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Abstract
The rapid growth of e-commerce has had a significant impact upon both consumer behaviour and the high street. E-commerce has enabled consumers to shop from anywhere in the world, providing a convenient benefit compared to that of instore shopping. Research has shown that, as a result, e-commerce has also affected the high street, and continues to do so as more and more people participate in online shopping. Although extensive previous research has been conducted regarding the associations between e-commerce and consumer behaviour, the current Coronavirus pandemic has considerably changed the way e-commerce operates and the changing behaviour of consumers, possibly making previous research outdated. This study aims to explore how COVID-19 has affected e-commerce and consumer behaviour, as well as analyse whether these factors have contributed to the demise of the high street. This research analysed secondary data and collected primary data in the form of a voluntary, anonymous questionnaire with a sample of 107 participants to gain a better understanding of consumers’ views on e-commerce and physical stores. The study particularly focussed on the gender and age-ranges of participants to explore whether these factors presented any significant associations or differences in responses. Once data was collected, results underwent further extensive analysing using Chi-Square tests. The majority of results supported existing literature and found that men and women were equally as likely to participate in online shopping. However, this study did identify that people over 65 years of age were more likely to shop online than instore. This finding differs greatly from previous research, however it can be concluded that this comes as a direct result of the COVID-19 Pandemic and various UK Lockdown restrictions. Following these results, the research has recommended a strong need for more research to be carried out on e-commerce and consumer behaviour in the aftermath of COVID-19. It is also recommended that further research is conducted in regards to how the high street can recover after the pandemic. The limitations of this research included the inability to incorporate a mixed methods research approach (to the COVID-19 restrictions) and also a lack of previous research on the topic. In order for researchers to acquire a deeper understanding in regards to how e-commerce has affected both consumer behaviour and the high street, future studies should aim to focus on the impact of COVID-19. The researcher anticipates that this research will contribute to the better understanding of how e-commerce has affected consumer behaviour, as well as its contribution to the demise of the high street.  
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1. [bookmark: _Toc71113730][bookmark: _Toc71114918]Introduction

1.1. [bookmark: _Toc71114919]Introduction 

This research aims to analyse the impact that e-commerce has had on consumer buying behaviour, and to explore whether it is at all responsible for the demise of the high street and other physical stores. Previous research suggests that online shopping behaviour is influenced by several factors, with the most popular being technical accessibility, price and convenience (Constantinides, 2004;  Rahman et al, 2018; Rigby, 2020; Boice, 2021). However, the recent COVID-19 Pandemic has resulted in consumers increasing their online shopping frequency. A recent study shows that 41% of consumers shopped online for items that they would usually purchase in-store (Wold, 2020). Meanwhile, instore sales have declined by 10% compared to before the Pandemic began (Dalgleish, 2020). As the COVID-19 Pandemic is such a recent event, this research will also analyse how consumer behaviour has been influenced as a direct result of the Pandemic. 
 
1.2. [bookmark: _Toc71114920]Background and Rationale 
The invention of the internet has transformed the lives of consumers. It has altered how consumers communicate, work, learn, and most significantly, how they shop. Electric Commerce (E-Commerce) refers to the online purchase of goods or services (Mann et al, 2000). Online shopping has resulted in increased convenience for consumers, offering them more variety, better prices and easier accessibility to research and make purchases anywhere in the world. E-commerce also offers a more attractive alternative to traditional shopping as it removes factors such as sales pressure and large crowds from the consumers experience. The amount of UK citizens that use the internet daily steadily increases each year. However, 2020 saw the largest internet-use increase in decades, surging from 45.1 million users in 2019, to 46.6 in 2020 (Johnson, 2020). This could mainly be a direct result of the COVID-19 Pandemic. As the UK faced several national lockdowns, people turned to the internet to stay in touch with friends and family, to work and, as a result of the closure of all non-essential stores, to purchase online. Throughout the Pandemic, online shopping rates rose by 129% in the UK and Europe (Skeldon, 2020). Although e-commerce was already growing rapidly before the COVID-19 Pandemic, figures suggest that lockdowns and closures accelerated the shift to online shopping, but was not the sole reason for the demise of the high street. 

        Although previous research has analysed how e-commerce has affected consumer buying behaviour, the purpose of this research is to identify how these changes have lead to the collapse of the high street and other physical stores. This research aims to provide a further, in-depth assessment regarding how consumer’s behaviours have changed and how they are influenced by online shopping. This study will also evaluate the impact that COVID-19 has had on consumer behaviour, as well as find associations between the Pandemic and it’s contribution to the demise of the high street. This research will explore whether the deterioration of physical stores was inevitable, or whether factors such as increased online shopping and the COVID-19 Pandemic are entirely to blame for its downfall. Lastly, the purpose of this research is to contribute a further understanding regarding this topic, and to make appropriate recommendations going forward.



1.3. [bookmark: _Toc71114921]Aims and Objectives


1.3.1. [bookmark: _Toc71114922]Aim:

To analyse the impact that e-commerce has had on consumer buying behaviour and to investigate whether this has contributed to the demise of the high street.

1.3.2. [bookmark: _Toc71114923]Objectives:

2. To critically analyse existing academic literature on the impact that online shopping has had on consumer behaviour and its contribution to the demise of the high street

3. To determine an appropriate research approach to investigate public views on the impact online shopping has had on consumer behaviour and whether they believe it has contributed to the demise of high street stores.

4. To collect, organise and analyse data responses to examine public views on the impact of e-commerce on consumer behaviour and its contribution to the demise of the high street. 


5. To recognise the practical implications within the research study and make appropriate recommendations for practice going forward. 

6. To explore possible approaches for additional investigation, whilst referencing the limitations experienced throughout the present study.


1.4. [bookmark: _Toc71114924]Research Structure
In order to effectively meet the objectives of this study, this research will be made up of five chapters. 

