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Abstract 
By analysing the present business context, it has been stated that the implementation of effective e-commerce strategies is the needy thing. By addressing the importance of this subject matter, the study has been conducted on this by monitoring the sales and organisational performance of the UK retail industry. The study has discussed several strategies that are related to the e-commerce aspect and through this, the impact has been analysed appropriately. The study has also discussed its advantages and disadvantages to address its effectiveness in the business market properly. By stating some aims and objectives, the study has proceeded appropriately which also helps in getting proper answers to the research questions. In this way, the study has adopted a primary quantitative data process in terms of procuring real-time data. The study used descriptive statistics, correlation assessment, and regression analysis on 75 employees in a survey. The findings revealed a positive relationship between the variable that is dependent, "to boost in sales," and each of the independent variables, "e-commerce gains in the organisation," "effective strategies," and "development of trends.". The study has provided some recommendations by addressing the gaps and limitations which might be effective in enhancing the future scope of the study. 
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[bookmark: _heading=h.23ckvvd]Chapter 1: Introduction 
[bookmark: _heading=h.ihv636]1.1 Background of Study 
The growing advancements in terms of "technology" as well as "business models" is highly influencing the performance of major business establishments. Along with that, it has been observed that the competition in the retail sector is consistently increasing. Similarly, Bbc.com, (2022) opines that the competition in the retail sector particularly in the UK has been significantly rising making it difficult for businesses to survive. Although the sales of this particular sector have increased from 464.16 billion GBP in 2021 to 495.71 billion GBP in 2022, the survival of the retail companies is significantly declining. There are various globally recognised companies like Marks and Spencer, Tesco, Asda, Sainsbury’s, and many others that have been giving cut-throat competition to each other raising the need for transformed strategies for business operations. According to Statista.com, (2022) with the consideration of technological implementation for developing “e-commerce strategies”, businesses have been trying to boost their respective sales in the market.
However, along with the rising competition and “technology implementation”, the market uncertainties such as an uncertain outbreak of the global pandemic, Covid, the continuous rise of inflation and the Russia-Ukraine war are enhancing the need for developed strategies for e-commerce to gain sales and deliver exceptional performance in the market. As stated by Forbes.com, (2022), the UK “retail industry” plays a dominant role in providing various opportunities to people and the concerned economy. It not only provides greater employment opportunities but effectively satisfies the requirements of its customers leading to a better standard of living and diverse sources of income. Therefore, for effective outcomes and the well-being of the economy and its people, it is highly essential for firms to keep up with the market transformation and encourage consumers to continuously purchase their goods and services for better sales and outcomes.
[bookmark: _heading=h.32hioqz]1.2 Significance of Study 
The UK retail market is highly extensive in nature. It includes the selling and purchasing of products and services varying from food items to clothing for diversified customers. As per Forbes.com, (2023), the stability of the "retail industry" highly influences the stability of the UK economy as the said sector majorly contributes to the economic growth of the nation. Thus, this study would play a vital part in understanding the need for diversified and upgraded "e-commerce strategies" to generate higher amounts of sales and simultaneous growth of the industry. In addition to that, the retail industry has majorly suffered due to the onslaught of the pandemic and other external situations which have caused a drastic decline in the prosperity of the retail sector. Thus, this study would help in the analysis of the impacts of the mentioned external uncertainties on the "UK retail industry" and the need for retail companies to revise their "e-commerce strategies" for better outcomes (Forbes.com, 2023). To meet the growing concerns, this study would dominantly focus on different strategies for the betterment of "e-commerce" activities and business performance.
[bookmark: _heading=h.1hmsyys]1.3 Research Rationale 
This study revolves around the effectiveness of “e-commerce strategies” for the development of sales and organisational outcomes particularly focusing on the “retail companies” operating in the markets of the UK. As per Putra, (2019), there are various factors that contribute to the success of an organisation apart from sales and “organisational performance”. This particular study would help in the analysis of other such factors. In addition to that, the use of technology is widespread in the “retail industry”. It is highly essential to depict its significance which would be underpinned in this report. Following that, due to continuous market uncertainties, the behaviours of consumers have been changing along with the ineffectiveness of employees contributing to the degrading performance of the “retail sector” (Choi et al. 2019). This report has been constructed to analyse the impact of these challenges and the necessity to implement effective strategies related to “e-commerce” to mitigate the drawbacks related to employees and customers of the “retail UK sector”. 
[bookmark: _heading=h.41mghml]1.4 Research Aim and Objectives
The aim of this research is to evaluate and determine the different kinds of e-commerce strategies incorporated by retail industries and correspondingly how the overall sales and effectiveness of corporations are affected by e-commerce (Kumari et al. 2023). The investigation will presumably look at the potential offered to corporations by e-commerce and ways in which they can reap the benefits of these prospects to enhance their entire productivity and sales volume (Araújo et al. 2023). In addition to determining the constraints it encounters and interpreting the underlying trajectories, the aim is to additionally ascertain the importance of e-commerce as well as its consequences in the given context.
Objectives
1.) To examine the various types of e-commerce strategies adopted by retail industries to enhance the sales volume and the performance of the organization
2.) To understand the relationship between effective e-commerce strategies and overall sales and performance of the retail sector of the UK.
3.) To examine the benefits and challenges associated with incorporating e-commerce strategies within the organizational performance of the retail industries.
[bookmark: _heading=h.2grqrue]1.5 Research Questions 
· What are the main e-commerce tactics used in the retail sector to boost organisational performance and sales?
· How efficient are the e-commerce tactics currently employed by UK merchants in boosting profits and operational efficiency?
· What are the benefits and challenges associated with incorporating e-commerce strategies within the organisational performance of the retail industry?
[bookmark: _heading=h.vx1227]1.6 Research Framework
This study will use the primary methods for gathering data to compile details on successful e-commerce tactics used in the UK retailing industry. To gather information from workers working in various retail organisations in the UK, a questionnaire will be undertaken. The study will be promoted on a number of social media sites, including Facebook and Instagram. For the purpose of collecting both qualitative and quantitative information on the subject, the survey will include both open-ended and closed-ended questions, as well as Likert scale questions (Panagopoulos et al. 2023). A minimum of 75 employees working in UK retail organisations are the intended sample size for this study. Social media sites will be used to find volunteers, who will then be told about the study's goals and their participation rights. All participants will be asked for their informed consent and participation will be entirely voluntary. It will be possible for participants to leave this research at any time.
This research will utilize the IBM SPSS Statistics software to conduct statistical analysis after data collection (Jraisat et al. 2023). The data has been summarised using descriptive statistics like “means”, “frequencies”, and “standard deviations”. To ascertain the correlation between the variables that are dependent and independent, “regression analysis” will be the method used. To investigate the relationship between various variables, an analysis of correlation will be carried out (Faroque et al. 2023). To find efficient e-commerce solutions for the UK retail sector, the research will also perform a comprehensive examination of the literature. Relevant databases including "Web of Science", "Scopus", and "Google Scholar" will be used to conduct the review. To find pertinent research, search terms like "e-commerce," "retail industry," "UK," "online sales," "organisational performance," and "strategies" will be utilised.
A thorough study of successful e-commerce tactics in the UK retail industry will be provided by combining the survey data with the findings of the systematic review. Based on the study's findings, the research will make conclusions and offer helpful recommendations (Cooper et al. 2023). The research will comply with ethical standards for using human subjects in research, with ethical considerations being given top priority. The privacy and anonymity of the data will be preserved during the entire research procedure.


[bookmark: _heading=h.3fwokq0]Chapter 2: Literature Review
[bookmark: _heading=h.1v1yuxt]2.1 Introduction
E-commerce which is popularly known as business or marketing is a process of purchasing goods and various products according to a person’s preference in an online platform.  The e-business has got a variety of descriptions like it is often known as the purchasing and exchanging of goods and products. E-trade is often known as the wholesale of products, various electronic goods and digitally upgraded commodities through the online platform to a huge lot of customers to meet their up surging demands and an effort to satisfy them efficiently. The biggest power of e-business is it can reach out to a widespan of consumers globally over a very limited period of time and with very less expense on it. This also makes very quick dispatch of products and goods according to the tastes and choices of the consumers and delivers the products at their doorstep. Consumers have a wide variety of options and they can select between various sellers and shops. They can approach the practical counters now. E-trade leads to a huge amount of cutting of costs in various products in the online platform which in turn helps to reduce the execution cost and helps the customers get the products at a cheaper rate in the market which gives them mental satisfaction also. In this research, we will discuss about the various strategies developed by retail industries to increase the sales volume and the performance of the organisation.
[bookmark: _heading=h.4f1mdlm]2.2 Importance of e-commerce strategies adopted by retail industries to enhance the sales volume and the performance of the organization  
	Reference
	Potential areas 
	Evaluation 
	Purpose 

	Bhatti et al. 2020
	Trends of E-commerce during Covid 19 pandemic
	Online shopping is becoming a significant part of life. E-commerce platforms are playing a pivotal role in influencing the customers in decision making in purchasing any product.
	Understanding significance of the e-commerce platforms and identifying the positive impact of “e-commerce trends” 

	Boysen et al. 2019
	Warehousing in the e-commerce channel
	Pandemic boosting online shopping activities. Warehousing is important for e-commerce platforms.
	Understanding the significance of Warehousing and identifying the suitable warehouse system for E-CPs.

	Yang et al. 2020
	Importance of several strategies that have been utilized by the e-commerce industry
	Customisation facilities for customers.
	Finding out the important strategies and understanding the impact of the implementation of the strategies in the e-commerce business.

	Hasanat  et al. 2020
	Impact of coronavirus in the e-commerce platforms
	Similar facilities for both online and offline customers.
	Finding the positive and negative effects that are created by covid19 on the e-commerce platforms.

	Liu and Li, 2020
	The utilization process of block chain framework in order to bring effectiveness in the supply chain process.
	Facilities for customers of teleshopping. Having a strong supply chain network is extremely necessary for any business organization in order to run the business well
	Understanding the importance of block chain framework for bringing effectiveness in the supply chain management process of a multinational company.

	Vakulenko et al. 2019
	The innovation strategy in e-commerce platforms for fast delivery
	Enhancing customer interest towards brands. Getting the delivery of the products at the right time builds trust among the customers.
	Understanding the importance of the effective strategies for fast delivery and identifying the most suitable strategy for fast delivery.

	Tran, 2021
	Managing the effectiveness of the E-CPs
	Highest sales period in wholesale trading. implementing effective strategies are important for better outcomes in the E-CPs
	Developing the business growth of the e-commerce industry through implementation of effective strategies.

	Gregory et al. 2019
	Development in the e-commerce marketing strategies 
	Challenges of customer’s attention in teleshopping. For avoiding the challenges it is important to implement strategies.
	Understanding the importance of the e-commerce marketing strategy in order to enhance the business performance.

	Koch et al. 2020
	The main function of online shopping during the pandemic situation
	Stages of selling process.
	Understanding the role of online platforms in the covid19 period and how it helps the e-commerce industry to gain profits.

	Suwarni et al. 2022
	Challenges faced by the e-commerce industry and role of technology in e-commerce platforms. 
	Effectiveness of tools for customer facilities and for mitigating issues

	Understanding the significance of different technological tools for mitigating challenges.

	Kadam 2019
	The study on the benefits and challenges in the emerging economy
	Consumer interest and preferences.
	Finding out the benefits and challenges faced by the e-commerce industry in a rising economy.


