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Abstract
Chapter one has provided the background on the extent of online shopping adoption after the pandemic in the retail market of Amazon UK and Amazon India. The chapter presented the theoretical and practical basis, the gaps in existing literature, and how TAM and TPB is relevant for consumer behaviour in developed and emerging markets. In addition, the research aim, objectives, questions, and dissertation outline were logically structured to provide a clear basis for the research study in general.
Chapter two critically reviewed the literature on the subject that has already been published and provided the context of the post-pandemic situation, where online shopping has been embraced in both the Amazon UK and Amazon India markets. The chapter reviewed key topics such as online shopping trends, comparative consumer behaviour, challenges facing consumers and recommendations for strategies that impact consumer adoption behaviour. In addition, the chapter examined and assessed relevant theories that could account for the difference in consumer acceptance between developed and developing markets, like Dynamic Capabilities Theory, Technology Acceptance Model, and Theory of Planned Behaviour. Further, this chapter also revealed substantial gaps in the literature, created a conceptual framework and laid a solid theoretical basis for the empirical research of the research study.
The methodological approach used to investigate the adoption of online shopping after the COVID-19 pandemic in Amazon UK and Amazon India was explained and justified in Chapter three. The chapter discussed the interpretivism philosophy, inductive approach, comparative qualitative case study strategy, and qualitative research design. Moreover, the chapter provided the justification for using secondary qualitative data and thematic analysis as a method to systematically interpret the consumer behaviour and differences in each market. Further, the quality of the research, ethics, data collection process, and time horizon planning were also highly discussed to ensure the research was credible, transparent, and methodologically rigorous throughout the research.
The findings regarding online shopping adoption after the pandemic for Amazon UK and Amazon India have been detailed in Chapter four. There is a critical analysis of the growth trend, behavioural differences among consumers, operational barriers, trust-related concerns, and recommendations affecting online shopping adoption. Additionally, there were also differences identified between developed and emerging retail environments in terms of the level of digital maturity, infrastructural support, affordability, localisation, and consumer trust. These findings are based on comparative data, and they meet the research objectives set out in this study.
The findings related to the post-pandemic adoption of online shopping by Amazon UK and Amazon India were critically analysed in Chapter five. These findings have been linked to the relevant literature and theory, and also relate to the purpose of this research project. Moreover, the results indicated considerable disparities between the developed and emerging retail environments regarding trust, infrastructure, affordability, localisation, and digitisation.
The research was summarised in Chapter six, which included major findings, theoretical implications, research objectives, recommendations, limitations and future research scope. The chapter substantiated the findings that the adoption of online shopping differed widely between the two countries, Amazon UK and Amazon India, due to differences in trust, infrastructure, maturity of the online ecosystem, affordability, localisation and consumer behaviour between developed and emerging retail markets.
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[bookmark: _Toc231815628]List of Abbreviations
· AI: Artificial Intelligence
· COVID-19: Coronavirus Disease 2019
· E-Commerce: Electronic Commerce
· ESG: Environmental, Social and Governance
· ROI: Return on Investment
· SEM: Structural Equation Modelling
· TAM: Technology Acceptance Model
· TPB: Theory of Planned Behaviour
· UPI: Unified Payments Interface
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[bookmark: _Toc231815629]Glossary
	Term
	Definition

	Consumer Adoption
	Consumers’ acceptance and continued use of online shopping platforms.

	Consumer Behaviour
	Actions and decisions influencing consumers’ purchasing activities.

	Digital Maturity
	Level of digital capability within organisations and markets.

	E-Commerce
	Buying and selling goods through internet-based platforms.

	Localisation Strategy
	Adapting services and products to local market needs.

	Omnichannel Retailing
	Integration of online and offline shopping experiences.

	Online Shopping Adoption
	Consumer acceptance and usage of online purchasing platforms.

	Perceived Behavioural Control
	Consumers’ perceived ability to perform specific behaviours.

	Perceived Ease of Use
	Degree of effort required to use technology.

	Perceived Usefulness
	Extent technology improves consumer shopping performance.

	Post-Pandemic Behaviour
	Consumer behaviour changes occurring after the COVID-19 pandemic.

	Subjective Norms
	Social influences affecting consumer behavioural intentions.

	Technology Acceptance Model
	Theory explaining technology adoption through usefulness and ease.

	Theory of Planned Behaviour
	Theory linking attitudes, norms, and behavioural intentions.

	Trust
	Consumer confidence in online platforms and transactions.




[bookmark: _Toc231815630]Chapter One: Introduction
[bookmark: _Toc231815631]1.1 Research Background
After COVID-19, the global retail industry has rapidly shifted towards digital platforms, with Amazon being at the centre of this change. In 2024, Amazon earned $638 billion, which demonstrates the high demand in the world, as well as the domination of the platform (Amazon Annual Report, 2024). However, compared to Amazon India, Amazon UK has a different business environment. The UK market is mature and has stable logistics and high digital penetration, whereas India has regulatory constraints and infrastructure gaps, which form opposing competitive dynamics (JPMorgan, 2025).
Post-pandemic adoption of online shopping is the manifestation of the changing consumer behaviour in markets. According to McKinsey (2025), more than three-quarters of consumers worldwide made more purchases online after COVID-19. However, UK consumers are found to be more consistent and habitual in their online behaviour and, in comparison, Indian consumers are price-sensitive and trust local retail. This has strategic importance to managers and policymakers in comparing Amazon UK and India.
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[bookmark: _heading=h.q09qubf7gg9g]Figure 1: Global Retail E-Commerce Market Size
(Source: Market.us, 2025)  
The relevance of this topic is supported by strong market data. Market.us (2025) records that the global e-commerce industry will take 21% of the retail sales, and it highlights the fast development of mobile commerce, particularly in such developing countries as India. However, Kaur (2024) noted that in the UK and India, persistent challenges of data privacy in the former and reliability of delivery in the latter, respectively. This implies an imbalanced adoption in the face of general growth.
The research problem arises from these cross-market differences. Amazon UK also enjoys the advantages of a developed infrastructure and customer confidence, allowing stable adoption trends (Amazon Annual Report, 2024). Conversely, in India, Amazon is growing at a rapid rate, though the usage is not consistent because of regulatory restrictions and the digital divide. Amazon's approach of quick delivery and convenience is to make the experience similar worldwide, but its success in these markets is not consistent (Amazon Annual Report, 2024).
While prior studies have analysed online shopping behaviour, they concentrate on single-country environments. However, cross-comparative analysis across developed and developing countries is still inadequate (Charles et al., 2025). In contrast, international reports indicate consistent growth in all regions, but the reasons behind such adoption vary. Hence, this research aims to fill this void by analysing the post-pandemic comparison between Amazon UK and Amazon India. 
[bookmark: _Toc231815632]1.2 Research Rationale
[bookmark: _Toc231815633]1.2.1 Theoretical Justification
There is a broad explanation of the adoption of online shopping in the existing literature based on well-established behavioural models like the Technology Acceptance Model (TAM) and the Theory of Planned Behaviour (TPB). According to these models, the perceived usefulness, ease of use, attitudes, and behavioural intentions play a crucial role in consumer adoption (Sasidharan and Venkatakrishnan, 2024). Ciucan-Rusu et al. (2022) prove that, after the pandemic, consumers are more and more dependent on the digital platform because of its convenience and accessibility. Moreover, Esfahbodi et al. (2022) portrayed that the constructs of trust, efficiency of delivery, and price value are mentioned as the determinants of e-commerce adoption. However, Oki et al. (2021) stated that the prevailing argument is that the perception of technology and behavioural intention are significant drivers of online shopping adoption in the retail markets around the world.
Despite strong theoretical foundations, several inconsistencies remain in the literature. Although Cavalcanti et al. (2022) state that convenience and digital availability are the driving factors in adoption across all markets, on the contrary, Lep et al. (2022) emphasise that trust, cultural values, and offline preferences, especially in emerging markets, remain significant. Furthermore, the majority of the studies are related to the situation in one country only, which constrains cross-cultural knowledge and comparative data. On the contrary, Dabija et al. (2025) noted that consumer expectations have shifted in response to rapidly changing conditions after the pandemic, but most studies use a static or pre-pandemic frame, which poses a theoretical constraint. Also, small sample sizes and the absence of longitudinal analysis are methodological limitations that limit generalisability.
Building on these limitations, there is a definite research gap in the comprehension of the variations in the uptake of online shopping, post-pandemic, in the developed markets and emerging markets in a comparative context. Particularly, the available literature is scanty in terms of exploring the varying differences in TAM and TPB constructs in the context of Amazon UK and Amazon India. But conversely, the literature tends to presuppose homogeneous behavioural drivers and dismisses the contextual aspects of infrastructure, regulatory environment, and socio-economic diversity. Moreover, Khaled et al. (2025) advise conducting increasingly comparative and context-dependent research to optimise behavioural theories in digital retail. 
[bookmark: _Toc231815634]1.2.2 Practical Justification
Lack of knowledge about differences in consumer behaviour between Amazon UK and Amazon India makes it difficult for managers to make decisions, as there is a need for different strategies because of different consumer behaviour and regulations in these two areas. While managers may have assumed consistent consumer behaviour for digital commerce, on the contrary, according to McKinsey (2024), there are major differences in consumer expectations in different parts of the world.
Secondly, it is a strategic concern, with the global growth of Amazon requiring the company to adjust its business model to both developed and emerging markets, to continue to grow and remain competitive. 
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[bookmark: _heading=h.qzza9jhsrubl]Figure 2: Companies’ top priorities in 2024
(Source: Deloitte, 2024)
According to this visual representation, businesses put cost-cutting, resiliency, sustainability, and digital transformation in 2024 to enhance efficiency, growth, and competitiveness in evolving markets. Deloitte (2024) states that the transformation of retail digitally demands ongoing technological and customer experience investment. On the contrary, the new markets like India have regulatory barriers and infrastructure constraints, as compared to the stable UK market. 
Thirdly, evidence from industry reports further supports this challenge. For example, Amazon cited $638 billion in revenues and highlighted that quicker delivery leads to more buying, which proves that the success of strategies is based on their matching operations to consumer behaviour (Amazon Annual Report, 2024).  According to the Financial Times (2024), 70% of the digital transformation projects do not achieve anticipated results because of inadequate alignment with consumer behaviour. 
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[bookmark: _heading=h.q7ntzwo4re80]Figure 3: The Growth in Retail E-commerce Sales Worldwide 2022-2027 (in trillions)
(Source: Forbes, 2026)
On the other hand, Forbes (2026) reveals that the e-commerce retail sales in the world have been growing in terms of continuous and significant growth as the sales stood at $5.3 trillion in 2022 and are projected to reach $7.9 trillion by 2027. This implies that there is a swift rise in online shopping adoption, which is proving to be of growing significance to businesses and necessitates the necessity to comprehend evolving consumer behaviour. But, conversely, IDC (2024) notes that it is not only the investment in digital infrastructure, but also a mismatch between strategy and implementation.
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[bookmark: _heading=h.4u6axiia0bl]Figure 4: Worldwide Digital Business Strategies 2024 Top 10 Predictions
(Source: IDC, 2024)
Fourthly, managers face significant operational pain points due to this gap. These areas are related to issues surrounding the balance between globalization and localization, calculating return on investment (ROI), and managing efficiencies in supply chains. Sorooshian et al. (2022) portrayed that although Amazon wants to ensure standardized fast delivery worldwide, issues like last-mile deliveries in India prevent this compared to the UK.
Finally, there is a high opportunity cost of not considering these differences. According to the Economist Intelligence Unit (2026), companies that do not localize their strategies can lose market share in the high-growth areas. Conversely, knowledge of these distinctions can establish a competitive edge, enhance customer satisfaction, and long-term profitability.
[bookmark: _Toc231815635]1.3 Theoretical Framework
[bookmark: _Toc231815636]1.3.1 Theoretical Framework and Significance in Marketing
This research shows that the Technology Acceptance Model and the Theory of Planned Behaviour are important for marketers. These theories provide insight into why consumers choose to shop online by considering usefulness, ease of use, attitude and intention. This study explains that these variables are affected by market variables like infrastructure, trust and regulation. It says that consumer behaviour varies in different countries, as seen in the comparison between Amazon UK and Amazon India.
[bookmark: _Toc231815637]1.3.2 Technology Acceptance Model
The Technology Acceptance Model gives reasons as to why users accept and use new technology. It is concerned with two variables, the perceived usefulness and the perceived ease of use. This is the level of ease and utility of online shopping platforms such as Amazon to consumers. The rationale behind adopting TAM is due to the fact that online shopping is a technology-oriented tool, and people will only embrace it when it is easy and advantageous (Ho, 2022).
[bookmark: _Toc231815638]1.3.3 Theory of Planned Behaviour
The Theory of Planned Behaviour describes the effects of attitude, social pressure and perceived control on behaviour. It reveals that individuals embrace online shopping depending on their belief, peer pressure, and their digital capabilities. Nguyen et al. (2023) noted that the Theory of Planned Behaviour can be helpful in this research since consumers make their decisions based not only on technology but also on trust, social trends and confidence in the online systems.
[bookmark: _Toc231815639]1.4 Research Aim, Objectives, and Questions 
[bookmark: _Toc231815640]1.4.1 Research Aim
This research aims to examine post-pandemic consumer adoption of online shopping by comparing influencing factors in Amazon UK and Amazon India retail markets.
[bookmark: _Toc231815641]1.4.2 Research Objectives 
· To assess the way consumer adoption of online shopping increased in India and the UK after COVID-19
· To conduct a comparative analysis of consumer adoption of online shopping between Amazon UK and Amazon India post-pandemic
· To examine the challenges faced by consumers post-pandemic while shopping online from Amazon UK and Amazon India
· To provide recommendations to retailers like Amazon to influence customers towards online shopping in India and the UK
[bookmark: _Toc231815642]1.4.3 Research Questions
· How did consumer online shopping adoption change in UK and India post-COVID?
· What differences exist in consumer adoption between Amazon UK and Amazon India?
· What challenges do consumers face when shopping online on Amazon platforms?
[bookmark: _Toc231815643]1.5 Dissertation Structure
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[bookmark: _heading=h.z5o1j6czqnoh]Figure 5: Structure of this study
(Source: Self-Created)
The dissertation consists of five chapters, each of which covers the important points of the research to provide a logical and clear flow. Chapter one presents the introduction, which will cover the research background, rationale, aims, and objectives. Chapter two will examine the literature on online shopping behaviour, theoretical frameworks, and the available literature. Chapter three will describe the research methodology, such as design, data collection, and analysis methods. Chapter five will provide and discuss the results with comparative data between Amazon UK and India.
[bookmark: _Toc231815644]1.6 Chapter Summary
This chapter introduced the research by outlining the background of post-pandemic online shopping growth and how Amazon India and Amazon UK are playing an increasingly significant role in the global retail industry. It identified some of the major distinctions between the developed and emerging markets with respect to consumer behaviour, infrastructure, and regulatory environment. The study was well guided by the research aim, objectives and questions. Building on Chapter one, Chapter two will review key literature on post-pandemic online shopping and connect theory and evidence in explaining consumer behaviour variations between India and the United Kingdom.


