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[bookmark: _Toc220561809]Abstract 
This dissertation investigates the challenges of online shopping experienced by international students in the UK, using Amazon UK as a focal case study. As international student populations grow, understanding how cultural, technological, and financial barriers grow, understanding how cultural, technological, logical, and financial barriers affect e-commerce engagement has become increasingly important. Despite the widespread adoption of online shopping, students often perceive digital transactions as risky due to concerns about fraud, unclear policies, and unfamiliar payment systems. Cultural and linguistic differences further complicate interactions with platforms designed primarily for domestic consumers, with non-native English speakers facing interpretation difficulties that increase perceived risk and reduce trust. Research highlights that factors such as logistics quality and payment flexibility significantly shape online consumer satisfaction and behavior across culturally diverse contexts, reinforcing the role of service quality in e-commerce adoption (EI Aissoug et al., 2024). Overall, these challenges underscore the need for e-commerce platforms to adopt inclusive, transparent, and culturally sensitive design to better support international student consumers.
Findings from secondary qualitative analysis reveal that international students encounter extended delivery times, limited delivery address options, language barriers, and usability issues on Amazon Uk’s interface that diminish user experiences and contribute to shopping cart abandonment. Cultural differences also influence trust development and online decision-making processes, mirroring broader evidence that culturally tailored website usability and trust mechanisms improve purchase intention (Pratesi et al., 2021). These insights highlight the importance of culturally and technically adaptive strategies to enhance international students' online shopping satisfaction.
Recommended interventions for Amazon UK include localized platform features( e.g., language options and currency conversion), flexible payment methods suited to international banking contexts, transparent pricing and returns and improved multilingual support. These strategies seek to reduce friction, enhance trust, and foster greater long-term loyalty among international students.
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[bookmark: _Toc220561811]Glossary 
Amazon UK: The United Kingdom-specific subsidiary of Amazon, and an online retail platform offering a wide range of products and services.
Cultural Adaptation: The process by which international students adjust to new cultural norms, values, and behaviors in the host country.
Digital Literacy: The ability to effectively navigate, evaluate, and use digital platforms, tools, and information.
International student: A student who is enrolled in a higher education institution outside of their home country.
Logistical Challenges: Obstacles related to the delivery, return, or receipt of goods when shopping online.
Online Shopping Experience: The overall interaction and satisfaction a consumer has while browsing, selecting, and purchasing products on an e-commerce.
Payment Barriers: Difficulties encountered by international students due to incompatible payment methods, foreign cards, or currency conversion issues.
Secondary Data: Pre-existing data collected from sources such as academic journals, industry reports, and official statistics rather than through direct data collection.
Thematic Analysis: A qualitative research method used to identify, analyze, and report patterns or themes within data.
Trustworthiness (in research): The degree to which qualitative research results are credible, dependable, and confirmable.
[bookmark: _Toc220134251][bookmark: _Toc220561812]Chapter 1: Introduction
[bookmark: _Toc220134252][bookmark: _Toc220561813]1.1 Background Information 
Digitalization has fundamentally reshaped global retail systems over the past decade, with online shopping becoming embedded in everyday consumer activity across most developed economies. The UK, in particular, has emerged as one of the world’s most mature and rapidly expanding e-commerce markets due to advancements in mobile technologies, secure payment gateways, and sophisticated logistics networks (Edghiem, Shrief and De La Silva, 2023; Doofinder, 2025). This transformation was further accelerated during penetration normalized online  purchasing as a primary consumption channel.
Within this expanding digital marketplace, international students represent a distinctive and growing consumer group. With over 680,000 international students enrolled in UK higher education institutions (UKCISA, 2024), online shopping plays and critical role in meeting their everyday needs. Platforms such as Amazon UK provide accessibility, product variety, and logical convenience; however, international students often encounter challenges linked to cultural unfamiliarity, payment systems, delivery arrangements, and digital trust ( Carpio, 2022; He, 2025). These challenges highlight the need for a more inclusive and culturally responsive e- commerce environment that acknowledges the unique circumstances and consumption behaviours of international students in the UK.

[bookmark: _Toc220561814]1.2 Significance of the Study
This study is academically significant because it integrates research on digital consumer behaviour with literature on international student adaption, two areas that are often examined separately. Prior studies demonstrate that user experience, trust, and ease of use significantly influence online purchase intentions (nagy and Hajdu, 2022). Simultaneously, research in higher education hignlights that international students face unique digital, social and institutional barriers where adjusting to host-country systems (Ecochard and Fotheringham, 2023). By combing these perspectives, this research addresses an underexplored intersection, contributing to a deeper understanding of how cultural and technological factors jointly shape international students online shopping experiences in the UK.

[bookmark: _Toc220561815]1.3 Research Problem
Significant data indicates that international students continue to have disproportionate difficulties while shopping online in comparison to domestic consumers, despite Amazon UK's dominant market position and investment in digital retail innovation (OECD, 2023; Statista, 2024). The mismatch between platform design and logistics and the realities of life as an international student is the root of the issue. A less inclusive online purchasing environment is caused by a lack of consumer power, a lack of familiarity with local retail standards, and cultural differences (Kim, Ferrin, and Rao, 2020). There is still a dearth of qualitative research that focuses on the lived experiences of overseas students in UK e-commerce environments. To comprehend how structural, technological, and cultural elements combine to influence their purchase behaviors, it is imperative to close this gap (Nguyen, Simkin, and Canhoto, 2023). This research therefore, seeks to investigate the challenges faced by international students in the UK when shopping online, focusing on Amazon UK. The study will determine the obstacles to efficient online shopping and evaluate how they affect consumer behavior, satisfaction levels, and purchase decisions. Additionally, it seeks to assess how well or poorly Amazon UK's present digital services and initiatives handle these problems and to make useful suggestions for enhancement. In addition to being academically significant, these findings are helpful to e-commerce professionals who want to improve customer loyalty and service quality among foreign customers.

