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[bookmark: _heading=h.jl2myxhd5q0p]1. Introduction  
[bookmark: _heading=h.6owcksu66ute]1.1 Background and Relevance of the Research Topic
Online shopping involves the acquisition of products or services by consumers via digital platform and websites or mobile applications. The online shopping offers value with convenience, increased selection of products, competitive prices and time-saving shopping experiences. The development of online shopping in the global retail industry has increased rapidly, especially after the COVID-19 pandemic (Sayyida et al., 2021). The big online retailers like Amazon have increased their services, logistics, and delivery speed to satisfy the growing online demand. In 2024, Amazon declared an annual income of $638 billion globally, an indication of further increase in online customers and digital retailing (Amazon Annual Report, 2024). 
[bookmark: _heading=h.761bozz4ush2]It is essential to understand the post-pandemic online shopping behaviour in the retail industry. There are variations in the consumer adoption patterns of both developed and emerging markets, such as in the UK and India.   
1.2 Problem Statement 
Despite a fast growth in e-commerce, there are still concerns regarding the reasons why a large number of consumers still shop online after the pandemic. 
[image: ]
[bookmark: _heading=h.6yhgpw7q0s5d]Figure 1: “Global Retail E-Commerce Market Size”
(Source: Market.us, 2025)  
Global online retail is expected to make up about 21 % of all retail purchases in 2025, which is quite high even after the pandemic lockdowns (Market.us, 2025). However, limited research examines how consumer behaviour towards online shopping has changed following the pandemic, especially in various international markets. The comparative analysis of Amazon UK and Amazon India will be useful to determine the main aspects of convenience, speed of delivery, use of technology, and consumer trust that lead to further adoption of online retail platforms. 
[bookmark: _heading=h.pd56a631osca]1.3 Research Aim, Objectives, and Questions
1.3.1 Aim
This research aims to examine post-pandemic consumer adoption of online shopping by comparing influencing factors in Amazon UK and Amazon India retail markets.
1.3.2 Objectives
· To assess the way consumer adoption of online shopping increased in India and the UK after COVID-19
· To conduct a comparative analysis of consumer adoption of online shopping between Amazon UK and Amazon India post-pandemic
· To examine challenges faced by consumers post-pandemic while shopping online from Amazon UK and Amazon India
· To provide recommendations to retailers like Amazon to influence customers towards online shopping in India and the UK
1.3.3 Questions
· How did consumer online shopping adoption change in UK and India post-COVID?
· What differences exist in consumer adoption between Amazon UK and Amazon India?
· What challenges do consumers face when shopping online on Amazon platforms?
· What strategies can retailers use to increase online shopping adoption?
1.3.4 Hypothesis
· H1: Consumer adoption of online shopping accelerated in Amazon India in comparison to Amazon UK post-pandemic
· H2: Consumers display more stable online shopping patterns post-pandemic towards Amazon India than Amazon UK
[bookmark: _heading=h.c4wco3fqp2hj]1.4 Research Significance
The study will shed some light on the post-pandemic behaviour and adoption of online shopping in the retail sector. It will contribute to the perception of dissimilarities between Amazon UK and Amazon India, and business owners should learn how to enhance digital retail. 