[bookmark: _Toc231815645]Chapter Two: Literature Review
[bookmark: _Toc231815646]2.1 Introduction
Based on the first chapter, which discussed research background, objectives, and gaps, the second chapter presents a critical review of the literature on post-pandemic online shopping behaviour in India and the UK. This chapter presents an extensive literature review to understand how consumers are likely to adopt online shopping in the UK and Indian markets after the pandemic.  A literature review is a critical analysis of existing research that identifies key themes, theories, and gaps to support and justify a specific study topic (Chigbu et al., 2023). The areas discussed in the review include the uptake of e-commerce, consumer participation, e-commerce maturity, and suggestions on how to improve online shopping experiences. Other studies that are not relevant to offline retail trends are not included in this review. An integrated conceptual framework of TAM and TPB is provided in order to comprehend the most crucial factors influencing consumer adoption. 
[bookmark: _Toc231815647]2.2 Methodological Overview of Literature Review
The literature review was conducted using a structured search and selection strategy to make sure that only relevant and high-quality sources were included. Studies concerning post-pandemic online shopping and consumer behaviour were identified by using academic databases like Google Scholar and ScienceDirect. The Boolean search method was used with keywords such as online shopping adoption, consumer behaviour, India and the UK, coupled with the operators AND and OR to narrow down the results. The studies were chosen on their relevance, the year they were published, and the aspects of the research, and all the duplicates and irrelevant studies were eliminated to give the review process a sense of accuracy and consistency. 
The PRISMA flowchart gives the systematic procedure for the literature review study selection. It starts with finding the records in databases (Google Scholar and Science Direct) and then eliminating duplicates and irrelevant studies. The screening and eligibility of the 609 reports were done, and 15 studies were selected. This flowchart provides transparency as every step of the process is recorded, and the exclusion criteria are developed on relevancy, publication year, and context, and eventually, high-quality studies are included.

[bookmark: _Toc231815648]2.2.1 Research Strategy
	Database
	Keywords

	Google Scholar
	'Post-pandemic online shopping adoption' AND 'Consumer behaviour' AND 'Digital transformation' AND 'E-commerce adoption' AND 'UK market' AND 'India market'

	Science Direct
	'Technology Acceptance Model' OR 'Consumer motivation' AND 'E-commerce adoption' AND 'Digital maturity' AND 'Cross-market comparison' AND 'Consumer trust'


[bookmark: _heading=h.2mpfhngp3912]Table 1: Search Strategy
(Source: Self-Created)
[bookmark: _Toc231815649]2.2.2 Evidence of Searching
[image: ]
[image: ]
[bookmark: _heading=h.9jkut0jddgax]Figure 6: Evidence of Search
(Source: Snipping by self)
[bookmark: _Toc231815650]2.2.3 Boolean Search 
	Objective 1
	Objective 2
	Objective 3
	Objective 4

	'Consumer adoption' AND 'online shopping' AND 'post-pandemic'
	'Consumer behaviour' AND 'online shopping' AND ('India' OR 'UK')
	'Challenges' AND 'consumer barriers' AND 'online shopping'
	'Recommendations' AND 'Amazon' AND ('India' OR 'UK') AND 'consumer adoption'

	AND 'COVID-19' OR 'digital adoption'
	OR 'Digital transformation' AND 'consumer engagement'
	AND 'consumer behaviour' AND 'post-pandemic'
	AND 'customer experience' AND 'retail strategies'

	'India' OR 'UK' AND 'e-commerce growth'
	AND 'cultural differences' OR 'online shopping trends'
	AND 'hybrid shopping' AND 'consumer trust'
	OR 'personalized marketing' AND 'online shopping'

	OR 'UK market' OR 'India market'
	OR 'consumer satisfaction' AND 'digital maturity'
	OR 'retail barriers' AND 'delivery issues'
	AND 'market-specific strategies'