[bookmark: _Toc220561816]1.4 Research Aim and Objectives
The primary aim of this research is to investigate the challenges encountered by international students in the UK in their online shopping experiences, focusing on Amazon UK as a case study. To achieve this, the study will pursue the following objectives:
· To determine the specific difficulties that international students in the UK face when shopping online and to investigate how these challenges affect their overall shopping habits and purchasing decisions.
· To assess how effectively Amazon UK’s strategies and customer service mechanisms address these challenges.
· To offer evidence-based recommendations for e-commerce platforms to improve international students online shopping experiences in the UK.
[bookmark: _Toc220561817]1.5 Research Questions
This investigation will be guided by the following research questions:
1. What are the main obstacles to online shopping that international students in the UK face?
2. How do these obstacles affect their online shopping behaviors and decision-making processes?
3. To what extent do culture and technological factors influence international students' online shopping experiences?
4. What strategies can Amazon UK and similar platforms implement to effectively address the identified challenges?
[bookmark: _Toc220561818]1.6 Theoretical Framework
This study's theoretical and practical contributions are what make it significant. Practically speaking, e-commerce companies can create inclusive, culturally sensitive, and accessible online shopping systems by comprehending the challenges faced by international students. Platforms like Amazon UK can customize their methods to draw in and keep international student customers, a market that offers potential long-term brand loyalty in addition to immediate revenue, by identifying pain spots in logistics, interface design, and payment systems (Carpio, 2022). By combining digital marketing and user-experience design frameworks with cross-cultural consumer behavior theory in the context of international higher education, this study adds to the body of current literature from a theoretical perspective.
Additionally, in order to improve overall contentment and welfare, it is crucial to comprehend how international students interact with the UK's commercial and digital infrastructure as it continues to establish itself as a global center for education (Ecochard and Fotheringham, 2023). Resolving these problems is consistent with national initiatives to enhance the experience and retention of international students. Thus, the research's conclusions may offer useful information not just to Amazon UK but also to legislators, academic institutions, and service providers that want to enhance digital inclusion and customer confidence in the UK's foreign education system.

For overseas students residing in the UK, the quick development of online purchasing has presented both benefits and difficulties. Even though Amazon UK is still a top platform that offers choice and convenience, there are still a lot of obstacles to overcome, from deeper cultural and psychological concerns to logistical and technological problems. This dissertation seeks to make a significant contribution to the fields of international marketing, digital consumer behavior, and cross-cultural adaptability by methodically analyzing these issues and assessing Amazon UK's reaction tactics. In the end, it aims to assist e-commerce platforms in developing more successful and inclusive online buying experiences for one of the most dynamic and globally diversified customer sectors in the UK.

[bookmark: _Toc220561819]1.7 Methodology
Using secondary data from academic literature, industry reports, customer reviews, and policy papers, this study employs a qualitative research methodology. To enable a thorough analysis of international students' contacts with Amazon UK, a case study design is utilized. To find recurrent trends pertaining to logistical, technological, and cultural difficulties, thematic analysis will be used.


[bookmark: _Toc220561820]1.8 Structure of the Dissertation 
The dissertation is organized into five chapters:
Chapter 1 introduces the study, outlines its context, presents the research problem, and defines the aims, questions, and theoretical framework.
Chapter 2 provides a critical literature review evaluating existing research on online shopping, consumer behaviour, international student adaptation, and e-commerce challenges.
Chapter 3 outlines the methodological approach, including data sources, research design, analytical techniques, and ethical considerations.
Chapter 4 presents and discusses the findings from the thematic analysis in relation to the theoretical framework.
Chapter 5 offers conclusions and recommendations for Amazon UK, policymakers, and higher education institutions.

[bookmark: _Toc220134253][bookmark: _Toc220561821]1.9 Conclusion 
In conclusion, international students in the UK have a lot of opportunities thanks to the expansion of digital commerce, but they still face logistical, technological, and cultural challenges. Despite being the market leader, Amazon UK has not adequately catered to the particular requirements of this customer segment. This study aims to provide fresh perspectives on these issues and to produce useful suggestions for enhancing customer pleasure, accessibility, and inclusion in the UK's e-commerce sector. Building on the identified challenges and opportunities for international students in the UK. The study now moves to examine existing literature to contextualize these issues within the broader academic and industry discourse.





[bookmark: _Toc220561822]Chapter 2: Literature Review
[bookmark: _Toc220561823]2.1 Introduction to the Literature Review
This literature review critically explores scholarly and empirical research on online shopping behavior, digital consumer challenges, and international student experiences in the UK e-commerce environment. The purpose of this chapter is to critically evaluate existing scholarly work related to online shopping behavior, digital consumer challenges, and the e-commerce experiences of international students, with a specific focus on the United Kingdom. This review synthesizes previous research to provide a solid academic foundation for the topic, identify conceptual and empirical gaps, and investigate the theoretical foundations pertinent to international e-commerce interactions. Using empirical data on digital literacy disparities and international student cohorts, which are essential to comprehending cross-border digital consumer behavior in international e-commerce contexts, the chapter employs a structured literature review methodology to guarantee methodical and rigorous analysis of previous studies (Edghiem, Ma, and Farhan, 2023). This methodology includes search strategies, inclusion and exclusion criteria, critical appraisal tools (CASP), and a PRISMA-aligned narrative that explains the process of finding and choosing pertinent studies. By using these components, the literature study hopes to produce a thorough and fact-based knowledge of the difficulties faced by international students on sites like Amazon UK.
Amazon's organizational structure including logistical challenges, limitations in user experience and interface design, cultural and psychological factors, digital literacy issues, trust and data privacy concerns, financial and payment constraints, and organizational and structural limitations unique to Amazon, are some of the major thematic areas that form the framework of this evaluation. Furthermore, the chapter critically examines well-known e-commerce adoption theories and analytical frameworks in relation to international students, recognizing them as a distinctive consumer sector with particular situational, financial, and cross-cultural characteristics. With almost 680,000 international students residing in the UK (UKCISA, 2024), their online purchasing habits are becoming more and more important from a business and academic standpoint, especially in light of Amazon UK's expanding dominance in the online market.

[bookmark: _Toc220561824]2.2 Literature Review Methodology
[bookmark: _Toc220561825]2.2.1 Search Strategy and Keywords
The selected keywords were derived from the core constructs of the research aims, namely online shopping behavior, international students, and e-commerce challenges (UKCISA, 2024). This source supports the relevance and scale of international students within the UK context. Keywords were tested iteratively across databases to assess relevance and volume, with adjustments made to ensure both breadth and specificity. This iterative process ensured the inclusion of multidisciplinary literature while maintaining alignment with the study’s focus on Amazon UK and international student experiences. The search strategy was created based on important ideas that were essential to the study. The junction of digital behavior, online buying, and international student adaptation was reflected in the selection of keywords. "Online shopping," "international students UK," "e-commerce challenges," "Amazon UK," "digital consumer behavior," "cross-cultural online trust," "e-service quality," "online retail logistics," "digital adaptation international students," and "online transaction barriers" were among the main keywords. To increase the number of possible sources, secondary keywords (Nagy and Hajdu, 2022), including "TAM," "digital inclusion," "UX in e-commerce," "payment barriers UK," and "student accommodation delivery issues," were employed. This study provides theoretical justification for the inclusion of trust and perceived risk-related keywords in cross-border e-commerce research.  Alternative phrases and synonyms made sure that writing utilizing several terminologies was recorded. This keyword method allowed for multidisciplinary breadth while guaranteeing relevance to the study's central themes.