The various measures embraced by the wholesale business to increase their volume of transactions and trading are; 
The companies need to acquire knowledge from the previous year’s strategy: According to Bhatti et al. (2020), Online purchasing of goods and products have become the part and parcel of every people’s life nowadays significantly after the pandemic situation which has completely  changed the living today (Boysen et al. 2019). For the betterment of the organisation it should look at the reports of the previous year and put a check on it, needs to give emphasis on the rebate strategies and offers that is required and look into the publicity of the company and learn and know the best feedbacks got from adopting the schemes embraced, emphasis needs to be given on the important trails which proved beneficial for the concern, also the various gadgets accessed by the consumers’ needs focus for the development of the company.
Customization of the teleshopping feeling: As per Yang et al. (2020), consumers’ needs to be provided with special customisation facilities, as the buyers are mostly inclined to labels and brands that provide them customisation opportunities, so the labels should provide customisation facilities in teleshopping too which will help them improve their selling by satisfying the customers and thus making the customer base stronger.
The label needs to be immensely active in the address: According to Hasanat  et al. (2020), the facilities that are provided in the retail stores to the consumers, needs to be given to the buyers who are availing teleshopping platform in an active manner (Liu and Li, 2020).This can be done by selecting the consumer base and actively gaining information about their preferences and then facilitating them with the required information and details and customising the products according to their requirements.
To glorify e business periodic endorsement: For the proper publicity of a label, brand endorsement is immensely significant and for this purpose virtual  strategies needs to be embraced at the pinnacle of periodic cycle of seasons, to enhance the popularity and production of the organisation in a significant way. According to Vakulenko et al. (2019), this strategy will be an extra effort given for the publicity and the improving sales of the concern as this will boost the interest of the consumers towards the brand,various question answer tactics can be adopted and free dispatch of products can be offered as gifts to the buyers.
To show up with engaging promotions: According to Tran, (2021), in wholesale trading the highest selling periods are the most combative span of the year. The brand endorsement needs to be done through television stations and various funded trails that abound in huge advertisements and publicity that are communicative. Reciprocate promotions involves expanding when a buyer goes through the site, plays a certain video by clicking it or extending it when a person moves around. So, this is an immense influential process for purchasers to give some useful time to the label.
To reselect and involve the consumers: According to Gregory et al. (2019), when the affair is about teleshopping, it becomes immensely crucial to grab the attention of the consumers at the initial stage  of the customers purchase from the brands. An effective method of doing this is to go through the search history of the buyers and find out their preferences and then respot the consumers and then increase the availability of products accordingly.
Provision given selling concentrated assistance online: As per Koch et al. (2020), with the rise in the site traffic, for the purpose of publicity, at the time of dispatch of items and exchange and refund, it is bound to pass through the stages. Supplying the consumer facility with the suitable tools will approve that the website is perfectly prepared for the rebate race (Suwarni et al. 2022).During the  highest  teleshopping phase there are a lot of questions that are asked by the consumers, those questions should be noted down and given importance and then a sequence of replies needs to be stored and provided to the customers which will prove to be immensely beneficial to the brand and this will also increase the rate of interaction with the consumers which will be again very helpful for the organization, the brand requires to be strategical in dealing with their customers and only aid to those consumers who need real help and need not waste time on the others if not required.
Expansion of e business scheme for use of mobile: Emphasis requires to be given on reaching out to the customers through their mobile networks as most people use it vigorously and regularly, so regular notifications needs to be sent to the consumers, alert messages, and brand endorsement ads, through the push up alerts and through messages. According to Kadam (2019), this will further help the consumers to gain interest for the site and go through it and select and purchase the products of their preference.
[bookmark: _heading=h.2u6wntf]2.3 Role of E-commerce in Improving the Performance of Companies in the retail industry 

	References
	Potential research areas 
	Evaluation
	Purpose 

	Sakovic et al. 2020
	The relationship between the e-commerce industry and firms.
	More virtual shopping than retail shopping.
	Understanding the impact of e-commerce on the firm's performance.

	Chen et al. 2019
	The effects of the experience of the global customers in E-C shopping.
	Popularity of online shopping over offline shopping.
	Understanding the impact of E-CPs in customer's purchasing behaviour.

	Akimov et al. 2021 
	Entrepreneurship education for developing the performance level of the managers. 
	Increasing rate of online shopping. It helps to enhance the leadership skills of the individuals.
	Understanding the importance of providing leadership training and entrepreneurship developmental programs.

	Gajeswka et al. 2020
	The importance of "customer satisfaction" for sustaining the business.
	Differences in consumer tastes and provide them the products based on their needs.
	Identifying the cause behind customer satisfaction and the way of satisfying customers by providing the best quality products

	Wu Ch et al. 2020
	Influence of E-C sales on increasing profitability and revenue.
	Introduction of customisation and introduction of profitability through e-commerce platforms.
	Understanding the significance of e-commerce platforms in increasing the profit level.

	Tolstoy et al. 2020
	The effect of online marketing in increasing brand popularity. 
	Increased popularity of teleshopping and increased the number of the global customers.
	Understanding the impact of online marketing and identifying the positive outcomes.

	Kumar and Ayodegi 2021
	The relevance of Buddhist theory in the modern management system.
	Advantages of websites for brands and advantages of the Buddhist theory.
	Understanding the effectiveness of the Buddhist theory in developing the modern management system.

	Chen and Yang, 2021
	The role of technology in e-commerce business
	Helps in utilising technical tools for purchasing anything through E-CPs
	Understanding the significance of the technological tools for developing the growth of E-C business.

	Saleem et al. 2019
	Implementation of several effective strategies for improving sales.
	Marketing for enhanced market presence and increase the selling rate
	Understanding the importance of effective marketing strategies in order to increase the selling rate.

	Nanda et al.2021
	Factors that are responsible for increasing e-commerce sales
	Technological advancements and increasing availability of technological tools.
	Identifying the key factors which are primarily responsible for increasing the selling rate.


The impact of e-business in upgrading the production of the wholesale business is immensely huge.
Teleshopping became the part and parcel of everyone’s life: Teleshopping took over in retail counters initially in 2019. According to a report by Sakovic et al. (2020), it was known that the virtual shopping sales was on a higher rate than the sale of the retail counters. Today we know that the amount of shopping that is done in the online platform is much more than the purchasing done from the stores in the market (Chen et al. 2019).People are hugely inclined towards customisation of products which is available in  teleshopping and also they get a large variety of options.
Wholesale has become highly multichannel: As per Akimov et al. (2021), over the years the fascination of buyers towards teleshopping has increased on a huge rate. The big multinational brands have done a research and gave options to the consumers to purchase their preferred products from the store and also the buyers were given the availability of online purchase of the products of their preference and the inclination was seen more towards the teleshopping.
The age gap has an impact on e trade vs wholesale business: As per Gajeswka et al. (2020), every individual consumers has different tastes and preferences that are immensely distinct from each other. The study clearly proves that the age differences of people has an effect on the shopping preferences of customers whether it is teleshopping or purchasing from the retail counters. It also proves that the effect of e business is immensely huge on a certain age group of people and on some people the impact is minimum.
The growing preference for customisation of products on a large scale: According to Wu Ch et al. (2020), every labels now have initiated the customisation of products for their consumers as per their preference, and so the inclination towards teleshopping has increased on a large rate. The huge benefit of customisation is available to the buyers and if they dislike some range of products then they can let the brand know by mailing them which is truly convenient as then the label tries to improve their range of products and provide to their customers a better service.
The rise in the profit margins of the company: As per Tolstoy et al. (2020) with the increased preference of the consumers worldwide for teleshopping has proved to be immensely beneficial and effective for all the marketing brands though the competition is huge but the amount of profit that the companies make is large. Within some seconds all the preferred brands with the customised products are reaching to the consumers by a click and so the amount of shopping done every second is magnanimous as the consumers can access a huge bulk of different variety of goods according to their tastes and choices.
The consumers are getting the advantage of exploring a product beforehand: As per Kumar and Ayodegi (2021), the major benefit that the websites provide is that the buyers get to know a lot about the particular product they will be buying.  The consumers can also go through a large options of various brands available and the prices of the various goods gets compared and the details of the particular brand and their reputation and performance is also known. This in turn also motivates all the concerns to produce a good standard variety of products consistently.
The impact of the assessment of the consumers: For improving the standards of the brand and for providing quality products to the customers, the critical evaluation by the consumers is immensely beneficial for the improvement of the company. These assessments are also significant for the consumers because purchasing a highly priced product they go through all the reviews of the other purchasers (Chen and Yang, 2021).For wholesale business in stores and virtual shopping platform the consumer feedback is immensely significant for the prosperous growth of a business.
The requirement of brand endorsement in the online platform: According to Saleem et al. (2019), all the companies need to do their brand endorsement and publicity and advertisements in the electronically connected platforms because in spite of the presence of the physical wholesale counters in the market, a buyer now does a basic research about the store, about the labels it consists of and also the service and the quality of products it produces and does a good assessment of the company and its goodwill. So, the companies should strategically invest on a huge rate for the advertising and publicity of the company on the various websites. The virtual online platform has proved to be extremely beneficial for wholesale businesses worldwide.
The requirement to improve at a faster rate: As per Nanda et al. (2021), the technological advancements are increasing every day the wholesalers and business personnel’s needs to keep their brands upgraded in order to meet the combative force in the market which is very high.
[bookmark: _heading=h.19c6y18]2.4 Advantages and Disadvantages of online retailing in the UK 
	References 
	Potential research area
	Evaluation 
	Purpose 

	Qin et al. 2022
	E-commerce advantages: make purchases from the convenience of their own residences.
	Online shopping eliminates the need to physically visit stores. It offers the opportunity to purchase a wide variety of goods.
	Advantages to save both energy and time.

	Kramer 2022
	E-commerce advantages: affordable pricing. Internet platform lowers the cost of services, employees, and housing.
	Internet shopping offers affordable pricing. It offers customers to evaluate costs from different stores.
	Advantages to get the most beneficial offers and savings.

	Agarwal 2022
	E-commerce advantages: greatly improved accessibility for people having physical impairments or restricted movement. It is accessible to people who live in rural areas.
	Online shopping provides access to a wide range of products. It makes it possible for consumers to purchase individually from the convenience of their own residences.
	Advantages to browse and buy a variety of things that might not be easily accessible in their immediate area.

	Sindakis 2022
	E-commerce disadvantages: absence of tangible benefits. It does not allow purchasers to inspect things prior to making a decision to buy them.
	Customers can not physically test products in online shopping. The product might not live up to the demands of the consumers.
	Disadvantages to feeling or touching the product before buying.

	Merritt 2022
	E-commerce disadvantages: difficulties with delivery constitutes. 
Depending too much on shipping companies.
	Transportation issues often cause delays in deliveries. It is caused because of transportation issues or excessive demand.
	Disadvantages to the items that might get harmed in transportation.

	Adwan 2022
	E-commerce disadvantages: severe issues related to safety and confidentiality.  Risks associated with cybersecurity including hackers or breaches of privacy.
	Online shopping causes concerns regarding data security. The customer worries are sparked by the requirement to provide information about themselves and their finances when purchasing online.
	Disadvantages to lack of interactions with others.

	D’Mello et al. 2022
	E-commerce disadvantages: Small enterprises face challenges. 
Effect on job opportunities.
	It is hard for small businesses to provide online services. It is due to the lack of capital and a failure to compete with the aggressive pricing provided by internet sellers.
	Disadvantages to the reduction of jobs and harming communities.