[bookmark: _heading=h.2rxodys5w2fw]Table 2: Boolean Search Table
(Source: Self-Created)
[bookmark: _Toc231815651]2.2.4 CRAP Method
(CRAP Method table attached in Appendix 1)
[bookmark: _Toc231815652]2.2.5 PRISMA Flow Diagram
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[bookmark: _heading=h.lv35xymiscla]Figure 7: PRISMA flowchart
(Source: Self-Created)
[bookmark: _Toc231815653]2.3 Thematic Analysis of the Literature 
In a literature review, thematic analysis is a method that is applied to define, examine, and categorize prominent trends or themes in the current studies. The first step in the thematic review process has involved identifying and analysing the academic articles to build understanding of the key concepts and research questions. The findings, patterns and key concepts were then systematically categorised into broad themes for critical analysis and interpretation (Christou, 2022). Such themes are subsequently reviewed and narrowed down to make them clear and relevant to the topic of the research. The themes are then compared and contrasted in the various studies to determine any similarities, differences and gaps. Lastly, the results are made into sections, which assists in providing a clear and critical understanding of the research field.  
The literature review is divided into four themes, they are:
1. post-pandemic consumer adoption growth patterns of online shopping in India and the UK
2. Comparative analysis of consumer behaviour between the UK and India
3. Key challenges faced by consumers in post-pandemic online shopping environments
4. Strategic recommendations to improve consumer adoption in India and the UK markets
5. Theoretical Foundation and Contribution to Cross-Market Online Shopping Consumer Behaviour
[bookmark: _Toc231815654]2.3.1 Post-pandemic consumer adoption growth patterns of online shopping in India and the UK
Post-pandemic consumer adoption refers to the increased use of online shopping platforms following COVID-19, driven by safety, convenience, and digital access. This theme is significant because it clarifies the way in which consumer behaviour changed across different markets, such as the UK and the emerging markets, such as India, to influence retail strategies. This theme helps achieve Objective 1 through studying post-pandemic growth in adoption rates, which helps understand behavioural changes in both markets.
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[bookmark: _heading=h.ag11j8xjqlb]Figure 8: Dynamic Capabilities theory
(Source: Pereira et al., 2015)
The concept of post-pandemic adoption can be explained using Dynamic Capabilities, which suggests firms adapt to environmental changes by sensing, seizing, and reconfiguring resources. As Čirjevskis (2022) notes, companies that successfully implement digital technologies have an opportunity to adapt to evolving consumer needs and ensure a competitive edge. Dynamic Capabilities theory presupposes that organizations are able to constantly adjust to such disruptions as COVID-19. However, this might not be true in all markets, with up-and-coming economies, such as India, having infrastructural and regulatory restrictions, which restrict the application of the digital transformation on par with developed markets, such as the UK. Thus, although businesses are flexible to change, market-related restrictions restrain the usefulness of digital transformation in various economic settings.
Recent research has provided conflicting evidence on consumer adoption after the pandemic. Adopting a mixed-method approach of UK retail data and interviews, Nanda et al. (2021) state that COVID-19 had enduring, accelerating effects on the adoption of e-commerce because of digitalization and mobility limitations. This shows that the structural change in retail markets in the long run could be achieved due to pandemic-induced digital adoption. In a comparable study, Ghodture et al. (2025) discovered extensive expansion in online shopping owing to health consciousness and online interactions through a secondary study of 30 articles. This implies that the issue of health and internet connectivity played an instrumental role in adopting online shopping in the long term across the world. However, Diaz-Gutierrez et al. (2024), in a quasi-longitudinal survey with SEM, discovered that despite 75% of new users intending to continue with online shopping, 63%-85% of them are planning to revert to in-store shopping, indicating hybrid behaviour. This means that consumer behaviour is also moving towards hybrid shopping as opposed to total reliance on online shopping. Agarwal and Kandpal (2025) observed that in India online adoption is highly sensitive to price, and customers are more inclined to buy products in a way that is discounted as compared to the UK where convenience and quality are more important factors of purchase than price. This implies that the UK consumer behaviour is an indicator of the increased purchasing power and preference on shopping experience rather than on price reduction. Conversely, PLS-SEM based on 327 participants, Kaur et al. (2023) state that the hedonic motivation and habit are more likely to affect adoption, as opposed to necessity, which points to the possibility that growth after the pandemic will not be increasing but stabilising in India. On the same note, Diaz-Gutierrez et al. (2024) emphasize that physical stores do not undergo a complete digital transformation, leading to a reflection of online shopping as a supplementary resource. Overall, these studies contribute marginally to a more in-depth understanding of behaviour change over time, but cross-sectional studies can lead to a reduced level of generalisability. Thus, most of the studies are in agreement on higher adoption, but they differ on whether it is a sustainable adoption in the long term and its consistency in different contexts.
There is an evident gap in the literature in terms of comparative and context-specific knowledge in the adoption of online shopping after the pandemic in various markets. Moreover, a key gap in the literature is the emphasis by Nanda et al. (2021) on significant digital expansion while largely considering developed countries, which limits the ability to compare data across different nations. Similarly, the research conducted by Diaz-Gutierrez et al. (2024) indicates inconsistent long-term usage trends, although it is location-dependent. In contrast, Kaur et al. (2023) discuss the importance of human behaviour in adopting technology without including information about the post-COVID era. Thus, this gap underscores the necessity of cross-country studies that are integrated and cover behavioural and contextual variations in post-pandemic adoption.
[bookmark: _Toc231815655]2.3.2 Comparative analysis of consumer behaviour between the UK and India
Comparative consumer behaviour explains how attitudes, intentions, and actions differ across markets like the UK and India. Comparative consumer behaviour explains how attitudes, intentions, and actions differ across markets like the UK and India (Tarka et al., 2022). This study is significant as the adoption of online shopping after the pandemic is different based on the cultural, economic, and technological disparities, which affect the way consumers in both settings engage with online platforms like Amazon. This theme contributes to objective 2 through the comparative study between UK and India consumers’ behaviour, which highlights the major differences that contribute to the acceptance of online purchasing.  
Consumer behaviour differs across UK and India due to variations in attitudes, social influence, and perceived control in online shopping contexts. The Theory of Planned Behaviour (TPB) explains consumer behaviour based on attitudes, subjective norms and perceived behavioural control as factors that affect purchase intention. Theodorou et al. (2023) demonstrate that TPB can be used to reveal that positive attitudes and control are strong drivers of online shopping, and the decision-making process is influenced by social influence. TPB, however, is based on rational behaviour, which is not necessarily a complete description of cultural and economic differences in countries. Perceived behavioural control in the UK is enhanced with the presence of stable infrastructure, and in India, behaviour is influenced by social norms and affordability. Therefore, although TPB offers a powerful foundation, it needs to be contextualized in order to account for the cross-country variations in the adoption of online consumers effectively.
Comparison between India and the UK consumer behaviour reveals contradictory trends of consumer behaviour. Mallick et al. (2024) state that with mixed-method analysis of Amazon data, the shift to online shopping by Indian consumers was strong based on the safety factor and convenience, which means high digital adoption of the company. It means that the issues of safety and convenience played a critical role in boosting the rate of Indian consumer adoption of digital. Similarly, the analysis of secondary data by Jain (2022) revealed that Indian customers were more focused on basic items, purchases with good value, and digital payments, which are sensitive to the economy. This shows that Indian consumers are very price-sensitive and are mindful of affordability and necessities. But to the contrary, Aguirre and Menon (2024), with a mixed-method UK survey of retailers, concluded that the UK consumers valued sustainability, digital innovation and omnichannel experiences over price sensitivity. This is an indication of more mature consumer behaviour. Similarly, based on the bibliometric analysis of findings, Lim et al. (2023) suggest that the consumer behaviour in India is being influenced by ethical consumption and ESG issues more frequently, particularly in developed economies. This shows that consumers in the developed markets are becoming more focused on sustainability, ethics and socially responsible buying choices. 
There is also a definite gap in comparative studies of consumer behaviour under varying market conditions in various market contexts around the globe. A significant gap exists as Mallick et al. (2024) focus only on Indian consumer behaviour as well as Aguirre and Menon (2024) study UK consumers using independent variables, which do not allow direct cross-country comparison. None of these studies, however, combine behavioural, cultural and economic factors. Thus, the comparative studies investigating the differences in the post-pandemic consumption rates of Amazon UK and India are lacking, which leaves an evident gap in the need to conduct multi-market research context-specifically. Accordingly, this gap indicates the necessity of multi-market research of consumer behaviour differences after the pandemic.
[bookmark: _Toc231815656]2.3.3 Key challenges faced by consumers in post-pandemic online shopping environments
The online shopping conditions post-pandemic have brought some key challenges to the consumers, including the navigation of the online platform, privacy and delivery, and adaptation to the novel forms of e-commerce. Retailers need to understand such challenges in designing strategies to meet new consumer expectations, both in developed and emerging markets such as the UK and India. This theme supports Objective 3 as it reveals some of the major challenges in post-pandemic online shopping, which helps to comprehend the barriers encountered by consumers.
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[bookmark: _heading=h.hze3zc3l9tng]Figure 9: Digital Maturity Model
(Source: Ciruskabiri and Varnaseri, 2023)
In the face of post-pandemic online shopping conditions, businesses are forced to evolve digital capabilities to satisfy evolving customer demands and overcome obstacles to online shopping. Digital maturity theory analyzes the capacity of a company to cope with the changes in technology. Spremic et al. (2022) address the idea that organizations should be able to match digital tools to the needs of consumers to remain competitive. This notion is crucial in post-pandemic shopping when businesses have to age digitally to support the challenges experienced by consumers in changing the e-commerce environment. 
Recent research on consumer behaviour after the pandemic offers an idea of the obstacles encountered by consumers in the online world. Conceptual framework analysis and secondary data were utilized by Dali et al. (2020) to expose a range of issues such as data security-related issues, shifting shopping behaviour, and uneven digital accessibility in various geographical areas, especially in emerging economies such as India. According to their study, digital shopping skyrocketed, but the problem of trust and digital competence is still a serious obstacle. Similarly, Anand et al. (2023) discovered that in India, the lack of internet penetration and the lack of infrastructure remain the obstacles to the full potential of e-commerce. This introduces a one-sided shopping experience where convenience can be compromised with the delays of delivery and absence of consumer support, which leads to customer dissatisfaction. However, Chinthala (2022) also observed that UK consumers, who are enjoying the advantages of a well-developed digital infrastructure, have another set of problems, including information overload, security breaches, and the need to experience a more personalized experience. All these contribute to the unwillingness to use new platforms, despite the increase in digital options. On the other hand, Srinivasan et al. (2023), state that companies offering omnichannel services, which are enhanced with personalization via AI, make the issues consumers only need to encounter considerably lower. It observes that this type of approach results in improved customer retention and satisfaction after the pandemic. However, this literature underscores the fact that these innovations need digital maturity, which developing nations such as India have yet to attain. Overall, the challenges related to consumers are different in each of the markets, and in India, there are infrastructure gaps that need to be addressed with a specific approach, whereas in the UK, the issue is digital complexity, and trust, access, and experience have to be enhanced.
A notable gap in the literature is the lack of comparative analysis of sector-specific challenges faced by consumers when engaging in post-pandemic online shopping, especially in developed and emerging markets. Although Dali et al. (2020) are interested in digital barriers in the emerging market, and Srinivasan et al. (2023) emphasize the advantages of omnichannel, the sectoral differences in consumer experiences are not properly studied. Thus, this comparative analysis gap on sector-specific issues indicates that cross-market research on consumer experiences after the pandemic is necessary.
[bookmark: _Toc231815657]2.3.4 Strategic recommendations to improve consumer adoption in India and the UK markets
The strategic suggestions of how to enhance consumer adoption within the post-pandemic market relate to what the retail businesses can do to mitigate the obstacles and improve the consumer experience. Regarding online shopping, these strategies ought to be consistent with the new consumer demands and capitalize on the digital transformation to enhance engagement and conversion rates. This theme justifies Objective 4 by pinpointing strategic suggestions to increase consumer adoption and contribute to better marketing in the UK and India markets.
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[bookmark: _heading=h.o90j6q7k3q89]Figure 10: Technology Acceptance Model
(Source: Nikou et al., 2014)
Habib and Hamadneh (2021) observed that the Technology Acceptance Model (TAM) assumes that the major factors that affect the adoption of technology are perceived ease of use and perceived usefulness. When applied to online shopping, TAM effectively implies that the perceived value brought by online platforms motivates consumer acceptance, which will cause them to choose to remain involved with online shopping platforms like Amazon in India and the UK.
Recent research points to the differences in approach that are required in India and the UK in order to boost the uptake of online shopping by consumers. In a conceptual framework, Imschloss and Schwemmle (2024) suggest that retailers develop a value-based customer experience by prioritizing digital activity, technological advancements, and partnerships. This is echoed by Hoang et al. (2023), who state that online customer interaction, especially hybrid models, is central to the long-term growth in the luxury fashion industry. The pandemic has greatly changed consumer expectations, and Kappagantu et al. (2024) highlight that the proactive marketing efforts of Amazon in India, such as localized promotions, have played a key role in making consumers more engaged. Personalized marketing strategies are considered important in developing markets such as India, where online platforms may lack trust on the basis of infrastructural issues. On the contrary, however, Rosario and Raimundo (2021) noted that, as global e-commerce companies, including Amazon, have adjusted to the shift to digital, local rivals, including Flipkart, are also performing well by adopting the human touch in customer service and offline-online hybridization. The study found that in India, consumers still prefer human interaction despite the increasing trend towards digital shopping. On the contrary, Hoang et al. (2023) as well as Imschloss and Schwemmle (2024) emphasize that, in the UK, the approach should be to enhance the online interface and interaction strategies, where the level of digital maturity is stronger, and the rivalry is determined more by value-added services such as personalized recommendations and loyalty programs. Overall, these results suggest that market maturity and consumer expectations require various approaches to consumer adoption.
Despite existing studies, significant gaps remain in comparing market-specific strategies across different socio-economic contexts globally. Imschloss and Schwemmle (2024) concentrate mainly on high-tech and value-based retailing without touching on the infrastructural constraints of new markets. Further, Kappagantu et al. (2024) propose that more efforts should be directed towards localized marketing. Yet, they do not give the cross-cultural tactics of conducting business, such as Amazon, which has operations worldwide. Thus, additional studies are required to help overcome cross-market strategic variations that have an impact on consumer adoption.
[bookmark: _Toc231815658]2.3.5 Theoretical Foundation and Contribution to Cross-Market Online Shopping Consumer Behaviour
TPB describes behaviour in terms of attitudes, subjective norms, and perceived behavioural control, which shape intentions that affect actual actions of consumers. The Theory of Planned Behaviour (TPB) stated that human behaviour is motivated by three fundamental constructs: attitude, subjective norm, and perception of behavioural control (Hagger et al., 2022). All these factors combine to form behavioural intention of a person, which determines the actual behaviour. 
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[bookmark: _heading=h.pjcczd3j2cz0]Figure 11: Theory of Planned Behaviour (TPB)
(Source: Omotayo et al., 2020)
However, Leonov et al. (2023) noted that TPB assumes that consumer behaviour occurs through a rational and deliberate decision-making process, which may simplify the complexities of consumer behaviour in the real world. TPB has been perfected over the years; however, Tang et al. (2021) claim that TPB does not consider emotional, unconscious or spontaneous behaviour that may affect online shopping behaviour. This assists in the analysis of the consumer behaviour variation in online shopping adoption in the UK and India market.
TPB is valid because it attributes consumer intentions to the attitudes, norms, and control, although it has limitations in explaining emotional and contextual factors. TPB is frequently used to understand consumer behaviour, especially in the study of intentions to embrace new technologies such as online shopping (Ruiz-Herrera et al., 2023). It is an attractive framework as it provides a systematic approach to analyze the effect of attitudes, subjective norms and perceived behavioural control on behavioural intention. Instead, Chaudhary et al. (2025) noted that the inflexible assumptions of TPB about rational decision-making fail to take into account the impulse and emotion-based aspects of consumer decision-making, which are especially pertinent in the context of e-commerce. As an example, the extreme social and emotional aspects of online shopping, in particular, during the pandemic, put into question the emphasis on the theory of solely rational factors. In addition, as much as TPB has been used extensively, there has been little cross-country research using it, including comparisons between developed countries, such as the UK, and emerging markets like India, and it does not completely capture the role of infrastructure and regulation in online shopping adoption. This support analysing the online shopping adoption differences between the UK and India in the post-pandemic setting.
This research is an expansion of TPB to include contextual variables, such as infrastructure, regulation and digital maturity, to understand cross-market consumer behaviour differences. This study critically analyses TPB by subjecting it to cross-market consumer behaviour on Amazon UK and India, thereby broadening the scope of the theory to other infrastructural and regulatory contexts. However, the digital divide between these two nations is not entirely fit in TPB; its constructs, such as perceived behavioural control and subjective norms, do not reflect the constraints based on infrastructure in India. Conversely, this research will attempt to refine TPB by examining the effect of contextual factors such as regulatory constraints, economic differences and different levels of digital maturity in the two markets on consumer adoption. Overall, it aims at extending the theory by considering hybrid consumer shopping behaviour, where there is an overlap between online and offline behaviours. Such issues are often neglected by TPB due to its linear structure. This justifies the study by describing consumer adoption variations between Amazon India and the UK market.
[bookmark: _Toc231815659]2.4 Conceptual Framework
The conceptual framework integrates the important constructs used in behavioural theories to inform the study on post-pandemic online shopping adoption. It looks at the differences in consumer behaviour in Amazon UK and India and how they are affected by infrastructure, culture and economic factors in influencing adoption levels of the different markets.



Conceptual Framework for Post-Pandemic Online Shopping Adoption


Technology Acceptance Model (TAM)
• Perceived Usefulness
• Perceived Ease of Use



Consumer Online Shopping Behaviour
• Convenience Perception
• Trust in Platform
• Delivery Experience
• Price
Consumer Adoption of Online Shopping
• Adoption Frequency
• Purchase Intention
• Continued Platform Usage


Theory of Planned Behaviour (TPB)
• Attitude
• Subjective Norms
• Perceived Behavioural Control






[bookmark: _heading=h.4c2ptypisdh1]
[bookmark: _heading=h.91siwbf72vqy]Figure 12: Conceptual Framework
(Source: Self-Created)
The framework comprises three elements, including TAM and TPB, which determine Consumer Online Shopping Behaviour, which eventually determines Consumer Adoption of Online Shopping. Perceived Usefulness and Ease of Use have played a role in driving adoption in both markets, but in the UK, these factors are more significant, as infrastructure is stable, and digital adoption is strong. Trust in Platform and Convenience Perception, on the other hand, are more important in India because of the regulation issues, poor infrastructure and low digital penetration. Purchase intention is further influenced by Attitude, Subjective Norms and Perceived Behavioural Control, yet these factors differ much in the UK and India based on socio-economic and cultural factors, as identified byNanda et al. (2021) and Mallick et al. (2024). According to Sinha (2021), in India, price plays a major role in online shopping adoption as consumers are very price-sensitive and affordability and discounts are a major concern in their buying decisions. Conversely, Ognjanov et al. (2026) observed that consumers in the UK are not so price-sensitive and are more concerned with convenience, quality, and service experience than with low prices. Thus, this conceptual framework guides research by describing the effects of various variables on consumer adoption in Amazon UK and India.
This framework organizes the research by directing the analysis of the case in Chapter four and the cross-case synthesis in Chapter five. It concentrates on the differences in consumer behaviours between Amazon UK and India, placing emphasis on the variations in the adoption patterns based on the infrastructure, culture, and socio-economic aspects. The framework allows a more thorough insight into the variables that influence consumer adoption by comparing the two markets. As discoveries emerge in the process of analysing the case, the framework will be improved to make the conclusions drawn more accurate and relevant, and offer actionable information to the digital retail strategies of both markets.
[bookmark: _Toc231815660]2.5 Research Gap
There is a clear lack of comparative and context-specific research on post-pandemic online shopping adoption across developed and emerging markets. The current literature primarily aims at individual country settings, restricting cross-country knowledge. As an example, Nanda et al. (2021) concentrate on the developed markets, whereas Diaz-Gutierrez et al. (2024) demonstrate inconsistent long-term adoption patterns in different locations. Kaur et al. (2023) address behavioural factors without the context of the post-pandemic. In the same vein, Mallick et al. (2024) and Aguirre and Menon (2024) focus on India and the UK individually, without making a direct comparison.
This leaves a gap because these studies have not been combined in terms of behavioural, cultural and economic assets. Dali et al. (2020) emphasize the digital obstacles in the emerging markets, whereas Srinivasan et al. (2023) dwell on the benefits of the omnichannel, but no sector-specific comparisons are provided. Imschloss and Schwemmle (2024) and Kappagantu et al. (2024) do not discuss the differences in cross-market strategies as well. Thus, this research provides a more context-based and integrated comparison of Amazon UK and Amazon India.
[bookmark: _Toc231815661]2.6 Chapter Summary
The chapter presented an extensive literature review of studies about consumer adoption of online shopping after the pandemic, but specifically in the UK and India markets. Some of the important themes covered were patterns of growth, comparative consumer behaviour, consumer challenges and some suggestions on how to enhance adoption. The review identified the major gaps in the literature, especially in sector-specific issues and cross-country comparisons of consumer behaviour. It also identified inconsistencies in the sustainability of digital adoption and the contribution of infrastructure in the emerging markets, such as India. The literature was synthesized into a conceptual framework, which provided a systematic approach to the analysis of consumer adoption in India and the UK. In general, this chapter condensed the important themes, revealed gaps, and supported the conceptual approach to further empirical research. The conceptual framework remained unchanged since the findings did not question the relations that were proposed between TAM, TPB, consumer online shopping behaviour and consumer adoption. This framework did well to direct analysis for understanding how the four factors such as convenience perception, trust in platform, delivery experience, and price, played a role in influencing adoption across Amazon UK and Amazon India. These findings confirmed that these relationships hold true, as there is a significant impact of both behavioural and contextual factors on the adoption of online shopping in both markets. Chapter three will describe the empirical methodology of studying this framework by applying secondary data case studies. Chapter three explains the research methodology, focusing on design, data collection, and analysis methods used.