[bookmark: _Toc220561826]2.2.2 Boolean Methods
To improve search precision and guarantee the retrieval of papers directly related to the dissertation topic, Boolean operators were employed (Saunders, Lewis and Thornhill, 2023; Snyder, 2020). By using AND, the search results were limited to works that addressed intersecting topics, such as "international students" AND "online shopping experiences" or "Amazon UK" AND "consumer satisfaction." In the meanwhile, OR broadened the scope by including terms like "online retail services" or "e-commerce platforms." In order to remove material on unrelated geographical markets, the operator NOT was used sparingly (e.g., "online shopping" NOT "USA only"). The literature evaluation included a wide variety of studies that were closely related to the research goal thanks to the combination of Boolean logic and keyword variants.

[bookmark: _Toc220561827]2.2.3 PRISMA Flow Narrative
The identification, screening, evaluation, and inclusion of sources were described using a narrative PRISMA approach. About 110,000 possibly pertinent records were found after preliminary searches across databases from university libraries, Scopus, Web of Science, Google Scholar, and ScienceDirect. There were 25,000 distinct records left after duplicates were eliminated. This number was lowered to 9430 by title and abstract screening using inclusion criteria (e.g., publication date 2020–2024, relevance to e-commerce or foreign students, scholarly credibility). Full-text screening evaluated the inclusion of empirical data, contextual relevance to the UK market, applicability to Amazon or comparable platforms, and methodological soundness. This resulted in 10 final sources that satisfied every requirement. This methodical technique guarantees scholarly validity while staying within the parameters of the dissertation.




[bookmark: _Toc220131736][bookmark: _Toc220132759][bookmark: _Toc220133064][bookmark: _Toc220134254][bookmark: _Toc220561828]Fig 1: PRISMA Flow diagram
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[bookmark: _Toc220561829]2.2.4 CASP Quality Appraisal
The methodological quality of a few chosen studies was evaluated using the CASP (Critical Appraisal Skills Program) checklist. Clarity of objectives, suitability of research design, rigor of data collection, researcher reflexivity, ethical considerations, and transparency of analysis were all taken into account while evaluating qualitative investigations. The validity of statistical analysis, sample representativeness, measuring device reliability, and findings clarity were all evaluated in quantitative investigations (Hair et al., 2021). The coherence of the qualitative and quantitative components of mixed-method research was assessed. The transparency of data sources, objectivity, and methodological explanation of industry reports and market analysis were evaluated. Excluded were studies that exhibited commercial bias, employed antiquated pre-COVID assumptions, or lacked methodological clarity. The literature review's overall dependability was enhanced by the application of CASP.

[bookmark: _Toc220561830]2.2.5 Inclusion and Exclusion Parameters
To ensure currency in respect to quickly evolving digital marketplaces, inclusion criteria mandated that all chosen studies be published between 2020 and 2024. There were only studies written in English (Saunders, Lewis and Thornhill, 2023). Online shopping, consumer behavior, digital service quality, international students, e-commerce in the UK, or cross-cultural digital adaptation were all essential topics for studies. research that were exclusively concerned with physical retail, research that were conducted before 2019 and had a conceptual basis, and studies that had nothing to do with the customer experience (such as purely technical algorithms) were all excluded. This procedure made sure that the included literature was up to date, academically reliable, and experimentally useful.

[bookmark: _Toc220561831] 2.2.6 Literature Selection
The literature selection process followed systematic appraisal and screening, resulting in 46 relevant studies across disciplines such as marketing, international education, retail logistics, cultural psychology, and digital systems. These sources were chosen to provide a comprehensive understanding of how international students engage with the online shopping ecosystem in the UK. Emphasis was placed on credible academic books, peer-reviewed journals, and market research, including studies offering contrasting perspectives to ensure balanced analysis (Saunders, Lewis and Thornhill, 2023; Xiao and Watson, 2020). After the appraisal and screening process, 10 research covering a variety of disciplines, including marketing, international education, retail logistics, cultural psychology, and digital systems, were chosen for inclusion following the evaluation and screening procedure. The chosen literature offered a comprehensive grasp of how international students are impacted by the internet buying ecosystem. Academic books, credible market research studies, and peer-reviewed journal papers were given priority. In order to promote critical assessment and draw attention to current discussions in the area, studies presenting opposing viewpoints were purposefully included. This choice facilitates a thorough, multifaceted synthesis of the difficulties foreign students face when utilizing Amazon UK and other UK e-commerce sites.

[bookmark: _Toc220561832]Literature Review
[bookmark: _Toc220561833]2.3 Thematic Analysis 
This study adopts a thematic synthesis approach to analyses the reviewed literature, enabling the identification of recurring patterns, key themes, and areas of contradiction relating to international students' engagement with UK-based e-commerce platforms (Edghiem, Ma, and Farhan, 2023). This approach facilitates a structured comparison of funding across diverse studies.


 The literature was analyzed across key themes as stated below:

1. E-commerce Adoption Among International Students
2. Amazon-specific challenges for international students
3. Cultural Barriers
4. Role of Localized E-commerce platforms
5. Technological and Logical Barriers

In contrast to a strictly descriptive description, cross-comparison of studies ensured critical review by highlighting areas of consensus, divergence, and research needs.
The thematic analysis reveals that international students experience a fragmented accessibility landscape. International students encounter a fragmented accessibility landscape, according to the thematic study (Boateng et al., 2021; Grewal et al., 2020). Although websites like Amazon UK provide ease of use and algorithmic efficiency, their operational and design priorities are primarily in line with local consumer behavior, which frequently disadvantages new or unfamiliar consumers. Students frequently claim difficulty brought on by new terminology, inadequate multilingual support, and interface communication gaps as a result of cultural and linguistic dissonance (Nguyen, Simkin, and Canhoto, 2023). When students move into new living situations, logistical issues—especially those related to delivery procedures, housing restrictions, and return guidelines—make online shopping even more difficult. When taken as a whole, the research reveals a systemic lack of inclusion and localization in the design of e-commerce platforms and customer support systems. These related concepts influence the research that follows and offer a logical framework for comprehending the platform-specific difficulties encountered by international students.
These interrelated concepts offer a basis for comprehending the platform-specific problems encountered by international students, which are covered in the part that follows.