Chapter one has introduced the research topic by providing an in-depth background and rationale as well as setting clear aims and objectives that explains how the researcher aims to conduct a successful study. A research structure has also been outlined to show the structure of the research.

Chapter two provides an extensive literature review. This literature review analyses previous research and data that has been conducted in regards to the impact e-commerce has had on consumer buying behaviour, including its contribution to the demise of the high street. This chapter provides a deeper understanding of the topic and highlights any gaps that have been found within the topic.  

Chapter three presents the research methods and methodology. This section seeks to identify a suitable research technique that is appropriate for the topic. This then allows the research to begin the data analysis process.

Chapter four continues to analyse the collected primary data using the method that was selected in chapter three.  Data analysis will be carried out using Statistical Package for the Social Sciences (SPSS) which will allow findings and results to be presented. 

Lastly, chapter five will consider and discuss the initial aim and objectives of the research. The chapter will discuss main findings, appropriate recommendations and any limitations that came to light throughout the research.


1.5. [bookmark: _Toc71114925]Conclusion 
Chapter one has successfully introduced an outline for the research study by providing a clear background on consumer behaviour in relation to online shopping, and it’s contribution to the demise of the high street. Chapter one has also clearly outlined the goal of this research, by the use of aims and objectives that will be followed throughout the research process. As previously discussed, the following chapter will provide a critical analysis of literature regarding the research topic.



[bookmark: _Toc71114926]2. Chapter Two: Literature Review

[bookmark: _Toc71114927]2.1. Introduction 

The purpose of this chapter is to review both current and previous academic literature  and secondary data to gain a deeper understanding of the effects that e-commerce has had on consumer buying behaviour and its contribution to the demise of the high street.  This chapter aims to complete this dissertations first objective:

[bookmark: _Hlk70615876]“To critically analyse existing academic literature on the impact that online shopping has had on consumer behaviour and its contribution to the demise of the high street”

The literature review is comprised of sources obtained from Journals, Books, Articles, Textbooks, Google Scholar, reliable website entries and Academic Research Studies in order to gain knowledge regarding how ecommerce has impacted consumer buying behaviour, 
as well as analysing the contribution that e-commerce has had on the demise of the high street and other retail stores.

[bookmark: _Toc71114928]2.2. Consumer Buying Behaviour
Consumer behaviour reflects the totality of consumers’ decisions (MachInnis et al, 2020). This can be in regards to the products or services that consumers choose to purchase or participate in. Due to the increasing popularity of the internet, researchers have had to update the way in which they study and predict consumer behaviours. Hoyer et al (2012) suggested that there were several factors that held the ability to affect consumer behaviour, including situational, social, cultural and personal factors. 
Factors such as location, environment and timing may influence consumer behaviour (Hoyer et al, 2012). Simple yet effective techniques such as ensuring stores have an aesthetically pleasing layout and a nice aroma can motivate potential consumers to make a purchase. Personal factors, on the other hand, include taste preferences, personal financial circumstances and related factors (Dudovskiy, 2015). Hoyer et al (2012) suggests that an effective strategy in regards to social factors is to target popular members of society. When other members of society see that a popular member of society is interested in the product or service in question, it will influence them to also make a purchase. Finally, Hoyer et al suggest that cultural factors that affect consumer buying behaviour are related to cultural differences amongst consumers. Studying consumer behaviour is important for marketers as it allows them to understand what their customers expect from them. Furthermore, consumer behaviour is constantly changing and evolving and so it is important for marketers to keep updated on current trends. Consumer Behaviour as an Evolutionary Process, featured in the European Journal of Marketing in 1992 and was written by Gordon Foxall.  To better understand consumer behaviour, Foxall introduced the behavioural perspective model (BPM).  The BPM portrays the rate at which consumer behaviours take place (Foxall, 1992). 

[image: The Behavioral Perspective Model. | Download Scientific Diagram]
[bookmark: _Toc71121500]Figure 1: Consumer Behaviour as an Evolutionary Process (Foxall, 1992)


Foxall suggests that consumer behaviour can be understood with this straight-forward model that shows how consumers’ choices are impacted by the consequences of consumption. The model can be used to interpret consumer behaviour as a choice that is linked with managerial concerns. Behaviour settings are proposed establishments that provide an explanation of the relationship between individuals and the environment, particularly the social environment. Different settings allow consumers different levels of control over their behaviour. The learning history is another element of the consumer situation that refers to consumers’ similar experiences that have taken place before the current behaviour setting (Foxall et al, 2012). This previous experience allows consumers to understand the behaviour setting by predicting how their behaviour in this situation will incur. Utilitarian reinforcement mediates the benefits that come as a direct result of the product or service. 


[bookmark: _Toc71114929]2.3. The Impact of E-commerce on Consumer Behaviour
Electronic commerce, also referred to as e-commerce, refers to the buying and selling of goods and services on the Internet (Khan, 2016). The internet has allowed businesses to make changes in the way they operate. For example, the internet enables organisations to generate revenue and gain new customers (Reynolds, 2004). A large amount of research has been conducted in regards to the factors that influence and determine consumer buying behaviour (Rungsrisawat, et al, 2019; Panda et al, 2014; Limayem et al, 2000; Pouraseedi et al, 2012). Research into the global success of online shopping conducted by Jiang et al (2013) suggested that the time, effort and costs that come with visiting a physical store contribute to the way that consumers measure convenience.  Similarly, this point was also suggested by Beauchamp and Ponder (2010) who suggested that consumers chose to shop online to save time compared to visiting physical stores. 

