the circular economy processes within their business model to attract the buyers and grow 

their business. 

We believe the anonymous interview and survey process helped us to get this realistic feedback 

from the respondents. 

5.3 Opportunities of business model innovation using the CE processes 

Sustainability-oriented BMI includes the principles of sustainability as a framework for BM 

design, adding complexity to the traditional or linear (‘business as usual’) BMI process. Along 

with generating superior customer value to achieve competitive advantage and capture economic 

value, it also creates opportunity to contribute positively to the environment and society. (Lüdeke-

Freund, 2010; Stubbs and Cocklin, 2008). However, BMI refers to the remodification of existing 

business models to the extent of creating newly configured or a completely new business models 

(Mitchell and Coles, 2003). 

A circular business model falls in the range of a sustainable business model (Adams et al., 2016; 

Bocken et al., 2016). According to Lieder and Rashid (2016), CBMs generate profit from the 

constant reuse of materials and resources over time by integrating environmental and economic 

value creation (Bakker et al., 2014). CBMs close resource loops and aim to preserve the value that 

is embedded in the products at the highest utilization capacity (Webster, 2017). Resource loops 

are slowed down to prolong product and resource lives by maintenance, remanufacturing, and 
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reusing (Bocken et al., 2016). Closing resource loops are associated with recycling and putting the 

used products back into the economy after their functional life ends (Stahel, 1984). To improve 

resource efficiency, a third strategy concerning the design of the products can be attributed to 

narrowing resource loops (Bocken et al., 2016). 

From the above discussion we can understand that innovating a linear business model toward a 

circular business model includes Closing, slowing and/or narrowing the resource loops Which 

include the CE processes of maintenance, production/remanufacturing,  reusing, recycling end 

design. To answer the second research question, we interviewed the respondents to identify the 

opportunities of closing, slowing and/or narrowing the resource loops by integrating the CE 

processes in the existing business model. As in our previous research question study, we found the 

gap between relevance and maturity for different CE processes, that helped us to discuss about the 

opportunity off removing the gaps and innovating the business model towards s circular business 

model.  

Analysing the responses of case X, Recycling (closing resource loop) the garments waste is a great 

way of adding value both environmentally and economically. We already know that Bangladesh 

is a key manufacturing hub for global apparel and Approximately 577,000 tons of waste are 

reported to be generated, of which 250,000 tons, almost 50% of the total, is 100% recyclable cotton 

waste which can be valued at approximately 100 million USD (Islam, 2021). And these waste is 

forecasted to be increased by 60% each year between 2015 and 2030, topping up an additional 57 

million tons of waste every year (Niinimamp et al., 2020; Shirvanimoghaddam et al., 2020). 

According to US EPA, 5% of all landfill space is occupied by textile waste, and 15% of that waste 

is recycled by the textile recycling industry and the rest 85% is left at the landfill (Council for 

Textile Recycling, n.d.). We can strongly relate the opportunity of closing this resource loop by 

building more recycling plant. When new fiber is generated from waste garments through 

recycling, it impacts closing and slowing the entire resource loop and hence the entire process 

become sustainable. We got the very similar findings from analyzing the case Y as well. 

Analyzing the responses from case Z, we got another insight that Focusing on renewable energy 

(slowing resource loop) Bangladesh apparel market can create significant value and become more 

competitive. Bangladesh is in a very suitable Geographic position to produce renewable energy 

throughout the year. Also, there are examples already in the industry that many of the 

manufacturers use manufacturing waste the barn and produce Steam. Bangladesh is a riverine and 

Country and rainy season in the country lasts more than 2 months every year. Due to the overflow 

of the water, flood is a common natural calamity in the country. As Bangladesh is one of the leaders 

in Denim production which has a very expensive washing process that can last up to 10 to 15 hours 

and consume a huge level of water uses makes it more costly and hazardous for environment. In 

this scenario rain harvesting end ringing zero discharge liquid solutions through ETP plant can add 

significant level of environmental and economic for the entire denim industry in Bangladesh. 
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Analyzing the responses from case Y, we got the Insight that design, reuse, and remanufacturing 

all of the products may add a significant level of value and differentiation for Bangladeshi products 

and offerings. As Bangladesh is the world leader in producing cotton products, the manufacturers 

can focus on bringing design and material innovation it would highly add value to cost and ROI. 

Already there are success stories in Bangladesh industry for using recycled fiber with virgin cotton 

fiber that gives the same level of strength and user experience while bringing economic and 

environmental sustainability by slowing the resource loop. The respondents focused on design 

innovation to create value for the organization. As designing innovation, we have found that 

dematerialization or material innovation could be the most valuable addition to the business model. 

