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Proposed Research

	Current Proposed Title (20 / 30 words):

	Research on the Purchasing Channel Switching Behavior of Chinese Tea Consumers under the Influence of COVID-19

	 
Background & Context (approx. 500 words)


	
Social Context and Practical Research Background
The impact of public crisis events on consumer behavior and will to pay has attracted wide attention. Scholars have studied will to pay for specific products under public crisis events and have achieved meaningful results. Qi, Yu, and Ploeger (2020) studied consumers’ will to pay in terms of taxes and fees for specific mad cow disease tests when there was an outbreak of mad cow disease in Korea. Facing the outbreak of H1N1, consumers also had high will to pay for a specific vaccine. Yin, Chen, and Ji (2021) studied the will to pay for face masks during COVID-19 and found consumers expect a higher price and are willing to pay more for face masks. While these studies are for specific products or services that directly mitigate the adverse effects of public crises, it is especially worth investigating will to pay for the essential food products because their market price may increase beyond the normal range of fluctuation due to excessive demand and supply disruption (Yue, Liu, Zheng, & Wang, 2021).

Academic Definition of Variables 
Table 1: Selected variables and comments
	Selected variables 
	Researchers 
	Empirical comments

	Age
	(Hande & Ghosh, 2015; Hernández, Jiménez, & Martín, 2011); (Fatima & Lodhi, 2015)
	The TPB model has been put to use rather often for the purpose of predicting food consumption habits, notably in MFV, over a wide variety of age groups as well as genders. We are going to use these models to construct our very own customized version of the shifting purchasing behavior brought on by the COVID-19 epidemic.

	Price
	(Khandelwal, Kolte, Veer, & Sharma, 2022); (Krishnan, 2011; Morse, 2016a; Morse & Cheek, 2014, 2015)
	General influences such as views of a company's brand image and price have an effect on customer attitudes, which in turn have an effect on the consumers' buying behaviors. Other general impacts include the perceptions of a company's product quality.

	Perceived usefulness
	(Simanjuntak & Ambar, 2016); (Singh & Verma, 2017; (Srinivas, 2015)
	It is possible that the advantages of purchasing from an online shop rather than a traditional store might also add to the product's perceived usefulness.

	Environment: COVID-19 risk perception
	(Awad, 2011; Badgaiyan & Verma, 2015); (Anute et al., 2015)
	Recessions often have social repercussions as well as economic ones, which makes even consumers who were spared the worst of it more price sensitive.

	Behavior: The purchase channel changes from offline to online
	(Aday & Yener, 2014; Bentahar & Cameron, 2015); (Akehurst, Afonso, & Gonçalves, 2012)
	The procedure of making decisions is known as the input and information procedure; however, those steps are not included in this study since they do not focus on the external factors that have an effect on behavior



Hypotheses Statement
H1: The impact of individual attributes of age is significant on consumer behavior of purchase channel changes from offline to online.
H2: The impact of product feature of price is significant on consumer behavior of purchase channel changes from offline to online.
H3: The impact of online channel utility of perceived usefulness is significant on consumer behavior of purchase channel changes from offline to online.
H4: The mediating role of COVID-19 risk perception in between age and consumer behavior to change the purchase channel from offline to online is significant.
H5: The mediating role of COVID-19 risk perception in between product price and consumer behavior to change the purchase channel from offline to online is significant.
H6: The mediating role of COVID-19 risk perception in between Perceive usefulness of online channels and consumer behavior to change the purchase channel from offline to online is significant.

