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[bookmark: _Toc112180063]Chapter 1: Introduction
[bookmark: _Toc112180064]Background of the topic
E-commerce is the online transaction of commodities and services, available through websites and applications. In the UK, according to Statista (2022), around 80% of the population purchases commodities online. By 2025, the percentage increase is projected to be around 90%. In the current scenario of e-commerce, this dissertation showcases the changes in consumer behaviour in the UK and their decision-making patterns in the UK's e-commerce sector. The significance of the study is to analyse and figure out the consumer behaviour patterns in the UK in different e-commerce sites and how to restructure the trading patterns which will help in enhancing the trade. An understanding of the different consumer behaviour patterns, and how they affect the online trade.
[bookmark: _Toc112180065]Purpose of the research
This research is conducted to determine the different consumer behaviour patterns in the UK e-commerce sector. The research helps us analyse the advantages and disadvantages, price ranges, items, and their alternatives and marketing strategies that work as a driving force to determine the ways the consumer might behave during purchasing in the e-commerce market.
[bookmark: _Toc112180066]Proposed aim, objectives, and research questions
Aim
The primary aim of this research is to investigate the factors influencing customer behaviour and the decision-making process considering the case of the UK's e-commerce sector.
Objectives
· To assess the factors influencing customer behaviour and the decision-making process.
· To identify the challenges of consumer decision-making and behaviour.
· To analyse the current trends of consumer behaviour and decision-making.
· To recommend ways to improve the consumer decision-making process in the UK's E-commerce sector.
Research Questions
· What are the factors that influence consumer behaviour and the decision-making process?
· What are the challenges that determine consumer decision-making and behaviour?
· What are the current trends that affect consumer behaviour and decision-making?
· What are the ways that can improve the consumer decision-making process in the E-commerce sector in the UK?


[bookmark: _Toc112180067]Chapter 2: Literature Review
[bookmark: _Toc112180068]Definition of consumer behaviour and consumer decision-making 
According to Oszust et al. (2020), Consumer behaviour can be defined as a series of logical, orderly actions, which are indeed linked to consumers’ decision to purchase specific products to meet their needs. Consumer behaviour mainly depends on consumers' attitudes and preferences.  
According to Lăzăroiu et al. (2020), Consumer decision-making can be defined as a process that consumers mainly go through while deciding what to purchase, information searching, etc. It can be influenced by different variables such as consumer preference, social values, culture, product variations, product reviews, price of the products, etc.
[bookmark: _Toc112180069]Characteristics of the consumer decision-making process 
According to Gopinath (2019), one of the characteristics of consumers' decision-making is their thinking process of the customers. It is based upon some variables such as priorities of the customers, price of the products, product variations, and product reviews another characteristic of the consumer decision-making process is purchase decision which is the final decision of the customer to buy a particular product that is influenced by many variables such as product price, discount, payment procedure, product reviews, return procedures of the product, etc.
According to Rachmawati et al. (2019), another characteristic of the consumer decision-making process is the consumer’s purchase intention which can be expressed as the purpose for which they are buying the product. It is also influenced by many variables such as festivals, events, occasions, culture, social factors, etc. Consumer purchase intention can be affected by product variations, prices of the products, etc.
[bookmark: _Toc112180070]Importance of consumer behaviour and consumer decision-making process 
According to Gajewska et al. (2019), consumer behaviour plays an important role in the development of the company. Consumer behaviour directly influences the revenue generation of the company. As it directly affects the product selling rate of the company.  
According to Lin et al. (2019), Consumer behaviour plays a major role in the making of marketing strategies of the organisation. It directly influences the growth of marketing strategies of the companies as a company decides the data analysis results of consumers' behaviour.
According to Lin et al. (2019), consumer decision-making is one of the important factors which plays a vital role in the strategic planning of the organisation like pricing, discount, product variations, etc. It directly influences the company's revenue generation process. 
According to Fedorko et al. (2018), Consumer decision-making helps the organisation to modify and improve product quality, product variation, and product promotional strategies which play a significant role in the growth of the company.
[bookmark: _Toc112180071]Models of consumer decision-making
According to Bao et al. (2022), the Economic Model is based upon a consumer who tends to be rational and equally evaluates all the products by determining its various factors such as price, quality, advantages, disadvantages, or alternative substitutes of it as well. Here, the consumer is strictly vigilant of all the specimens of the products before purchasing them.
Avestisyan and Grigoryan, (2022), stated that the Cognitive Model assumes those categories of consumers who do not make rational decisions before splurging on products but go with their interests or trends, or market demand. Here, the consumers do not pay any heed to any of the advertising efforts made by the marketers and develop a decision as per their enjoyment.
Kesavan et al. (2019), on the other hand, reported that the Passive Model defines that set of consumers who merely scrutinize the products before buying them and get easily lured by the various promotional appeals developed by the marketers. This model is a total paradox of the economic model.
[bookmark: _Toc112180072]Theories of consumer behaviour 
According to Ng, (2020), many theories have been invented to parse the varied behaviours of consumers. Out of them, the one that has been formed to streamline the thoughts of the diverse set of consumers is the theory of Reasoned Action. Under this theory, the rational and logical decision-making attribute of the customer forms the chief priority. It is through this characteristic that the consumers prioritise knowing every minute detail of the product to that over obtuseness.
Yi and Jai, (2020) opined that the Theory of Impulse Buying influences more on the impulsive behaviour of customers who do not feel it necessary to focus on a rationalistic outlook. It hints at those sets of audiences who respond instantaneously to the external stimuli of marketing produced by the marketers such as advertisements, promotional content, or other pull factors like the attractiveness of their packaging to attract consumers to their business. Under this theory, the consumer is devoid of the traditional concepts of decision-making.
[bookmark: _Toc112180073]Advantages of consumer decision-making
According to Wang et al. (2019), consumer decision-making helps companies to develop their product quality, pricing strategies, and product promotional strategies. It also helps the companies to draw a detailed analysis of consumer behaviour and their needs which further helps them in product development and marketing development strategies and also to develop their product returning policies. 
Further stating the advantages, it can be said that according to Wagner et al. (2020), consumer decision-making draws a clear picture of the consumer's choices and preferences which helps them to maintain their product qualities and selling strategies.
[bookmark: _Toc112180074]Disadvantages of consumer decision-making 
According to Struckell et al. (2022), the disadvantage of consumer decision-making is that due to dissonance arising in the consumers about distinguishing between the products, the consumers tend to be in a dire dilemma in crafting the final decision. As a result of this, the business runs through a major loss. Due to lack of a set loyal audience, their revenue gets generated less, and obviously, they do not get to stand out in the crowd and bring up more developmental programs as they would be requiring revenue or enough funds for it. When there are no positive reviews by the customers, there would be a negation in generating sales. 
[bookmark: _Toc112180075]Challenges of consumer behaviour and consumer decision-making process
According to Hong et al. (2019), the challenges that marketers face when probing their growth in the market is that due to fluctuating behavioural patterns and constantly evolving decision-making practices of the customers there is no profitability rate. That is a huge risk for them to maintain consistency in their performance. The behaviour of the audience has a direct cause and effect relationship with the acceleration in the profit of the brand. If there is no reinforcement of being stable with one brand in the minds of the customers, they would automatically shift to other brands. In this case, there forms less or no exertion of the global influence of the brand and that would hinder their brand image.