[bookmark: _Toc220561834]2.4 E-commerce Adoption Among International Students
Due to the rapid global spread of digital retailing and the growing number of students moving to digitally sophisticated economies like the UK, the adoption of e-commerce among international students has grown in importance as a subject of study. Due to their transitional living arrangements, lack of familiarity with local marketplaces, and greater reliance on digital technologies to purchase necessities, research indicates that international students utilize online shopping platforms more frequently than domestic students (Ecochard & Fotheringham, 2023). According to studies, the adoption process is influenced by psychological elements like trust, perceived risk, and cultural adaptation as well as technology elements like simplicity of use, interface familiarity, and payment accessibility (He, 2025). These factors collectively highlight the need for e-commerce platforms to consider both cultural and technological adaptation strategies to effectively support international student consumers.
Models such as the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT) explain why international students adopt e-commerce platforms. Students see internet buying as time-saving and economical, particularly when they don't have access to local social networks or transportation; perceived utility is crucial. Students frequently compare the digital structures in their native country to those in the UK, which affects their comfort levels with platform navigation, making perceived ease of use crucial. Students from parts of Africa, South Asia, and the Middle East may face a steeper learning curve due to differences in digital infrastructure and payment norms, while students from China and South Korea, for instance, tend to adopt UK platforms more quickly due to widespread use of digital commerce in their home countries (Chen, 2022). This variation in adoption speed underscores the importance of localized platform features and culturally sensitive user experiences to enhance accessibility for diverse international student populations.
Another important factor in adoption is trust, especially for students who are not aware with UK consumer protection regulations. First-time foreign users are more likely to view online transactions as dangerous because of concerns about fraud, ambiguous return policies, or unknown third-party vendors, according to Nagy and Hajdu (2022). Early adoption of platforms like Amazon UK can also be hampered by financial considerations like the inability to use bank cards from one's home country or the delay in opening a bank account in the UK. Overall, research indicates that international students' use of e-commerce is extremely contextual, influenced by their cultural background, exposure to technology, and initial difficulties settling in the UK.
[bookmark: _Toc220561835]2.5 Amazon-Specific Challenges for International Students
For overseas students, a number of platform-specific problems still exist despite Amazon UK's dominance. According to Doofinder (2025), Amazon's algorithmic personalization is typically optimized for seasoned users, which leads to worse suggestion accuracy for new users, including recently arrived students. Furthermore, cultural goods like local cuisine, ethnic apparel, or well-known household names could be scarce or pricey on Amazon UK.
Research reveals other difficulties: Having trouble adjusting or canceling subscription services, Uncertain return logistics, restricted support for many languages
ambiguous regulations pertaining to foreign electronics warranties All of these problems lead to decreased levels of satisfaction and loyalty among international students.
[bookmark: _Toc220561836] 2.6 Cultural Barriers 
International students' interactions with digital retail platforms are significantly shaped by culture, which also affects how they perceive risk, trust, communication, and decision-making. One of the most popular frameworks for comprehending these disparities is Hofstede's cultural dimensions theory, especially when evaluating the behavioral distinctions between students from individualistic and collectivist cultures (Hofstede, 2021). For example, while purchasing purchases, students from collectivist societies frequently rely significantly on brand familiarity, internet evaluations, or peer recommendations. Additionally, they might show more worry about return procedures, vendor dependability, and product legitimacy. Students from individualistic cultures, on the other hand, might place a higher value on efficiency, speed, and convenience, which would be more in line with UK buying standards.
Cultural difficulties are further exacerbated by language obstacles. Many international students have trouble comprehending system-generated messages, seller policies, and product descriptions, particularly when technical jargon or culturally specific words are employed (Narteh, 2021). Confusion can be made worse by Amazon UK's lack of multilingual support, which can result in errors like ordering unsuitable products, misinterpreting subscription conditions, or misinterpreting delivery instructions.
Customer service expectations are also influenced by cultural conventions. Students from nations with very responsive customer service may find that UK processes are slower or less personalized, especially when they come across automated chatbots with little human support. Students from nations with less advanced customer service infrastructure, on the other hand, might view UK procedures as unduly strict or bureaucratic. Cultural mismatch has a substantial impact on satisfaction levels and may deter users from continuing to interact with online platforms, as noted by Ecochard and Fotheringham (2023). These differences suggest that e-commerce platforms like Amazon UK need to incorporate culturally adaptive customer service strategies to maintain satisfaction and encourage continued engagement among international students.

[bookmark: _Toc220561837] 2.7 Technological and Logistical Barriers 
Two of the most commonly mentioned challenges influencing international students' online buying experiences in the UK are logistical and technological. Disparities in digital literacy, platform familiarity, and infrastructure between the UK and students' home countries are common causes of technological hurdles. According to research, there are differences based on national background, prior access to digital technologies, and socioeconomic position, even if the majority of international students are thought to be digitally proficient (Edghiem et al., 2023). For example, pupils who are not experienced with sophisticated e-commerce systems could find it challenging to navigate intricate interfaces, recognize trustworthy merchants, handle returns, and comprehend automated recommendation algorithms.
The impact of logistical obstacles is similarly significant. International students encounter delivery delays, unsuccessful drop-offs, and limitations on parcel acceptance in university dormitories, according to Carpio (2022). Students who live in shared housing or short-term housing are especially susceptible to miscommunication about delivery windows, misplaced shipments, and ambiguous tracking information. Additionally, a lot of institutions prohibit couriers from entering student housing after certain hours, which can result in missed deliveries or the need to make lengthy trips to pick up packages.
Technology and logistical challenges coexist with payment-related obstacles. Many recently arrived students are unable to utilize Amazon UK's preferred payment methods since they are unable to open UK bank accounts right away. 
Some foreign cards result in extra transaction or currency conversion fees, while others are denied because of regional limitations or fraud checks (He, 2025). During the first few weeks in the UK, students' engagement in e-commerce is greatly impacted by these budgetary limitations.
Logistics for returns can present difficulties. Although Amazon UK's return policy is effective for seasoned customers, novices who are not familiar with printing labels, drop-off locations, or automated reimbursement schedules may find it bewildering. Together, these logistical and technological obstacles lower satisfaction and may deter students from fully utilizing digital platforms during their initial stay.

[bookmark: _Toc220561838] 2.8 Role of Localized E-commerce Platforms (Case: Amazon UK Implications)
The success of international e-commerce platforms that operate in culturally varied regions is largely dependent on localization. Because it tailors its product offers, logistics, and marketing tactics to the demands of UK customers, Amazon UK is regarded as a leading localized platform inside the UK market. International student populations, who have distinct cultural, linguistic, and economic traits, are not always included in its localization.
According to academics, Amazon's fundamental systems are still standardized rather than culturally sensitive, which limits their usefulness for customers from other countries (Doofinder, 2025). For example, rather than taking into account the browsing habits of individuals from varied cultural backgrounds, Amazon UK's product recommendations are algorithmically optimized based on local patterns. 
Because of this, recently arrived students frequently receive unrelated recommendations and may find it difficult to locate products that are recognizable to their culture, such as local food brands, cosmetics, or household necessities. Accessibility is further diminished by the absence of multilingual features. Large rivals like AliExpress and Amazon Germany provide significantly more comprehensive language support, making it easier for customers from other countries to use the platform's features. Chen (2022) contends that language localization is essential for fostering confidence, particularly with users who have little experience with Western e-commerce platforms, rather than just being convenient.
Although Amazon UK's shipping infrastructure is a significant asset, it is still insufficient for use cases unique to students. Automatic parcel redirection to pick up locations can be confusing, and delivery drivers might not be familiar with university building layouts. Furthermore, Amazon's focus on subscription-based services like Prime Student is predicated on long-term residency and financial stability, which may not be the case for many overseas students.
Because of its quickness, product selection, and perceived dependability, Amazon continues to be the platform of choice for international students despite these drawbacks. This paradox emphasizes the necessity for more in-depth localization techniques suited to populations that are mobile and culturally varied.