[bookmark: _Toc71114930]2.4. The Effects of Covid-19 on Online Consumer Behaviour and it’s Contribution to the Demise of the High Street
Whilst the topic of e-commerce and consumer behaviour has been widely researched, a limited amount of research has been carried out following the recent worldwide COVID-19 Pandemic, a factor that has and will continue to have a lasting impact on both online and in-store shopping. Much of the research that has been conducted has found that  the COVID-19 crisis will have a lasting long-term effect on how consumers shop (Morgan, 2020; UNCTAD, 2020; Lowe, 2020; Choudhury, 2020). However, some research suggests that the Coronavirus Pandemic simply accelerated the inevitable shift from in-store to online shopping, and is not entirely responsible for the change (Dagleish, 2021; UK Parliament, 2020; Corfe, 2020). However, with the ongoing development of online shopping services and the lasting impact of the COVID-19 pandemic,  UK High Streets have faced major changes. Previous research conducted by The Office of National Statistics found that 25% of UK businesses closed due to lockdown restrictions (Thangarajah, 2020). As a direct result of this, consumers turned to online shopping platforms. However, the COVID-19 pandemic may have simply accelerated the inevitable outcome for many High Street stores, rather than being the sole reason for its closures. Before the COVID-19 crisis, the high street had already proved to have the largest number of empty outlets after 25,700 stores closed within a one year period (Ashford, 2019). Research conducted before the COVID-19 Pandemic began came to similar conclusions with that of recent studies. A significant amount of pre-COVID research suggested that the high street would inevitably fail due to the success of online shopping (Maat and Konings, 2018; Cui, 2016; Sanderson, 2019; Rigby, 2011; Office for National Statistics, 2019). With this being said, a vast amount of research has analysed the effect that COVID-19 has had upon physical stores, compared to pre-covid statistics (Office for National Statistics, 2021; Gilliland, 2021; Bai, 2020). These studies indicated that the COVID-19 Pandemic was a detrimental factor contributing to the demise of the high street. Not only were consumers demanded to shop online due to government ‘Stay at Home’ restrictions, but non-essential businesses were forced to close their doors for unknown periods of time. This resulted in the highest record of high street job losses in over 25 years (Haigh, 2021). It has been suggested that, had the COVID-19 Pandemic not occurred, certain high street shops may have been able to recover from the damaging effects of e-commerce. However, these retailers faced no chance, ultimately due to the coronavirus global pandemic. 

[bookmark: _Toc71114931]2.5. CHAPTER SUMMARY 
This chapter achieved the first objective:

“To critically analyse academic literature on the effects that ecommerce has had on consumer buying behaviour and its contribution to the demise of the high street”

To summarize, this chapter has reviewed a wide range of literature that describes how much of an impact e-commerce has had on consumer buying behaviour whilst also examining how this has lead to the demise, or at least the decrease in revenue, for the high street. A wide range of sources were used throughout the literature review in the form of reports, book, journals and academic research studies that have helped to explain how e-commerce has changed consumer habits and led to the high street decreasing in popularity for many. 


[bookmark: _Toc71114932]Chapter 3 –  Research Method
[bookmark: _Toc71114933]3.0. Introduction 
Chapter three aims to fulfil the second objective of this research study:
“To determine an appropriate research method to explore how e-commerce has affected consumer buying behaviour, and also its contribution to the demise of the high street”.
In order to complete this objective, the researcher will be guided by the research onion model (Saunders et al, 2016).

[bookmark: _Toc71114934]3.1. The Research Onion (Saunders et al, 2016)
In order to analyse the primary research, the researcher will  use the Research Onion proposed by Saunders et al (2016).  The Research Onion helps to describe  the stages that a researcher must consider when developing an effective methodology (Stainton, 2020). Using the Research Onion to choose data collection and analysis techniques allows the researcher to better understand the justification and identification of research methods that are relevant for this dissertation. Saunders et al (2016, p. 6) defines research as ‘the process that people undertake in a systematic way in order to find out things, thereby increasing their knowledge’. 	This definition acknowledges that the main aim of research is to better understand a certain topic and, by doing so, increasing the researchers knowledge on said subject. In this case, the researcher aims to analyse the impact that social media has had on consumer buying behaviour, as well as evaluate the impact this had had on the high street.
[image: Understanding the Research Onion | Writing Guides | 15 Writers]
[bookmark: _Toc71121501]Figure 2: The Research Onion (Saunders et al, 2016)

[bookmark: _Toc71114935]3.2. Research Approaches
In order to conduct the appropriate research throughout this study, a quantitative approach will be used to collect data. To effectively evaluate the research question, a questionnaire was conducted. The purpose of quantitative research is to generate knowledge and create understanding (Allen, 2017). Quantitative research methods, such as questionnaires allow researchers to easily and effective analyse data that has been collected. As a result, the researcher will be able to draw conclusions and form appropriate recommendations based on the analysis of the results obtained. Questionnaires also offer participant anonymity, therefore it is more likely that responses will be honest and relevant to the study. It can also be stated that  questionnaires pose a more accurate method of data collection compared to other methods. Questionnaires can automatically transfer data to spreadsheets and other software’s, therefore reducing the risk of human error and enabling automatic validation of the data (Cleave, 2018).

[bookmark: _Toc71114936]3.3. Research Strategies 
A Research Strategy is a plan of action that allows researchers to conduct research systematically to produce quality results and detailed reporting (Dinnen, 2014). To collect primary data for this study, the researcher conducted a questionnaire. Bell (as cited by Beiske 2002) noted that questionnaires are an “excellent method to obtain quantitative data about people’s attitudes, values, experiences, and past behaviour”. 

[bookmark: _Toc71114937]3.4. Time Horizon
Time horizon refers to the amount of time it takes for research to be conducted. In this study, the appropriate time horizon for this research was a cross-sectional study. Cross-sectional studies refers to data that is gathered only once in order to answer a research question (Chat, 2016). This is instead of undertaking longitudinal studies, that requires the collection of certain data more than once.

[bookmark: _Toc71114938]3.4. Questionnaire  
The questionnaire for this study was created using the Google Forms platform before being published on social media platforms including Facebook, Instagram and Twitter. These platforms were chosen specifically to reach participants that would provide the researcher with a wider age range. Using only one social media platform to collect data would result in many individuals close in age participating in the questionnaire, therefore it would not provide reliable results. By using different social media platforms, the researcher is able to target a wider audience, and therefore can expect more detailed answers from a wider sample group.
	QUESTIONS
	RELATION TO CHAPTER TWO

	Question 1. What is your gender?