[bookmark: _heading=h.cmw3ofpqtpg8]2. Literature review  
[bookmark: _heading=h.pnl727a6uw8v]2.1 Post-pandemic consumer online shopping behaviour in the retail sector
The trends of consumer behaviour in the retail sector in the post-pandemic period are mixed in terms of online and physical shopping outlets. Diaz-Gutierrez et al. (2024), using a quasi-longitudinal survey and Structural Equation Modelling, revealed that a quarter of consumers amplified online shopping and more than three-quarters were planning on using online shopping after the pandemic. However, in their qualitative interview of 50 retail stores, Kadam and Bhatt (2021) found that most Indian consumers used local stores because they were more convenient and reliable. 
[bookmark: _heading=h.ue6s0mpew2i]2.2 Key factors influencing consumer adoption in the online retail industry in the UK and India
[bookmark: _heading=h.9ku41f6eelv2]Key factors influencing consumer adoption in the online retail industry differ between developed and emerging markets. Schulze (2021) reported a quantitative survey of 152 UK consumers that identified that approximately 71% of consumers increased the rate of online shopping primarily because of convenience and ease of access on the internet. However, based on the PLS-SEM analysis of 327 respondents, Kaur et al. (2023) state that performance expectancy, price value, and habit and hedonic motivation are the factors to determine adoption, which explains 70.7% of the behavioural variations. 
2.3 Differences in consumer behaviour within the online retail industry between the UK and India
Consumer behaviour in the online retail market is different in the post-pandemic market. In their survey-based behavioural analysis, Khanna et al. (2023) studied the situation in India and noted that after COVID-19, a significant percentage of consumers started moving towards online shopping because of convenience and safety issues. However, in the study by Rahmanov et al. (2021), which is analytical research with a survey of 417 individuals and a Google trend analysis, the authors believe that consumers grew more price-sensitive and particular, and concentrated on product value and brand loyalty in the UK. 
[bookmark: _heading=h.77474pb0h3c9]2.4 Recommendations for Increasing Online Shopping Adoption in UK and India
Consumer adoption in post-COVID-19 markets is at variance with the market, depending on digital retail strategies. Nanda et al. (2021) claim a mixed-method study with strategy event data and interviews of UK retail managers suggests that digitalisation and multi-channel retail strategies led to online shopping adoption and transformed the retail structure of high streets. However, Khaled et al. (2021) conducted a survey of 700 consumers in the city of Delhi-NCR and found variables like product variety, digital payment, and free home delivery to have a behavioural effect, and SOP regulations did not have a significant effect in India. 
[bookmark: _heading=h.wxerg12g67ez]2.6 Theoretical Framework
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[bookmark: _heading=h.o90j6q7k3q89]Figure 2: “Technology Acceptance Model”
(Source: Nikou et al., 2014)
The research will be grounded on the “Technology Acceptance Model (TAM)” to examine the factors that may affect the adoption of online shopping by consumers after the pandemic. According to Hossain et al. (2023), the model will be useful in explaining how the perceived usefulness and perceived ease of use influence the willingness of consumers to keep buying via Amazon platforms. It will also aid in the comprehension of how convenience, a digital presence, and a better platform experience will promote the use of online retail services by customers in the UK and India markets (Schorr, 2023).
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[bookmark: _heading=h.pjcczd3j2cz0]Figure 3: “Theory of Planned Behaviour (TPB)”
(Source: Omotayo et al., 2020)
The other theory that will be relevant will be the “Theory of Planned Behaviour (TPB)”. The target population will use this theory to examine how the attitudes of consumers, subjective norms, and perceived behavioural control will determine the intentions of customers to adopt and use online shopping platforms in the UK and India (Haris et al., 2021). 
[bookmark: _heading=h.i0f2pgwo01fh]2.7 Conceptual Framework
Conceptual Framework for Post-Pandemic Online Shopping Adoption


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



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


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






[bookmark: _heading=h.4c2ptypisdh1]Figure 4: Conceptual Framework
(Source: Self-Created)
[bookmark: _heading=h.vcrtk7xarc86]2.8 Literature Gap
The existing literature mainly deals with online shopping behaviour after the pandemic or digital retail transformation in general, without giving a comparative analysis of different national retail markets. As an illustration, the study by Diaz-Gutierrez et al. (2024) and Rahmanov et al. (2021) analyses behavioural changes towards digital consumption, whereas Nanda et al. (2021) concentrate on the approach to digitalisation in retail. However, there is scant literature in making comparisons of consumer adoption drivers between developed and emerging retail markets, especially between the UK and India, and that leaves a gap that the research seeks to fill.