[bookmark: _Toc220561839]2.9 Gaps and Implications for Future Research
The literature reveals a number of recurrent elements that influence how overseas students interact with e-commerce sites located in the UK. Cultural and linguistic barriers are a major subject. Students sometimes experience challenges because of foreign terminology, poor multilingual support, and interface designs that are primarily intended for domestic users. These problems underscore the larger problem of platform inclusion and contribute to a fragmented accessibility experience (He, 2025). When taken as a whole, these trends show that in order to effectively assist international students' digital participation, e-commerce platforms must embrace more inclusive and culturally sensitive designs. 
Research Gaps identified in the Literature:
Gap 1: Limited focus on international students as a distinct consumer group.
The propensity to classify international students under more general headings like "global consumers," "migrants," or "young digital users" represents a substantial gap in the research. Few studies specifically conceptualize overseas students as a distinct consumer class with particular institutional, financial, and transitional constraints, even though they are acknowledged in digital marketplaces (Ecochard and Fotheringham, 2023). This generalization ignores the factors that significantly influence their online shopping behavior, such as their temporary immigration status, reliance on university housing, and initial lack of knowledge of UK legal and digital systems.
Gap 2: Insufficient Amazon Uk-specific empirical research.
Despite the fact that Amazon is often mentioned in international e-commerce studies, there aren't many platform-specific academic studies that concentrate on Amazon UK. Current research frequently takes a macro-level approach, comparing foreign subsidiaries or analyzing Amazon's worldwide operations without delving into the actual, day-to-day experiences of consumers in the UK market. Specifically, there is still a lack of qualitative research on how international students use Amazon UK's customer service, payment methods, logistics, and interface (He, 2025). There remains a lack of qualitative research on how international students navigate Amazon UK’s services and interface (He, 2025). Thus, there is a clear need for in-depth, platform-specific studies that explore the lived experiences of international students using Amazon UK.
Gap 3: Underrepresentation of Accommodation-Related Logistical Challenges.
Student housing-related logistical problems, like limited delivery access, misplaced packages, complicated shared living, and return restrictions, are often brought up but seldom thoroughly investigated. Instead than examining how living circumstances unique to students exacerbate these difficulties, the literature frequently frames logistics as a general e-commerce issue (Nguyen, Simkin and Canhoto, 2023; McLean and Wilson, 2023). This divide restricts our ability to comprehend how digital consuming experiences and physical living situations interact, especially in the early phases of international students' adjustment.
Gap 4: Limited exploration of cultural and linguistic interface barriers.
Few studies convert these theoretical insights into platform-level design consequences, despite the fact that cultural differences are frequently explored using well-established frameworks like Hofstede's cultural dimensions. There is still a lack of research on how non-localized interface signals, culturally entrenched terminology, and linguistic complexity affect the confidence and comprehension of international students (Hofstede, 2021). Consequently, there is a dearth of practical research that connects cultural theory to specific usability obstacles in UK e-commerce platforms.
Gap 5: Lack of longitudinal and adaptation-focused perspectives.
The majority of current research uses cross-sectional approaches to record the experiences of overseas students at a certain moment in time. Research on how students' difficulties with online buying change as they become more accustomed to the culture, develop digital confidence, and establish institutional stability is scarce. Understanding adaptation processes and the long-term effects of early bad digital encounters on trust, loyalty, and platform dependency is hampered by the lack of longitudinal perspectives (He, 2025). The lack of longitudinal studies limits understanding of how early digital experiences affect trust, loyalty, and long-term platform use

[bookmark: _Toc220561840]2.9.2 Limitations in the Existing Literature
Beyond specific gaps, the reviewed literature exhibits several broader limitations. Numerous studies mostly depend on quantitative adoption models, which may ignore linguistic or contextual constraints that influence user experiences and oversimplify culturally entrenched decision-making processes (Hofstede, 2021). Furthermore, the explanatory depth of current investigations is limited because language is frequently viewed as a secondary variable rather than a primary determinant of trust and usability in online contexts (Narteh, 2021). The current findings are less applicable to a variety of international student populations due to these constraints taken together.

[bookmark: _Toc220561841]2.9.3 Implications for Future Research
Future studies of international students' use of e-commerce platforms should specifically incorporate cultural theory and linguistic accessibility. Researchers could evaluate how platform structures align—or conflict—with various user expectations by using cultural frameworks at the interface and service-design levels (Hofstede, 2021). Such an approach would provide practical insights for designing more inclusive and culturally responsive e=commerce platforms.

Language simplification, multilingual assistance, and culturally sensitive communication techniques should all be further studied as ways to enhance trust and decision-making in online buying settings (Narteh, 2021). In order to document how overseas students' digital behaviors change over time as they adjust to the UK environment, longitudinal research designs are also advised. When taken as a whole, these approaches would improve academic knowledge of cross-cultural digital consumption and help create more inclusive, user-centered e-commerce platforms.

[bookmark: _Toc220561842]2.2.10 Conceptual Framework 
The conceptual framework offers an organized analytical lens for analyzing the difficulties foreign students in the UK encounter when purchasing online. The framework for this study was created only from secondary qualitative and quantitative sources, such as policy documents, industry reports, peer-reviewed journal articles, and market intelligence magazines. The framework aims to synthesize, analyze, and explain recurrent patterns found in previous research rather than test causal linkages empirically because the study uses a mixed analysis methodology with secondary data.
The framework integrates four major antecedent factors—logistical factors, technological factors, cultural and linguistic factors, and demographic characteristics—and looks at how these affect perceived risk, trust, online shopping attitudes, and behavioral outcomes among international students using Amazon UK. It is based on recent e-commerce and digital consumer behavior literature (2021–2026).

[bookmark: _Toc220561843]2.10.1 Rationale for Framework Development
Due to unfamiliar institutional systems, financial infrastructures, cultural norms, and language obstacles, secondary research regularly shows that foreign consumers have a different online buying experience than domestic users (Edghiem et al., 2023; Bao, 2025; Setyowati, 2024). Because they frequently rely significantly on e-commerce platforms while also dealing with logistical uncertainty, technological friction, and cultural adjustment issues, international students in the UK represent a particularly susceptible customer sector (Alokai, 2026).

