

[image: Text

Description automatically generated with medium confidence]







MBA: Dissertation Proposal:
Student: Errol Malcolm
Student Number: 1709503
Supervisor: Dr Hossein Shokri






Contents
Proposal:	3
An Investigation Into How Technology has  Impacted ‘Consumer Behaviour’ During the COVID-19 Pandemic	3
Introduction:	3
Research Aims:	3
Research Objectives:	3
Research Topic:	4
Research Gap:	4
Critical Literature Review:	4
Methodology:	5
Sample Design:	5
Research Background:	5
Rationale:	6



[bookmark: _Toc87447938]Proposal:

[bookmark: _Toc87447939]An Investigation Into How Technology has  Impacted ‘Consumer Behaviour’ During the COVID-19 Pandemic

[bookmark: _Toc87447940]Introduction:
Consumer behavior throughout the COVID-19 pandemic saw several impacting factors, which have changed all our lives, major developments have witnessed social distancing, the wearing of masks, , transport closures, global lockdowns, including a world-wide air travel ban. There has been a barrage of constant changes, including daily briefings by government officials and senior ministers, globally, and the topic of discussion, how do we all, currently move forward and all remain safe and healthy, in our day to day lives. Any recent previous experiences of this nature had been the SARS epidemic in China in 2002 to 2003, which resulted in The World Health Organisations (WHO) involvement of taking control of matters with the inclusion and cooperation of the worlds political leaders. Additionally, the global epidemic of SARS reached a successful conclusion, by July 2003. (Gates, 2020; Mehta, 2020; Lia van der Hoek., 2004; World Health Organisation 2004).
The pandemic has revealed aspects of consumer behaviour that is critically more complicated; for instance, the movements of all individuals were reduced to a minimum, which only allowed individuals to leave the home for shopping or exercise once a day for necessity items, with social distancing in mind throughout. However, these effects witnessed consumers increased volume usage to technology, including high volumes of internet usage, furthermore, for several organisations who reacted to the situation through extremely high levels of innovation, by generating  sizeable areas to digital access for the purchasing of goods, and consumer support (KPMG, 2020). The working environment also experienced changes with individuals allowed to work from home through the application of computer technology, which also kept many industry sectors open for business. This academic research will focus on consumer behaviour throughout the period of December 2019 and currently (Gates, 2020).
COVID-19 has brought with it new areas for research for instance: to measure global crisis situations, and how to  prepare for these moments in the future. 

[bookmark: _Toc87447941]Research Aims:
The aim of this research is to investigate how technology has strongly affected consumer buying behaviour throughout the period of the recent pandemic of COVID-19. 

[bookmark: _Toc87447942]Research Objectives:
1. [bookmark: _Hlk87282727]To gain an understanding into the factors that affect consumer buying behaviours during a pandemic scenario such as COVID-19.
2. To evaluate the digital gaps amongst social groups as a result of COVID-19
[bookmark: _Hlk87090852]

[bookmark: _Toc87447943]Research Topic:
The measurement of human behaviour during a pandemic or crisis events, and the effects of digitisation.
This research is relevant to establish a firm understanding of how in a crisis what the expected behaviours are likely to be, and the data will also assist in on-going research in how to prepare for situations such as these. The author seeks out opportunities to continually increase research knowledge of these events.
The significance of the subject is that it so current and very little has been documented on this particular subject in our lifetime.

[bookmark: _Toc87447944]Research Gap:
To understand the factors that affect consumer buying behaviours during a pandemic scenario set-off by COVID-19.
To establish the digital gaps amongst social groups as a result of the pandemic.

[bookmark: _Toc87447945]Critical Literature Review:
[bookmark: _Hlk87439270][bookmark: _Hlk87439995]Twelve years ago, Peighambari et al., (2016), studied scholarly research on the subject of consumer behaviour, the work became listed as one of the leading five journals on this subject. Furthermore, the analysis within the journal uncovers several suggestions in connection to consumer behaviour research communities, editors, reviewers, researchers, and more. However, this particular journal assesses the framework of the consumer behaviour literature field and demonstrates hypothesises for future research. According to Narayana and Ratnamadhuri, (2018). On conclusion, in their opinion was that minor variations do exist in the wage structures of individuals, and either group will have their own views in-connection to consumer buying behaviours. This generated interest to discover which category differs in perspective. Every-one of us has a multitude of different daily roles, which maybe either social, or on a professional basis. All of the above roles have a contribution that effects consumer behaviour. 
And In addition, all roles have an effect that contributes to buying behaviour. All roles have a certain position in society, so consumer behaviour is reliant on the social-status factors. So, if the business and marketing sectors grasp these factors that holds most impact in buying selections sales can witness huge profits. Anku Kumar Rastogi (2010) analysed that online purchasing has a terrific future. The intuitiveness towards online purchasing on a mass scale has improved greatly. Furthermore, consumers who use the internet can make their purchases from any shop, at any given moment, anywhere, which has easy and secure payment access. Consumers have the choice to compare shopping items, including online stores. In addition, according to Manu Nanda et al., (2019) they analysed that besides ‘financial income’, ‘friends’, ‘selection of models or ranges’, ‘simplicity of returns’, ‘delivery service’, ‘shelf-life factors’, and ‘in-store advertisements’, held the most important influence in assisting change to the outlook of consumers for the purchases of computer items from physical outlets, where product price, and brand specific match, or which are similar, the UK consumers option is to select products in- accordance to their income levels.               
[bookmark: _Hlk87446064]According to previous research on consumer behaviour in a crisis or pandemic situation, consumers enter into a type of frenzy of panic buying, or a type of herd mentality to acquire standard food items, health and cleaning products  (Pan et al., 2020; Loxton et al., 2020). According to the World Health Organisation (WHO), COVID-19 has taken place within a time of great technological advancement and in the current age of “digital transformation” (Abdel-Basset et al., 2021). 