There is already a success story all of using banana fiber instead of raw cotton which is not only 

cost-effective model show high value driven.  

5.4 B2B Business positioning based on the CE processes to achieve the 

sustained competitive advantage 

Bangladesh mostly exports its product to the resellers and retailers- especially in the USA and EU 

zone. Hence, in the context of textile and apparel market of Bangladesh, the manufacturer and 

buyer relationship are mostly of B2B. It has been established that marketing in the context of B2B 

businesses is more complex than B2C. Building a B2B brand oriented towards corporate rather 

than product. Consequently, stakeholders want the customers as an integral part of the business 

and want the business to address climate change and other sustainability elements rather than just 

be a marketing target (Bhattacharya, 2010). A competitive advantage can be obtained through 

sustainability marketing, and it can positively influence the perception of stakeholders regarding 

product evaluation (Brown & Dacin, 1997), customer satisfaction (Luo & Bhattacharya, 2006), 

and attraction of talented employees (Bhattacharya & Korschun, 2008). 

By answering our previous research questions, as we found several opportunities to innovate 

business model toward a circular business model, in the third research question, we interviewed 

the respondents to identify and evaluate the opportunities (CE Processes) which adds most value, 

rarity, inimitability and organizational support. After the interview we also conducted a survey to 

get rating for each CE process according to its relevance and importance of creating value, rarity, 

inimitability, and gaining organizational support. 

To answer the research question, we may start from the findings of the survey responses (Fig 4). 

Top 3 CE process rated by the respondents are design (narrowing resource loop), production 

(slowing resource loop), and recycle (closing resource loop). According to the industry analysis 

and also by relating to the findings from the first research question, we can perceive that these 

three processes are the most relevant CE processes for the textile and apparel industry in 

Bangladesh to create a sustained competitive advantage. 

Several respondents already discussed how design process can add value both environmentally 

and economically. Design as a CE process includes the key circular actions of dematerializing, 
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design for recycling, optimizing input materials and increasing longevity. From the survey result 

(Fig 4), we also find that 89% of the respondents rated product design over 4 who believes it will 

add value, 88% of the respondents rated product design over 4 who believes it will add rarity, 89% 

of the respondents rated product design over 4 who believes it will add inimitability and 44% of 

the respondents rated product design over 4 who believes it will get organizational support. We 

can elaborate the discussion- product design is an step in the value chain that has impact on all the 

next steps in the same value chain. An effective and sustainable product design can impact the cost 

and value factors of every individual unit of the production. Hence any development is highly 

scalable through a product design process. Although on the final apparel design, the contribution 

mostly comes from the buyer who matches the taste and preference of the end users. But the 

manufacturer actually plays the vital role in case of material innovation which is called 

“dematerialize”- one of the 17 key areas of circular action. In the findings of a research question 

1, we found that the highest rating (4.4) of relevance came in this segment whereas  the respondents 

rated it with a low maturity. This indicates that design innovation has a high potential to be 

improved within the industry to be adopted in the BMI process. Dematerialization or material 

innovation not only just add value but also it can add rarity to the textile and apparel solution of 

Bangladesh. Our findings from the discussion- Bangladesh is one of the leading producers of jute 

and banana fiber which can be a substitute of cotton fiber. As Bangladesh mostly imports more 

than 80% of its cotton materials, innovating a substitute cotton material by using jute or banana 

fiber would add a great rarity to its value proposition. Also, as these resources are not available in 

the same volume to the other competitors, the innovation would add imitability as well. with this 

innovation the organization would be able to generate more profit and hence it will be supported 

by the organization as well. 

The group of respondents also nominated production/remanufacturing as a CE process that can 

create sustained competitive advantage. From the survey result (Fig 4), we find that 88% of the 

respondents rated production over 4 who believes it will add value, 89% of the respondents rated 

production over 4 who believe it will add rarity, 77% of the respondents rated production over 4 

who believes it will add inimitability and 100% of the respondents rated production over 4 who 

believes it will get organizational support. The production process into the circular action of 

investigating circular water resources, maximizing overall operational performance, switching to 

renewable energy, managing packaging waste and developing circular applications for solid waste. 

according to the respondents, production is always day for focus to the manufacturers as this 

process is directly relevant to impact the cost and value factors. From our findings, the overall 

production process in Bangladesh can be more sustainable by enabling more uses of renewable 

energy and water harvesting, by integrating newer and updated technology to reduce carbon 

emission and generate higher value, by integrating reusing and recycling technology to recreate 

fibers from existing waste material.  