[bookmark: _Toc231815662]Chapter Three: Research Methodology
[bookmark: _Toc231815663]3.1 Introduction
Chapter two critically examined the post-pandemic online shopping adoption models based on the Technology Acceptance Model and Theory of Planned Behaviour and found the gaps in the behaviours, infrastructure and cross-market between Amazon UK and Amazon India. Building on the conceptual framework and research gaps determined in Chapter Two, this chapter describes the methodology applied to investigate the adoption of online shopping after the pandemic. It describes and justifies the research philosophy, approach, strategy and the design used in this study.
Research methodology is the systematic process adopted to collect, analyze and interpret data to meet the desired research objectives. The qualitative case study method is used to compare consumer behaviour in Amazon India with Amazon UK using secondary data. Data collection procedures, thematic data analysis methods and precautions taken to guarantee research rigour and ethical standards are also described in the chapter and give a clear and systematic basis to the empirical research.
[bookmark: _Toc231815664]3.2. Research Philosophy, Approach, and Design
[bookmark: _Toc231815665]3.2.1 Research Onion
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[bookmark: _heading=h.x705zthmflv6]Figure 13: Research Onion
(Source: Saunders et al., 2019)
The methodology has been organized using the research onion by Saunders et al. (2019). The philosophy of interpretivism, abductive approach, case study strategy and qualitative design were chosen. The data was collected using secondary data and thematic analysis. These decisions were explained to make sure that they would fit the objective of the study to analyze post-pandemic consumer behaviour in Amazon India and Amazon UK.
[bookmark: _Toc231815666]3.2.2 Research Philosophy
The study adopted an interpretivist research philosophy, where the focus is on comprehending phenomena in the social and contextual environment (Pervin and Mokhtar, 2022). Ontologically, the study made the assumption that consumer behaviour is socially constructed, and distinctly different between various market environments like India and the UK. Epistemologically, the development of knowledge was based on the interpretation of secondary data on consumer perceptions and experiences. This philosophy was validated because the study was meant to investigate how people view and interact with online shopping websites such as Amazon, but not to assess behaviour quantitatively.
[bookmark: _Toc231815667]3.2.3 Research Approach
The research adopted an inductive research approach because it is used to gain an understanding of patterns and insights from the existing data and observations. Secondary research allows a detailed discussion of a phenomenon in a real-world situation, especially where the limits between the phenomenon and the situation are not well defined (Hancock et al., 2021). This method assisted in making comparisons of Amazon India and Amazon UK. Secondary data from Amazon India and Amazon UK was analysed to understand the trends of the post-pandemic consumer behaviour. The inductive approach is different from deductive because one can develop a theory based on findings from observation and interpretation of context. Lim (2025) indicated that an inductive research approach was suitable as it enabled flexibility in exploring consumer behaviour in the real world, and was appropriate for comparative qualitative research.
[bookmark: _Toc231815668]3.2.4 Research Strategy
This study adopted a comparative qualitative case study strategy because it allowed for an in-depth comparison of the adoption of online shopping, consumer behaviour, and market conditions between Amazon India and Amazon UK, after the pandemic. Comparative case study is a research approach that allows one to compare several cases, seeking commonalities, differences and contextual factors that influence a phenomenon. This method was suitable as it allowed for a systematic comparison between the adoption of online shopping in the two countries, the consumer behaviour, and the market conditions, after the pandemic, for Amazon India and Amazon UK.  A case study method is a research approach that is employed to explore a phenomenon in its real-life context by conducting in-depth and detailed analysis (Oranga and Matere, 2023). This was appropriate as it allowed for a systematic comparison of the adoption of online shopping, consumer behaviour, and market conditions of Amazon India and Amazon UK in the post-pandemic era. A case study approach enables a detailed discussion of a phenomenon in a real-life situation, particularly when the boundaries between the phenomenon and the situation are not distinct (Hancock et al., 2021). This method assisted in making comparisons of Amazon India and Amazon UK.
[bookmark: _Toc231815669]3.2.5 Research Design
This study used a qualitative research design to understand consumer behaviour and perceptions in detail. This was a suitable design since it did not involve quantification of variables; it only entailed interpreting secondary data (Muzari et al., 2022). It facilitated an in-depth insight into the use of online shopping after the pandemic, both in Amazon India and Amazon UK, in various market settings.
[bookmark: _Toc231815670]3.3 Justification for selecting secondary data
[bookmark: _Toc231815671]3.3.1 Strength and Appropriateness of Secondary Data
Secondary data proved to be suitable in this study because it allowed obtaining access to a large amount of credible and up-to-date information about post-pandemic consumer behaviour (Rahid et al., 2022). Appropriate data and information for the study come from PWC India, Ofcom, Mintel, Economic Times, Times of India, industry reports and company annual reports, which can be used to analyze the post-pandemic consumer behaviour and online shopping adoption trends comprehensively. The study will analyse data in Amazon India and Amazon UK, the real-world application in various market settings. Moreover, the secondary data also enabled triangulation with several sources, making results more reliable and comprehensive, in addition to the comparison of a comprehensive methodology.
[bookmark: _Toc231815672]3.3.2 Acknowledge limitations
Despite its advantages, secondary data can also have limitations such as a bias in favour of positive results, a deficiency of process-level details and a limited control on the quality of data (Olipp et al., 2024). Also, the differences in data sources will potentially impact consistency. These limitations have been overcome by the selection of sources and cross-checking to increase credibility and reliability.
[bookmark: _Toc231815673]3.4 Data Sources and Data Collection
Secondary qualitative data were collected to yield relevant and credible data for comparison. Secondary qualitative data are known to give valid and authentic perspectives from academic, industrial and organizational sources which exist in the real world (Thorne, 2025). The study gathered information from various sources that are reliable for both Amazon India and Amazon UK, such as PWC India, Ofcom, Mintel, Economic Times, Times of India, Industry Reports, Company annual reports, etc. The sources were chosen for relevance, credibility and recent periods of publication (2021-2025) to ensure that the findings are accurate and up-to-date to study post-pandemic consumer behaviour. Overall, the use of secondary qualitative data allowed for a reliable, systematic and context-specific comparison of Amazon India and Amazon UK. 
[bookmark: _Toc231815674]3.5 Data Analysis Approach
The thematic data analysis method was used effectively by the respective study because of its capability to extract, interpret and offer comparisons with the main behavioural patterns and themes from the Amazon India and Amazon UK data. Basarir-Ozel et al. (2022) noted that thematic analysis was suitable because it allowed identifying and interpreting the main trends of qualitative data on consumer behaviour and adoption in a systematized manner.  The within-case analysis consisted of triangulation of several sources, whereas the cross-case comparison was used to find the patterns of impact on consumer behaviour and adoption performance in both markets. 
Thematic analysis was used to analyse recurring themes and patterns systematically, as Saunders et al. (2023) said that thematic analysis can be used to help thematically interpret and compare qualitative secondary data. In the process of thematic analysis, the study identified, coded, categorised and interpreted the themes that were found in the secondary sources of data (Ahmed et al. 2025). In view of the structured qualitative interpretation, relevant patterns are systematically compared between Amazon India and Amazon UK to generate meaningful findings and support the research objectives with regard to consumer behaviour, adoption of online shopping, and challenges faced during and after the pandemic.
Data Collection Table
	Research Onion Elements
	Selected Approach

	Research Philosophy
	Interpretivism Research Philosophy

	Research Approach
	Inductive Research Approach

	Methodological Choice
	Qualitative Method

	Research Strategy
	Comparative Case Study Strategy

	Time Horizon
	Cross-Sectional

	Data Collection Method
	Secondary Qualitative Data Collection Method

	Data Analysis Method
	Thematic Analysis


[bookmark: _heading=h.eckwpyti3yty]Table 3: Data Collection Method
(Source: Self-Created)
[bookmark: _Toc231815675]3.6 Research Quality and Rigour
In order to achieve quality research, several measures of validity and reliability were used. To ensure construct validity, several secondary data sources were used, and variables were clearly defined. In order to ensure internal validity (analytical rigour), thematic analysis with systematic and framework-based guidance was employed, and a clear connection between evidence and conclusions was made. Analytical generalisation and cross-case comparison of Amazon India and Amazon UK ensured external validity (generalisability). Detailed documentation of data sources, selection criteria and analytical procedures supported reliability (transparency and replicability). Ahmed (2024) stated that the trustworthiness in qualitative research was ensured by the credible secondary sources, transparency of analysis, and systematic interpretation. The dependability, confirmability and credibility of this research were enhanced by consistent documentation and cross-case comparison.
[bookmark: _Toc231815676]3.7 Ethical Considerations
Ethical considerations were relevant when maintaining credibility, transparency and academic integrity in this research study. Saunders et al. (2019) further reported that it is important in the research processes to practice correct data handling, proper referencing and good reporting throughout the study process so that it can be considered as ethical research. No participant consent was required since only secondary data sources were used in this study, and no human beings were involved. To avoid plagiarism and ensure academic honesty, all sources were cited appropriately. Moreover, the results of Amazon India and Amazon UK were not manipulated, selectively reported, or subjected to any sort of reputational bias, guaranteeing a trustworthy and ethically responsible research result. Overall, such ethical considerations contributed to the reliability of the study and helped analyse post-pandemic consumer behaviour.
[bookmark: _Toc231815677]3.8 Time Horizon 
(Time Horizon Gantt Chart attached in Appendix 3)
Time horizon is the time frame where the research activities are to be planned, implemented and completed systematically for the effective attainment of research objectives. Time horizon is important because it can be used as a way to arrange research activities, keep them on track, have them done on time and help to better organise the research project (Rusu, 2021).
The timeline of the research for the completion of the dissertation has been systematically followed as displayed in the Gantt Chart, for a period of twelve weeks. In Weeks 1-2, a topic for research was chosen. The introduction and literature review were completed between Weeks 3 and 6. The methodology was developed in Weeks 5-6, with data findings and data analysis in Weeks 7-8. The conclusion was finished in Weeks 9-10, and the final presentation of the dissertation was in Weeks 11-12. Overall, the chart shows that there were structured planning, time management and logical progression of the research activities during the study period.
[bookmark: _Toc231815678]3.9 Chapter Summary
In this chapter, the methodological approach followed in the study, such as the philosophy of interpretivism, inductive approach, secondary strategy and qualitative design, was described and justified. Secondary data and thematic analysis provided a rigorous, transparent and systematic way of approaching the research objectives. On the whole, the approach facilitates an extensive comparative analysis, which results in Chapter Four, which provides detailed findings of Amazon India and Amazon UK.