In light of these circumstances, the conceptual framework presents trust as a key mediating construct between platform-related difficulties and online purchasing behavior. In cross-border and international e-commerce contexts, trust has been extensively acknowledged in recent literature as a crucial factor of repeat purchasing, satisfaction, and platform loyalty (Handoyo, 2024; Bao, 2025). This research contributes to understanding how culture, technology, and logistics shape international students' online shopping experiences in the UK.

[bookmark: _Toc220561844]2.10.2 Key Construction of the Framework
The conceptual framework is composed of the following interrelated constructs:
Logistical Factors: Include shipment transparency, delivery time, address flexibility, and unstated expenses. According to secondary research, international students who live in shared or temporary housing are disproportionately affected by logistical inefficiencies (Alokai, 2026; Bao, 2025). International students in shared or temporary housing are disproportionately affected by logistical issues, including shipment transparency, delivery time, address flexibility, and hidden costs.
Technological Factors: Including the ease of use of the website, the difficulty of the checkout process, the responsiveness of mobile devices, and the acceptance of foreign payment methods. Inadequate technology performance raises transaction abandonment and cognitive strain (Setyowati, 2024). Technological issues such as website usability, complex checkout, mobile responsiveness, and foreign payment acceptance increase cognitive strain and transaction abandonment.
Cultural and Language Factors: Pertaining to earlier digital experiences in home nations, linguistic ability, and cultural familiarity with e-commerce standards. These elements affect choice confidence and risk perception (Edghiem et al., 2023). Previous digital experiences, language proficiency, and familiarity with home country e-commerce practices influence decision confidence and perceived risk.
Demographic Factors: Including preferences for product categories and gender, which influence engagement and frequency of purchasing (Alokai, 2026). Product category preferences and gender affect engagement and purchase frequency.
Perceived Risk: The degree to which international students expect losses in terms of money, delivery, or information when they shop online.
Trust: Trust in Amazon UK's dependability, openness, safeguards for customers, and consistency of service.
Online Shopping Attitude and Behavior: Attitude and Behavior in Online Shopping reflected in cart abandonment, buy intention, transaction frequency, and platform loyalty.

[bookmark: _Toc220561845]2.10.3 Conceptual Model Relationships
The framework suggests the following based on secondary evidence synthesis:
· Perceived risk is influenced by demographic, cultural, technical, and logistical variables.
· Trust is adversely impacted by perceived risk.
· The association between difficulties and attitudes about internet purchasing is mediated by trust.
· Purchase behavior and repeat engagement are influenced by attitude.
The thematic analysis carried out in Chapters 4 and 5 is guided by these connections.
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[bookmark: _Toc220561847]2.11 Concluding Remarks
This study of the literature has shown how cultural, technological, logistical, and economic factors interact to influence international students' online purchasing experiences in the UK. Due to convenience and necessity, this group has adopted e-commerce at a rapid rate; yet, there are still substantial obstacles, especially in the early stages of adjustment. Although Amazon UK is a major player in their digital consumption habits, its localization tactics fall short of meeting the varied needs of populations of international students.
The review identifies significant gaps in the literature regarding the lived reality of international students navigating e-commerce systems, platform-specific experiences, and cultural adaptation in digital retail contexts. By filling in these gaps, academic research will progress, and industry stakeholders—including Amazon UK, academic institutions, and legislators—will gain knowledge that will improve user pleasure and digital inclusion. This lays the groundwork for the dissertation's later methodological and empirical sections. The review has highlighted gaps in understanding platform-specific experiences, cultural adaptation, and the lived realities of international students, laying the groundwork for systematic investigation in the next chapter.



















[bookmark: _Toc220561848]			Chapter 3: Research Methodology 

[bookmark: _Toc220561849]3.1 Introduction
Building on these insights, this chapter outlines the research design, methodology, data sources, and analytical framework used to explore the challenges faced by international students using Amazon UK. This chapter's goal is to defend the study's research design, philosophy, methodology, data sources, analytical methods, and ethical considerations. A qualitative approach based on secondary data analysis has been chosen because of the exploratory nature of the study and its emphasis on comprehending lived experiences, perspectives, and contextual difficulties. This methodological decision fills in the gaps found in Chapter 2 about the scant qualitative, platform-specific research on international students' e-commerce experiences in the UK and guarantees coherence with the research purpose and questions established in Chapter 1. This chapter outlines the methodological framework adopted to investigate the challenges of online shopping faced by international students in the UK, using Amazon UK as a case study. 

[bookmark: _Toc220561850]3.2 Research Philosophy
An interpretive research philosophy serves as the foundation for this investigation. According to interpretivism, people's interpretations of their experiences are the best way to understand social reality, which is socially produced. International students' interactions with Amazon UK in the context of online buying are influenced not just by technology systems but also by cultural background, past digital exposure, trust perceptions, and practical constraints, including housing and financial access. Therefore, an interpretivist approach is suitable since it enables the study to investigate subjective interpretations instead of trying to quantify behavior using positivist or objective criteria.

The application of interpretivism in digital consumer research is supported by recent methodological literature, especially when studying cross-cultural user experiences and adaptation processes in host-country settings (Bao, 2025). The study prioritizes depth of understanding over generalizability by taking this philosophical stance, allowing for a detailed examination of the intricate difficulties experienced by overseas students navigating Amazon UK's digital ecosystem.

[bookmark: _Toc220561851]3.3 Research Approach
This study uses an inductive research methodology. Instead of testing predetermined hypotheses, inductive reasoning enables patterns, themes, and insights to naturally emerge from the data. This method works especially well for research topics like international students using UK-based e-commerce platforms, when the lived experiences of a particular group are not adequately captured by current theory.
An inductive approach allows the study to develop conceptual knowledge directly from existing empirical data, policy papers, and documented user experiences, given the paucity of Amazon UK-specific qualitative literature mentioned in Chapter 2. This is consistent with current qualitative research methods in digital consumer behavior, where inductive analysis is frequently employed to investigate new phenomena and understudied consumer groups (Setyowati, 2024). Accordingly, this approach enables the identification of nuanced patterns and meanings that reflect the authentic online shopping experiences of international students within the UK e-commerce context.