Conceptual Model
The EBM model has received widespread criticism, but it has been used in the past as a framework to explain food consumption from a more holistic perspective. This is due to the fact that a food crisis affects the entire supply chain, from the suppliers to the consumers' brand identifications, and the model was used because of this (Eshra and Beshir, 2019). The TPB model has been put to use rather often for the purpose of predicting food consumption habits, notably in MFV, over a wide variety of age groups as well as genders (Fatima and Lodhi, 2015). The research going to use these models to construct own customized version of the shifting purchasing behavior brought on by the COVID-19 epidemic.
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Figure 1: conceptual framework of this research


	
Aims and Objectives (approx.. 250 – 500 words)

	The purpose of this study is to find out the details regarding the purchasing channel switching behavior of Chinese consumers under the influence of the pandemic of COVID-19. For this purpose, the researcher is analyzing the influence of independent variables including individual attributes of age and income, product features including price and perception of brand and online channel utility including perceived ease of use and perceived usefulness on the behavior of the consumers regarding the purchase channel changes from offline to online (Cantallops and Salvi, 2014). Moreover, the researcher will also be analyzing the mediating role of the environment of COVID-19 and its risk perceptions in the relationship among the independent and dependent variables. 
Along with this, the research has the following search questions:
•	What is the impact of individual attributes on the consumers behavior to switch the purchase channels from offline to online?
•	What is the impact of product feature on the consumers behavior to switch the purchase channels from offline to online?
•	What is the impact of online channel utility on the consumers behavior to switch the purchase channels from offline to online?
•	What is the mediating role of COVID-19 risk perception in between the independent variables including individual attributes, product feature and online channel utility and the consumer behaviors for switching the purchase channels from offline to online?


	
Proposed plan of work including timetable 

	Proposed plan of work

This plan should indicate that the research will be completed by the end of the fee paying period (the minimum period of candidature.

	Planned Development (e.g. submission of form, completion of chapter, submission of thesis)
	Target Date

	Submission of the proposal form
	Sep. 2022

	Literature review, first draft
	Nov. 2022

	Literature review, final version
	Dec. 2022

	Methodology chapter
	Mar. 2023

	Data collection
	May 2023

	Data analysis
	Sep. 2023

	Write up Findings and Discussion
	Dec. 2023

	Completion of conclusion 
	Jan. 2024

	Appendices, References and Check
	Feb. 2024

	Submission of thesis
	Feb. 2024





	Proposed methodology (approx. 500 words):

	
Research philosophy:
This research uses mixed methods (Creswell and Plano Clark, 2017; Saunders, 2016), impacted by the philosophical underpinnings of Pragmatism (Cassell and Cunliffe, 2018), to integrate two types of data and research design (Creswell and Creswell, 2018).

1) Ontologically, Following this paradigm of study, ontologically speaking, the researcher will be focusing on the reality behind the need to change from offline to online means of shopping and purchasing the products by the consumers during the pandemic of covid-19.
2) Epistemologically, Moreover, epistemologically, the researcher will be exploring the justifications and rationale behind the consumers in China switching towards online channels of purchasing tea rather than the offline channels. Different opinions provided by the participants and the justified rationale behind this shift will be analyzed in this study.
3) Axiologically, With respect to the concepts of axiology the researcher will be analyzing the extent of the matter to which the consumers in China have shifted from offline to the online means of purchasing products, specifically in the context of tea in China.

Research methodology:
While considering the young, middle-aged, and elderly consumers in China, the researcher will be adopting the method of focus group interviews for qualitative research whereas, online survey will be carried out with the help of structured questionnaires for carrying out the quantitative research. With the help of the mixed method of research the researcher will become able to collect the data of different sorts and it will include the inclusion of both objective and subjective type of data (Techataweewan and Prasertsin, 2018).
It will not only allow the researcher to cover various dimensions and facets of the information and the problem under study, but it will also result in multifaceted outcomes through which various theoretical, practical, and policymaking implications can be derived as well (Subedi, 2016).
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Figure 2: Research Methodology of this research, adapted from the work of Robson (2002)

Ethical considerations:
There is no doubt that respect privacy for every participant and group is really important,
especially in the data collection (Kalu and Bwalya, 2017). It will be inevitable to describe knowledge in subjective points, thus I will try to be a collector, rather than an arbiter (Seeger, 1986). 
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	Facilities and resources available for the investigation: please indicate if you expect to need any special resources

	
This research needs to be conducted with the support of libraries, Nvivo and SPSS software.
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