The start CE process that has been strongly nominated by the respondents which they believe 

would create sustained competitive advantage is- Recycling. From the survey result (Fig 4), we 

find that 78% of the respondents rated production over 4 who believes it will add value, 44% of 
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the respondents rated production over 4 who believe it will add rarity, 56% of the respondents 

rated production over 4 who believes it will add inimitability and 89% of the respondents rated 

production over 4 who believes it will get organizational support. Recycling Process can create  

sustained competitive advantage especially for Bangladesh as the country is the leader for cotton 

based production and only 15% of its wastage is recycled now. If the industry can achieve the 

capability of recycling the rest 85% of its cotton materials the industry will become more 

competitive and profitable. Simultaneously, it will be a huge advancement towards environmental 

sustainability. 
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6.0 Conclusion  

This research aimed to identify and synthesize CE oriented BMI opportunities for the textile and 

apparel industry of Bangladesh to position the business to its B2B customers by achieving a 

sustained competitive advantage. The research applies a three-step study and analysis approach of 

perception testing, opportunity analysis and deciding action points by using the CE processes, BMI 

and resource based sustained competitive advantage in its backbone.  

It makes several contributions to the literature of the sustainability and CE, BMI and T&A industry 

of Bangladesh. First, it is the first literature review of CE focusing on T&A industry of Bangladesh 

integrating the resource-based view approach to create a sustained competitive advantage. The 

previous researches selected several different manufacturing industries and provided general 

analyses of CE implementation. This research selected one of the most polluting industries that 

requires more efforts to become sustainable; and performed an in-depth analysis in the context of 

Bangladesh market which is the second largest contributing country in the world. The market is 

mostly labor intensive and based on cheaper price which is a very vulnerable strength of business 

positioning. Hence, the research contributes to suggest a strong way of BMI and positioning the 

business on a sustained competitive advantage. Second, this paper establishes an integrated 

conceptual model which is first of a kind to integrate CE resource loops and resource-based view. 

The framework shows the steps to map the perception and practice of CE process in the industry, 

the steps of analyzing the BMI opportunities through the lenses of activating CE resource loops 

and finally identifying the right CE processes and resource loops which will achieve the sustained 

competitive advantage for the textile and apparel industry of Bangladesh. 

As key results, three CE process has been identified as the most potential to bring BMI are design 

(narrowing resource loop), production (slowing resource loop), and recycle (closing resource 

loop). As the buyers of Bangladesh are mostly the resellers and retailers who looks more of B2B 

buyers, the findings look quite logical based on which the industry can plan to position its business 

in the future. In all the three mentioned CE processes Bangladesh can utilize its unique natural 

resources as alternative sourcing for dematerialization in the design process, water and renewable 

energy to slow down the utility resource loop, functional innovation with new technology along 

with existing cheap labor to create a strong sustained competitive advantage in the industry. The 

research also identified that the CE driven business model is no more of a choice but of a critical 

factor to survive the global competition as the end consumer buying pattern is significantly shifting 

toward sustainable products. If Bangladesh is late to innovate its business model it will not just 

lose to create competitive advantage but also lose its market share to its competitors.  

The research doesn’t exempt from limitations. Although we are tried to set the direction for the 

entire industry, we have done the analysis on only 3 big manufacturers. Probably, a larger sample 

would be more representative to find more impactful and diversified results.  
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The research set the direction for gaining answer of ‘what’ part. The future research can be 

conducted on the ‘how’ part to set another step of direction for the industry. In the findings of the 

research, we observed that the manufacturers are more prone to design, manufacturing and 

recycling process. Although it seems logical from the industry (manufacturing) and customer 

(B2B) view, further research can be conducted to explore the question relevant to other CE 

processes.  
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8.0 Appendices  

8.1 Interview Questionnaire (semi structured): 

* Can you please briefly discuss about yourself, your role and relevance to sustainable business 

practices in your organization? 

* Can you please briefly describe about the organization, its customer and suppliers and the 

business model? 

  

- How the practice of circular economy can contribute from the three aspects- environmental, 

social and economic points of views? 

- What do you think about the current practice of circular economy in the textile and apparel 

industry in Bangladesh? Where we are? 

- Which process do you think is the most vital in the practice of circular economy and why? 

(Design, Sourcing, Production, Distribution, Use, End use) 

- How the circular business strategy is being driven in your organization? 

 A. There are very less advocate in my top management, I own and drive the strategy 

myself.  

 B. Our management understand and own it. We strongly drive it to create the difference 

and gain competitive advantage.  