[bookmark: _heading=h.tmobwmpi4djh]3. Methodology  
[bookmark: _heading=h.y1jrwkv0x8cx]3.1 Research Philosophy
The research philosophy the proposed study will consider is interpretivism research to gain knowledge about consumer behaviour and perceptions on online shopping following the COVID-19 pandemic. The interpretivism research philosophy will enable the researcher to interpret the available knowledge and findings of previous research pertaining to Amazon UK and Amazon India. The philosophy will aid in clarifying the effect of attitude, trust, and technological perceptions of consumers in online shopping adoption (Ali et al., 2021). 
[bookmark: _heading=h.okrrthbrxav0]3.2 Research Approach
This study will effectively use the inductive research approach to investigate the trends in the literature of post-pandemic online shopping behaviour. The research approach will enable the themes to come out of the analysed literature and reports (Kumar and Ujire, 2024). It will contribute to the explanation of consumer adoption variations between Amazon UK and Amazon India and allow addressing the research questions successfully.
[bookmark: _heading=h.usnucd1mruic]3.3 Research Design
The respective study will be adhered to secondary research design for the matter of explain the data available in the body of literature on consumer online shopping behaviour. The design will be aimed at perceptual understanding, motivation, and behavioural factors that can drive online shopping adoption (Anand et al., 2023). 
[bookmark: _heading=h.nfwmhdu3441z]3.4 Research Strategy
In this research, the secondary research strategy will be used, in which published academic literature, industry reports, and statistical data will be analysed. These sources will provide support on the trends of online shopping after the pandemic (Jensen et al., 2022). 
[bookmark: _heading=h.fakyh9n2ysg4]3.5 Data Collection Method
The research will use a secondary data collection method to study online shopping adoption among the retail sector consumers after the pandemic. The sources of secondary data will consist of 24 peer-reviewed academic articles published in the years between 2021 and 2025 and databases such as Google Scholar, ProQuest, ScienceDirect, and Wiley Online Library. Also, the analysis of industry reports and statistical data provided by sources such as Statista, the World Bank, and the Amazon Annual Report 2024 will be conducted. This method will facilitate the research purpose and address the research questions well.
[bookmark: _heading=h.2i8izara48r]3.6 Inclusion and Exclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed articles on online shopping adoption.
	Articles not related to online retail behaviour.

	Studies published between 2021 and 2025.
	Studies published before 2021.

	Research focused on the UK and India retail markets.
	Studies focused on unrelated countries or sectors.

	Academic sources from recognised databases.
	Blogs, non-academic websites, or unreliable sources.

	Industry reports and credible statistical databases.
	Unverified data or non-credible reports.


[bookmark: _heading=h.2e6e7qg8sgvy]Table 1: Inclusion and Exclusion Criteria
(Source: Self-Created)
[bookmark: _heading=h.fmml7bw8sai7]3.7 Data Analysis Method
In this study, the thematic data analysis method will be used to analyze the collected secondary data. The analysis method will entail the identification, review, and interpretation of major themes associated with the post-pandemic online shopping behaviour (Hoang et al., 2023). Consumer trust, convenience, use of technology, and the experience of delivery are some of the themes that will be researched. This analysis will facilitate the sorting of the results of academic articles and industry reports, which will allow one to compare consumer adoption patterns in Amazon UK and Amazon India and justify the research objectives and questions.
[bookmark: _heading=h.fuxva1fkdyma]3.8 Ethical Consideration
This study will follow ethical research principles while using secondary data sources. All data will be gathered through reliable scholarly databases and reports that are publicly available. It will be adequately cited and referenced to prevent any instances of plagiarism or lack of academic integrity. The study will not engage human subjects, and hence, no problem of consent or personal information will be present. Information will be utilized academically, and the information will be published in an honest and transparent manner.