[bookmark: _Toc231815679]Chapter Four: Data Findings
[bookmark: _Toc231815680]4.1 Introduction
In Chapter Three, the research methodology was explained, which was used to investigate the adoption of online shopping between Amazon India and Amazon UK after the pandemic. Based on the philosophy of interpretivism, an inductive approach, a secondary research strategy and a thematic analysis method, the findings of the secondary qualitative data collected are presented in Chapter four. Data findings are systematic interpretations of research evidence that are gleaned from collected data, which can be used to discover patterns, comparisons, behavioural trends and significant research findings.
The chapter examines the comparative behavioural pattern, consumer adoption trends, operational issues and strategic considerations that affect the online shopping process in both markets, in a critical manner. The findings are created by employing trustworthy secondary sources like Amazon annual reports, Financial Times, Mintel, Reuters, Statista, industry reports, and other reliable databases. Throughout the chapter, comparative and contradictory analysis of consumer behaviour is used to note the differences between consumer behaviour in developed and emerging retail environments. Overall, the chapter gives evidence-based results to answer the research questions and improve understanding of the adoption behaviour of post-pandemic online shopping in Amazon UK and Amazon India.
[bookmark: _Toc231815681]4.2 A Comparative Case Study on Amazon UK and Amazon India 
[bookmark: _Toc231815682]4.2.1 Overview of the Amazon 
Amazon has been continuously growing in the retail industry globally with the constant expansion of its digital business, technological innovation and customer-centric business strategies in developed and emerging markets. Amazon Annual Report (2024) revealed the company's revenue of $638 billion for the year 2024, showcasing robust e-commerce growth and operational expansion in the post-pandemic era. Moreover, the integration of AI, the innovation of logistics, and the expansion of delivery infrastructure contributed to a further rise in total revenue to $717 billion in 2025, as per Amazon's Annual Report (2025). Amazon UK is part of an established online business landscape with sophisticated infrastructure, consumers' familiarity and trust, and reliable delivery systems, all of which enable convenience shopping. On the other hand, Amazon India operates in a market that is still in its early stages of growth, and the availability of affordable products, local delivery options, and easy access to digital platforms are crucial factors in consumer adoption. But the infrastructural inequality, operational complexity, and the difference in digital maturity of consumers create inconsistencies in the online shopping experiences of Amazon UK and Amazon India. 
This case study set out to examine post-pandemic online shopping adoption behaviour between Amazon India and Amazon in the United Kingdom. Its goal was to identify and examine the consumer's adoption patterns, the trust, convenience, payment preferences, delivery challenges and strategic responses that impact consumer online buying behaviour. The study also aimed to uncover the influence of market maturity, digital infrastructure and localisation strategies on consumer adoption and retention in both retail markets.
[bookmark: _Toc231815683]4.2.2 Post-Pandemic Growth of Online Shopping Adoption in India and United Kingdom
Adoption of online shopping was higher in the post-pandemic phase in India and the UK, but the data shows different adoption rates in the two countries. This theme assesses the pattern of online shopping growth following the pandemic and examines how the shopping habits of consumers differ between Amazon India and Amazon UK. 
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[bookmark: _heading=h.3mdfzaz2x978]Figure 14: Online Net Sales of Amazon
(Source: Amazon Annual Report, 2025)
Online-store sales (excluding retail sales) at Amazon rose from USD $247.03 billion in 2024 to USD $269.29 billion in 2025, reflecting continued online-store sales growth, even with the shift of online-store sales to become a normal way of doing business during the lockdown (Amazon Annual Report, 2025). This growth varied, however, across markets, as consumer expectations varied by digital maturity, infrastructure and income.
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[bookmark: _heading=h.haa3o3x3kg8c]Figure 15: How India Shops Online 2025
(Source: Bain, 2025)
Adoption in India seems to be more of an expansionist and convenience motive. As per Bain's (2025), India's e-retail value has grown to around $60 billion in 2024 and has over 270 million online shoppers, which makes it the second largest e-retail market by number of shoppers. This means that Indian adoption will not just be taking place from repeat mature market behaviour, but also new users, mobile access and broader digital inclusion. However, the UK sees a more developed but less rapid uptake. 
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[bookmark: _heading=h.bym2ugaejb5b]Figure 16: Online retail values
(Source: ONS, 2025)
Digital shopping is already a part of UK retail behaviour, with ONS (2025) reporting that online sales for the December 2024 period accounted for 27.0% of total retail sales.  On the other hand, IBEF (2025) estimates that India's online retail market was just 8% in 2024, with the growth projected to be 14% by 2028, suggesting India is structurally underpenetrated. This suggests that the UK consumer is more mature and shopping online regularly, whereas the Indian consumer is a high-growth but still developing online retail customer segment with ample opportunities for future growth.
Amazon India is indicative of this growth, with its adoption being done at a faster pace. According to the annual report (2025), Amazon Now in India has over 360 micro-fulfilment centres, a 25% month-on-month rise in orders and a tripling in the number of Prime members shopping on the platform since their launch. On the contrary, EMarketer (2025) pointed out that UK e-commerce penetration had levelled out at 30.4% in 2024, indicating that UK growth is not so much about getting people started as it is about keeping them engaged, delivering high-quality fulfilment and providing sufficient service differentiation. 
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[bookmark: _heading=h.mamqxcue1xs9]Figure 17: UK Retail E-commerce sales
(Source: EMarketer, 2025)
This suggests that when online platforms address immediacy, trust and convenience challenges, Indian consumers take to shopping online.
Overall, Amazon UK has established a robust logistics system and a high level of digital confidence; however, Amazon India has to build digital confidence and consolidate fragmented and price-sensitive customers with faster delivery and localised infrastructure. Thus, the uptake of adoption after the pandemic is deeper, but less rapid in the UK than in India, which is less penetrated but gaining at a higher rate.
[bookmark: _Toc231815684]4.2.3 Comparative Consumer Adoption Behaviour Between Amazon India and Amazon United Kingdom
Amazon consumers in the UK adopt based on mature, trust-based and convenience-driven adoption, but Amazon customers in India adopt based on opportunity-led and more cautious adoption. The theme is a comparison of consumer online shopping behaviour, trust, convenience, payment preference, and digital adoption in Amazon India and the United Kingdom. The country-attributed net sales of $37.855 billion of Amazon in the UK in 2024 mean that the online retailer has a developed consumer base, and online shopping is already a part of retail behaviour. According to the 2024 Annual report by Amazon, the consumer reaches Amazon via websites, mobile apps, and Alexa devices, streaming and physical stores, and Amazon competes based on low prices, fast delivery, convenience and customer service. This means that the adoption by UK consumers is more omnichannel and service-based. 
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[bookmark: _heading=h.5vhq871sm0xv]Figure 18: How India Shops Online
(Source: PWC India, 2026)
But Indian adoption is more price-sensitive and mobile-first. PwC India (2026) discovered that online shopping through apps is preferred by 45% of the Indian respondents surveyed, meaning that access to smartphones drives the adoption of online shopping more than access to desktops. Ironically, UK consumers are more digitally confident. 
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[bookmark: _heading=h.a2xwmdblasoc]Figure 19: Top ten organisations visited by UK online adults on smartphones, tablets or computers
(Source: Ofcom, 2025)
In May 2025, Ofcom (2025) said that Amazon websites and apps had 90% of online adults in the UK, which implies that the sites and apps are habitually dependent and have high brand recognition. Quite on the contrary, Indian consumers remain cautious with regard to payment. Economic Times (2026) mentioned that almost 50% of online orders in India remain cash-on-delivery, despite the rise of UPI, which is a sign that digital payment infrastructure has advanced at a higher rate than consumer trust in vendors, product quality and returns.
The same report also highlights an increase in shipping costs, from $95.8 billion in 2024 to $102.7 billion in 2025, which mirrors the greater consumer adoption that has been tied to higher promises of fulfilment costs (Amazon Annual Report, 2025). UK consumers believe a regular service yardstick is predictable, fast delivery, while Indian consumers sometimes see reliable delivery as a way of developing trust. 
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[bookmark: _heading=h.sqiq8abz17el]Figure 20: UK Online Retailing Market Analysis
(Source: Mintel, 2025)
Additionally, Mintel (2025) indicated that the UK online retail market was greater than £125 billion in 2024 and highlighted a mature, competitive market where retention and differentiation are key to adoption. On the other hand, Amazon classifies India as being under foreign-ownership restrictions and local regulatory risks, suggesting that institutional factors influence Indian adoption, as well as consumers (Amazon Annual Report, 2025). Hence, the adoption of Amazon UK may be more embedded and regular as compared to Amazon India, which is more mobile and trust-sensitive.
Overall, Comparative results reveal that Amazon UK shoppers' online shopping behaviour is relatively mature and convenience-oriented, while Amazon India shoppers' online shopping behaviour is very price-sensitive and trustworthy. Hence, the adoption in the UK is not only stable, but also more habitual (post-pandemic), whereas the adoption in India is still growing at a fast pace via mobile commerce and localisation strategies.
[bookmark: _Toc231815685]4.2.4 Post-Pandemic Consumer Challenges Affecting Online Shopping Behaviour on Amazon
The post-pandemic challenges for consumers on Amazon are not the same since Amazon UK is a mature market with trust and regulatory concerns, while Amazon India is experiencing structural, payment and delivery-confidence concerns. This theme examines factors affecting consumer issues relevant to trust, reliability, payment security and buying online following the pandemic at Amazon. According to Amazon's Annual Report (2024), limited fulfilment infrastructure, decreased credit-card usage, payment risk, privacy regulations and laws on consumer protection are all challenges that affect Amazon's international operations. This means that the adoption landscape in Amazon India is rather fragile, with consumers relying on the trustworthiness of the delivery service, the security of payment and regulatory certainty. 
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[bookmark: _heading=h.mbhnow274wga]Figure 21: Payment Trust issues in India
(Source: Economic Times, 2026)
Payment trust continues to be one of the major hurdles in the path of Amazon's adoption in India. While UPI growth has been seen, the Economic Times (2026) reported that still half of India's online purchases are cash-on-delivery as consumers are still apprehensive about the quality of products, the delivery process, and the return procedure. The findings suggest that while Indian Amazon consumers may be interested in e-commerce, they can safeguard themselves by delaying payment until they have received the goods. 
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[bookmark: _heading=h.zc4e8482ryg4]Figure 22: UK secures action from Amazon to tackle fake reviews
(Source: Reuters, 2025)
The consumer challenge facing Amazon UK is thus one of credibility and not access. According to Reuters (2025), Amazon signed an agreement with the UK Competition and Markets Authority to enhance measures against fake reviews, the punishment of businesses with fake ratings, and catalogue abuse. It shows that the authenticity of the reviews plays a significant role in the purchase decisions of consumers in the UK, which makes a strong reliance on the information system in Amazon one of the key prerequisites of such an adoption. 
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[bookmark: _heading=h.y48ofhjvjiq0]Figure 23: Transactional Delivery and Refund Issues
(Source: Times of India, 2025)
On the contrary, the Amazon India problem is more transactional, as improper deliveries and the inability to provide refunds directly harm the trust of consumers. As an illustration, a consumer court was quoted by The Times of India (2025) that Amazon, a seller and a delivery agent, should compensate a customer due to a wrong delivery and a delayed refund. This implies that the failure of post-purchase services may undermine repeat adoption in India.
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[bookmark: _heading=h.54c2m0vkx9wo]Figure 24: Amazon Cost of Sales
(Source: Amazon Annual Report, 2025)
This challenge is also supported by the evidence of costs at Amazon. Amazon's shipping expenses rose by 2025 to $102.7 billion compared to $95.8 billion in 2025, and fulfillment expenses rose because of higher sales and investment in the fulfillment network (Amazon Annual Report, 2025). This shows that there is increasing pressure on operations due to consumer demands to deliver faster, more accurate and reliable delivery.
Overall, the post-pandemic consumer challenges confronting Amazon UK and Amazon India are opposite due to the focus of UK consumers on the credibility of reviews and transparency of the platforms, and Indian consumers on the effectiveness of payment, reliability of delivery, and effectiveness of refund. Thus, consumer-retention strategies of Amazon should not be globalised but still market-oriented.
[bookmark: _Toc231815686]4.2.5 Strategic Recommendations Influencing Consumer Online Shopping Adoption Across Retail Markets
The strategic recommendations must acknowledge that Amazon India must be embraced through adoption-building strategies and Amazon UK must be embraced through retention and trust-protection strategies. This theme suggests tactical methods that enhance consumer confidence, convenience, localisation, and digital interaction to enhance online shopping adoption across the world. 
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[bookmark: _heading=h.x0bamotp1fyk]Figure 25: Invent the Nest Inflections
(Source: Amazon Annual Report, 2025)
The 2025 report published by Amazon reveals that the company runs more than one million robots in its fulfilment centres, which points to the fact that automation must be increased to decrease the number of delays in the delivery process and enhance fulfilment accuracy (Amazon Annual Report, 2025). However, the strategy means different things in different markets. Robotics can ensure service reliability in a developed market; in contrast, in India, automation needs to contribute to the reliability of the last mile, where inconsistent delivery remains an issue of adoption.
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[bookmark: _heading=h.820tlpjy5u03]Figure 26: Amazon India creates 150,000 seasonal jobs
(Source: Economic Times, 2025a)
Amazon India needs to focus on the regional expansion of fulfilment in Tier-2 and Tier-3 cities. According to Economic Times (2025a), Amazon India generated 150,000 seasonal positions in 2025, as compared to 110,000 in 2024, primarily in fulfilment, sortation and last-mile delivery network. This implies that the demand is shifting out of metropolitan consumers, and Amazon India must localise logistics capacity to smaller-city adoption, instead of basing it on national-scale infrastructure. 
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[bookmark: _heading=h.aqfhrlxoj4ce]Figure 27: What Britons expect from retail & delivery
(Source: YouGov, 2025)
Conversely, Amazon UK must consider delivery transparency and convenience in returns since the YouGov report on online delivery in the UK (YouGov, 2025) shows delivery and returns policies as defining online shopping expectations of the British online. This shows that online shopping is already practiced by UK consumers, though they might switch to a different retailer when there is a weak delivery control or returns.
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[bookmark: _heading=h.elwuuwscts8u]Figure 28: Personalisation through Gen-AI application
(Source: Amazon Annual Report, 2024)
However, personalisation, which Amazon ought to augment through AI, should not be done in both markets in a similar manner. In 2024, the annual report indicated that Amazon was constructing over 1,000 GenAI applications in the field of shopping, advertising, personal assistants and other experiences (Amazon Annual Report, 2024). This shows that AI has the potential to amplify adoption due to enhanced search, product discovery and customer service. But the UK consumers might need transparent AI advice as their expectations on privacy are higher, and the Indian consumers might appreciate AI more, where it can enhance language localisation, price discovery and product trust.
Ironically, Amazon UK needs to invest more in platform governance, whereas Amazon India needs to invest more in accessibility. According to Reuters (2025), Amazon signed an agreement with the UK CMA to enhance measures against fake reviews, which means that the reliability of the rating is a strategic issue in the UK. 
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[bookmark: _heading=h.2icxloz3wy4e]Figure 29: Indian E-retail Market
(Source: Bain, 2025)
On the other hand, the 2025 India e-retail report by Bain emphasizes the swift commerce and emerging-city expansion, which means that Amazon India needs to integrate ultra-fast delivery, localizing interfaces and seller authentication to transform reluctant users into repeat clients. Thus, the adoption strategy ought to be localised as opposed to internationalised.
Overall, strategic suggestions point to the fact that Amazon UK needs more transparency and service-retention strategies, and Amazon India needs more localisation, expansion of trust and fulfilment. Thus, market-specific strategies are better than globalised strategies in maintaining post-pandemic online shopping adoption behaviour.
[bookmark: _Toc231815687]4.3 Chapter Summary
The data findings of the post-pandemic consumer adoption of Online Shopping between Amazon India and Amazon UK were presented and critically analysed in this chapter. The findings showed that the rate of online shopping adoption has grown markedly since the outbreak of the pandemic in both markets. Still, there was a significant difference between the consumer behaviour, level of trust, dependency on infrastructure and expectations of operations of the two markets. Comparative analysis revealed that the UK consumers had more mature and convenience-oriented adoption behaviour, while Indian consumers were more price sensitive, mobile inclined and relying on trust. The chapter also highlighted some critical factors that could pose significant problems for Amazon in the years to come after the pandemic, such as delivery reliability, payment confidence, fake reviews and regulatory pressures. Additionally, it was revealed that the findings of the research indicated that strategies designed specifically for the market were more successful than the use of standardised global strategies in order to promote online shopping. Overall, the chapter has achieved the research goals through evidence-based and comparative thematic findings that will be discussed and interpreted in Chapter Five, which will critically discuss and interpret the findings and existing literature and theoretical frameworks.