Question 2. What is your age range?
	Both questions 1 and 2 are general, demographic questions that will provide the researcher with background information for data analysis and comparisons. 

	Question 3. When was the last time you made an online purchase?
	This question provides information regarding the last time participants made an online purchase. 


Previous researcher conducted by the University of Business and Economics (2017) found that 15% of people made online purchases every two months. 

	Question 4. When was the last time you made an in-store purchase?
	This question provides information regarding the last time participants made a purchase in-store.

A previous study conducted by YouGov (2021) found that the most popular frequency for in-store shopping was weekly. 


	Question 5. What industry is your career/study in?
	This is a general, demographic question that will provide the researcher with background information for data analysis and comparisons.

	Question 6. How often do you make purchases online?
	This question aims to understand the frequency in which consumers purchase online. This question is similar to question 3, but was included so the researcher could compare participants online shopping frequency with the last time they made an online purchase. 

Previous research conducted by the University of Business and Economics (2017) found that the majority of consumers purchase online every 2 months on average. 

	Question 7. How often do you make in-store purchases?
	This question allows the researcher to understand the frequency in which consumers purchase in-store. This question is similar to that of question 4, but was included so the researcher could compare participants instore shopping frequency with the last time they made a purchase instore.

A previous study by YouGov (2021) found that the minority of participants made an instore purchase daily. 


	Question 8. How has the COVID-19 Pandemic affected your online shopping habits?
	Question 8 was included so the researcher could understand how the COVID-19 Pandemic has affected e-commerce.

Rigby (2020) found that e-commerce sales increased by 70% during the COVID-19 Pandemic. 



	Question 9. When the COVID-19 Pandemic is over, how will this influence your future shopping habits?
	This question was put in place to understand how the COVID-19 Pandemic will influence consumers future shopping habits. 

A survey conducted by Unctad (2020) states that changes in consumer behaviour are likely to outlast the Covid-19 Pandemic. 

	Question 10. What is the main reason you shop online?

Question 11. What is your personal preference? (Please answer without regarding the COVID-19 Pandemic)
	Questions 10 and 11 allow the researcher to better understand why consumers shop online.

A study conducted by Boice (2021) found that the main reason for shopping online is convenience. 

	Question 12. Have you made an online purchase as a result of a recommendation or 'post' that you've seen on social media platforms such as Facebook, Instagram or Twitter?
	Question 12 aims to find a correlation between social media’s influence on consumer purchases.

A study conducted by the University of Oxford (2019) shows a strong association between these factors.

	Question 13. Do customer reviews influence your decision when choosing to buy products both online and instore?
	This questions aims to find a correlation between customer reviews influence on consumer purchases. 

Helversen et al (2018) finds that customer reviews have a significant impact on consumer purchases. 

	Question 14. Do you anticipate that online shopping will have a negative effect on physical stores?	
	Question 14 aims to understand how consumers anticipate e-commerce will affect physical stores. 

A study carried out by Linzbach (2019) concluded that the growing increase of online shopping will have a negative impact on physical stores. 



	Question 15. What is your reason for choosing your answer to question No.14?
	This question was included so the researcher could better understand why participants believe online shopping will negatively affect physical stores. 

	Question 16. Have you made a purchase a direct result of a celebrity/influencer sharing a product on social media?
	This question highlights any pressures that participants feel/have felt that have led to purchases. 

Othman et al (2017) found a significant association between influencers and consumer buying intent. 

	Question 17. Do you believe that social media contributes to an increased amount of people online shopping?
	This question was included to view the opinions of participants regarding social media’s contribution to online shopping. 

A previous study by the University of Oxford (2017) found that social media contributes significantly to online shopping. 

	Question 18. Do you believe that there is a pressure to stay up-to-date with the latest trends due to social media?
	This question was included to see whether participants felt pressure due to social media trends. 

A previous study conducted by Hampton (2015) found that consumers felt pressure by social media to stay on trend, especially in females under 30 years of age. 



	Question 19. Have you ever made a purchase as a result of social media to stay on trend, even if you did not particularly want or need said item?
	Question 19 was included to see if participants have made an impulse purchase in order to stay on trend.

The University of Oxford (2017) found that younger people are more inclined to make impulse buys to stay on trend. 


[bookmark: _Toc71121998]Table 1: Research Questionnaire
[bookmark: _Toc71114939]3.5. Data Analysis 
The data collected within this study will be analysed using speciality software, Statistical Package for the Social Sciences (SPSS). The data will then undergo a further statistical analyses in the form of Chi-Square Tests. SPSS offers fast and reliable data analysis (Sharief, 2019) and also minimises mistakes and errors within the data conclusions. 

[bookmark: _Toc71114940]3.6. Sample
When conducting research, it is unfeasible to research the whole population. Instead, researchers must construct  a smaller amount of participants, known as a sample.  The results from this sample are then used to make statements that apply to a broader group or population (Salkind, 2010). Convenience sampling is a form of sampling where participants are used due to being convenient sources of data for researchers (Lavrakas, 2008). In this case, the questionnaire was aimed at individuals who have shopped online in the past. This will allow the researcher to obtain the most accurate and valid results. The sample group obtained is valid as the researcher targeted individuals with internet access, and those who had previous experience with online shopping.  Due to the COVID-19 pandemic, the researcher was confident that this questionnaire would be appropriate for a considerable amount of people across the United Kingdom. 