 

- What are the opportunities to slowing resource loops (by maintenance, reuse and 

remanufacturing), closing resource loops (by recycling) and narrowing resource loops (by 

improving product design) 

- What kind of innovation in business model can create the most value for your organization and 

how? (Design innovation, Service and functional innovation, Collaborative consumption, Reuse, 

Repair, Recycle and waste management) 

 

- From a B2B perspective, what factors can create most value to your customers and suppliers 

in terms of sustainability and how? (Product Design, Use and Care, Production, Recycle, Repair 

and remake) 

- From a B2B perspective, what factors can create differentiation from your competitions in 

terms of sustainability and how? (Product Design, Use and Care, Production, Recycle, Repair 

and remake) 

- What factors can achieve uniqueness to your business model that can’t be easily copied by 

your competition? 

- What factors can lead to a better organization and efficiency in your business operations? 
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8.2 Survey Questionnaire 

Please check the box that best describes your views from 1 to 5  

1- Very low 

2- Low 

3- Medium 

4- High 

5- Very High 

Q1. Which process do you think is the most vital in the practice of circular economy and why? 

(Design, Sourcing, Production, Distribution, Use, End-use) 

D
es

ig
n
 

 Relevance Maturity 

 1 2 3 4 5 1 2 3 4 5 

The practice of the dematerialization           

Optimization of input materials            

Increase Longevity            

Design for recycling            

 

S
o

u
rc

in
g
  Relevance Maturity 

 1 2 3 4 5 1 2 3 4 5 

Engage with suppliers on environmental programs           

Switch to Circular Feedstock           

           

 

P
ro

d
u

ct
io

n
 

 Relevance Maturity 

 1 2 3 4 5 1 2 3 4 5 

Maximize overall performance of operations           

Switch to renewable energy to power operations            

Explore circular applications for solid waste to steam           

Investigate Circular water resources            

Tackle packaging waste           

 

D
is

tr
ib

u
ti

o

n
 

 Relevance Maturity 

 1 2 3 4 5 1 2 3 4 5 

Optimize logistics distribution strategies            

Address unsold inventory stock           

           

 

U
se

  Relevance Maturity 

 1 2 3 4 5 1 2 3 4 5 

Maximize utilization rate intensity of product use           

 

E
n

d
-U

se
  Relevance Maturity 

 1 2 3 4 5 1 2 3 4 5 

Focus on reuse/ redistribution of products            

Focus on maintenance/ repair           

Focus on remanufacturing/ refurbishment of products and their parts           
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Q2. Please rate the following questions from your viewpoint  
 

D
es

ig
n
 

 Valuable 

 1 2 3 4 5 

How valuable is the design aspect from your viewpoint      

 Rare 

 1 2 3 4 5 

How rare is the design aspect?      

 Imitable 

 1 2 3 4 5 

How likely is the design capability easily imitable?       

 Organized 

 1 2 3 4 5 

How likely is it supported by the organization?       

 

 

S
o

u
rc

in
g
 

 Valuable 

 1 2 3 4 5 

How valuable is the sourcing aspect from your viewpoint      

 Rare 

 1 2 3 4 5 

How rare is the sourcing capability?      

 Imitable 

 1 2 3 4 5 

How likely is the sourcing capability easily imitable?       

 Organized 

 1 2 3 4 5 

How likely is it supported by the organization?       

 

 

P
ro

d
u

ct
io

n
 

 Valuable 

 1 2 3 4 5 

How valuable is the production aspect from your viewpoint      

 Rare 

 1 2 3 4 5 

How rare is the production capability?      

 Imitable 

 1 2 3 4 5 

How likely is the production capability easily imitable?       

 Organized 

 1 2 3 4 5 

How likely is it supported by the organization?       

 

 

D
is

tr
ib

u
ti

o
n
 

 Valuable 

 1 2 3 4 5 

How valuable is the distribution aspect from your viewpoint      

 Rare 

 1 2 3 4 5 

How rare is the distribution capability?      

 Imitable 

 1 2 3 4 5 

How likely is the distribution capability easily imitable?       

 Organized 

 1 2 3 4 5 

How likely is it supported by the organization?       

 

 

U
se

 

 Valuable 

 1 2 3 4 5 

How valuable is the use aspect from your viewpoint      

 Rare 

 1 2 3 4 5 
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How rare is the use capability?      

 Imitable 

 1 2 3 4 5 

How likely is the use capability easily imitable?       

 Organized 

 1 2 3 4 5 

How likely is it supported by the organization?       

 

 

E
n

d
 U

se
 

 Valuable 

 1 2 3 4 5 

How valuable is the end use aspect from your viewpoint      

 Rare 

 1 2 3 4 5 

How rare is the end use capability?      

 Imitable 

 1 2 3 4 5 

How likely is the end use capability easily imitable?       

 Organized 

 1 2 3 4 5 

How likely is it supported by the organization?       

  

 