In the past few years, e-commerce in the UK has grown significantly, altering both the retail environment and how consumers purchase. There are several benefits and drawbacks to the move towards online shopping for both consumers and enterprises. 
Advantages
The simplicity that purchasing goods online provides is one of its main benefits. At any moment of the day or evening, consumers can look through things online and make purchases from the convenience of their own residences. This saves both energy and time by eliminating having to physically travel to stores (Qin et al. 2022). Additionally, shopping online gives customers the opportunity to purchase a wide variety of goods. Consumers may browse products from across the globe, evaluate costs, and browse opinions using only a few mouse clicks to help them decide what to buy. This extensive assortment of goods is greater than what is generally offered in stores in person. 
According to Kramer, (2022), affordable pricing is an additional advantage of Internet shopping. Online businesses frequently provide affordable rates since their administrative expenses are lower than those of conventional physical stores. Platforms on the internet can lower the cost of services, employees, and housing. Additionally, customers can quickly and simply evaluate costs from different stores, allowing them to get the most beneficial offers and savings. 
Shopping via the Internet in the UK has greatly improved accessibility for people having physical impairments or restricted movement. Buying things online makes it possible for consumers to purchase individually from the convenience of their own residences .This eliminates obstacles like negotiating congested areas, negotiating steps, and negotiating limited lanes that might be present in actual establishments. Based on Agarwal, (2022),  the convenience of purchasing online is also accessible to people who live in rural locations with restricted availability of a wide range of goods. It gives people the chance to browse and buy a variety of things that might not be easily accessible in their immediate area.
There are other benefits to Internet selling goods, such as customization and systems for suggestion. Shopping websites can offer customized purchasing solutions by utilizing client information as well as utilizing systems that provide suggestions. Companies can provide specialized suggestions for goods by examining previous purchases and surfing habits, improving customer happiness and raising the possibility of future purchases.
Disadvantages
Shopping online, however, comes with certain drawbacks as well. The absence of tangible benefits is one of the main drawbacks. As per Sindakis, (2022), shopping online, in contrast to traditional storefronts, does not allow shoppers to actually contact, test on the goods or inspect things prior to making a decision to buy them. If the product does not live up to the demands, dissatisfaction may follow and one might be forced to return or replace the thing purchased. 
The potential for difficulties with delivery constitutes one of the drawbacks of purchasing goods online in the UK. Purchasing goods online is practical, but depending too much on shipping companies can cause problems that annoy consumers. As per Merritt, (2022), customers who anticipate prompt pickup of their purchased products may find it difficult to be patient when delivery services are delayed, particularly because of transportation issues or excessive demand. Furthermore, there is also a chance that the items will be harmed in transportation, necessitating returns or replacements. Certain goods, such as heavy furnishings or perishable commodities, might present shipping difficulties, necessitating specialist management or alternate delivery. These difficulties with delivery emphasize how crucial it is for e-commerce businesses to have dependable transportation and support services for consumers.
According to Adwan, (2022), the purchase of goods online has severe issues related to safety and confidentiality. Customers' worries regarding the safety and confidentiality of their information are sparked by the requirement to provide information about themselves and their finances when purchasing online. Consumers are hesitant to share their banking details on the internet due to risks associated with cybersecurity including hackers or breaches of privacy that could lead to stolen identities or illegal utilization of confidential data. Another downside of purchasing goods online is the lack of interactions with others. Purchasing in real shops enables face-to-face engagement with salespeople and other customers. Shopping on the Internet, on the contrary, lacks the personal contact and in-person engagement that some consumers may prefer. It may be difficult for consumers to ask for advice or explanation throughout the process of buying when there is not right away available.
Traditional physical shops have been severely impacted by the growth of online shopping in the UK, frequently forcing layoffs. Independent stores especially struggle mightily to compete with more powerful online marketplaces. Smaller enterprises find it challenging to maintain their business activities due to a lack of capital and a failure to compete with the aggressive pricing provided by internet sellers. Delays consequently happen, resulting in a reduction of jobs and harming communities (D’Mello et al. 2022). These layoffs have the potential to upend the structure of nearby towns since they have an adverse effect on job opportunities as well as the supply of products and commodities. This emphasizes how crucial it is to identify strategies for sustaining and reviving regional enterprises despite the rise of e-commerce.
[bookmark: _heading=h.3tbugp1]2.5 Factors Influencing UK retail companies for Implementing E-commerce Strategies 
	References 
	potential research areas 
	Evaluation 
	Purpose 

	Amornkitvikai 2022
	E-commerce factors: shifting attitudes and actions among consumers.
	The convenience of Internet shopping has pleased customers. It is due to the development of electronic devices and the extensive adoption of web browsing.
	Implementing the strategy is giving the retail business the option to shop digitally in order to tap into the rising market of technologically savvy customers.

	
	
	
	

	 Hamid 2023
















	E-commerce factors:  intensifying competitiveness in the retailing industry.













	Online shopping has increased the competitiveness in the retail industry. It is because of the growth of digital markets and the entrance of major international e-commerce players. 







	It benefits the business to expand outside and attract a bigger consumer base through the use of online shopping techniques.









	Huang 2022
	E-commerce factors: improvements in technology and the accessibility of online shopping platforms and services. 
	Contemporary online shopping platforms have enabled businesses with efficient operations. It allows shops to efficiently monitor and handle their supply of goods with the aid of inventory administration solutions.
	Implementing strategies reduces the possibility of selling too much or shortages of goods.

	
	
	
	

	Özbek 2022
	E-commerce factors: maintaining connections with the consumers.
	User-friendly interfaces have enabled merchants to set up mown websites. It provides simple web pages with minimal to no knowledge of programming, dragging and dropping builders for websites, and configurable themes.
	It allows shops to construct online storefronts that are both aesthetically pleasing and useful without having to have a lot of specialized knowledge

	Al Hamli 2022
	E-commerce factors: spotting patterns in the business.
	Businesses utilize key performance indicators to spot patterns.
	The indicators improve their approach to online shopping.

	Purwandari 2022
	E-commerce factors: client demands individualization and smooth multi-channel connectivity.
	Online shopping has gained popularity due to its personalization and multi-channel connectivity. It is due to the customers’ demands for an effortless switch between both digital and physical platforms. 
	It provides the retail business to build a seamless customer experience that spans numerous points of contact by applying online shopping methods.

	Keihan et al. 2023
	E-commerce factors: accessibility of online computing technologies.
	Online computing technologies have increased the use of online shopping platforms. 
	Changes in traffic to the website and revenue quantity can be easily accommodated. 

	
	
	
	

	Zennaro 2022
	E-commerce factors: the capacity to gather and use information from customers.
	Online platforms store customer data which provides valuable insights into needs and preferences. It is done to better understand their customers, customize their advertising and offerings of goods, and increase retention and engagement with clients by studying this information.
	It aids in increasing customer retention and boost sales by utilizing information about customers.

	
	
	
	


Implementing e-commerce approaches has grown in significance for UK retail businesses as they attempt to adjust to the changing customer environment and maintain their competitiveness in the age of technology. The choice on the part of UK retail enterprises to accept online shopping and take advantage of the opportunity for expansion and achievement is influenced by a number of variables. 
Shifting attitudes and actions among consumers are a major factor in UK retail enterprises' use of electronic commerce. The development of electronic devices and the extensive adoption of web browsing have changed how people purchase. As per Amornkitvikai, (2022), customers have responded favourably to the availability, ease, and large product range provided by Internet retailing, which has caused a change in their purchasing patterns. Retail businesses understand the importance of meeting consumers wherever they are and giving them the option to shop digitally in order to tap into the rising market of technologically savvy customers.
According to Hamid, (2023), the intensifying competitiveness in the retailing industry is another important aspect. The rivalry for UK retail enterprises has increased as a result of the growth of digital markets and the entrance of major international e-commerce players. Companies must build an effective web presence, successfully reach and communicate with consumers, and stay relevant. Businesses that sell goods may expand outside their actual retail sites and attract a bigger consumer base through the use of online shopping techniques. 
The implementation of online shopping by UK retail enterprises has been greatly aided by improvements in technology and the accessibility of online shopping platforms and services. The creation of easy-to-use and packed functional solutions that streamline the procedure of setting up and running online shops is the result of the advancement of online shopping platforms. Based on Huang, (2022), businesses can efficiently handle their online business with the help of the key features provided by contemporary online shopping platforms. Such platforms' integration with Internet payment methods enables safe and easy operations, giving consumers enjoyable and reliable buying experiences. Shops can efficiently monitor and handle their supply of goods with the aid of inventory administration solutions, assuring proper inventory levels and reducing the possibility of selling too much or shortages of goods.
Shops can develop and maintain connections with consumers using the customer relationship management (CRM) solutions offered by platforms that sell goods online. With the help of these instruments, merchants may gather and organize client information to learn more about their tastes, past purchases, and activities. Businesses may use this data to tailor advertising efforts, make precise suggestions, and give top-notch customer support. As per Özbek, (2022), current online shopping systems' easy-to-use interfaces and simple designs have made it simpler for merchants to set up as well as run their own websites. The aforementioned platforms often provide simple web pages with minimal to no knowledge of programming, dragging and dropping builders for websites, and configurable themes. Shops may now construct online storefronts that are both aesthetically pleasing and useful without having to have a lot of specialized knowledge. Online shopping systems frequently have built-in statistical and reporting features as well. Businesses can use these features to monitor key performance indicators including traffic to their websites, rate of conversion, and sales information. Based on Al Hamli, (2022), businesses may spot patterns, gauge the success of marketing efforts, and arrive at informed choices to improve their approach to online shopping by examining these indicators. The widespread use of online shopping has also been significantly influenced by the accessibility of online computing technologies (Keihan et al. 2023). Flexibility and versatility are provided by storing in the cloud platforms for online shopping, providing so that changes in traffic to the website and revenue quantity can be easily accommodated. 
According to Purwandari, (2022), the widespread use of online shopping methods is also influenced by client demands for individualization and smooth multi-channel connectivity. With services like click-and-collect, in-person exchanges for purchases made online, and constant inventory availability throughout platforms, customers today demand an effortless switch between both digital and physical platforms. Retail businesses may build a seamless customer experience that spans numerous points of contact by applying online shopping methods, matching the changing demands of the modern customer.
Another important aspect impacting the adoption of online shopping methods by UK retail enterprises is the capacity to gather and use information about customers. Online stores offer useful information on buyer habits, interests, and past purchases. Based on Zennaro, (2022), retail businesses can better understand their customers, customize their advertising and offerings of goods, and increase retention and engagement with clients by studying this information. Retail organizations can develop customized suggestions and specific advertising campaigns that will increase customer retention and boost sales by utilizing information about customers.
[bookmark: _heading=h.28h4qwu]2.6 Different e-commerce Marketing Strategies for Growth and Profitability of an Organization 

	References
	potential research areas 
	Evaluation
	purpose 

	Lorca et al. 2019
	Marketing strategies: making a presence on a social media channel.
	Social media marketing for better performance. It is done to hold the interest of the viewers and provide interesting material that includes eye-catching photos and videos.
	It allows the business to reach a larger audience and advertise the products or limited-time specials.

	Cuellar-Fernández et al. 2021
	Marketing strategies: to expand viewers and foster customer loyalty.
	Brand loyalty through influencers and supporting user-generated content.
	It increases brand reputation and increase revenue.


	Octavia et al. 2020
	Marketing strategies: email marketing.
	Email marketing strategies. Organizations may send product suggestions, and special promotions to current consumers straight to their email inboxes by collecting email addresses through website sign-ups or transactions.
	It aids in growing clientele, boosting revenues, and enhancing client retention.