[bookmark: _Toc71114941]3.7. Reliability and Validity
In any research study, it is important to consider factors such as reliability and validity. The term reliability refers to the consistency of a research study (Mcleod, 2013). The questionnaire will offer the option for participants to hide their identity. Anonymity throughout the questionnaire will allow participants to feel more comfortable and confident with their answers, therefore increasing the probability of collecting honest answers. It is also important that the research ensures the study remains valid. Validity refers to the extent in which a concept if effectively measured within qualitive research (Heale and Twycross, 2015). In order to ensure the study is valid, questions will be selected carefully with deep consideration. This is to ensure that all questions asked are relevant to the study, therefore producing the most accurate results. 

[bookmark: _Toc71114942]3.8. Pilot Study
A questionnaire was conducted before the official questionnaire for this study was published. This is known as a pilot study. A pilot study is a small study to test research protocols and data collection strategies (Hassan and Mazza, 2006). Pilot Studies allow researchers to gain knowledge from their first questionnaire to implement in their official research. Researches are able to determine what questions are relevant to the study and what questions aren’t. Therefore, ensuring only the most relevant questions are included, to ensure the study is conducted properly, and to ensure accurate results are obtained. 

[bookmark: _Toc71114943]3.9. Ethical Considerations
Throughout the data collection process, the researcher must take ethical considerations into account. Ethical considerations are guidelines that researchers must follow in order to protect participants. For example, participants in this study have the right to remain anonymous and keep their information confidential. Therefore, it is the researchers responsibility to keep this information secure in order to adhere to ethical considerations. In order to comply with UWTSD’s ethical standards, the researcher was required to submit an ‘Ethics Approval Form’ to their research supervisor. The researcher also ensured that participants confidentiality and data remained secure for the entirety of the research study by storing all collected data on a password protected device. 

[bookmark: _Toc71114944]3.10. Chapter Summary
This chapter has successfully met the second objective of this research study:
“To determine an appropriate research approach to investigate public views on the impact online shopping has had on consumer behaviour and whether they believe it has contributed to the demise of high street stores.”

In summary, this chapter has confirmed the research design of this study and has provided detailed steps that have outlined measures to ensure this study is successful. This chapter has reviewed how the study will remain valid and reliable, as well as acknowledging ethical considerations that must be adhered to.

[bookmark: _Toc71114945]4.0. Chapter Four: Data Analysis

[bookmark: _Toc71114946]4.1. Introduction

The previous chapter recognised the methods and methodology that were relevant for this research. Chapter four aims to achieve the third objective:

“To collect, organise and analyse data responses to examine public views on the impact of e-commerce on consumer behaviour and its contribution to the demise of the high street”.

This chapter will display and analyse the data that has been collected as part of this research. 107 respondents participated voluntarily in this study, which was utilised as an online questionnaire and explored the impact that e-commerce has had on consumer behaviour, as well as exploring how this has affected the UK high street.

[bookmark: _Toc71114947]4.2. Data Analysis
Data analyses includes the collection, modelling and analysis of data to provide insights that support decision-making (Calzon, 2021). The data collected from the questionnaire study was transformed into an excel spreadsheet before being uploaded to the IBM SPSS Statistics Software package for further analysis. Further analysis was achieved by SPSS features such as cross-tabulations and Chi-Square tests of association. Differences between two independent variables were examined within these tests. For example, variables such as the gender and age of participants were analysed to find any associations within the data. 

[bookmark: _Toc71114948]4.3. Methods 
The genders and ages of individuals who participated in the research questionnaire were categorised in order to highlight significant associations and differences in respondents opinions. Respondents were given the option to identify as “non binary”, “other” or prefer not the answer the question altogether, however all participants identified as either “male” or “female”.  Similarly, participants were provided four age ranges to choose from, as well as an option not to disclose their age for the study. 


[bookmark: _Toc71114949]4.4. Demographics and Descriptive Statistics
The study collected responses from a total of 107 participants, all of which were aged over 18 years old and took part in the questionnaire voluntarily. Recruitment was carried out with the use of online social media platforms such as Facebook and Instagram. This allowed the target audience to be reached effectively as participants must have had access to the internet, meaning their responses would be relevant when being questioned about online shopping. Of the 107 participants, 86 were female, whilst 21 were male. 62 of these participants were under the age of 45, whilst 42 participants were over 45 years of age. 3 participants chose not to disclose their age. 

[bookmark: _Toc71114950]4.5. Chi-Square Analysis 
The chi-square test is a statistical hypothesis test widely used to test relationships between separate variables in order to identify any associations or differences in collected data. The ultimate goal of the chi-square test is to better interpret relationships between two categorial variables (University of Southampton, 2017).


[bookmark: _Toc71114951]4.5.1. Chi-Square Analysis for Gender Association
Chi-Square analyses were carried out to examine associations and differences between the responses of male and female participants in the data that was collected from the research questionnaire. 

Figure 3 below displays a significant association between males and females and their responses to question 4 of the research questionnaire. 
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[bookmark: _Toc71121502]Figure 3: Gender Association and recent online purchases: Showing a significant association between gender and question 4

Figure 4 shows a significant association between the respondents of males and females to question 8 of the research questionnaire. 
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[bookmark: _Toc71121503]Figure 4: Gender Association and COVID-19 impacts. Showing a significant association between gender and question 8

Figure 5 displays a significant association between male and female views to the responses of question 11. 
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[bookmark: _Toc71121504]Figure 5: Gender Association and Personal Shopping Preference. Showing a significant association between gender and question 11.

Figure 6 shows a significant association between male and female responses in reference to question 13 of the questionnaire. 
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[bookmark: _Toc71121505]Figure 6: Gender Association and Customer Review Influence. Showing a significant association between gender and responses to question 13.