[bookmark: _Toc87447946]Methodology:
To gain an understanding into consumer behaviour throughout the period of the COVID-19 pandemic. The author has applied a descriptive research structure. The current research is focussed on the consumer shopping behaviours during the period of a pandemic.
    
[bookmark: _Toc87447947]Sample Design:
The sample design selected for this study is Systematic Sampling. The demographics of the study will cover age, sex, income levels, race, and level of education. There will be five open-ended questions and five closed ended questions. The total number of respondents is 50 used for this particular study. Questionnaire design and application of data analysis using SPSS. 

Q.1 Do you have your own computer, smart phones or a smart devise  Yes or No
Q.2 Did you use your computer, smart phones or smart devise more frequently during lockdown Yes or No
Q.3 Has living through lockdowns changed the way you purchase goods Yes or No
Q.4 During the period of lockdown did you purchase goods or food via a A. computer, B. phone or C. smart device  A. B. C.
Q.5 During the period of lockdown did you face challenges using a computer, a smart phone, or smart devise, Yes or No   
Q.6 Are you a computer literate individual, i.e., able to use computers and, smart phones, or smart devices unaided Yes or No
Q.7 Did you find it much easier to spend cash during the lockdown period. Yes or No
Q.8 Did you struggle during lockdown without a debit or credit card to make purchases  Yes or No
Q.9 Were your shopping purchases in your local area Yes or No  
Q.10 Did you purchase goods or items from Amazon Yes or No 

[bookmark: _Toc87447948]Research Background:
Earlier research written ten years ago on “Behavioural intentions in response to an influenza pandemic”, Gerjo Kok, and others demonstrated that the vast share of the work until this present time in relation to behavioural changes linked to a health crisis had previously been, (Spanish flu, Sars, AKA Bird flu virus). Kok, et al., (2010). And now in current times COVID-19. In addition, health professionals involved in this pandemic as far back as 2017 had been increasingly aware of the potential dangers of a crisis such as COVID-19, highlighting that there would be no global country that would have withstood or have been in the position to be quite fully prepared for such an attack of this nature. However, according to The Guardian, (2020) contagions that are allowed to cross contaminate from animals to humans which have a high probability of transferal to individuals and other global communities, for example in China’s, city of Wuhan, in Hubei Province where the out-break begun, which eventually travelled around the globe. Previous research has identified Individuals behavioural reactions will no doubt have effects on nations as a result of a pandemic. Furthermore, these behavioural effects are a result of (Herd Mentality), which may occur around circumstances such as these, which according to survival psychology accepts that persons in these moments incur behavioural transformations due to the particular crisis situation for instance natural disasters, a health crisis, or terrorist attacks, (Loxton et al., 2020). 
Technology and consumer behaviour during the period of the pandemic saw new usage along with various changes in consumer behaviour (KPMG, 2020), for example due to the social distancing and the government’s stay at home policy, several businesses including restaurants were given the go-ahead to re-open, and permission to serve food once again. Restaurants,  pubs,  and  food outlets all welcomed these changes, If only for the survival of their business, and too for many these businesses this resulted in a reduced workforce, due to less workers required for operational needs, and changes to their business model in terms of how they would operate in these current times, now that pubs, restaurants, and food-outlets are able to function as a delivery service too, which would see orders of food, placed by consumers taken over the phone, or by means of the internet through smart devices, which also saw an increase to other areas such as online-shopping, online entertainment, online education, and new ways forward for businesses, so that employees were able to work from home, these new inclusions by governments, brought on by changes to consumer behaviour due to the current pandemic conditions (Donthu, N., and Gustafsson, A. 2020; Seth, 2020).  
In addition, Amazon witnessed increased buying activity during this period with individuals on a global scale confined to the home, for many this resulted in a serious increase in internet shopping and increased traffic, Amazon witnessed accelerated growth in profits during this period of 200%, due to Amazons positioning in the market of online-shopping, coupled with individuals confined at home due to social distancing, these conditions were placed excellently for Amazon to gain even more market share over others (Takefman, 2021; BBC News, 2021).    
[bookmark: _Toc87447949]Rationale:  
In this current pandemic situation, we find our-selves in, increases our acceptance to behaviours previously raising the bar, in-terms of technology usage and shopping behavioural impacts. These shopping behavioural impacts during the pandemic will have witnessed changes on local and global, levels, entwining all cultures, and communities (Donthu and Gustafsson, 2020; Pantano, et al., 2020). 
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