[bookmark: _Toc112180076]Chapter 3: Research Methods and Methodology
[bookmark: _Toc112180077]What research philosophy and why?
This research paper will focus on the positivism philosophy because it aims at the importance of quantitative research in a way to get large scale and uncover social trends. In addition, the positivism philosophy focuses on elements related to the research topic as it develops effectiveness over the objectives of the research (Shearer, 2018). 
[bookmark: _Toc112180078]What research paradigm and why?
A research paradigm is a pattern that follows beliefs on the practices on which research projects are conducted (Bonache and Festing, 2020). It is a philosophical framework based on the research area; it creates a series of steps where different methods of data collection can be understood. In this paper, Saunders's research onion model will be used for the construction of the methodological framework of research (Melnikovas, 2018).
[bookmark: _Toc112180079]What research approach and why?
This research will follow the deductive approach as it defines the key variable of the research. The deductive approach allows for explaining the relationship between variables and concepts (Machila et al. 2018).  The approach is suitable for the current research because its depictive data plays a key role in understanding the relationship between customer's behaviour and E-commerce strategies to attract those consumers.
[bookmark: _Toc112180080]What research methodology and why?
In this research, a mixed research methodology will be used, including primary quantitative and secondary qualitative data. For secondary data collection, different sources will be considered such as newspapers and business magazines. For primary data, a collection methods survey as a tool will be used. 
[bookmark: _Toc112180081]What research strategy and why? 
An explanatory research strategy is an appropriate way of discovering research objectives where the studies will be illustrative in nature (Noor, 2020). The explanatory strategy also helps in understanding problems in depth. This strategy is suitable for this research because it can explore and investigate the circumstances that were lacking in the observation of previous research.  
[bookmark: _Toc112180082]Sampling methods and why? 
The simple random sampling method is probability sampling where each person in the population has equal chances of involvement (Mishra and Alok, 2022). The simple sampling method derives inferences that apply from small to large-scale people. Using this sampling technique, 80 E-commerce site users in the UK will be selected as the sample of the research enabling primary data collection. The use of simple random sampling is expected to remove the chance of biases in the selection process of the sample. 
[bookmark: _Toc112180083]Data collection methods/tools 
A primary quantitative data collection method will be used in this research paper where a survey will be taken on 80 E-commerce site users through a simple random sampling method. In the case of secondary data collection methods, different sources will be taken from newspapers and business magazines from the last 5 years. 
[bookmark: _Toc112180084]Ways of interpreting data/How are you going to interpret data? 
Excel numerical analysis method would be used to interpret primary quantitative data collection including graphs and charts. In the case of the secondary data collection method, data will be interpreted through thematic analysis. 
[bookmark: _Toc112180085]Time prospects of the research (Gantt chart) 

Figure 1: Gantt chart
(Source: Self-developed)
[bookmark: _Toc112180086]Ethical consideration of the research
Since the research will be focusing on the primary quantitative data collection method through a simple random survey the data of E-commerce site users certain ethical considerations will be followed. Data and participants identity will be kept confidential, and consent will be taken before surveying the research participants. While using a secondary qualitative data collection method, the research will address the credibility of the authors of the sources taken from newspapers and magazines. 






[bookmark: _Toc112180087]Chapter 4: Conclusion
As we study the different behavioural patterns of the consumers through this detailed analysis of the market, it is concluded that the behaviour pattern of the consumers depends upon different factors. The advertising of a domain is a major factor of e-commerce as better marketing helps to create an image of credibility among the customers. Also, searching for sellers of similar items at lower prices than other online e-commerce sites, their quality, the variety of items available, and the transport and delivery of goods play a major part in determining the consumer behaviour of the population towards a certain website. An e-commerce website should also focus on the substitute goods and alternatives of a certain commodity. The patterns of consumer behaviour are analysed thoroughly through this research. Models of consumer behaviour and theories related to buying trends in modern times are thereby expected to determine the ways consumer behaviour is dependent on the different marketing strategies of the companies, and vice versa. 
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