[bookmark: _Toc71121999]Table 2: Showing significant associations and differences between gender and responses to questions 3,4, 8, 11 and 13
	Question Number
	Question
	Significance (p-value)

	3
	When was the last time you made an online purchase?
	.125

	4
	When was the last time you made an instore purchase?
	.107

	8
	How has the COVID-19 Pandemic affected your online shopping habits?
	.489

	11
	What is your personal shopping preference?
	.949

	13
	Do customer reviews influence your decision when choosing to buy products both online and instore?
	.210



[bookmark: _Toc71114952]4.5.2. Chi-Square Analyses for Age Associations
Further chi-square tests were carried out to examine any associations between participants responses in regard to their age. The responses focussed on both online and instore shopping habits of consumers. Only questions which included nominal data were selected in order to ensure the accuracy of the Chi-Square tests. In this case, questions 3, 4, 6 and 7 were analysed. 

Figure 7 below shows a significant association between age range and responses to question 3 of the questionnaire. 
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[bookmark: _Toc71121506]Figure 7: Age Association and Recent Online Purchase. Showing a significant association between age range and responses to question 3


[bookmark: _Toc71122000]Table 3: Showing significant associations and differences between age and responses to questions 3,4, 6 and 7
	Question Number
	Question
	Significance (p-value)

	3
	When was the last time you made an online purchase?
	.969

	4
	When was the last time you made an instore purchase?
	.001

	6
	How often do you make purchases online?
	.010

	7
	How often do you make purchases instore?
	.343



Figure 8 displays a significant difference between age and the responses for question 4. Figure 8 shows that individuals aged between 30 and 65 are more likely to make in-store purchases at least once in a seven day period. However, the majority of those aged between 18-29 either made a purchase within the 24 hours before they completed the questionnaire, or between 1 and 6 months before. These results show a notable difference between responses in the youngest age range that were questioned, and therefore no associations can be made. Figure 8 participants aged over 65 years old had made an instore purchase in the previous 1 to 6 months of participating in the questionnaire. This could be a result of the COVID-19 restrictions that were heavily focused on the isolation of elderly people. 
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[bookmark: _Toc71121507]Figure 8: Age Association and Recent Instore Purchases. Showing a significant difference between age range and responses to question 4


Figure 9 shows a significant difference between age and responses to question 6. 
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[bookmark: _Toc71121508]Figure 9: Age Association and Online Shopping Frequency. Showing a significant difference between age range and responses to question 6


Figure 10 below shows a significant difference between age and the participant responses to question 7. 
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[bookmark: _Toc71121509]Figure 10: Age Association and Instore Shopping Frequency. Showing a significant difference between age range and responses to question 7

[bookmark: _Toc71114953]4.6. Discussion
The study aimed to investigate the impact that e-commerce has had on consumer buying behaviour, and also e-commerce’s contribution to the demise of the high street and retail stores in the United Kingdom. Similar to previous, established research (Rahman et al, 2018), the present study confirms that e-commerce has had a profound impact on consumer buying behaviours and habits. Furthermore, the study has highlighted that many participants believe that e-commerce will (if it has not done so already) lead to the inevitable demise of the high street. 

When analysing age ranges and responses to the study’s questionnaire, it was found that significant associations were found in only question 3. Figure 4.2 shows that the majority of all age ranges (between 18 and 60+ years old) had made an online purchases within  24 hours of participating in the questionnaire. However, significant differences between age ranges and responses to the questionnaire were highlighted in questions 3, 6 and 7. It was found that individuals aged between 18 and 29 were more than half less likely to make in-store purchases than those aged 30 and over. Furthermore, figure 4.7 analyses associations between gender and instore shopping frequency (again, analysing question 4 of the questionnaire). This found that females are more likely to make instore purchases compared to males. Figure 4.4 shows that, while the majority of people in age groups 18-29 and 30-45 make online purchases at least once a week, those whose ages range between 46-65 and 65+ are more likely to only purchase online once a month. However, several participants of all age ranges admitted to making online purchases more than twice weekly. Figure 4.5 studies association between age ranges and in-store shopping frequency. Whilst ages from 30-65+ are more likely to make instore purchases once a week, data shows that 18-29 year olds make in-store purchases less than once per month. 
When analysing gender and responses to the study’s questionnaire, significant associations were found in regards to questions 3, 4, 8 and 11. Figure 4.6 shows a significant association between gender and the individuals’ latest online shopping history. The data shows that the majority of both men and women had made an online purchase in the 24 hours of participating in the questionnaire. Similarly, Figure 4.8 shows a significant association between gender and how the COVID-19 pandemic affected their personal online shopping habits, with both the majority of men and women stating that they shop online more as a direct result of the pandemic. Figure 4.9 also shows a significant association between gender and question 11, which asked participants what their personal shopping preference was. Participants were asked to answer without regarding the COVID-19 pandemic. Data shows that the majority of both male and females prefer to shop in-store. The data found a significant difference when analysing the association between gender and the impact that consumer reviews had on purchasing items.  It was found that customer reviews influenced female’s decision when choosing to buy products (both online and in-store) “a great deal”, however this only influenced male participants “somewhat”.

[bookmark: _Toc71114954]4.7. Conclusion
Chapter 4 has achieved the study’s third objective: 
 
To collect, organise and analyse data responses to examine public views on the impact of e-commerce on consumer behaviour and its contribution to the demise of the high street. 

To conclude, this research supports that of previous reported research as it suggests that the younger generation are more included to participate in online shopping compared to individuals aged over 40 years old. Previous research (Dang et al, 2020; Kruh, 2017, Wan et al, 2012) suggests this may be due to younger people having more access and knowledge around technology, and also their increased usage of social media platforms. However, unlike previous research, the present study found that participants aged over 65 years old were more likely to shop online, rather than shop instore. This differs greatly compared to previous research (Lian, 2014; Iyer and Eastman, 2006; Smith, 2018), however this contrast may be a direct result of the COVID-19 Pandemic, which urged elderly members of the population to stay at home as much as necessary. The majority of previous research on this topic was conducted before the coronavirus crisis, therefore explaining the difference in results. The present study further supports previous research in regards to gender and online consumer buying behaviour. Previous literature (Coppola, 2020; Macklin, 2006; Dwight, 2016) found that there is no significant difference between gender and e-commerce, and that both male and female consumers are equally as likely to participate in online shopping. Overall, the present research has found similar results as that of previous studies. However, some results have differed as a direct result of the COVID-19 Pandemic, such as an increase in the elderly population using e-commerce services. 

