[image: Discover University of Wales Trinity Saint David]



 (
LEVEL 7 ASSESSMENT SPECIFICATION
)

	[bookmark: _Hlk101976072]Programme:
	MBA- Masters of Business Administration

	Module:
	Dissertation Proposal

	Supervisor:
	[bookmark: _Hlk109224276]Md Sadeque Shaikh
(FHEA, FBCS, FRSA, FLPI, FRAS) Lecturer, Computing & Business,UWTSD
MPhil,M.Sc(Teaching),PGCHE,M.Sc Comuter Network
M.Sc Computing,B.Sc(Hon's) Computing
Graduate of The Year Award (University of Bedfordshire), UK IT Industry awards Finalist (BCS)
Former Dean, University of Science & Technology Chittagong & Curriculum Leader, Glyndwr University
	Contribution to Overall Module Assessment (%):
	100%

	Assignment Title:
	Analyzing how fast-paced changes in consumer tastes are influencing digital marketing.
	Word count (or equivalent):
	2000


	Student Name:
	Jaimish Sureshbhai Gujarati

	Student ID:
	2106724



	Analyzing how fast-paced changes in consumer tastes are influencing digital marketing





[bookmark: _Toc109013725]











Abstract
The widespread accessibility of the Internet plays important role. This boon allowed people all around the world to explore the convenience of online buying. People in Turkey understand the notion of purchasing online, but they are not yet accustomed to making most of their purchases online. Approximately 160 Istanbul residents took part in the survey they helped create. The purpose of this research is to better understand what drives consumers to make certain choices while they are making purchases online. Respondents to the survey overwhelmingly preferred making their purchases online, where they have access to a wider variety of goods and find the process to be simpler overall. Although home delivery has its advantages, neither men nor women like not having the option to try a product before buying it. They primarily use the cash-on-delivery service to buy new clothing and accessories, learning about it through various internet channels, especially social networks. The majority of online buyers still have reservations about the ease and security of making purchases over the internet.
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[bookmark: _Toc109013727]1. Introduction 

Digital marketing is a convenient alternative for people who lead busy lives in today's culture. The buying habits of consumers have seen a dramatic transformation over the course of the previous ten years. Although customers still prefer to make their purchases in physical stores, those who choose to shop online report that doing so is extremely handy for them. The majority of people in today's society are either too busy or reluctant to devote a significant amount of time to shopping, which is why many people choose to do their shopping online.

Online shopping is witnessing a parabolic surge in popularity all over the world as a direct result of the expansion of many different sales channels that have become available in the 21st century. It is expected that the global market for e-commerce will reach $2.29 trillion in 2018, as a direct result of the skyrocketing expansion of both business-to-business (B2B) and consumer-to-consumer (C2C) online transactions. It is estimated that by the year 2020, this number will have reached a total of four trillion dollars.

[bookmark: _Toc109013728]1.1 Background 

The expansion of e-commerce in the Asia-Pacific region is now surpassing that of more established markets like the United States, the United Kingdom, Japan, and the European Union. This is the case when comparing the region to other regions across the world. When it comes to this particular issue, the situation is particularly dire in Japan. It is anticipated that China will be the primary driver of significant economic growth in the Asia-Pacific area during the next few years. This growth is expected to take place in the region. In 2016, internet sales in the Asia-Pacific area came extremely close to hitting $1 trillion, with China alone accounting for nearly $899 billion of that total (eMarketer, 2016). When consumers are seeking for the greatest possible offer, an increasing percentage of them are going to look to digital channels to discover it. [Case in point:] [C]consumers are looking for the best possible price. This is due to the fact that an increasing number of people are becoming comfortable using the internet. This shopper has shown a need for enhanced information, user friendliness, competitive pricing, and product choices in their retail interactions. An ever-increasing number of people are becoming aware of the Internet, and those same individuals are growing to appreciate the myriad uses that it affords. Alternative shopping destinations are gaining popularity among young people in Turkey, just as they are among their contemporaries in Asia. Since that time, the number of people making purchases online in Turkey has only continued to increase at an exponential rate. Similar interests in experimenting with novel types of retail therapy can be found among the young population of various Asian countries.

Offering goods and services that are tailored to the specific requirements of a target market is the fundamental objective of any enterprise. Customers who are happy with their purchases are more likely to make further ones, which can provide a company an advantage over its rivals in terms of financial success. This is because happy customers are more likely to buy the product again. In addition, the development of online shopping in Turkey  has been rapid, and it has the potential for enormous expansion in the years to come, particularly as Internet connection spreads further and further into the country's rural areas. However, it is also true that Turkey i people have traditionally adhered to a cautious attitude to acquiring items. As a result of modernization and the increased pace of people's lives, the reliance on digital marketing is expected to increase. As a result, the purpose of this study is to analyse the behaviour of consumers toward internet shopping, including their likes, dislikes, and overall levels of satisfaction.