[bookmark: _Toc231815688]Chapter Five: Discussion
[bookmark: _Toc231815689]5.1 Introduction 
Chapter four discussed comparative results based on the behavioural patterns, challenges faced by consumers, and strategic considerations for the adoption of online shopping between Amazon UK and Amazon India, respectively. Based on these findings, the results are critically discussed and interpreted through the linking of the results with the existing literature, the theoretical approach, the conceptual framework and the research aim as presented in Chapter five. Data analysis is defined as the systematic analysis and interpretation of data to reveal relationships, patterns, contradictions, and theoretical implications in the collected data. A thematic analysis method was used to systematically interpret and compare themes of behaviour that were revealed from secondary qualitative data. For this reason, the results of the findings are discussed, interpreted, justified and aligned with theory through a thematic discussion, comparative interpretation, objective justification and theoretical alignment to explain the factors that affect the adoption of online shopping in developed and emerging retail markets after the pandemic.
[bookmark: _Toc231815690]5.2 Analysis of Results in Alignment with Research Objectives 
[bookmark: _Toc231815691]5.2.1 Expansion of Post-Pandemic Online Shopping Trends in India and the United Kingdom
The results showed that there was a significant increase in online shopping after the pandemic. But the adoption patterns were different due to the maturities of the digital infrastructure, markets and consumer readiness in the UK and India. According to Amazon’s Annual Report (2025), the e-commerce sales of the Amazon online store rose from USD $247.03 billion (2024) to USD $269.29 billion (2025), indicating that the trend of e-commerce adoption has continued to accelerate globally post-COVID-19. This discovery aligns with Nanda et al. (2021), who stated that the pandemic had a long-term structural impact on retail behaviour, as mobility restrictions and accelerated digitalisation had a positive impact. For instance, Bain (2025) noted that India has more than 270 million online shoppers and close to $60 billion in e-retail value in 2024, and that the growth in adoption in India is fueled by digital inclusion and the growing penetration of the internet and smartphones. This is in line with the findings of Ghodture et al. (2025), which found that health consciousness and digital connectivity are among the factors that led to increased adoption of online shopping post-pandemic.
However, comparative results also show conflicting behaviour of the Indians and the British. ONS (2025) reported that online retail sales accounted for 27% of the total retail sales in the UK in 2024, whereas IBEF (2025) pegged the online retail penetration rate in India at 8%, which is comparatively low. This shows that online shopping has become a regular part of the shopping activity of the UK consumers, and the Indian consumers are a fast-growing but structurally underpenetrated market. These findings corroborate the findings of Agarwal and Kandpal (2025), who noted that Indian consumers are still more price sensitive and adoption is more convenience-centric and affordable, as compared to UK consumers. Moreover, the report by EMarketer (2025) pointed out that the penetration of e-commerce in the UK has levelled out at 30.4%, which aligns with Diaz-Gutierrez et al. (2024), who noted that consumers' shopping habits are not solely digital in the post-pandemic era. Thus, the Dynamic Capabilities theory is still pertinent as Amazon has differently adjusted the fulfilment infrastructure, localisation and digital services in both markets to ensure that consumers continue to adopt them, despite the limitations in both contexts.
This analysis specifically addressed Objective 1, which was to critically analyse the growth patterns, behavioural changes and differences in adoption of online shopping in post-pandemic UK and India, directly contributing to the research aim of understanding the evolution of online shopping adoption in developed and emerging retail markets in the post-pandemic era.
[bookmark: _Toc231815692]5.2.2 Cross-Market Consumer Behaviour Differences Between Amazon India and Amazon UK
The findings indicated that the adoption behaviour of consumers was very different between the UK and India, mostly due to the different levels of trust, affordability, digital infrastructure and consumer confidence. According to Amazon's Annual Report (2024), the net sales of Amazon UK are $37.855 billion in 2024, which means that online shopping is an established and full-fledged retailing activity in the UK market. This is compounded by Ofcom's (2025) findings that Amazon websites and apps were accessible to 90% of online adults in the UK, that they felt confident using digital platforms and that they use the platform regularly. These findings align with the findings of Aguirre and Menon (2024), who stated that the UK consumer is less price sensitive and cares more about convenience, omnichannel experiences and service quality. In the UK online retail market, for example, Mintel (2025) pointed out that the total market is now over £125 billion in 2024 and that while it is essential to get customers on board, it is equally as critical to keep them engaged and make them feel special through the experience.
On the other hand, the results indicate that the Indian consumers are still cautious, mobile-first and price-sensitive. According to PwC India (2026), 45% of Indian respondents preferred online shopping via mobile apps, highlighting the influence of smartphone accessibility on digital adoption practices. This aligns with Mallick et al (2024), who pointed out that online shopping's adoption among Indian consumers was hastened by convenience and accessibility following the pandemic. But Economic Times (2026) found that close to half of all ecommerce transactions in the country are still COD, which confirms that digital payment systems have evolved much faster than consumer confidence towards the quality of products, return policies and delivery guarantees. These results are in accordance with Jain (2022), who stated that Indian consumers are price-oriented and economically sensitive when shopping online. Moreover, the Theory of Planned Behaviour is still applicable as perceived behavioural control varies significantly between the two markets, as UK consumers can rely on the availability of digital infrastructure, while Indian adoption behaviour is driven more by affordability, trust and social factors.
This analysis has effectively explained Objective 2 by comparative analysis of consumer trust, convenience, payment preference and digital behaviours of Amazon UK and Amazon India, which has contributed to the research aim by identifying behavioural and contextual factors that affect the adoption of online shopping after the pandemic in different market contexts.
[bookmark: _Toc231815693]5.2.3 Consumer Barriers and Behavioural Challenges Influencing Post-Pandemic Online Shopping Adoption
It is observed from the findings that the challenges faced by consumers during the post-pandemic period were different in the UK and India, with quality of infrastructure, level of digital maturity, trust issues and operational reliability being significant factors to consumer adoption behaviour. According to Amazon’s Annual Report (2024), fulfilment constraints, payment risks, and consumer-protection regulations are among the key operational risks that impact international online retail performance. These findings are very much in tune with Dali et al. (2020), who found that the attitude of trust, digital accessibility and security are important issues that hinder the continued adoption of online shopping, especially in emerging economies like India. In the same way, the Economic Times (2026) reported that nearly half of the online purchases made in India are still on cash-on-delivery, which is a testament to the relatively low levels of consumer trust in payment systems, delivery security, and refund policies. This discovery correlates with Anand et al. (2023), which emphasised that the limited adoption of e-commerce in India is still hindered by infrastructural limitations and inconsistent customer-service experiences.
On the other hand, the results show that the consumer issues in the UK are not so much about accessibility, but rather digital credibility and platform transparency. Amazon beefed up against fake reviews and catalogue abuse after deals with UK regulators, said Reuters (2025), noting the UK population's reliance on reliable digital information before buying online. The results have aligned with the findings of Chinthala (2022) that in the context of digitally mature economies, consumers are no longer satisfied with being digitally present in their shopping but are now expecting more secure, transparent, and personalised experiences. Moreover, Amazon has seen a rise in shipping and fulfilment expenses as customers' demands for speed and efficiency have risen, as confirmed by their Amazon Annual Report (2025). This finding is further aligned with Srinivasan et al. (2023), who stated that omnichannel integration and AI-supported services boost customer satisfaction, but these services require a high level of digital maturity. 
Thus, the analysis effectively justified Objective 3 by critically identifying the barriers that consumers are facing in the post-pandemic environment and affecting the adoption of online shopping, and supported the research aim by explaining the different impact that trust, operational reliability and digital infrastructure had on consumer behaviour in relation to both Amazon UK and Amazon India.
[bookmark: _Toc231815694]5.2.4 Strategic Factors Enhancing Consumer Adoption of Online Shopping Across Retail Markets
It is identified that marketers' strategies for localizing, optimizing fulfilment operations, and creating a more personalized customer experience were more successful at encouraging consumers to shop online post-pandemic than global strategies. In the Amazon Annual Report (2025), the company mentioned that it has over one million robots deployed at fulfilment centres to illustrate how automation and logistics innovation contribute to enhancing the efficiency and convenience of delivering to customers. These findings align strongly with the call by Imschloss and Schwemmle (2024) for retailers to invest in technological capacity and digital interactions to ensure the ongoing adoption of these technologies. 
Additionally, Economic Times (2025a) pointed out that logistics expansion is growing in Tier 2 and Tier 3 cities in India, and that Amazon India is increasingly relying on localisation strategies to ensure access to consumers and build trust. This is consistent with the recommendation of Kappagantu et al. (2024) that localised engagement strategies are more impactful for weaker markets in terms of digital confidence. However, YouGov (2025) saw that UK consumers prefer clear delivery terms and easy return procedures, thereby agreeing with Hoang et al. (2023) that online delivery expectations are becoming more personalised and value-added for digitally mature consumers. Similarly, Amazon's Annual Report (2024) uncovered over 1,000 Gen-AI applications underpinning shopping and customer-service capabilities and released the AI expectations for markets, including the UK, where consumers prioritise privacy and transparency, and India, where they seek localisation and affordability. Hence, the analysis was successful in achieving Objective 4 as it critically identified market-specific strategic recommendations that enhance consumer trust, localisation, fulfilment efficiency, and digital engagement across online retail markets. 
[bookmark: _Toc231815695]5.3 Key Discussions to meet Research Objectives
The results highlighted the importance of understanding the factors driving the adoption of online shopping after the pandemic in both Amazon UK and Amazon India, given the differences in digital maturity, infrastructure, and consumer shopping habits. Objective 1 was successfully addressed by critically examining the trends and shifts in behaviour that have driven online shopping adoption in developed and emerging markets since the pandemic. These were confirmed by Amazon Annual Report (2025), Bain (2025) and ONS (2025), which found that the UK was a more mature market with online shopping being a core part of the traditional shopping habits, while India was a fast-growing but structurally under-penetrated market. Likewise, Nanda et al. (2021) and Ghodture et al. (2025) established that the COVID-19 pandemic accelerated the digitalisation and transformed the shopping habits for the long term in the global retail sector. Hence, it directly supported the research aim, as it explained the evolution of online shopping adoption after the pandemic in the UK and Indian context of Amazon.
Additionally, the research discovered that trust, affordability, convenience, and digital confidence were very distinct among the two markets in terms of consumer adoption behaviour. In order to justify Objective 2, a comparative analysis of consumer trust, orientation towards convenience, payment preferences and digital behaviour between Amazon UK and Amazon India. According to data from Ofcom (2025), Mintel (2025) and PwC India (2026), UK consumers exhibited what was deemed to be ‘mature and convenience driven’ behaviour, with stable infrastructure, while Indian consumers continued to be ‘mobile first, cautious and price sensitive’. The result was consistent with the results of Aguirre and Menon (2024), Jain (2022), and Mallick et al. (2024), who found behavioural differences between developed and emerging retail markets. Moreover,  providing a critical identification of the barriers that may have been present in both markets in the aftermath of the pandemic, thus justifying Objective 3. Reuters (2025), Economic Times (2026), and the Amazon Annual Report (2024) all emphasised that platform transparency and review credibility are key concerns for UK consumers, and payment trust, delivery reliability, and refund effectiveness are key concerns for Indian consumers.
Finally, the results showed that market-specific strategies were more successful at sustaining online shopping adoption behaviour than standardised global strategies. Findings and analysis of Objective 4 critically identify strategic recommendations related to localisation, fulfilment efficiency, automation and digital engagement. According to Amazon's Annual Report 2024 and 2025, and figures from YouGov (2025), Amazon UK needed more improvement in personalised digital experience, transparency, and retention, whilst Amazon India needed more localisation, fulfilment expansion, and trust building.
The comparative case study validated the application of the conceptual framework's explanation of how online shopping has been adopted in the two case studies of Amazon UK and Amazon India, during the post-pandemic period. The study findings showed that the convenience perception and trust were impacted by TAM factors, such as usefulness and ease of use, in different ways in both markets. Indian consumers emphasised affordability, trust and accessibility, while UK consumers had more digital confidence and behaviourally more convenient. Additionally, the constructs of TPB differed considerably across markets due to economic and infrastructural differences.
Further, the conceptual structure was confirmed as there were direct links between trust, convenience perception, delivery experience, and price sensitivity and the adoption frequency, purchase intention, and continued use of the platform in both Amazon UK and Amazon India.
[bookmark: _Toc231815696]5.4 Chapter Summary
In summary, the analysis and discussion critically analysed the behaviour, operational, and strategic factors that affect the adoption of online shopping in the post-pandemic era in Amazon UK and Amazon India. The results demonstrated the significant differences between developed and emerging retail markets in terms of consumer adoption behaviour for the four key drivers of digital maturity, trust, affordability, infrastructure and localisation. Moreover, the theoretical frameworks and thematic analysis were able to aid in the interpretation of comparative consumer behaviour and market-specific strategic needs post-pandemic.
[bookmark: _heading=h.ij0deyeqg9m2]