             This chapter has effectively analysed the primary data that was collected from the researchers questionnaire and investigated public views regarding the impact of e-commerce on consumer behaviour, as well as its contribution to the demise of the high street. Chapter five will seek to complete the final objectives of this research by recognising the implications and limitations that the researcher has faced during this study. The research will continue to make appropriate recommendations and discuss further avenues for future research possibilities. 

[bookmark: _Toc71114955]5. Chapter Five: Conclusion and Recommendations 

[bookmark: _Toc71114956]5.1. Introduction

The previous chapter successfully achieved the third objective of this research study by analysing the primary data that was collected and highlighting main findings. This chapter seeks to achieve the remaining two objectives:

“To recognise the practical implications within the research study and make appropriate recommendations for practice going forward”

And

“To explore possible approaches for additional investigation, whilst referencing the limitations experienced throughout the present study”

[bookmark: _Toc71114957]5.2. Main Findings
The main findings in this research project found that online shopping has had a significant impact on consumer buying behaviour, and the research suggests that these changes have contributed to the demise of the high street as a whole. When evaluating associations and differences between genders, it was found that women’s purchase decisions are greater influenced by factors such as consumer reviews. For example, the primary research of this study showed that women are more influenced by consumer reviews compared to men. Whilst both male and female participants admitted that they shop online a great deal more as a direct result of the Coronavirus pandemic, research found that the preference amongst both genders was in-store shopping. 

                      When analysing associations and differences between age ranges, the research concluded that individuals within all ranges were more than likely to make an online purchase within a 24 hour period. However, individuals aged between 30 and 65 were more likely to make a greater amount of in-store purchases compared to age ranges between 18 and 29 and 65 and over. Previous research suggests that younger adults (aged between 18 and 29) are more frequent internet users (Olson et al, 2010). This could assist in the explanation of why the younger generation are less likely to participate in in-store shopping. Similarly, participants aged 65 and over may have refrained from visiting physical stores due government ‘Stay at Home’ restrictions throughout the COVID-19 Pandemic. 

[bookmark: _Toc71114958]5.3. Implications 
The present study has highlighted that, although the general population prefer to participate in instore shopping, the vast majority of them are more likely to shop online. This could be a direct result of the current climate that is focussed on the COVID-19 pandemic, which has urged individuals to stay at home as much as possible. 


[bookmark: _Toc71114959]5.4. Recommendations 
A number of recommendations can be made as a result of this study. Predominantly, it is important to highlight the jeopardy that faces the high street, and the extent in which its future is uncertain. It is also important to specify that that the Coronavirus pandemic is not the solitary factor that has contributed to the failure of the high street. For the high street to recover from both pre and post-COVID struggles, it is important for them to vastly focus on their customer service to ensure that the human-element of an instore experience outweighs the convenient benefits of online shopping (Sheppard, 2020). 

              It was also be beneficial for the government to work closely with local authorities across the United Kingdom to offer financial help and resources to aid in the recovery of the high street. It would be helpful if local authorities and councils reassessed car parking charges, especially in busy cities. Previous research suggests that expensive parking costs have remarkably contributed to the demise of the high street (Benson, 2013). Although the complete abolishment of parking charges may prove to be unrealistic, a reduction in parking costs may appeal to consumers, therefore encouraging them to visit high streets more frequently. Similarly, the government could review business tax rates. Presently, physical shops acquire extra charges for their ‘bricks and mortar’, whilst online stores have no such charge. By either reducing the tax for physical stores, or introducing a similar tax to online retailers, the government would be ensuring that the high street receives fair treatment within the retail industry. 


[bookmark: _Toc71114960]5.5. Limitations
When conducting a study, researchers will be faced with influences that are out of their control. These influences are referred to as limitations (Bradford, 2017). Reporting research’s limitations is fundamental to ensure readers can evaluate the credibility of the study (Ross and Zaidi, 2019). Since the research was conducted in the course of the Coronavirus Pandemic, the researcher wasn’t able to complete the collection of primary data through a mixed methods approach like originally planned. A questionnaire was successfully utilised to form a quantitative data approach, however initial plans to collect qualitive data in the form of structured surveys were unable to go ahead. It is important to note that this limitation could have impacted the data that was collected, however this factor was out of the researchers control. 

Another limitation also arose due to the lack of previous research available on the impact that COVID-19 has had on e-commerce and consumer buying behaviour, as well as it’s contribution to the failure of the high street. Whilst a significant amount of previous research has been conducted without regards to COVID-19, it is important to realise the profound impact that the pandemic has had on the topic, possibly making certain pre-COVID research completely void. As a result, the researcher faced difficulties in writing the study’s literature review. However, this limitation did provide the researcher with an opportunity gaps in previous literature and recommend areas in need of further research (Lee, 2015).


[bookmark: _Toc71114961]5.6. Further Research
It could prove to be beneficial for further research to incorporate a mixed methods approach. The addition of utilising qualitative data as well as quantitative could provide more accurate results and provide a deeper insight into how e-commerce has affected consumer behaviour, as well as its contribution to the demise of the high street. This may also be useful for predicting future consumer trends that come as a result of developments in technology. 

                Further research could also investigate the lasting impact that COVID-19 has had on consumer behaviour as a result of e-commerce. Previous studies and this current research have analysed the impact of e-commerce on consumer behaviour pre-COVID or during COVID. The lasting impacts of the COVID-19 Pandemic are currently unknown. It cannot yet be concluded whether the COVID-19 pandemic will only pose short-term challenges in regards to consumer behaviour and e-commerce. Therefore, further research may be required to better understand the implications that the coronavirus pandemic has caused. 