[bookmark: _heading=h.3mknapl1fzoc]4. Expected findings  
[bookmark: _heading=h.qb4v8we1w5t2]4.1 Post-Pandemic Online Shopping Behaviour
The purpose of this study is to determine the observable modifications in the consumer online shopping behaviour following the COVID-19 pandemic. The study will entail a comparative analysis of UK and Indian customers of Amazon in order to determine how the trend of online shopping has been changing in these two markets. The consumers who continued with online shopping after the restrictions were lifted in the pandemic period are assumed to persist in the behaviour (Adibfar et al., 2022). 
[bookmark: _heading=h.h6plrjphis5x]4.2 Factors Influencing Consumer Adoption
It is anticipated that the research will establish a number of main factors involved in the adoption of online shopping platforms like Amazon by the consumer. Such aspects will probably consist of perceived usefulness, ease of use, trust in the platform, and delivery efficiency. The research will use a comparative approach of analysing the influence of technological acceptance and consumer perceptions on the adoption of online shopping by conducting a comparative analysis of UK and Indian Amazon users. According to the Theory of Planned Behaviour and Technology Acceptance Model, the intention to continue online shopping is likely to be promoted by a positive attitude of the consumer and straightforward use of the platform.
[bookmark: _heading=h.jf0xcfcz4x3d][bookmark: _heading=h.nbs0g26rrtuk]

[bookmark: _heading=h.aydds2n09hy1]5. Limitations  
[bookmark: _heading=h.q19fik1v9loq]5.1 Limited Use of Secondary Data
The proposed research will be based exclusively on secondary data gathered through the existing academic articles, industry reports, and statistical databases. The study, therefore, will not involve any primary data to be collected directly among consumers. This could restrict the capacity to record real-time consumer attitudes, experience, and behaviour change regarding the adoption of online shopping after the pandemic.
[bookmark: _heading=h.4jbukmk5k5yv]5.2 Limited Time Scope of Literature
Published sources covering 2021 through 2025 will primarily be of interest to the study, so that recent post-pandemic consumer behaviour can be analysed. Although this will assist in making the research important, it will restrict the inclusion of previous research that may give a wider historical view of the online shopping trends before the pandemic.
[bookmark: _heading=h.5t9xyex7kw2f]5.3 Availability of Specific Market Data
The other limitation can be the availability of specific data that compares Amazon UK and Amazon India. Some reports on the industry may include the data on the e-commerce market in general, and not just on Amazon. This can limit the level of comparison between the two markets.

[bookmark: _heading=h.66cjuskecc04]6. Timeframe 
[bookmark: _heading=h.s1gltceavi7]6.1 Timeline
[bookmark: _heading=h.ibov462wld1d][image: ]
Table 2: “Gantt Chart”
[bookmark: _heading=h.ok5pn8nzf1k2][bookmark: _heading=h.39p0fkk5s4sy](Source: Self-Created) 

[bookmark: _heading=h.s6ijme762vii]7. Conclusion  
[bookmark: _heading=h.oza3zi368jd0]7.1 Conclusion
The research proposal studied the acceptance of online shopping by consumers in the retail sector after the pandemic through a comparison of Amazon UK and Amazon India. It looks at the progression of consumer behaviour after the COVID-19 pandemic and the determinants that have an important impact on the utilization of online shopping. The analysis will be based on available academic sources, industry reports, and statistical data to determine the adoption trends, consumer behaviour comparisons between developed and emerging markets, and obstacles affecting the online consumers. The theoretical basis of the study is the Technology Acceptance Model (TAM) and the Theory of Planned Behaviour (TPB), which offers a model to comprehend consumer adoption behaviour. The results are relevant to the existing knowledge of the post-pandemic digital retail life and provide suggestions to help retailers to increase digitalization and customer experience in various market conditions.
[bookmark: _heading=h.uiu9fv3sgedj]7.2 Anticipated Outcomes
The research will bring knowledge about variables affecting the adoption of online shopping after the pandemic in the UK and India. The results will guide retailers like Amazon to develop improved digital strategies, boost consumer confidence, and propel further development of online stores.
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