	Angeloni and Rossi, 2021
	Marketing strategies:  use of automated email procedures, such as dropped cart notifications, follow-up emails after purchases, and personalized product suggestions based on browsing history.
	Utilisation of automated generated email.
	It greatly improves the conversion rates and client retention.

	Mishra and Gupta, 2020
	Marketing strategies: content marketing for luring in and keeping clients.
	Online marketing and customer retention.  Retailers may position themselves as subject matter expert in their business and gain the trust of their intended consumers by producing high-quality, aesthetically pleasing material.
	It increases revenue, foster brand loyalty, and increases viewers from trusted sources.


	Goldman et al. 2021
	Marketing strategies: customer retention to better serve its customers and encourage return businesses.  
	Business growth and customer satisfaction. Analyse consumer data to learn about their purchasing patterns, preferences, and behavior.
	It provides relevant information, specialized offers, and personalized product suggestions. 

	Nageswarakurukkal et al. 2020
	Marketing strategies: improving the shopping experience.
	Better shopping experience through better functions like customized landing pages, pricing that changes, and product suggestions that are specific to the customer.
	Positive customer feedback can increase potential consumers' perceptions of a company's credibility and trust.

	Ballestar et al. 2019
	Marketing strategies: to advertise goods or services through social media influencers or blogging.
	Advertisement of products and services.
	It benefits organizations to reach their targeted market.

	Orji et al. 2022
	Marketing strategies: influencer marketing.
	Benefits of influencer marketing.
	It increases the exposure, credibility, and consumer trust of a company.


The Uk retail sector has experienced a considerable upheaval because of the rise of e-commerce.  Adopting efficient marketing techniques that are specifically suited to the needs of the internet market is essential for organizations to achieve long-term growth and profitability. We'll look at a variety of e-commerce marketing techniques in this post that can help the UK retail sector develop and become more profitable.
According to Lorca et al. (2019), social media marketing strategies are very useful techniques for the growth and profitability of an organization. The ability to engage with the audience, promote items, and increase sales is made possible through Social networking platforms. Make a presence on a social media channel where the target demographic is most engaged by identifying them. To hold the interest of the viewers, provide interesting material that includes eye-catching photos and videos. To reach a larger audience and advertise the products or limited-time specials, use social media advertising. Respond to feedback, criticism, and communications from the audience quickly to engage them. As per Cuellar-Fernández et al. (2021), expand viewers and foster customer loyalty by working with an influencer and supporting user-generated content. In addition, adding credibility generated by consumers' content and working with influencers may increase brand reputation and increase revenue.
Octavia et al. (2020), stated that one of the best strategies for growing clientele, boosting revenues, and enhancing client retention is email marketing. In the e-commerce industry, email marketing is still a potent instrument for growing clientele and boosting revenue.  Organizations may send individualized offers, product suggestions, and special promotions to prospective and current consumers straight to their email inboxes by collecting email addresses through website sign-ups or transactions. According to Angeloni and Rossi, (2021), conversion rates and client retention may be greatly improved through the use of automated email procedures, such as dropped cart notifications, follow-up emails after purchases, and personalized product suggestions based on browsing history. The list of subscribers might be divided into several groups based on demographics, past purchases, or consumer preferences. Use personalized and targeted emails to give pertinent offers, advice, and updates. Marketing may be streamlined with the use of computerized email workflows, which also offer a more individualized experience for every client. In order to increase connection and conversions, concentrate on developing a feeling of exclusivity, providing value, and developing a foundation of loyalty. 
As per Mishra and Gupta, (2020), in the world of online shopping, content marketing is crucial for luring in and keeping clients. Retailers may position themselves as subject matter expert in their businesses and gain the trust of their intended consumers by producing high-quality, aesthetically pleasing material like articles, videos, demographic, and product recommendations. In addition, to helping with lead creation and search engine optimization, content marketing also promotes social networking involvement. Promote feedback, inquiries, and social sharing to interact with the viewers.  A properly implemented content marketing strategy may increase revenue, foster brand loyalty, and increase viewers from trusted sources.
According to Goldman et al. (2021), for business growth to better serve its customers and encourage return businesses, customer retention is essential. Analyse consumer data to learn about their purchasing patterns, preferences, and behaviour. Utilize this data to provide relevant information, specialized offers, and personalized product suggestions. As per Nageswarakurukkal et al. (2020), to improve the shopping experience, provide functions like customized landing pages, pricing that changes, and product suggestions that are specific to the customer. Incentives for referrals, loyalty programs, and after the purchase monitoring should all be used to encourage client loyalty. Positive customer feedback can increase potential consumers' perceptions of a company's credibility and trust. Consumers might be encouraged to submit feedback and endorsements on an e-commerce company's website or on social media. As a result, there may be a greater likelihood that site users may become paying clients, increasing revenue. 
As per Ballestar et al. (2019) to advertise goods or services, brands often work with well-known social media influencers or blogging. Influencers can successfully communicate with and persuade their audience because they have an engaged audience. Organizations may work with influencers to provide sponsored content or assessments of products if they can discover ones whose following closely resembles their target market. Orji et al. (2022), stated that the exposure, credibility, and consumer trust of a company may all be dramatically increased through influencer marketing. The importance of maintaining openness in sponsored collaborations and ensuring that influencers adhere to the brand's values cannot be overstated.
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Figure 1: E-commerce Marketing Strategy
(Source: amazonaws, 2023)
[bookmark: _heading=h.nmf14n]2.7 Modern Organizational Theory: Contingency Theory 
	References 
	Potential research areas
	Evaluation 
	Purpose 

	Hussain et al. 2019
	 It examines the fundamental ideas, tenets, and consequences of modern organizational theory and contingency theory.
	Two significant frameworks for assessing organizational performance are organizational theory and contingency theory. 
	It aids organizations to adapt and succeed in an environment that is becoming more complicated and unpredictable.

	Ahmed et al. 2020
	It centres on comprehending and describing how organizations behave in relation to their surroundings.
	Modern organizational theory has emerged due to the limits of traditional theory. 
	It emphasizes the necessity for organizations to be adaptable, flexible, and sensitive to the possibilities and challenges given by their external environment. 

	Waheed and Malik, 2019
	Monitor the surroundings of an organization, examine market trends, and modify their plans as necessary.
	It is crucial for organizations to adjust plans and objectives with the external circumstances. 
	It allows an organization to reorganize the plans of its business.

	Yan et al. 2021
	To create a work environment that supports and empowers employees and is consistent with its goals and core values.
	Contemporary organizational theory discusses the importance of organizational culture. 
	It promotes teamwork, creativity, and staff engagement.

	Niemand et al. 2021
	The theory states that organizations need to determine the factors or variables that affect their processes and results.
	Every organization needs its own management strategy. 
	It aids an organization to modify their management procedures, organizational setups, and tactical plans to get the best efficiency.

	 Kumar 2020
	Management operations, mechanical way an organisation operates, and need of effective collaborative approach among various departments.
	Mechanical organizational structure works well in a predictable environment.
	It encourages adaptability, decentralized making choices, and collaboration among departments to be more efficient. 

	Fligstein 2021
	It focuses on the organization's operations, frameworks, and methods of reward and punishment.
	Contingency theory and emphasizes various organizational components. 
	The necessity of fitting or concordance between various organizational components 

	 Fourné et al. 2019
	The capacity of organizations to modify themselves, innovate, and successfully accomplish their aims.
	Organizations might increase their ability to adapt to environmental changes. 
	It aids organizations by embracing the concepts of contemporary organizational theory and fostering a culture of adaptation, creativity, and employee involvement.

	Zhao and Detlor 2023
	To comprehend and match organizational practices and structures with the unique contingencies existing in the external environment.
	Contingency theory emphasizes on adjusting organizational practices and structures with the external environment. 
	It offers to better productivity and profitability.



The contingency theory was initially presented in the 1960s, a period of great expansion for many organizations. According to Hussain et al. (2019), two significant frameworks that offer helpful insights into comprehending and improving organizational performance are modern organizational theory and contingency theory. Considering the backdrop of the modern corporate world, this essay tries to investigate these notions. One may learn more about how organizations might adapt and succeed in an environment that is becoming more complicated and unpredictable by examining the fundamental ideas, tenets, and consequences of modern organizational theory and contingency theory. As per Ahmed et al. (2020), the limits of traditional management theories led to the emergence of modern organizational theory, which is centred on comprehending and describing how organizations behave in relation to their surroundings. It emphasizes the necessity for organizations to be adaptable, flexible, and sensitive to the possibilities and challenges given by their external environment. The idea of transparent systems is one of the foundational ideas of contemporary organizational theory. This viewpoint sees organizations as dynamic organisms that communicate with and are impacted by their surrounding environment. Waheed and Malik, (2019), stated that the theory places a strong emphasis on how crucial it is for organizations to match their objectives, plans, and internal structures to the external pressures and circumstances of their company environment. For instance, in order to be competitive, organizations must continually monitor their surroundings, examine market trends, and modify their plans as necessary. As per Yan et al. (2021), the importance of organizational culture and staffing is also acknowledged by contemporary organizational theory. It emphasizes how crucial it is to create a work environment that supports and empowers employees and is consistent with its goals and core values. Promoting teamwork, creativity, and staff engagement are included in this. It also emphasizes the importance of human resources as an element of competitive edge and promotes the growth of workers' skills, expertise, and enthusiasm. 
According to Niemand et al. (2021), with the contingency theory, there may be no one organizational management strategy that works for all organizations. Instead, the success of organizational practices and institutions depends on how well they fit with both internal and external circumstances. The contingency theory states that organizations need to determine the factors or variables that affect their processes and results. The scale of the organization, technology, the state of the environment, and employee qualities are a few examples of such contingencies. Organizations may modify their management procedures, organizational setups, and tactical plans to get the best efficiency by being aware of these eventualities. For instance, the contingency theory proposes that certain organizational structure types may be more efficient in various circumstances. As per Kumar, (2020), an organizational structure that is mechanical has obvious hierarchical authority and follows formalized processes may work well in an established, predictable environment. In a situation with fluid and unpredictable circumstances, an organic organizational structure that encourages adaptability, decentralized making choices, and collaboration among departments could be more efficient. According to Fligstein, (2021), the necessity of fitting or concordance between various organizational components is further emphasized by the contingency theory. To do this, the organization's operations, framework, and methods of reward and punishment must all be in line with the outside environment's uncertainties. As per Fourné et al. (2019), the capacity of organizations to modify themselves, innovate, and successfully accomplish their aims may be improved by finding a fit among these factors. The organization may increase its capacity to adapt to environmental changes by embracing the concepts of contemporary organizational theory and fostering a culture of adaptation, creativity, and employee involvement. Zhao and Detlor, (2023), stated that concurrently, the contingency theory emphasizes how crucial it is to comprehend and match organizational practices and structures with the unique contingencies existing in the external environment, leading to better productivity and profitability.
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Figure 2: Contingency Theory
(Source: slideteam, 2023)
[bookmark: _heading=h.37m2jsg]2.8 Literature Gap 
Initiating an analysis on the errors and discrepancies overlooked or missing in the Literature review of the study is signified through the gaps that indicate absence of critical factual information in connection with the study subject. This research provides us with the information and study on the significance of e-business strategies that need to be adopted by the retail industries to increase the sales volume and also this research discusses about the role that online platforms play on the retail industries as a whole has been discussed  and the advantages and disadvantages of online retailing in UK has been given ,but the discussion on the impact of e-trade on the  retail industry of UK has been looked over but this discussion about the influence of e-commerce on the whole business of UK needs to be discussed in this research which shows that the inclination of teleshopping in the people of UK is much more than in other states. Customer e business now results to nearly 30% of the complete wholesale market in UK.82% of the total community of people in UK has purchased one single product via teleshopping in 2021.The consumers in UK mostly prefer shopping from the websites and they eagerly wait for the special rebates and offers and deals that are provided to them by the brands. Another significant topic which would have enhanced the standard of this research more is the rules and the regulations  and the legal consequences that needs  to be acted upon and the various ethical ways to protect the law needs to be further discussed.
2.9 Conceptual Framework 
[image: ]
Figure 3: Conceptual Framework
(Source: Self-created)
A conceptual framework, in the research study, guides the research process by establishing a close and effective linkage between the "dependent variable" and the "independent variables" for better connectivity with the fulfilment of objectives and achievement of desired results (Fuertes et al. 2020). By drawing on existing theories or models conceptualised in the research, the framework imbues the interconnectivity and influence of "e-commerce strategies" on shaping the "organisational sales and performance" in the UK retail industry. Whilst providing a "road map" for the study, the "e-commerce strategies" is the chosen "dependent variable", followed by the linking factors of "customer satisfaction", "job performance", "customer engagement", "cost-efficiency" and "brand awareness" as the selected "independent variables". These "associated variables" affect the scope of the research study with the objective of evaluating the impact of "e-commerce strategies" affecting the organisational sales and performance in the UK retail industry.
[bookmark: _heading=h.1mrcu09]2.10 Conclusion 
E business is a great communicative  method that helps the consumers to choose and purchase various products according to their preferences availing through a variety of options. This e trade service is specifically provided to link the gap by explaining the various characteristics and of the particular consumers and to analyse their tastes and choices and also to go through the preferences of the teleshoppers and over the years this e trade will teach the top as the amount of  web users has increased. But there is also this risk of the leakage of the personal details of the consumers without their prior knowledge and permission .This issue needs to be addressed by the administrator and the higher authorities.