[bookmark: _Toc109013729]1.2 Overview of Turkey 's Online Shopping Market

The global business community is being pushed toward e-business by the widespread adoption of information and communication technologies, especially the Internet. When consumers purchase online, they have access to a global market where they can easily compare prices across regions and sites, see whether costs vary depending on the specifics of their order, and learn about available alternatives. Therefore, the vendors made sure their online profiles accurately reflected who they will. Sellers, like buyers, benefit from improved accessibility online, where customers can purchase it from any part of the world that has internet connection.

In recent years, UNCTAD has placed an increased emphasis on the significance of e-commerce, namely online shopping, for developing countries (UNCTAD, 2017). The United Nations Conference on Trade and Development (UNCTAD) has developed specialized programmed to assist developing nations in their adoption of all elements of electronic trade. These programmes are intended to aid developing nations in their adoption of electronic trade. The establishment of standards and regulatory mechanisms for any and all forms of international online commerce have been developed by UNCTAD. Increased globalization has made it more important than ever for the private sector in developing countries like Turkey to be prepared to meet the needs of consumers and compete successfully against domestic and international opponents. 

To remain competitive and efficient in a global market, firms must embrace ICTs and automate their internal processes. In addition, businesses need a substantial presence and volume of online engagement. These two issues, in particular, are becoming increasingly important for the Turkey i business community. Istanbul Tribune (2015). 2015 (Istanbul Tribune) 2015 It will published in 2015 by the Istanbul Tribune.

[bookmark: _Toc109013730]1.2.1 Increased Use of the Internet for Shopping in Turkey 

It was not until 2006 that CellBazaar.com, using a WAP service accessible only on mobile phones, became the first entirely local e-commerce or m-commerce enterprise in Turkey (Mohiuddin, 2014). This event initiated mobile commerce.

From 2000 to 2008, Turkey 's e-commerce growth rate will among the longest in the world. When I first got online, there will a few e-commerce sites, but no real way to actually buy anything (Mahmood, 2015). Very few people will aware of these sites because of barriers to entry include high costs linked with Internet and telephone connections, a lack of credit card holders, and a poor penetration rate. The advent of Turkey Bank's online and mobile payment facilitation and the development of inter-banking payment gateways in the 1990s is often cited as the earliest moment of emergence for e-commerce in Turkey.

Turkey has achieved its goal of becoming a digital powerhouse because to the consistent support of the country's ICT infrastructure by successive administrations, which has resulted in lower Internet tariffs and greater access to all 492 Upazilas in the country. The government of Turkey has taken measures indicative of the country's commitment to the growth of its e-commerce sector, including the establishment of an Internet backbone to link all government offices to the web, the development of a robust communications sector, and the construction of information technology (IT) parks.

[bookmark: _Toc109013731]1.3 Research aim and objective 

[bookmark: _Toc109013732]1.3.1 Aim 

To understand Internet expansion has had a significant impact on marketing, and this has led to a shift from traditional marketing to digital marketing.

[bookmark: _Toc109013733]1.3.2 Objective 

· Is computers and cellular phones have become commonplace in the Digital Revolution?
· How development of digital technology has had a significant influence on the ways in which people live their lives, the jobs they have, the ways in which they connect with one another, and the ways in which businesses function.
· To learn how technological advancements have come, the more possibilities there are for advertising that is particularly suited to those technology.
[bookmark: _Toc109013734]1.4 Research Questions

1. Do you think Marketing technology has grown increasingly diverse as a result of changes in customer behaviour, and the focus has shifted to online marketing?
2. Is Internet marketing refers to the practice of advertising goods and services through the use of digital mediums such as websites and social media platforms?
3. How firms can considerably profit from promoting their products and companies on social media because of the sheer number of individuals that use it?


[bookmark: _Toc109013735]2. Literature review

The phrase "shopping online" is commonly used to refer to the practise of purchasing goods from merchants over the Internet. Click-and-order online shopping has replaced the older model of brick-and-mortar stores. Online shopping has seen a remarkable surge in popularity, with more and more individuals purchasing goods and services such as furniture, clothing, and transportation via the internet. Those who like to shop online can now choose from a vast array of vendors.

Digital marketing is not the same as shopping at a store. Huseynov and Yldrm (2014) claim that the biggest deterrent to consumers' adoption of online purchasing is the fear of invasion of privacy and the insecurity of online financial transactions. Demangeot and Broderick argue that privacy and security concerns take precedence over usability (2010). When a customer feels insecure in an online store, they are less likely to spend time there (Zuroni & Goh, 2012). 