[bookmark: _Toc231815697]Chapter Six: Conclusion 
[bookmark: _Toc231815698]6.1 Overall Conclusion
Overall, this study compared the adoption of online shopping in the Amazon Retail Market in the UK and the Amazon Retail Market in India and critically analysed the former. The study was designed to examine the impact of behavioural, operational and strategic factors on the acceptance of online shopping in developed and emerging retail environments post-COVID-19.
The study was based on the interpretivism philosophy, an inductive research approach, a comparative case study strategy, and a thematic analysis method based on secondary qualitative data obtained from credible academic, industrial and organisational sources. The analysis and findings showed that Amazon UK had characteristics of a mature and convenience-oriented online shopping environment facilitated by robust digital infrastructure, transparency, and established consumer behaviour patterns.
The findings also pointed to the key issues faced by both markets in the post-pandemic period, such as payment trust, operational reliability, platform transparency and fulfilment restrictions. Moreover, it was identified that market-specific strategies like localisation, fulfilment expansion, AI-driven personalisation, and trust-building strategies are more successful than a globalised strategy. 
[bookmark: _Toc231815699]6.2 Linking with Objectives
[bookmark: _Toc231815700]6.2.1 Linking with Objective 1
Objective 1 was completed by critically analysing the growth of online shopping post-pandemic on the Amazon UK and Amazon India platforms. The insights showed that India was seeing rapid adoption growth via smartphone penetration and digital inclusion, while the UK had demonstrated online shopping adoption that was mature and stable. Following the COVID-19 outbreak, Amazon has shown to be very successful in e-commerce, as shown in its 2025 Annual Report. In addition, Pereira et al. (2015) highlighted that Dynamic Capabilities Theory was found to be a good explanatory framework for understanding the different ways in which Amazon's fulfilment infrastructure, localisation, and digital services were developed in developed retail markets and emerging retail markets, respectively, to support consumer adoption patterns.
[bookmark: _Toc231815701]6.2.2 Linking with Objective 2
Objective 2 has been achieved by the comparative analysis of the difference between the consumer behaviour of Amazon UK and Amazon India. The results showed that UK consumers behaved maturely, as consumers used it for convenience and were digitally confident, while Indian consumers were mobile-first, cautious, and very price-sensitive. Ofcom (2025) noted high digital confidence among UK consumers, and PwC India (2026) pointed to online shopping behaviour facilitated by smartphones in India. Moreover, Leonov et al. (2023) noted that the Theory of Planned Behaviour was found to be a good model to explain the different effects of trust, affordability, and perceived behavioural control on online shopping adoption behaviour for developed and emerging shopping contexts.
[bookmark: _Toc231815702]6.2.3 Linking with Objective 3
Objective 3 was accomplished by thoroughly understanding the barriers to online shopping adoption by consumers after the pandemic in Amazon UK and Amazon India. The results showed that platform transparency and credibility of reviews were the top concerns for UK consumers, while payment trust, the refund system and delivery reliability were the primary concerns for Indian consumers. The Economic Times (2026) proved that the by far less trusted digital trust in India was a major reason for cash-on-delivery having a significant importance. Ciruskabiri and Varnaseri (2023), consistent with previous research, identified factors such as digital maturity, infrastructure, and operational reliability as key factors in shaping an enduring online shopping behaviour following the pandemic.
[bookmark: _Toc231815703]6.2.4 Linking with Objective 4
Objective 4 was fulfilled by making critical recommendations for the market, which will affect their online shopping adoption on Amazon UK and Amazon India. The results showed that Amazon UK was in need of more transparency, personalised digital experiences and customer-retaining strategies, while Amazon India needed to localise, expand fulfilment and create strategies for building trust. Amazon has reported on growing efforts to personalise and automate customer interactions, which are enhanced by AI capabilities in its 2024 Annual Report. Moreover, Habib and Hamadneh (2021) showed that the TAM model was suitably applied to understand the factors affecting consumer adoption behaviour in developed and emerging online retail markets, and perceived usefulness and ease of use had a significant effect.
[bookmark: _Toc231815704]6.3 Recommendations
Strengthen Payment Security and Refund Transparency in Amazon India
Amazon India needs to enhance the security of payments and make the refund process more transparent to boost customer confidence. In this regard, Chowdhury (2025) revealed that the cash-on-delivery system is still in use due to payment and refund-related issues. All these concerns diminish trust in online transactions and deter re-purchases. In turn, these secure verification protocols and clear refund policies can boost customer confidence, customer loyalty, and sustainable online shopping.
Increase AI-Based Personalisation with Market-Specific Adaptation
Amazon could improve its recommendations and customer service with market-specific personalisation made easier by AI. Perez-Vega et al. (2021) identified how AI enhances customer engagement and shopping experience. The UK's consumers are increasingly interested in personalised services, whereas Indian consumers look towards affordability and localisation. Leveraging AI features to cater to varying user preferences can then enhance user engagement, satisfaction, and retention on the platform, effectively across both markets.
Expand Localised Fulfilment Infrastructure Across Tier-2 and Tier-3 Cities in India
Amazon India needs to increase the number of their fulfilment centres and last-mile delivery networks in developing regions. Dagar (2025) has emphasized the lack of infrastructure and service quality. Delayed and erratic deliveries affect the consumers' confidence and convenience in making online purchases. Enhancing the local logistics system can thus enhance the efficiency of operations, accessibility, and uptake by new consumer groups.
Enhance Platform Transparency and Review Authenticity in Amazon UK
Amazon UK needs to tighten up its practices with regard to bogus reviews, inaccurate product descriptions and seller wrongdoing. Crawford et al. (2023) reported that there is a high level of trust in digital information before consumers buy online in the UK. False reviews can cause a lack of trust and affect a reputation on the platform. Hence, enhancing the authenticity and transparency of the review can help to build trust, engagement, and long-term loyalty among consumers.
Develop Market-Specific Consumer Engagement Strategies
Amazon should take a more flexible view of its pricing, marketing and engagement strategies on a market-by-market basis rather than relying on standardised global strategies. According to Purcărea et al. (2022), there is a gap between the consumer expectations of developed and emerging markets. Affordability, trust and digital maturity differ from one country to another and thus call for specific strategic responses.
[bookmark: _Toc231815705]6.4 Conceptual framework contribution to knowledge
The conceptual framework helped to contribute to the knowledge by introducing the Technology Acceptance Model (TAM) and Theory of Planned Behaviour (TPB) in a comparative developed and emerging market context. The framework indicated that the perceived usefulness, ease of use, attitude, subjective norms, and perceived behavioural control had varying impacts on the consumer's online shopping behaviour on Amazon UK and Amazon India.
Moreover, the framework is built upon the existing knowledge by introducing the factors of trust, convenience perception, delivery experience and price as important behavioural factors that connect theoretical constructs to the adoption outcomes. The results showed that acceptance of technologies was not the only influencing factor for the adoption behaviour, but that market-specific factors like affordability, infrastructure and localisation also played a role.
[bookmark: _Toc231815706]6.5 Research Limitations
Despite providing valuable insights, this study faced several important limitations. Firstly, by relying on secondary, qualitative data only, it did not allow for a direct examination of consumer perceptions, which could have led to a reported behaviour being perceived as an institutional interpretation of what occurred rather than a consumer perception. Secondly, the study was limited to Amazon UK and Amazon India, so it was not possible to identify whether the results were platform-specific or generalisable to broader ecommerce markets. Additionally, reporting was not standardised across markets and there were regional differences in the data available, which could affect interpretations across markets. Another limitation of the study was that behavioural, operational and strategic factors were the main focus, with psychological factors such as emotions, risk perception and personal motivation not explored extensively, as this resulted in less behavioural depth.
[bookmark: _Toc231815707]6.6 Future Scope of the Study
Future studies should also employ primary research techniques like surveys and semi-structured interviews, or focus groups, to better understand online shopping habits, convenience perceptions, and consumer trust in the future. The platforms can be compared with other marketplaces like Flipkart, eBay, and Alibaba to gain a wider understanding across markets. In addition, a longitudinal study would provide an opportunity to look at changes in behaviour over time. Demographic and psychological aspects, such as age, income, digital literacy and culture impacting the adoption of online shopping, should also be examined in future studies.
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	Nanda et al. (2021)
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	Mixed-method approach with retail data and interviews, good methodology
	Published in Journal of Urban Management, reputable journal
	Aims to assess post-pandemic retail shifts in developed markets

	Ghodture et al. (2025)
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	Published in a peer-reviewed journal, well-cited
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	Diaz-Gutierrez et al. (2024)
	Published in 2024, focuses on longitudinal consumer trends
	Quasi-longitudinal survey, SEM, high reliability for trend analysis
	Published in Transportation Research Record, a recognized academic source
	Explores long-term consumer behaviour shifts and hybrid shopping patterns

	Kaur et al. (2023)
	Published in 2023, recent post-pandemic study
	PLS-SEM methodology, valid sample size
	Published in Transnational Marketing Journal, reputable journal
	Focuses on the role of hedonic motivation in consumer behaviour in India

	Imschloss and Schwemmle (2024)
	Published in 2024, highly relevant to digital transformation post-pandemic
	Conceptual framework, reliable for understanding strategic shifts
	Reputable authors in business economics
	Discusses digital transformation’s role in post-pandemic retail

	Hoang et al. (2023)
	Published in 2023, recent, focuses on luxury e-commerce
	Qualitative thematic analysis, valid approach for engagement insights
	Published in Electronic Commerce Research, reputable journal
	Focuses on engagement strategies for luxury brands in the post-pandemic world

	Kappagantu et al. (2024)
	Published in 2024, highly relevant for Amazon's marketing strategies in India
	Comparative case study of Amazon and Flipkart, reliable methodology
	Published in Feedback International Journal of Communication, relevant journal for marketing studies
	Aims to compare online strategies between Amazon and Flipkart in India

	Rosário and Raimundo (2021)
	Published in 2021, relevant to the last decade’s e-commerce evolution
	Systematic bibliometric review, comprehensive analysis
	Published in Journal of Theoretical and Applied Electronic Commerce Research, reputable journal
	Focuses on marketing strategies in e-commerce across the past decade

	Spremić et al. (2022)
	Published in 2022, relevant for understanding business models in e-commerce
	Empirical validation, reliable framework
	Published in IEEE Transactions on Engineering Management, high authority
	Discusses digital maturity and business models in e-commerce

	Dali et al. (2020)
	Published in 2020, relevant for understanding post-pandemic consumer barriers
	Conceptual analysis, secondary data
	Published in Journal of Muamalat and Islamic Finance Research, reputable journal
	Discusses digital access and trust as challenges in post-pandemic consumer behaviour

	Anand et al. (2023)
	Published in 2023, relevant for understanding India-specific behaviour
	Secondary data analysis, relevant to Indian market context
	Published in Shodha Prabha (UGC Care Journal)
	Focuses on economic sensitivity and digital payments driving adoption in India

	Chinthala (2022)
	Published in 2022, relevant for global post-pandemic trends
	Literature review
	Post-pandemic trends show increased reliance on online platforms for essential goods
	Generalizations may not apply to all sectors

	Srinivasan et al. (2023)
	Published in 2023, relevant to omnichannel support
	Conceptual analysis of customer support
	Published in Customer Centric Support Services, recognized source for customer service strategies
	Provides insights into customer service innovations in e-commerce post-pandemic

	Hoang et al. (2023)
	Published in 2023, highly relevant for luxury market engagement strategies
	Qualitative research via thematic analysis
	Published in Electronic Commerce Research, well-regarded journal
	Focuses on luxury online engagement, relevant for cross-market strategies