[bookmark: _heading=h.46r0co2]Chapter 3: Research Methodology 
[bookmark: _heading=h.2lwamvv]3.1 Introduction 
A technique for investigation is a precise work that directs researchers through a comprehensive examination of a selected study topic. The research approach puts a significant value on all of the strategies used in implementing the study's inferences. The perks as well as features of each key investigation phase that support an investigator to operate the procedure of investigation smoothly will be pointed out in the study's subsequent section. The methodology portion of the research undertaking will cover a variety of steps, involving the research onion especially philosophy, inquiry approach, and data collecting means. The research's demographic details, sample methods, relevance to its targets hurdles it faces, and essential ethical guidelines will all be laid out.
[bookmark: _heading=h.111kx3o]3.2 Research onion  
The framework of "research onion," is deployed frequently by researchers, and enhances the viability of the inquiry process. The "Saunder's research onion conception" has been taken into attention for this investigation's methodology due to the fact it is one of the most profitable ones. The reader may easily perceive the relevance of several operations through this research onion, which addresses the "philosophy of the research, the investigation's approach, the scheme of action of the examination, along with the extraction of data." This research onion allows the individual researcher to perceive the vital stages that are vital for successfully finishing the research project through the way it provides an extensive summary of the process. 
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Figure 4: Saunder’s research onion
(Source: Saunders et al. 2019)
The research paper's philosophy, which demonstrates recognising the "aims & objectives" of the stipulated themes of inquiries, is the key phase in the methodology of an investigation. Shirooyehpour and Fazli, (2022), analysis claims that the inquiry process governs how the supporting data is evaluated in relation to the designated inquiry dispute. This is promptly followed by the research design process, which distinguishes the key resources expected for successfully finishing all components of the investigation. The subsequent part of the research onion centres on the "data acquisition method," which is a means of assembling data or pertinent details from countless sources that are in tune with the study's criteria. 
Following this part, the sampling method or population approach is used for organising the information gathered in order to make certain correct interpretations of the data. The relationship between the inquiry strategy and the research objectives is an additional part of the onion model since it is vital for clarifying how the investigation methodology fits into the key research subjects. "Research ethics" and "Shortcomings of the research" are further included in the "research onion" that has been developed. 
[bookmark: _heading=h.3l18frh]3.3 Research philosophy 
The investigatory technique's "inquiry philosophy" is an essential aspect since it assists in identifying the purposes and objectives of the particular inquiry. In order to determine the efficacy or accuracy of the study's results, it turns crucial to identify vital and topical objectives alongside targets.  By offering an intriguing motive to read the results, it provides a major difference in drawing in readers who are interested. "Positivism" & "interpretivism" are the two separate subclasses of investigative philosophy. The "interpretivism investigation philosophy" has been implemented in this particular research assessment in order to professionally execute the study.
Justification
Nickerson, (2022) claims that the "positivism inquiry Philosophy" contributed to connecting objectives to appropriate data and getting rid of inconsistency. The key information is then emphasised and presented in a variety of ways in connection to the main topic of the research. Contrarily, Ikram and Kenayathulla, (2022), believe that the study's primary obstacles have been ultimately exposed through the adoption of the "positivism inquiry philosophy" in determining the project's inception and progression. Therefore, the "positivism investigative philosophy" is being used to explore the analysis of the e-commerce strategies for enhancing sales as well as organisational performance in the light of the retail firms of the UK.
[bookmark: _heading=h.206ipza]3.4 Research approach
In accordance with the study of Mehrad and Zangeneh, (2019), the investigative technique is a strategy that organises information inquiry using efficient tactics. Numerous kinds of inquiry patterns, like inductive, deductive, or abductive, in addition to their contributions to the collection and analysis of significant data, also aid in the deciphering of the outcomes. The inquiry system is advantageous since it fosters the expression of the relevant aspects related to the specified study matter. A good exploration strategy involving a data-gathering stance that also drops the likelihood of intricacy in the research process and functions to ensure the most beneficial results from the information obtained makes it easier to look at the data. 
Justification 
The "deductive study approach" has been relied on to efficiently group the data that is acquired for this specific investigation. According to Walter and Ophir, (2019), this investigation's strategy is regarded as valuable due to the fact that promotes to the removal of any kind of repeated hypothesis that obscures the study. The "deductive approach's" agility enhances the study's purely descriptive process and supports the establishment of new hypotheses. As it turned out, as stated by Eger and Hjerm, (2022), this evaluation simplified the reliability of the speculation, improving the study's worth. Conversely, the "inductive approach" assists in less complicated diagnosing problems and possesses a commendable power to flare.
[bookmark: _heading=h.4k668n3]3.5 Research design  
"Research design" refers to the procedures as well as tools enabling individual investigators in carrying out their inquiry's operations successfully. According to the study of Kratochwill et al. (2023), research design aids in recognising eventual challenges that might crop up as the process of inquiry develops. The investigation's design aids in dealing with the multiple aspects in the most effective way due to the use of a planned technique for carrying out the study, which further assists to provide engaging study outcomes. Three different sorts of investigation designs are exploratory, explanatory, and even descriptive. 
Justification 
For the purpose of this investigation, the pertinent investigators have chosen to apply the "descriptive inquiring design" to assure thorough tracking of all the variables without continually shifting these variables in a methodical manner. Descriptive study designs, in accordance with Mishra and Alok, (2022), aid in accumulating the information necessary to describe the circumstance or the data collected. A descriptive approach is capable of helping oversee the subject's multitude of characteristics, and it additionally contributes to making sure the ideal researchers get every detail required to effectively carry out the study's goals. With a special emphasis on the evaluation of the retail sectors of the UK, the analysis of the e-commerce strategies for enhancing sales as well as organisational performance can be done with this "research design".
[bookmark: _heading=h.2zbgiuw]3.6 Data collection  
As per Schneider and Harknett, (2022), the technique for collecting data is a way of gathering appropriate information from a variety of sites that are consistent with the investigation topic or its aims. Using potent and thorough investigation, the data gathered from a variety of useful sources aid in producing reliable results that are relevant to the study. The data gathered through an efficient data-gathering approach are used for directing the readers of the research, letting them to readily and confidently interpret the results of the research. The concepts of "primary information collection" together with "secondary information collection" relate to two different "information acquisition methods" that give researchers guidelines regarding how they can gather facts from relevant sources in order to finish the study. 
Justification
The 'primary dataset collection' methodology is used in the current investigation for gaining information from the people who responded. According to Mazhar et al. (2021), leveraging surveys as one of the important ways of acquiring data enables investigators to collect evidence directly from respondents, limiting the possibility of getting confusing or inaccurate information from different sources. In this scenario, feedback that was predominantly gathered through surveys is furthermore kept within an "excel spreadsheet," assisting the participating researchers with evaluating the information and seeing trends associated with it to effectively complete the inquiry.
[bookmark: _heading=h.1egqt2p]3.7 Population and sampling method
A survey was distributed to 75 employees from UK retail organisations to guarantee a successful research study. The study was carried out using prominent social media sites including Facebook and Instagram. Following that, analysis of the data was carried out employing the SPSS software.
[bookmark: _heading=h.3ygebqi]3.8 Data Analysis
[bookmark: _heading=h.wsx6f4ooyest]In the study, the data analysis aids in conducting an in-depth examination, in terms of procuring appropriate factual data-based information (Mishra et al. 2019). By analysing the data, the research study has been executed appropriately. The data analysis process is divided into two sections: “Thematic” and “Statistical Analysis”. 
Justification
The study has utilised the “statistical data analysis process” which is effective in procuring real-time data in connection with the study and through this, the purpose of the study has been obtained appropriately (Vasiliev and Odinokov, 2019). In this way, the researcher can optimise successful outcomes along with efficiency.  
[bookmark: _heading=h.2dlolyb]3.9 Interconnecting Objectives with Methodology 
[bookmark: _heading=h.cyqtydvjqksb]By understanding the discussion regarding the several phases of the research onion model, it has been stated that the implementation of the “primary data collection method” is effective in procuring proper insights about the E-CS which improve sales and organisational performance of the UK retail industry. The “positivism philosophy” is effective in analysing the facts related to the subject matter by aligning with the theoretical perspectives (Marsonet, 2019). Moreover, the quantitative research strategy is effective in collecting real-time data about sales and organisational performance which also enhances the reliability of the study appropriately. 
[bookmark: _heading=h.sqyw64]3.10 Research Limitations
In a dissertation study, the limitations are defined as the setbacks in the study which are creating several difficulties while getting relevant outcomes. According to Pandey and Pandey, (2021), the research has faced limitations in the process of research design and through this, the research has failed to get authentic data for this study. On the other hand, the researcher might face limitations due to the incorporation of the “primary data collection method”. The data collection process is effective but it takes maximum time to optimise the data and it takes too much cost as well. In this way, the researcher can face challenges in terms of getting proper outcomes. 
[bookmark: _heading=h.3cqmetx]3.11 Research Ethics
In terms of getting desirable outcomes through the study, it is essential to understand ethical values properly. While collecting the necessary data, the researcher needs to state various procedures which help in getting proper study results. In terms of providing plagiarism-free content, the researcher needs to adhere to the ethical and moral values related to the “Code of Conduct” (Hagendorff, 2020). In this process, the researcher needs to incorporate academic sources as well. On the other hand, to maintain reliability, the rules and regulations of the “Data Protection Act” are effective for this. In this way, the researcher can maintain the validity of the study properly. 
[bookmark: _heading=h.1rvwp1q]3.12 Conclusion
While collecting the data related to e-commerce strategies, the researcher has followed the stages of research onion appropriately. In this way, the study has also provided proper justification regarding every method appropriately. The section has also highlighted the importance of adhering to ethical considerations in terms of reducing the gaps properly. 