[bookmark: _Toc220561852]3.4 Research Design and Strategy
This research adopts a quantitative and qualitative as mixed research approach to explore the challenges faced by international students in the UK when shopping online, focusing on Amazon UK as a case study. Following the research onion framework, the study is designed with the following considerations:
Research Philosophy, The study is in line with interpretivist philosophy, which emphasizes people's experiences and perceptions in order to comprehend social phenomena from their point of view (Bao, 2025; Setyowati, 2024). The study adopts an interpretivist approach, focusing on understanding individuals’ experiences and perspectives. Approach: Since the research seeks to investigate trends and insights about the difficulties associated with online buying without imposing predetermined hypotheses, an inductive approach is used. This makes it possible to develop a theory based on overseas students' experiences. Research Strategy: To gain a thorough grasp of the unique difficulties and contextual elements affecting international students' online buying experiences, a case study approach is used, with a special focus on Amazon UK (Edghiem, 2023; Al-Tit, 2020). This approach provides in-depth insights into their online shopping challenges.
Time Horizon: To capture current trends and experiences of international students in the UK, the study uses a cross-sectional approach, gathering data from pre-existing secondary sources at a specific moment in time.
The case study strategy allows the research to examine how Amazon UK's platform design, logistical systems, payment structures, and customer support mechanisms interact with the particular circumstances of overseas students thanks to the case study approach. The work addresses the dearth of platform-focused research noted in the literature review by focusing on a single platform, which provides contextual specificity and analytical depth (Edghiem et al., 2023). Focusing on a single platform provides deeper contextual insights and analytical clarity.
The study analyzes data generated within a specified recent period using a cross-sectional time frame. Without making an effort to monitor changes over time, this method catches current issues and reflects post-pandemic changes in digital consuming behavior.

[bookmark: _Toc220561853]3.5 Data Collection Method: Secondary Qualitative Data
This research relies exclusively on secondary qualitative data. Information that has previously been gathered, examined, and published by other researchers or organizations for objectives unrelated to the current study is referred to as secondary data. The dissertation's scope, time limits, and ethical considerations all support the use of secondary sources while yet enabling thorough qualitative examination.
Academic journals, business reports, government publications, and reliable internet sites are the only sources of secondary data used in this study. This method is suitable for identifying important issues, investigating how Amazon UK meets the demands of international students, and analyzing trends in customer behavior (Bao, 2025; Setyowati, 2024). This ensures a comprehensive understanding of international students’ online shopping experiences.
Justification: By using a qualitative, secondary data technique, the research is guaranteed to be possible under time and cost restrictions while offering significant insights into logistical obstacles, cultural and technological barriers, and behavioral trends.
Because it allows for triangulation across many viewpoints and situations, secondary qualitative data is especially appropriate for this study, strengthening the validity and reliability of the results. Furthermore, current qualitative research provides insightful information about delicate experiences that may be challenging to capture within the limitations of primary data gathering, such as financial hardship and cultural adaptation (Bao, 2025). Ad s result, the use of secondary qualitative data offers a rigorous and ethically sound means of examining the complex and context-dependent challenges faced by international students in the UK’s online shopping environment.

[bookmark: _Toc220561854]3.6 Secondary Data Sources
The selected secondary data sources were chosen based on relevance, credibility, and alignment with the research objectives. To maintain currency in a quickly changing digital context, all sources were released between 2021 and 2025. The primary categories of secondary qualitative data used in the study are summarized in the table below.


[bookmark: _Toc220134256][bookmark: _Toc220561855]Table 3.1: Summary of Secondary Qualitative Data Sources

	Data Source Type
	Description
	Relevance to the study

	Industry and market research reports
	Industry-produced reports examined UK e-commerce operations, localization strategies, logistics systems, delivery performance, and customer experience design.

	Provides contextual understanding of structural and operational challenges affecting online shopping experiences on platforms such as Amazon UK.


	Commercial market intelligence databases
	Subscription-based databases (e.g., MarketLine, Mintel, Euromonitor) offer company profiles, market overviews, consumer trend analyses, and competitive assessments.

	Enables qualitative analysis of Amazon UK’s market positioning, service features, delivery infrastructure, and digital retail environment.


	MarketLine Advantage database
	Reports on the competitive environment, industry case studies, company profiles, and strategic evaluations of Amazon UK and the UK e-commerce market

	allows for a thorough qualitative assessment of Amazon UK's strategic positioning, service design, logistics capabilities, and localization initiatives that are pertinent to customers who are international students.


	Mintel (02) database
	Reports on consumer behavior, assessments of retail trends, and qualitative information about digital adoption, developing consumer segments, and online purchasing patterns in the UK

	offers comprehensive narrative-based insights into market trends, usability problems, trust issues, and consumer expectations that impact international and student consumers in the UK.


	Consumer trend and behavior reports
	Reports focusing on online consumer trust, usability issues, digital literacy, and shopping behavior in the UK.

	Supports the identification of recurring behavioral challenges relevant to international student consumers.


	Prior Industry case studies and consultancy reports
	Case-based analyses of e-commerce platforms and multicultural consumer segments published by consultancy firms.

	encourages the development of themes, comparative interpretation, and triangulation of results in various yet connected situations.


	Online consumer review and student forums

	Aggregated qualitative feedback from platforms such as Trustpilot, Reddit, and international student discussion forums (analyzed ethically and thematically)
	Offers real-world experiential insights into delivery issues, trust concerns, usability problems, and coping strategies among international students using Amazon UK.

	Policy and Institutional publications
	Reports from UK government bodies, higher education organizations, and international student support agencies.
	Highlights regulatory, financial, and institutional barriers (e.g., address verification, payment access) influencing international students' online shopping behavior




[bookmark: _Toc220561856]3.7 Data Analysis Technique
Thematic analysis is used in the study to examine secondary qualitative data. A versatile and popular technique for finding, examining, and interpreting meaningful patterns in qualitative data is thematic analysis. It is especially useful for synthesizing results from several sources, which makes it a good fit for secondary data analysis.
The analysis followed a methodical procedure that included reading the chosen materials several times to become comfortable with the data before beginning to code pertinent text passages pertaining to difficulties with online buying. After that, codes were examined and categorized into more general themes that represented cultural obstacles, problems with technology usability, logistical limitations, difficulties with payments and finances, and issues with trust. The research objectives and theoretical frameworks covered in Chapter 2 were taken into consideration while refining and interpreting these topics.
By connecting specific difficulties to more general structural and cultural elements in the UK e-commerce ecosystem, thematic analysis allows the study to go beyond superficial description and perform interpretive analysis. This method encourages the inductive emergence of insights and is consistent with interpretivist qualitative research concepts (Setyowati, 2024). Consequently, thematic analysis provides a robust analytical framework for capturing the depth, complexity, and contextual nature of international students' online shopping experiences in the UK.

[bookmark: _Toc220561857]3.8 Reliability and Validity
The idea of trustworthiness, which includes credibility, dependability, and confirmability, is used in qualitative research to address validity and reliability. The utilization of several data sources improved credibility by enabling topics from academic, business, and policy literature to be triangulated and cross-verified. In order to ensure that the study process could be logically followed and assessed, dependability was bolstered by upholding an open and methodical approach to data selection and analysis. In order to mitigate the impact of researcher bias, interpretations were firmly grounded in current data and established literature. The study's academic integrity is further strengthened by the utilization of credible reports and peer-reviewed sources (Edghiem et al., 2023). Collectively, these measures ensure that the study’s findings are robust, transparent, and methodologically sound within the context of qualitative secondary research.

