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Youth Oriented Fashion Products
 There is a popular culture across the globe of e-commerce businesses which has largely been enabled by the rapid uptake of the internet. One of the most common current trend in internet access include cable television and syndicate radio programs. However, due to the dynamic nature of the cyber space, there is an increased growth of young customers’ expectations and demands for products that represent their own cultural statement. As such, this market demographic informs our business idea for youth oriented Fashion products that will act as the fire-starter in the markets. The idea will target small towns across the world, and make the products available to the low income populations. 
The Business Idea
In most E-commerce platforms, only premium products make it to the markets. Additionally, most products offered are for general population, making them uncompetitive and unreachable to the low income earners, given the logistics and the diversity in fashion culture and unique youth needs. Additionally, the platforms do not offer unique products for specific needs in the various regions across the globe. The idea is to customize local needs while minimizing on the lead times while meeting the local youth unique needs.   
Gap Analysis
Given the existing markets, the focus has largely been on the high end customers while leaving out the low income earners. Also, there has not been a distinct market for the youth fashion and young people are forced to fit within a large global market that is not keen in meeting their specific and unique needs. Given the target market is the young people, (Varela et al., 2017) outlined some of the key success factors for the business as follows. (1) an easily accessible website that should also be entertaining. It should be attractive and always offer something new for the youth, thereby encouraging them into coming back. (2) A personalized and excellent relationship of the vendors and the client. Additionally, it will incorporate a quick shipment for orders to ensure reliability for emergencies and short timeline. (3) An effective advertisement strategy will be requiring in order to create awareness among the youth. (4) A trendy store image that is attractive and trendy among the youth. 
Application of Operations Management in the Business
Like any other business, operations management techniques will play an important role in realizing the business and its longevity.  As such, key considerations like location, facilities and equipment will be the physical necessities of the business. To ensure the e-commerce platform becomes a fire-starter, the following are key considerations that must be incorporated according to (Mazzarol, 2015). (1) Product flow. The business will primarily rely on various vendors for the products and will be connecting them to the market. (2) Quality control. In protecting the image and ensure the longevity of the business, the process will include pre-inspection of products offered to ensure ultimate customer satisfaction when the products are delivered. This will ensure the quality and specifications are as per customers’ expectations and needs. (3) Industry association memberships. This is an opportunity to outline what steps I've taken to comply with the laws and regulations that apply to the industry.
Conclusion
In conclusion, identifying the gap and the factors of consideration before starting any business is a significant skill that one must have. It will help one to know whether the idea is viable in the market or whether it is addressing to a current available problem.
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