[bookmark: _heading=h.4bvk7pj]Chapter 4: Findings and Analysis  
[bookmark: _heading=h.2r0uhxc]4.1. Introduction 
In the following chapter, a distinct focus has been provided on the understanding of statistical data through SPSS analysis. Through the analysis, a keen focus would be provided on the association of the dependent and independent variables through the acceptance of the specified hypotheses. Alternatively, graphical analysis would be conducted to visually represent the response of the participants and aid in the understanding of the relevant data. Discussion would be carried out to highlight the key findings analyzed through descriptive statis, correlation analysis, graphical data, as well as regression analysis. 
[bookmark: _heading=h.1664s55]4.2 Findings 
[bookmark: _heading=h.3q5sasy]4.2.1 Specification of variables 
The need to specify the identified dependent and independent values is essential to structure the statistical analysis for the research (Mishra et al. 2019). Dependent variables are the measurable values which are thoroughly studied to calculate its impact for the long-term benefits of the organization. Whereas the independent variables are independent entities, which are usually non-measurable. However, these variables are used for comparison purposes to signify the impact of dependent variables. 
	Dependent variable 
	Enhance in sales

	Independent variables 
	Ecommerce benefit in organization, Effective strategies, and Develop trends


Table 1: Specification of variables 
In the above table, the dependent variable is “enhance in sales”, whereas the independent variables are “ecommerce benefit in organization”, “effective strategies”, and “develop trends”. 
[bookmark: _heading=h.25b2l0r]4.2.2 Specification of hypothesis 
The hypotheses are formulated in the SPSS data to enhance the integrity of the statistical analysis and further develop a deeper understanding of the results of the numerous statistical parameters (Washington et al. 2020). The null and alternate hypothesis are utilized to structure the base for this statistical analysis data. 
	Hypothesis 
	Statement 
	p-value
	Result

	H0
	There is no significant impact of the e-commerce strategies on the sales and performance 
	0.00
	Rejected

	H1
	There is a significant impact of the e-commerce strategies on sales and performance 
	0.00
	Accepted


Table 2: Specification of hypothesis 
According to the table, if the p-value of the null hypothesis (H0) is less than 0.05 (>0.05), the specified statement is rejected. On the other hand, if the p-value of the alternative hypothesis (H1) is less than 0.05 (>0.05), then the alternative hypothesis is accepted. 
[bookmark: _heading=h.kgcv8k]4.2.3 Descriptive statistics 
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Figure 5: Descriptive statistics 
(source: self-created)
The process that is related to the "descriptive statistics", is concerned with the process of depiction of the given set of information as presented in the firm of data. This in detail provides description on the statistical collection of information and helps in assessing the maximum likelihood that can be achieved through the depiction of the various "variability indicators" (Evans, 2019). Considering the data set that is provided, it is noted that, the mean value of the variable, "age" is observed to be "1.81" and the value of standard deviation has been noted to be "0.692". Additionally, from the given table it is noted that the mean value for gender has been "1.28" and the standard value has been "0.452". Therefore, from this calculation it can be seen that, deviation value for gender is greater than the value of deviation for the age. However, despite "gender" having a greater deviation, it is clustered more around the mean since the difference between the mean variable and standard deviation is comparatively lower than "age". Additionally, in accordance to this, it is also observed that, the mean of the "concept for e-commerce" is observed to be "1.53" and that of the "effective strategies" that is implemented is observed to be "2.13". In relation to these interpretations, the interpretation of the variance and the value of skewness is also observed. The skewness values for aforementioned variables are observed to be "0.265", "1.000", "1.061" and "1.342", respectively. After these interpretations, it is observed from the descriptive table that, variables like, the effect of the strategies, utilisation of the operations and the implementation of the mitigation strategies in a proper manner, are some of the effective variables that have a standard deviation value which is more than "1". In accordance with all these, the "mean, standard deviation value, variance and skewness value of "implementation of effective strategies in performance" is observed to be "1.69", "0.826", "0.783" and "0.651", respectively. From this interpretation it is observed that the effectiveness of the strategies is more observed when it comes to the working and operations of the performance of the organisation. 
[bookmark: _heading=h.hd8xc1ilixuv]


[bookmark: _heading=h.34g0dwd]4.2.4 Graphical analysis 
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Graph 1: Age
(Source: Created through SPSS)
According to the graph, out of 75 participants, 34% were under the age of 21, 50% were between the ages of 31 and 40, and 16% were beyond 40. According to the interpretation, those between the ages of 31 and 40 were the most engaged participants, enthusiastically contributing with thorough replies throughout the interview procedure.
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Graph 2: Gender
(Source: Created through SPSS)
From the above graph it can be stated that there were 75 participants, with 72% men and 28% women. According to the graph, there were more men than women participants. As a result, based on the information provided, it is incorrect to conclude that male candidates provided more information because they had a greater interest in the interview rounds.
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Graph 3: Working Years
(Source: Created through SPSS)
According to the graph, 24% of participants have 5-7 years of experience in the retail sector, while 68% of participants have 2-4 years of industry experience. Furthermore, 8% of people have been employed in retail for more than 7 years. The graph shows the distribution of participants' degrees of industry experience, with a sizable share having 2-4 years of experience.
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Graph 4: Concept of ecommerce
(Source: Created through SPSS)
According to the graph, 67% of participants are familiar with e-commerce techniques in the retail sector for increasing sales and organisational success. Furthermore, 13% have no awareness of e-commerce strategies, while 20% have an indifferent response. The graph depicts the varied degrees of awareness and expertise among participants on e-commerce strategies in the retail sector.
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Graph 5: Effective strategies 
(Source: Created through SPSS)
Graph 5 shows that 33% strongly agree and 48% agree that ecommerce is effective in enhancing sales and organisational success. 2% are neutral, 4% strongly disagree, and 12%  disagree with this statement. According to the graph, a sizable proportion of participants believe that ecommerce can improve sales and organisational success.
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Graph 6: Benefits
(Source: Created through SPSS)
In accordance with Graph 6, 73% of the participants are aware of the advantages of e-commerce tactics, whereas 16% are unaware of them. Furthermore, 11% of respondents gave a neutral response. According to the graph, the majority of participants are aware of the benefits of e-commerce methods.
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Graph 7: Ecommerce benefit in Organization
(Source: Created through SPSS)
Graph 7 provides fascinating insights into participants' perspectives on the benefits of e-commerce technologies for firms. Expanding consumer base was mentioned by 18% of respondents, while enhanced control systems was mentioned by 26%. Furthermore, 48% mentioned greater profitability, and 8% agreed with all of the benefits. Therefore, the primary benefit of ecommerce helps the organization to enhance their profitability
[image: ]

Graph 8: Utilise in Operation
(Source: Created through SPSS)
The graph displays information from 75 participants about how e-commerce methods are used in the retail industry. Participants reported using email marketing 19% of the time, upgrading product pages 28% of the time, using social media 37% of the time, and SEO 10% of the time. Furthermore, 6% of participants selected all of the options. The graph's interpretation is that a sizeable percentage of participants think it's important to use different e-commerce methods in the retail industry's everyday operations, with social media being the most frequently stated one.
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Graph 9: Implementation in Performence 
(Source: Created through SPSS)
Using information from 75 participants, 59% of respondents thought that strategies' adoption had a good effect on organisational performance. On the other hand, 13% believed that no changes could be seen. According to the graph, the majority saw improvements after implementation, while the minority saw no change.


Changes observed in terms of performance in the organisations
Organisations in the UK retail sector who use efficient e-commerce strategies have seen considerable increases in revenues and overall performance. This is consistent with the Technology-Organization-Environment (TOE) concept, which emphasises the interaction of technical advances, organisational characteristics, and the external environment in driving performance through e-commerce adoption. According to 60 out of 75 employees who were interviewed, after using e-commerce techniques to boost sales and organisational performance, many changes were noticed. First of all, digital revenue and sales significantly increased. Furthermore, customer happiness and participation rates increased. Thirdly, productivity and operational effectiveness both rose. Additionally, the company increased its consumer base and widened its market. Lastly, there was an obvious rise in the overall performance of the organisation as a whole and its ability to compete in the market.
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Graph 10: Enhance in Sales
(Source: Created through SPSS)
According to data from 75 participants, 65% agreed that the initiatives had a favourable influence on the organization's sales and revenue. Another 13% held the same view, while 21% were undecided. According to the graph, more than half of respondents thought the tactics will help them increase sales and revenue.
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Graph 11: Strategies use by industry
(Source: self-constructed through SPSS)
The participants were asked whether e-commerce has applied proper strategies in their organisation. As it can be observed from the above graph 34.67% “strongly agreed” and 45.33% “agreed” to the specified statement. Out of the remaining participants, 8% strongly disagreed, while 5.33% remained neutral with their responses. This suggests that the majority of the participants supports the use of strategies. 
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Graph 12: Develop trends
(Source: self-constructed through SPSS)
A survey of participants revealed that a sizable majority, almost 66%, had a favourable assessment of how e-commerce has influenced the emergence of new industrial trends. This reveals a general understanding among respondents that e-commerce has impacted the business landscape and helped fuel the expansion of numerous businesses. However, 16% of interviewees had a negative opinion for this question. It is important to note, close to 17%, kept their opinions neutral, which can signify a lack of knowledge or a cautious approach to the subject. 

[image: ]
Graph 13: Rating
(Source: self-constructed through SPSS)
In this graphical data, the responses of the participants were collected on the effectiveness of ecommerce strategies, wherein they were asked to submit their ratings. On a scale of 1-5, 48% of the participants rated 5, whereas 33% rated 4, the remaining 12% rated 2, followed by 4% rated 3 and 2% rated 1. This shows the positive impact of the ecommerce strategies on businesses. This is because the ratings given by the customers helps to judge the future of the products that are to be sold by the retailers. 
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Graph 14: Negative sides
(Source: self-constructed through SPSS)
In the above graphical data, the responses were collected from the participants on negative sides of implementing e-commerce strategies. 45% participants responded with “privacy and security concerns”, whereas 26% claimed “additional cost”, 21% claimed “lack of customer engagement”, whereas remaining 6% claimed “all of the above”. The negative sides of the e-commerce platform affects the business and its growth in the margin of profit. 
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Graph 15: Challenges 
(Source: self-constructed through SPSS)
In the above graphical data, the responses from the participants were collected based on the challenges faced by the organization during the implementation of the ecommerce strategies. 78% of the participants responded with a “yes”, and 14% replied with a “no”. While 6% of the participants provided neutral responses. Therefore, majority of the participants accepted the prevalence of challenges. 
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Graph 16: Mitigate proper strategies
(Source: self-constructed through SPSS)
The findings indicated that most of the participants approved when asked about the execution of appropriate mitigation techniques for the common issues. A high level of confidence in the efficiency of the mitigation techniques may be shown in the fact that 50% of them strongly agreed. A further 28% stated that, indicating broad agreement among a sizeable majority of the participants. A minority of participants, 9%, expressed scepticism or displeasure and denied the efficacy of the mitigation techniques. The remaining 5% of respondents gave neutral answers, demonstrating a lack of conviction or ambiguity.  