	Habib and Hamadneh (2021)
	Published in 2021, relevant to consumer acceptance models
	Survey-based methodology with TAM framework
	Published in Sustainability Journal, authoritative journal for sustainable business
	Explores perceived risk and technology acceptance in online grocery shopping

	Rosário and Raimundo (2021)
	Published in 2021, relevant for consumer engagement in e-commerce
	Systematic review, comprehensive analysis
	Published in Journal of Theoretical and Applied Electronic Commerce Research
	Provides theoretical framework on engagement in e-commerce

	Spremić et al. (2022)
	Published in 2022, focuses on digital business models
	Framework analysis, empirical validation
	Published in IEEE Transactions on Engineering Management
	Important for understanding organizational digital readiness in e-commerce

	Kappagantu et al. (2024)
	Published in 2024, highly relevant for India’s online strategies
	Comparative study of Amazon and Flipkart
	Case study, useful for localized insights in India
	Essential for comparing marketing strategies in India versus UK

	Hoang et al. (2023)
	Published in 2023, relevant for high-value markets
	Qualitative research, expert analysis
	Focus on luxury brands and digital transformation
	Offers engagement strategies for high-value markets, relevant to UK market

	Imschloss and Schwemmle (2024)
	Published in 2024, relevant for digital engagement strategies
	Conceptual framework
	Digital transformation is crucial for maintaining customer relationships post-pandemic
	Primarily conceptual, lacks empirical validation
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	Nanda et al. (2021)
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	Helps explain accelerated adoption of online shopping in developed markets

	Ghodture et al. (2025)
	Technology Acceptance Model (TAM)
	Health consciousness, online shopping engagement
	Secondary data analysis of 30 studies
	Health and digital connectivity drove long-term adoption globally
	Lacks primary data for validation
	Provides evidence on global trends post-pandemic, relevant to comparing UK and India

	Diaz-Gutierrez et al. (2024)
	Theory of Planned Behaviour (TPB)
	Hybrid shopping, in-store vs. online preferences
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	Focused on a single market, not a comparative cross-market analysis
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	Technology Acceptance Model (TAM)
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	Imschloss and Schwemmle (2024)
	Digital Transformation
	Value-driven customer experience, digital transformation
	Conceptual framework
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	Customer Engagement Cycle
	Online customer engagement, digital transformation in luxury
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	Online engagement essential for luxury brands to succeed post-pandemic
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	Kappagantu et al. (2024)
	Strategic Marketing
	E-commerce strategies, local market adaptation
	Comparative study of Amazon and Flipkart
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	Limited to Telangana region, lacks generalisability
	Provides insights into localized strategies for India market

	Rosário and Raimundo (2021)
	Consumer Marketing Strategy
	E-commerce growth, marketing strategies
	Literature review, bibliometric analysis
	E-commerce has transformed marketing strategies globally, focusing on customer needs
	Lacks industry-specific analysis for retail
	Useful for understanding broader e-commerce strategies

	Spremić et al. (2022)
	Digital Business Models Maturity
	Digital maturity, technological integration
	Empirical validation, framework analysis
	Digital maturity crucial for companies to adapt to post-pandemic consumer demands
	Primarily focused on firms, not consumer behaviour
	Relevant for understanding organizational capabilities in digital retail environments

	Dali et al. (2020)
	Conceptual Framework
	Consumer behaviour post-pandemic, digital access
	Secondary data, conceptual analysis
	Digital access and trust are key challenges for consumers post-pandemic
	Focus on conceptual rather than empirical data
	Crucial for understanding barriers to adoption in emerging markets

	Anand et al. (2023)
	Consumer Behaviour Theories
	Online shopping habits, digital payments
	Secondary data analysis
	Economic sensitivity, digital payments drive adoption in India
	Limited to India, lacks comparison with UK
	Essential for understanding India-specific barriers and drivers in online shopping

	Chinthala (2022)
	E-commerce Evolution
	Online retail, consumer behaviour post-pandemic
	Literature review
	Post-pandemic trends show increased reliance on online platforms for essential goods
	Generalizations may not apply to all sectors
	Relevant for understanding consumer behaviour changes across different sectors

	Srinivasan et al. (2023)
	Customer Centricity
	Customer service, online customer support
	Conceptual analysis
	Omnichannel support and AI-driven personalization reduce post-pandemic shopping challenges
	Focused on customer support, not retail strategies
	Provides insights for enhancing customer service in post-pandemic retail

	Hoang et al. (2023)
	Customer Engagement Model
	Online luxury engagement, customer loyalty
	Qualitative research via expert analysis
	Consumer engagement must evolve with digital transformation in luxury markets
	Limited to luxury brands, limiting applicability to other sectors
	Useful for understanding engagement strategies in high-value markets

	Habib and Hamadneh (2021)
	Technology Acceptance Model (TAM)
	Perceived risk, technology acceptance in online shopping
	Survey, TAM model
	Perceived risk influences consumers’ technology acceptance for online grocery shopping
	Focused only on grocery shopping, limits broader applicability
	Relevant for understanding the role of perceived risk in broader online shopping adoption

	Rosário and Raimundo (2021)
	Consumer Marketing Strategy
	E-commerce, customer engagement, trust
	Systematic bibliometric review
	Trust and information quality are critical to successful e-commerce strategies
	Lacks industry-specific insights for retail
	Provides theoretical framework for improving engagement in e-commerce, especially in post-pandemic settings

	Spremić et al. (2022)
	Digital Maturity
	Business models, technological integration in e-commerce
	Framework analysis
	Digital maturity is essential for companies to remain competitive in evolving digital markets
	Limited focus on consumer-side adoption
	Essential for understanding business readiness to adapt to digital changes in e-commerce

	Kappagantu et al. (2024)
	Strategic Marketing
	E-commerce adoption, localized marketing
	Case study on Amazon vs. Flipkart
	Localization is key for successful consumer engagement in India
	Focused on regional differences, lacks global perspective
	Crucial for comparing marketing strategies in India versus UK

	Hoang et al. (2023)
	Customer Engagement
	Online luxury engagement, customer loyalty
	Qualitative research via expert analysis
	Consumer engagement must evolve with digital transformation in luxury markets
	Limited to luxury brands, limiting applicability to other sectors
	Useful for understanding engagement strategies in high-value markets

	Imschloss and Schwemmle (2024)
	Strategic Marketing
	Digital engagement, value creation in post-pandemic retail
	Conceptual framework
	Digital transformation is crucial for maintaining customer relationships post-pandemic
	Primarily conceptual, lacks empirical validation
	Offers a strategic framework for improving engagement in e-commerce environments
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sbandoning it

Invest Now




image24.png
By Reuters

Companies

& Amason.com nc Follow

LONDON, Jure  (Reuters) - Amazon (AMZNL0) s committed o do more o tacklefke evews,
incluing sanctoning Eiish business= hat oo her 3tings thugh bogus pots. th courty =
compettion atchdog said on Frday

Following a our-ear probe, the Competion and Markets Authoiy (CW) sid Amazon'sundertakings
a1 addresed s concems about catlogus abuse’ whereselrs us te revaws of wel performing
unrelated productst boost atings and misiad customers.
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‘E-tailer told to pay Rs3sk for wrong delivery, no refund
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Cost of Sales
Cost of sales primarily consists of the purchase price of consumer produets, inbound and outbound shipping costs.
including costs related to sortation and delivery centers and where we are the transportation service provider, and digital media

content costs where we record revenue gross, including video and music.

‘The increase in cost of sales in 2025, compared to the prior year, is primarily due to increased product and shipping costs
resulting from increased sales, partially offset by operational efficiencies. Changes in foreign exchange rates increased cost of
sales by $2.8 billion in 2025

Shipping costs were $95.8 billion and §102.7 billion in 2024 and 2025. Shipping costs to receive products from our
suppliers are included in our inventory and recognized as cost of sales upon sale of products to our customers. We expect our
cost of shipping to continue to increase to the extent our customers accept and use our shipping offers at an increasing rate, we
use more expensive shipping methods, and we offer additional services. We seck to mitigate costs of shipping over time in part
through achieving higher sales volumes, optimizing our fulfillment network, negotiating better terms with our suppliers, and
achieving better operating efficiencies. We believe that offering low prices to our customers is fundamental to our future
success, and one way we offer lower prices is through shipping offers.

Costs to operate our AWS segment are primarily classified as “Technology and infrastructure” as we leverage a shared
infrastructure that supports both our internal technology requirements and external sales to AWS customers.
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Wherever possible, invent the next inflections. We try to anticipate what will make customers'lives easier and
better every day, and invent the next inflection. Historically, we've successfully done so in areas like Retail,
Logistics, AWS, Ads, Kindle, Alexa, and Pharmacy. There are too many new efforts in flight to mention them
all, but will mention a few.

First, despite many improvements over the years, customers always want lower costs and faster delivery
speed. While we continue to work on productivity and inventory levels, robotics provides a step-level change

for how we can deliver faster, reduce the cost of carrying more selection, and automate movements that
cause strains and injuries to our teammates. Accelerated by acquiring Kiva in 2012, and investing in numerous
robotics initiatives the last 14 years, we now have over onemillion robots operating in fulfillment centers
helping with stowing, picking, sorting, and intra-facility transport. And, we've done this while continuing to
be one of the largest job creators in the country. While the above progress is substantial, we're still in the
carly stages of how we'll leverage robotics. Expect us to keep innovating on form factors, use case diversity,
agility, grasping, and intelligence. And, wherever we can leverage our scale and real-time feedback loop from
so many robots in our fulfillment network to build robotics solutions for other industrial and consumer
customers, we'll explore doing so.
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Amazon India creates 150,000 seasonal jobs, up
from 110,000 last year

synopsis

Inan attempt toreach out to more
customers this festive season,
especially in tier-2 and tier 3cities,
Amazon India has created more than
150,000 seasonal work opportunities
across ts network of fulflment centres,
sort centres and last-mile delivery
stations, up from 110,000job
opportunities last year.

These seasonal jobs include direct and indirect work opportunities in more:
than 400 cities across India, including Mumbai, Delhi, Pune, Bengaluru,
Hyderabad, Lucknow, Cochin, Coimbatore, Indore, Raipur, Jalandhar, Jodhpur,

Ranchi, Anantnag and Jalgeon, according to  statement from the Indian unit
of the US-based retailer.

Among these, Amazon India has created opportunities for thousands of
women associates as well as more than 2,000 persons with disabilities inits
network It has already onboarded the majority of the new associates, in
Dreparation for the festive season, the e-commerce company said.
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Unboxing online shopping: What
Britons expect from retail &
delivery

21may 2025

36% of Brits shop online at least once per week.
‘Who are they?

Download report

Among Britons who shop online, 475 say their digital orders account for more.
<han half of their overall shopping.

‘So, when Britons are shopping online, what do they expect from the retailers
they buy from?

YouGovs new report Unboxing online shopping: What Britons want from
delivery and returns explores how much shopping is done online, the delivery.
‘expectations consumers have from retailers, opinions on robot deliveries, and
return policy preferences.
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OK, I buy Alis big; but why invest this much this quickly?
Fundamentally, if your mission is to make customers' lives better and easier every day, and you believe every
customer experience will be reinvented by Al, you're going to invest deeply and broadly in AL That's why
there are more than [O0UNGEEAT applications being built across Amazon, aiming to meaningfully change
customer experiences in shopping, coding, personal assistants, streaming video and music, advertising,
healtheare, reading, and home devices, to name a few. It also why AWS is quickly developing the key
primitives (or building blocks) for Al development, such as custom silicon Al chips in Amazon

provide better price-performance on training and inference, highly flexible model-building and inference
services in Amazon SageMaker and Amazon Bedrock, our own frontier models in Amazon Nova to provide
lower cost and latency for customers” applications, and agent creation and management capabilities.
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E-retail market overview

P Indias e-retail market has scaled to an impressive -$60 billion in 2024. Notably, with over 270
million Indians shopping online in 2024, India has pipped the US to become the second-largest
e-retail market in terms of online shoppers.

D The e-retail market growth has slowed down to 10%-12% in 2024 vs. more than 20% seen
historically, largely due to macroeconomic and consumption stress. Consumption growth has.
declined from approximately 11% pre-Covid (2017-19) to approximately 8% post-Covid (2022-24),
a change caused by inflationary pressure and stagnating real wages.

»  Despite near-term macroeconomic headwinds, the long-term prospects remain strong. The
e-retail market is expected to scale to $170-$190 billion by 2030, growing at over 18% annually.
Nearly 1in 10 retail dollars is projected to be spent on e-retail by 2030, fueled by an uptick in
discretionary spending as India's GDP per capita crosses the crucial $3,500-$4,000 threshold,
a key tipping point observed in e-retail spending globally.

P Categories with high purchase frequency, such as grocery, lifestyle, and general merchandise,
are set to contribute around 70% of incremental growth, with penetration levels expected to
climb two to four times from current levels

P E-retail continues to democratize the shopping landscape in India. E-retail penetration has
expanded from Tier-2 cities to Tier-3 and smaller cities. Almost 60% of new customers since
2020 hail from Tier-3 and smaller cities. The seller landscape is also evolving, with over 60%
of new sellers onboarded since 2021 from Tier-2 and smaller cities.
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