[bookmark: _Toc71114962]5.7. The Achievement of Objectives
This research has successfully completed its initial objectives:

1. To critically analyse existing academic literature on the impact that online shopping has had on consumer behaviour and its contribution to the demise of the high street

This objective was achieved by providing extensive literature review that focused on existing secondary research relating to the topic of changing consumer behaviour as a result of e-commerce. The literature review also analysed the factors that have contributed to the failure of the high street. This research aimed to explore e-commerce’s effect  on consumer behaviour and the high street throughout the continuation of the COVID-19 Pandemic, a topic that has minimum existing research. 

2. To determine an appropriate research approach to investigate public views on the impact online shopping has had on consumer behaviour and whether they believe it has contributed to the demise of high street stores.


This objective was met by recognising a suitable research method for the study, whilst being mindful of the COVID-19 restrictions. As a result, a questionnaire was conducted to investigate the impact that e-commerce has had on consumer behaviour, and to explore public views on whether this has contributed to the demise of the high street. 


3. To collect, organise and analyse data responses to examine public views on the impact of e-commerce on consumer behaviour and its contribution to the demise of the high street. 

Objective 3 was accomplished by the utilisation of the SPSS Software Package. Crosstabulations supplied descriptive statistics which aided the researcher with the completion of Chapter 4. Further analysis was carried out by the use of chi-square tests, which evaluated any significant associations and differences within the data. Data analysing found that both males and females across a wide range of age groups preferred instore shopping, however have most recently participated in frequent online shopping as a result of the COVID-19 Pandemic. 


4. To recognise the practical implications within the research study and make appropriate recommendations for practice going forward. 

Objective 4 was achieved by recognising the practical implications within the research study. To an extent, the research supported previous research, implying that e-commerce has had a profound impact upon consumer behaviour, and has contributed somewhat to the demise of the high street. However, this research identified a gap in previous literature and further focussed on the topic whilst acknowledging the COVID-19 Pandemic. The research was then able to make further recommendations. For example, it is important for more extensive research to be conducted in regards to e-commerce’s affect on consumer behaviour in the aftermath of the Coronavirus Pandemic. It will also be beneficial for further research to explore the ultimate factor that has contributed to the demise of the high street, and also if the high street can ever fully recover. 


5. To explore possible approaches for additional investigation, whilst referencing the limitations experienced throughout the present study.

Objective 5 was completed by exploring possible avenues for additional investigation, whilst also referencing the limitations experienced by the researcher throughout the present study. Limitations of the present research included the lack of previous research available to the researcher, as well as the restrictions that were in place due to the COVID-19 Pandemic. It was recommended that further research is carried out to gain a better understanding of the research topic in the aftermath of the coronavirus crisis.

[bookmark: _Toc71114963]5.8. Self-Reflection
The researcher of this study sought to investigate e-commerce’s effect on consumer behaviour, as well as its contribution to the downfall of the high street and other physical stores. The researcher was particularly interested in exploring this topic during the COVID-19 Pandemic to better understand how e-commerce has changed consumer behaviour in light of the coronavirus crisis, a subject with minimum existing research. This research has proved successful in meeting the study’s initial aims as it found that the COVID-19 Pandemic has had a profound impact upon consumer buying behaviour due to the increased amount of people purchasing online. Therefore, this research has been able to fill a gap that previous research has been unable to do, as the COVID-19 Pandemic is such a recent phenomenon. 

         The researchers interest in ever-changing consumer behaviour has stemmed from the completion of several modules in the BA (Hons) Business Management  course provided by UWTSD. 

             This project has enabled the researcher to develop an abundance of new skills, as well as to focus and develop existing skills. The researcher practiced independent learning for the duration of this study. Whilst virtual help and advice was readily available through the use of email and Team meetings, face-to-face meetings and lectures remained unavailable due to government restrictions. This proved challenging at times, however this provided the researcher with beneficial experience of independent learning, a skill that will remain useful throughout the researchers future education and career. 



[bookmark: _Toc71114964]5.9. Conclusion 
This chapter has successfully fulfilled the fourth and fifth objectives:

“To recognise the practical implications within the research study and make appropriate recommendations for practice going forward.”


And

“To explore possible approaches for additional investigation, whilst referencing the limitations experienced throughout the present study.”


This research aimed to critically analyse the effect that e-commerce has had on consumer behaviour, and explore its contribution to the demise of the high street. This research has successfully achieved its initial aim and has found that e-commerce has had a dramatic impact on consumer behaviour, and has significantly contributed to the failure of the high street and other physical stores. The research also found that the COVID-19 Pandemic led to a global increase in the amount of people who participate in online shopping, and as a result further affected consumer behaviour. However, research shows no indication that the COVID-19 Pandemic is solely responsible for the demise of the high street. This is in accordance to previous research (Ashford, 2019; Maat and Konings, 2018; Cui, 2016; Sanderson, 2019; Rigby, 2011) that suggests that the high streets downfall began long before the COVID-19 Pandemic. 

This study was also successful in completing the initial objectives that were proposed in Chapter one, which also introduced the overall aim of the research as well as a rationale. Chapter two presented an in-depth literature review that analysed the impact of e-commerce on consumer behaviour and its contribution to the demise of the high street. This completed the researches first objective. Chapter three went on to achieve the second objective of the research, exploring suitable research methods and deciding that a quantitative approach in the form of an online questionnaire was an appropriate selection. Chapter four included an analysis of the primary data that was collected and evaluated participant views on the impact e-commerce has had on consumer behaviour, and its contribution to the failure of the high street. This achieved the research’s third objective. Lastly, chapter five achieved the fourth and fifth objectives of the research and completed the aim of exploring views regarding the impact of e-commerce on consumer behaviour and its contribution to the disintegration of the high street. Chapter five also included implications, recommendations, limitations and potential future research that is relevant to this study. This research has successfully analysed how online shopping has changed and affected the consumer, and also evaluated how this has and has not contribution to the demise of the high street. 
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