Mitigation Strategies Adopted by the Organization
The organisation developed mitigation techniques to handle probable problems in the research study on analysing effective e-commerce tactics to boost sales and organisational efficiency in the UK retail business. The Resource-Based View (RBV) is a business management theory that is applicable to this problem. To gain an edge over others, the RBV emphasises the need of harnessing internal resources and competencies. The organisation concentrated on constructing and improving its digital infrastructure, acquiring technological advances, and building robust e-commerce platforms in the case study. These mitigation methods were consistent with the RBV theory since they attempted to make better use of the organization's resources in order to boost sales and overall organisational performance.  The organisation wanted to deliver an effortless online shopping experience, attract a larger consumer base, and improve sales by using its technology skills, eventually enhancing its competitive edge in the UK retail business. From 75 participants 50 participants agree with the fact that implementing targeted marketing efforts, enhancing customer service, improving the website and online user experience, providing personalised product suggestions, and optimising supply chain and logistical operations are all examples of ways to improve customer service. These methods intended to draw in additional consumers, provide a smoother purchasing experience, and optimise efficiency in operations, resulting in increased revenues and overall organisational performance. 25 participants are not agreeing with the above mentioned mitigation strategies. 
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Graph 18: Strategies effect
(Source: self-constructed through SPSS)

The above graphical data presented the participant's opinions on the effectiveness of the implemented strategies for e-commerce challenges. 78% of the responses were positive, whereas 10% participants responded with a “no”. The remaining 12% provided neutral responses with a “maybe”. Therefore, the designed strategies were effective for the organization for overcoming the major challenges as it can continually affect the performance and the brand image of the business. 
[image: ]
Graph 19: Get feedback
(Source: self-constructed through SPSS)
This data visually presented the opinions of the participants on whether they receive relevant feedback from customers on these platforms. 69% of the participants responded with a yes, followed by 16% of the participants who answered with a “no”. The remaining 14% participants answered with a “maybe”. Hence, ecommerce platforms provide relevant customer feedback. 

[bookmark: _heading=h.1jlao46]4.2.5 Correlation analysis 
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Figure 6: Correlation analysis 
(Source: self-created)
The table that is presented above presents the idea of correlation that exists between the "dependent variable", which is the "enhancement in sales" and the "independent variables" which are, "benefits of e-commerce in an organisation, strategies and its effectiveness and trends of development''. Therefore, the above table presents the degree of positive and negative correlation that exists between the variables. From the table it is observed that the correlation between the "enhancement of sales" and that of "e-commerce benefit in an organisation" is noticed to be positive. According to that, the correlation is observed to be "0.643", therefore justifying the positive correlation as the numerical is observed to be close to "1", signifying the positive relationship. Additionally, the correlation between the "enhancement of sales" and that of the "effective strategies", is observed to be "0.832", this means that there is a high positive interrelativity between the two variables and therefore, these two are sure to create inter-impact on each other. Lastly, the correlation between the "develop trends" and the "enhancement of the sales" process is observed to be "0.962" which means that there is a positive relation between these variables too. Therefore, from the above interpretation it is observed that there is a suitable and concrete relationship between the dependent variables and therefore, the interpretation assigns the fact that there is a suitable and positive connection between the variables, thus making the alternate hypothesis getting accepted. 
[bookmark: _heading=h.43ky6rz]4.2.6 Regression 
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Figure 7: Regression analysis 
(Source: self-created)
The process of the analysis through the regression process is observed to be helping in the process of having the needed identification of the associated variables. The process is considered to be a reliable process that helps in determining and addressing the various ways of interpreting the variables and hence help in understanding the process of the input (Shrestha, 2020). In association to that, the valuation is observed to be positive in the case of the "R and the R square value", which in turn provides for calculating the values that helps in estimating the reaching of the values as observed to be close to "1". From the above table, it is noticed that the R value is "0.964" on the other hand, the R square value is observed to be "0.929". These values are close to "1" which means a positive correlation has been determined between the variables that are associated with the topic. Additionally, it is also seen from the table on ANOVA and correlation that there is a positive significance value as the valuation is less than "0.05" which in turn helped to measure the authentication of accepting the alternative hypothesis. The value being less than "0.05" means that there is a definite and positive relationship between the working variables and the DV is positive enough to have the needed impact on its operations and function through the locomotive implication of the independent variables. 
[bookmark: _heading=h.2iq8gzs]4.2.7 Collinearity diagnostics 
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Figure 8: Collinearity Diagnostics 
(Source: self-created)
The process of collinearity diagnostics is observed to be presenting a statistical tool that helps in the process of creating the needed depiction of the values that is associated with the variables and hence presents the multicollinearity values and estimations. The table that is presented provides the needed look through the diagnostics aspects by having the needed revelation on the DV and the IVs. Therefore, from the analysis that is conducted, it is observed that the parameters provide the fact that there is an interconnection between the variables and at the same time there is a highly positive correlation between the DV and the IVs. A positive numerical representation is shown in terms of the "eigenvalue" and hence it is observed that all the values presented are near to "1" or more than "1". In the above context, the Eigenvalues for the depicted dimensions are observed to be 3.769, 0.162, 0.47, and 0.22. While the value for the dependent value is more than 1, the values for the independent variables lower than and near to 1. This is the situation when there is a continuous and resistant positive relation between the dependent variables, which is observed to get impacted through the incorporation and effect of the independent variables. From the table it is noticed that, the different sort of variance proportions are observed to be near to "1" which in turn has effectively shown the needed impact on the working style of the variances. 
[bookmark: _heading=h.xvir7l]4.2.8 Residual statistics 
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Figure 9: Residual statistics
(Source: self-created)
The concept of residual statistics is incorporated into the SPSS data to identify the key differences between the variables while also measuring the distinctions between the expected values and the observed values of the dependent variables (Meeker et al. 2022). In the context of the following statistical analysis, the dependent variable is observed to be “enhance in sales”. From the data analysis of the residual statistics, the standard predicted value is observed to be (-0.717), while the observed value is (-0.643). From the outcome it was analyzed the differences between the predicted and observed results is minimal, therefore, the dependent values are measurable and are deemed effective for the statistical analysis. Additionally, it also signifies the incorporation of the linear regression data into the above dataset. Moreover, from the table, it is also analysed that the maximum "predicted value" of the dependent variable is 1.988, whereas the residual is 4.161. Further, the mean value of both the predicted and observed values are found to be 0, however, standard deviation of the prediction value is observed as 1.000, whereas the residual is observed as 0.980. This suggests that the variable is scattered around the mean and there are minimal differences between the predicted and residual results. 
[bookmark: _heading=h.3hv69ve]4.3 Discussion 
[bookmark: _heading=h.1x0gk37]4.3.1 Discussion on the graphs 
Based on the topic of discussion, the study has emphasised on analysing the effective e-commerce strategies that impact the sales and performance of an organistion in the UK retail industry. According to Šaković Jovanović et al. (2020), e-commerce serves as an important business tool that makes the online purchase of goods and services more conducive and allows customers to make preferences of both the sellers and the diverse products in cognizance with their needs and expectations. Considering the role of e-commerce in cutting costs for the retail organisations while selling products at a cheaper rate, several multinational retail brands, like Tesco and Sainsbury’s, have initiated customisation of products for improving the range of goods as well as raising their profit margins through better service delivery and social media marketing. The concept of e-commerce has been accepted by nearly 67% of respondents, demonstrating participant acceptance of the idea. Furthermore, an amazing 48% of respondents thought that e-commerce initiatives are effective and highly profitable. In addition, 66% of respondents thought e-commerce methods helped increase sales volume, and 60% saw a notable improvement in organisational effectiveness across UK retail organisations. These figures demonstrate how e-commerce is widely regarded as a potent instrument for generating growth in the retail sector, allowing companies to raise profitability, boost sales, and improve overall performance. As per Hånell et al. (2020), e-commerce facilities have played a pivotal role in broadening the scope for purchase choices in terms of cost evaluation, browsing options and lowering of service costs for customer satisfaction and loyalty. Despite the challenges related to traditional marketing regimes, privacy and security breach (46%) and other shipping costs (26%), mitigation strategies, such as email marketing, brand endorsements and customer feedback, have assisted in improving client conversions and boosting revenue generation.
[bookmark: _heading=h.4h042r0]4.3.2 Discussion on correlation analysis 
For drawing reliable connections between the “dependable variables” and “independent variables”, the correlation analysis acts as an evaluation instrument to deduce the close linkage that enhances the scope of the research study effectively. The effectiveness of e-commerce strategies have created ample space for UK retail organisations in terms of facilitating business to increase their sales volume and performance by encouraging the affordability of products and services at reduced administration costs which further confirms the high value of “correlation coefficient” of the “effective strategies” at “0.832” while the moderate “correlation values” of “e-commerce benefit in organisation” and “develop trends”, at “0.643” and “0.962” respectively, depicts an interconnectivity and the dependency of the “dependent variable” on the “independent variables” for the enhancement of the study’s findings. It is therefore understood from the discussion that the dependent variable, "enhancement in sales" is more positively correlated with "develop trends", followed by "effective strategies", and “e-commerce benefit in organisation”. This means that the sales of a company increases when it incorporates newer market trends into its practices. Similarly, sales of a company also increases when prominent strategies are incorporated with distinct e-commerce facilities. Although, as per the needs of the alternate hypothesis, the impact of e-commerce strategies is observed to be relatively lower in terms of enhancing the sales of the organisation. 
[bookmark: _heading=h.2w5ecyt]4.3.3 Discussion on regression 
In cognizance with the “regression analysis” conducted on the “primary data” to determine the appropriateness of the hypothesis, this research study draws interrelativity of the research findings with the “secondary data” used in the literature in a formidable manner. With the “P-Value” being “0.000”, its lesser valuation that the “standard value” of “0.05” attests that in connection with the “dependent” and “independent variables”, the study eliminates the “null hypothesis” (H0) while accepting the “alternative hypothesis” (H1), that is, “e-commerce strategies have significant impact on sales and organisational performance” and further indicates a positive and balanced connection between the “dependent” and “independent variables”. Moreover, the depicted values were observed to be closer to 1, especially the R value. This means that the interconnectivity between the dependent and independent variable is linear with the presentation of symmetrical data. Further, the discussion also proves that since both the variables are linearly organised, there are lowered chances of error. To further elaborate the fact, from the regression data, it was understood that enhancement of sales of an organisation is linearly associated with the developing trends, effective strategies, and e-commerce benefits. 
[bookmark: _heading=h.1baon6m]4.3.4 Discussion on collinearity diagnostics 
The “collinearity diagnostics” establishes the interconnection between the “dependent variable” and “independent variables” while also determining the influential level of “independent variables” on the chosen “dependent variable”. As per the statistical representation, majority of the “eigenvalues” of the “independent variables” are diagnosed to be "0.000" and this reveals the “strong impact” of the “independent variables”, that is, “effective strategies”, “e-commerce benefit in organisation” and “develop trends” on the “dependent variable”, that is, “enhance in sales” in the UK retail organisation. The Collinearity in the SPSS data is further studied to determine the aspect of multicollinearity, which can cause distinct errors in the interpretation procedures. However, based on the regression results as well as the Collinearity data, the fact is confirmed that there has been negligible prevalence of multicollinearity, making both the variables linear and highly associated with each other. This also accepts the use of alternate hypotheses (H1). 
[bookmark: _heading=h.3vac5uf]4.3.5 Comparative analysis 
The section has emphasised on the close connectivity between the “secondary data” incorporated within the Literature and the “primary data” concerning a survey conducted with 75 respondents belonging from the UK retail industry for a conclusive outcome of the research study. According to Nanda et al. (2021), the impact of e-commerce has been observed to positively correlate in the enhancement of businesses, especially in the UK retail industry by strongly influencing the sales and performance. Apart from that, the massive prevalence of the e-commerce businesses, along with newer trends and strategies effectively helped retailers in implementing an affordable pricing strategy to critically impact on its sales and performance. In the case of the UK retail industry, retail giants, such as Tesco, Sainsbury’s and Morrisons, have incorporated e-commerce for digital upgradation of the commodities while fulfilling the surging demands of the customers for higher “customer retention rate” and satisfaction levels. Furthermore, as per Li et al. (2020), the use of “social media marketing”, integrated with e-commerce, has upholded the marketing tactics of the UK retailers in outreaching global consumers through effective communication with customers, lesser expenses and optimum delivery of services. 
Based on the graphical findings, on analysing the individual responses of 75 participants, 67% of the candidates accepted that introducing digital platforms into the businesses such as e-commerce have exceptionally impacted the business growth of retail organisations. According to Wu et al. (2020), effective strategies related to the introduction of e-commerce facilities have helped in enhancing the profitability, as acknowledged by 48%, followed by client acquisition, at 18%, and better organisational performance. Although the graphical data presented the thorough application of e-commerce platforms of the UK retail businesses, the correlation data, however, depicted that the sales of organisations are drastically increased on adopting the newer market trends, followed by implementation of e-commerce platforms which was given less focus. However, the lingering challenges of “privacy and security concerns” and “lack of customer engagement” could overthrow the functioning of the UK retail organisations due to poor implementation of e-commerce marketing as well as lack of awareness of the trending patterns pertaining to the customer’s demands (Deshpande and Pendem, 2023). However, monitoring the data on customer purchase intentions, using conducive advertising as well as tending to customer feedback can prove to be advantageous for the UK retail company’s trust and accountability while also improving their scope of dominating their industry through high revenue earnings and better performance (Ratchford et al. 2022). Thus, evidence gathered through “correlation analysis”, “regression” and “collinearity diagnostics” have proved such facets true and points towards the acceptance of the “alternative hypothesis” that “e-commerce strategies have significant impact on sales and organizational performance”.
[bookmark: _heading=h.2afmg28]4.4 Conclusion 
The above analysis chapter keenly highlighted the use of statistical analysis to concentrate on the outcomes and interpretations of the factual data and information. The findings sections utilized statistical parameters such as descriptive analysis, correlation and regression analysis, residual statistics and collinearity diagnostics to concentrate on the selection of alternate hypotheses. Moreover, the graphical data provided visual representation of the responses of the participants from the open-ended interviews. Furthermore, discussions have been carried out to elaborate the understanding of this factual information and derive suitable themes. 