Because of things like the ubiquitous availability of the Internet, people's tastes are always changing. Nonetheless, further research into consumer preferences is required to bring this concept to fruition. Studies of consumer behaviour have revealed a consistent sequence of steps that shoppers often take before making a purchase (Vrender, 2016). Those models are essential for marketers to understand and anticipate consumer behaviour.

In a model of consumer mindsets, actions, and intentions related to online purchasing, Jarvenpaa, Todd, Jarvenpaa, and Todd have contributed significantly (1997a). Perceived risk, product price, service quality, and overall shopping experience are just some of the considerations that went into designing this site. For their study, Chang, Cheung, and Lai (2005) broke down the factors that influence consumers' decisions to make purchases online into distinct categories. They determined that the traits could be roughly divided into three categories and performed their study on that basis. The first is how the online sales channel is really experienced. Perceived danger, online shopping experiences, advantages, service quality, and trust all fall into this category. The third section is devoted to the customer, and it consists of risk-mitigation measures, website features, and product qualities. There is a wide range of factors that influence consumer traits, such as age, income, education level, occupation, marital status, ethnicity, sexual orientation, marital status, education level, computer and Internet knowledge and usage, and many others.

[bookmark: _z337ya][bookmark: _Toc109013057]If clients can shop online with confidence and realize time and money savings, they are more inclined to make additional purchases and spread the word about the site. Another possible expression is as follows: To put it another way, (Hoque, Ali, & Mahfuz, 2015). Two factors appear to be particularly influential in consumers' desire to shop online: consumers' trust in online vendors and consumers' perception of the convenience of shopping online. Customers' faith in online stores and their appreciation of the convenience of shopping online have both increased in recent years. A customer's self-awareness and emotional stability, the website's timing, the characteristics of the products, the website's layout and design, the availability of different payment options, the level of privacy and security provided, the speed of delivery, and the quality of customer service are all factors in whether or not a customer is satisfied with their online purchase.

[bookmark: _Toc109013736]3.  Research Methodology

We carry out a descriptive study with the help of a questionnaire that the respondents themselves filled out so that we will obtain insight into the reactions of shoppers in Turkey to the introduction of online shopping. To immediately get an idea of the respondents' points of view, we've been using Likert scales with five different points ranging from "strongly agree" to "strongly disagree."

Because Istanbul city is home to almost half of Turkey's e-commerce customers (Jagonews24.com., 2015), a handy non-probability sampling method will utilize in order to obtain data from respondents located in that area. In IS research with a high response rate, the most common sampling approach is one that can be carried out in a short amount of time and at a low cost (Eze, Manyeki, Yaw, & Har, 2011; Ritchie, Lewis, Nicholls, McNaughton, & Ormiston, 2014). We conducted in-person interviews with two hundred individuals who represented a diverse variety of demographics and levels of experience making purchases online. These individuals included students, working professionals, company owners, and stay-at-home moms (90 percent response rate). On the other hand, following the sorting process, it will determine that 160 of the comments will helpful and valid enough to proceed with the inquiry. The compiled data will analyse through the use of Excel.

[bookmark: _Toc109013737]4.Data collection strategies and analyzing strategy 

[bookmark: _Toc109013738]4.1 Characteristics of the Response Group

Respondents will classified in a number of ways, including by age, level of education, profession, and annual household income.
[bookmark: _Toc109013739]4.1.1 Sexuality

Men accounted for 62.5% of our sample, while women made up 37.5%. (see Table 6).
[bookmark: _Toc109013740]4.1.2 Age

Many respondents (as shown in Figure 1) will young adults. About 19% of the male respondents will under 20 years old, 25% will between 20 and 25, 30% will between 26 and 30, 17% will between 31 and 35, and 9% will 36 or older. Only 18.33% of the women who responded will younger than 20, 35.33% will between the ages of 20 and 25, 283.3% will between the ages of 26 and 30, 13.34% will between the ages of 31 and 35, and 5.33% will 36 or older.
[bookmark: _Toc109013741]4. Gant chart  
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[bookmark: _Toc109013742]Conclusion 
Soon, the world will be a much more digital place than it is now. Customers in India are increasingly turning to the internet to find the best deals from stores around the country, as opposed to using more traditional means. Cha (2009) found that people are more inclined to use social networking sites' purchasing capabilities if they believe that using them is simple and quick. It is possible to contact practically all of the demographics you are seeking to reach using social media (Cha 2009). As a result, Shankar et al. (2011) discovered that consumers are increasingly turning to social media (such as tweeting, Facebook- and LinkedIn-using) to assist them in making purchasing decisions. Therefore, advertising on these platforms has grown in importance as a result of this development. Customers' perceptions of online shopping in Turkey are the focus of our descriptive study, which is based on a questionnaire they themselves completed. Thanks to the use of Likert scales, which provide five alternative response possibilities ranging from "strongly agree" to "strongly disagree," we were able to quickly gauge the viewpoints of the respondents.
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