[bookmark: _heading=h.pkwqa1]Chapter 5: Conclusion and Recommendation 
[bookmark: _heading=h.39kk8xu]5.1 Introduction 
The e-commerce industry has expanded exponentially over the last decade, and its growth has significantly impacted on the performance of different industries, including the retail sector in the United Kingdom, as well. The above-conducted study illustrates strategies related to e-commerce for enhancing the sales and performance of a retail organization in the UK. A brief summary of the significance of the topic and the critical analysis that has been discussed in the previous chapters will be presented in this concluding section. Furthermore, the chapter will provide some recommendations to fill the research gap properly in future studies.
[bookmark: _heading=h.1opuj5n]5.2 Discussion 
The current business environment is witnessing the rapid adoption of e-commerce strategies for the increase of overall sales and revenue as well as the improvement of organizational performance. This is particularly true of the retail industry. A large part of this can be attributed to the flexibility of online shopping for customers and the possibility of reaching a broader clientele. Moreover, aside from reducing operating costs, e-commerce has increased profits for companies (Rizaldi and Madany, 2021). Through an understanding of the business dimensions, the above study has examined the effects of e-commerce strategies. The study, as a consequence, has demonstrated the beneficial aspects of e-commerce strategies to assist in increasing the performance of organisations. The introductory segment of the study provided an overview of the research background. Additionally, the research rationale and significance of the study have been discussed in order to understand the relevance of the study completely. Furthermore, in order to properly analyse the subject matter, the research has identified appropriate objectives and aims. In addition, the research questions are presented in order to effectively achieve the desired outcomes of the study.
Through the literature review, the significance of the study has been further evaluated in an effective manner based on previous interpretations of the research and theories on the subject matter. This section of the literature review evaluates the effectiveness of e-commerce strategies used by retailers to increase sales volume and performance. There is a detailed explanation of the various e-commerce measures taken by the retail industry to increase their volume of trading and transactions (Jain et al. 2021). This way the study has met its first objective of examining “the various types of e-commerce strategies adopted by retail industries to enhance the sales volume and the performance of the organization”. In addition, the chapter also evaluated the manner in which e-commerce assists retail companies in improving their performance. Moreover, it also examined the benefits and challenges of online retailing in the UK and the factors that influence UK businesses to adopt strategies related to e-commerce facilities (Fouskas et al. 2020). Further, the chapter evaluates the effects of e-commerce marketing on an organisation's growth and profitability by analysing different e-“commerce marketing strategies”. Apart from that, the literature section of the study strategically emphasises on realising different management theories related to organisational factors, like the contingency theories to further help investigators in designing suitable research approaches.  A literature gap assessment has also been provided in this chapter, which may assist future studies.
Using the “quantitative research strategy”, the data and information have been collected through the use of surveys, which constitute the “primary method of collecting data”. "Social media platforms", such as “Facebook and Instagram” have been used to conduct this survey. To participate in the survey, “75 employees” from different retail companies in the United Kingdom were recruited via social media channels. With the help of SPSS software, the collected data has been evaluated through the “statistical method” (Mishra et al. 2019).
The findings and analysis chapter strongly adhered to the targeted objectives of the research to measure the impact of e-commerce strategies, primarily adopted by retailers to facilitate the enhancement of sales. Based on the above criteria, distinct variables were chosen as dependent and independent as well as hypotheses were structured to interpret the results. It has been noted critically that there is only one dependent variable, which is “enhance in sales”. In contrast, there are three independent variables, which are “e-commerce benefit in organization”, “effective strategies”, and “develop trends”. Furthermore, the "correlativity" among these variables have been examined to enhance the importance of the study. The study indicates that the dependent variable has a “positive correlation” with the independent variables (Abu-Bader, 2021). Therefore, the formulated objective of the study on understanding the “relationship between effective e-commerce strategies and overall sales and performance of the retail sector of the UK” has been achieved through this point. Different mathematical parameters were incorporated into the learning procedure to aid the interpretation process, which included descriptive statistics, correlation and regression data, collinearity diagnostics and residual statistics. Furthermore, graphical analysis was also incorporated into the results to enhance the visual understanding of the investigator. All these mathematical tools played a crucial part in determining the accurate results based on the responses of the participants, thereby strongly impacting the understanding of the various marketing concepts (Shrestha, 2020). Furthermore, the significant value of both the variables were taken into consideration to determine the effectiveness and selection of the alternate variable, while also elaborating on the understanding of the significance of e-commerce platforms. Since the variables are interdependent, therefore, the alternate hypothesis is accepted, which is “e-commerce strategies have a significant impact on sales and performance”. As per the study, the “collinearity diagnostics” also establishes that “independent variables” have a strong effect on the “dependent variable”.
[bookmark: _heading=h.48pi1tg]5.3 Recommendation 
According to the study, some limitations have been found in getting a comprehensive analysis of e-commerce business strategy. Therefore, some recommendations may be beneficial to properly state the subject matter. By understanding the issues, a number of materials have been gathered from instructive sources to complete the study. The study requires an in-depth analysis of the unknown aspects. In addition, the study needs to acknowledge the importance of technology innovation, which will contribute to the proper interpretation of e-commerce strategies (Kang et al. 2021). Furthermore, the study needs to address the problem areas in a comprehensive manner so that future research can be conducted effectively. Suitable materials need to be incorporated into the research study in order to effectively present the strategies and their dimensional aspects.
In order to better understand e-commerce's importance in improving organizational performance, further studies should also be conducted on the impact of it on industries other than retail (Šaković Jovanović et al. 2020). Additionally, it is also recommended that some previous information regarding the subject matter be gathered through “secondary data collection methods”. This provides an opportunity for a more comprehensive discussion of the e-commerce measures taken by organizations. Due to the lengthy process of primary data collection, some areas of the study have been unable to fulfil their intended objectives. Thus, it can be suggested that a “thematic analysis” might be an effective method for providing a thorough analysis of the research as appropriate methodological approaches ensure best results are obtained (Braun and Clarke, 2022).
[bookmark: _heading=h.2nusc19]5.4 Conclusion 
Overall, it can be concluded that this particular section examined the probable findings of the study critically and effectively. Throughout the study, the necessary outcomes were evaluated to provide a useful conclusion that helped to attain a better awareness on the subject. In this study, data collected from a survey of 75 employees has been evaluated to demonstrate that e-commerce strategies have a positive influence on the organisational sales and performance in the UK retail industry.
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1. What is your age?
a. 21 to 30 
b. 31 to 40 
c. Above 40 
2. What is your gender?
a. Male 
b. Female 
c. Others
3. How many years have you been working in this industry?
a. 2 to 4 years 
b. 5 to 7 years 
c. Above 7 years 
4. Do you know about the concept of e-commerce strategies?
a. Yes 
b. No 
c. Maybe 
5. Do you think it is effective for your organisation?
a. Strongly agree 
b. Agree 
c. Neutral 
d. Strongly disagree 
e. Disagree 
6. Do you have any idea about the benefits of e-commerce strategies?
a. Yes 
b. No 
c. Maybe 
7. What are the benefits of e-commerce strategies in an organisation?
a. Gaining more customers 
b. Greater controlling system 
c. Enhances profitability 
d. All of the above 
8. What are the e-commerce strategies does your organization utlise in their daily operations?
a. Leverage Email Marketing 
b. Improve Existing Product Pages 
c. Use of social media 
d. Search engine optimization 
e. All of the above 

9. Did you observe any changes after the implementation of the strategies in the organizational performance?
a. Yes 
b. No 
c. Maybe 

10. What are the changes have you observed in terms of performance in the organisations?

11. Do the strategies help in enhancing sales and revenue in your organization?
a. Yes 
b. No
c. Maybe 
12. Do you think the e-commerce industry has utilised proper strategies?
a. Strongly agree 
b. Agree 
c. Neutral 
d. Strongly disagree 
e. Disagree 
13. Do you think that implementation of e-commerce strategies is developing new trends in the industry?
a. Yes 
b. No 
c. Maybe 
14. How likely are you to rate the effectiveness of e-commerce strategies?
	1
Extremely Unlikely
	2
Unlikely
	3
Neutral
	4
Likely
	5
Extremely Likely



15. What are the negative sides of the implementation of e-commerce strategies?
a. Additional cost 
b. Privacy and security concerns 
c. Lack of customer engagement 
d. All of the above 
16. Does your organisation face any kind of challenges?
a. Yes 
b. No 
c. Maybe 

17. What are the mitigation strategies adopted by your organisation?

18. Do you believe that your organisation implemented proper strategies to mitigate?
a. Strongly agree 
b. Agree 
c. Neutral 
d. Strongly disagree 
e. Disagree 
19. Do you think these strategies are effective?
a. Yes 
b. No 
c. Maybe 
20. Do you get relevant feedback from the customers on these platforms?
a. Yes 
b. No 
c. Maybe 
[bookmark: _heading=h.3o7alnk]
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