[bookmark: _Toc220561858]3.9 Ethical Considerations
Ethical considerations are still important even though there is no direct participant engagement or primary data collection in this study. To prevent plagiarism and uphold intellectual property, all secondary data sources were appropriately cited using Harvard referencing. In order to avoid misrepresenting the conclusions of the original authors, care was taken to appropriately and responsibly interpret the findings.
Additionally, the study relies on anonymized results presented in published literature rather than using sensitive personal data. This method conforms to university rules for postgraduate dissertations and ethical norms for secondary research (Bao, 2025). As a result, the research is conducted in a responsible manner that safeguards ethical integrity while maintaining analytical rigor.

[bookmark: _Toc220561859]3.10 Limitations of the Methodology
Although the selected approach has many benefits, it has drawbacks as well. The researcher's capacity to delve deeper into particular experiences or resolve ambiguities in previous studies is limited by the reliance on secondary data. Additionally, results depend on the caliber and breadth of the literature that is currently available, which may underrepresent particular nationalities or demographic subgroups among the community of international students.
Notwithstanding these drawbacks, the qualitative secondary data approach is still suitable for this kind of exploratory dissertation since it offers enough depth and analytical richness to meet the goals of the study within realistic boundaries.

[bookmark: _Toc220561860]3.11 Chapter Summary
The methodological framework supporting the study has been described in this chapter, providing justification for the use of an interpretivist philosophy, an inductive methodology, a qualitative case study design, and secondary data analysis. The research is able to synthesize current qualitative insights regarding the difficulties encountered by international students using Amazon UK by utilizing thematic analysis. The methodology offers a solid basis for the results and discussion in the following chapter and is closely related to the research objectives and topics. This methodological framework establishes how the study has approached the research questions and demonstrates the rigor of the qualitative analysis, setting the stage for the next chapter.


















[bookmark: _Toc220561861]				Chapter 4: Data Analysis

[bookmark: _Toc220561862]4.1 Introduction
Following the methodological framework established in the previous chapter, this chapter presents the findings derived from the qualitative analysis of secondary data relating to the online shopping experiences of international students in the UK, with Amazon UK, as the focal case. This chapter's goal is to methodically provide the data's findings in connection with the research objectives and questions stated in Chapter 1. The study is based on a thematic synthesis of secondary qualitative sources, industry reports, policy papers, and commercial market research databases, in accordance with the qualitative and interpretivist methodology outlined in Chapter 3. The chapter stays analytical and descriptive, leaving interpretation and assessment for Chapter 5.
A clear and transparent relationship between the data and the study's goals is made possible by the analysis's framework, which is based on the four research questions. Recurring trends and difficulties encountered by international students utilizing Amazon UK are found and presented in an organized way using thematic analysis.

[bookmark: _Toc220561863]4.2 Overview of the Dataset
Qualitative secondary sources published between 2021 and 2025 company-level analyses from MarketLine Advantage and Mintel (O2) are some of these sources. The collection includes findings from qualitative and mixed-method studies and reports, all of which provide narrative evidence about the difficulties associated with online shopping, platform usability, trust, logistics, and payment methods.
The analyzed studies collectively reflect international students from a variety of geographical regions, including Asia, Africa, the Middle East, and Europe, even though the researcher did not directly gather any original demographic data. The information primarily represents the first adjustment period experiences of students enrolled in UK higher education institutions that rely on online buying platforms. This diversity upholds the study's qualitative, secondary-data design while increasing the findings' applicability.
Established commercial market intelligence and industry reports, such as MarketLine Advantage, Mintel (O2), and specialized e-commerce consultancy publications, are given specific attention among the secondary sources used. Because of their regular use by higher education institutions, transparent reporting frameworks, and methodical data collection procedures, these sources are extensively utilized in academic and industry research. As a result, rather than depending just on one source, the dataset represents triangulated information from several databases and report kinds, strengthening the validity and reliability of the qualitative findings reported in this chapter.

[bookmark: _Toc220561864]4.3 Analytical Approach
The main qualitative analytical method used in the investigation was thematic analysis. In accordance with the process described in Chapter 3, pertinent segments were classified based on recurrent difficulties and experiences after the material was reviewed several times to gain familiarity. Higher-order themes that directly address the study topics were then formed from the codes. Thematic analysis was chosen since it is widely used in qualitative digital consumer research and is appropriate for synthesizing findings from many secondary sources (Setyowati, 2024). This systematic analytical process ensured that the findings were coherently organized and finally grounded in the qualitative evidence from the secondary data sources.

Since the dataset was composed of published qualitative findings rather than raw transcripts, software-based coding methods like NVivo were not used in the research. Rather, to guarantee uniformity, openness, and conformity with the inductive research methodology, manual topic synthesis was carried out.

[bookmark: _Toc220561865]4.4 Data Source Justification: Alokai E-commerce Report
Alokai, a worldwide commerce platform and digital experience provider with a focus on e-commerce performance, customer experience optimization, and consumer behavior analytics, created the Alokai (2026) e-commerce study. Large-scale aggregated consumer data, industry surveys, and behavioral analytics from worldwide e-commerce usage trends form the basis of the research.

Because of their emphasis on user experience, friction spots, and consumer behavior, Alokai reports are frequently mentioned in industry assessments, which makes them especially appropriate for studies looking at issues with online buying. The Alokai report is not used as a stand-alone data source in this study; rather, it is used as supporting evidence to supplement findings from policy publications, previous industry case studies included in Table 3.1, and market intelligence databases like MarketLine Advantage and Mintel.

By offering current, practical insights regarding buying frequency and frustration factors—which are particularly pertinent to overseas students navigating UK-based e-commerce sites like Amazon UK—Alokai (2026) enhances the analysis.

[bookmark: _Toc220561866]4.5 Data Sets: Online Shopping Behavior and Frustration Factors among International students
 The Alokai (2026) e-commerce report provides relevant insights into consumer behavior patterns and pain points that can be linked to international students' online shopping experiences in the UK. Two datasets in particular are pertinent for this study: gender based shopping frequency and common factors contributing to shopper frustration.

[bookmark: _Toc220561867]4.5.1 Shopping Frequency by Gender
According to Alokai (2026), male customers trend to shop online more frequently than female customers, with 43.86% of males shopping several times a week compared to 36.28% of females, and 14.23% or males shopping daily versus 11.4% of females (figure 4.1). This trends has significant implications for international students, as male students may engage more actively with platforms like Amazon UK, potentially leading to higher exposure to both marketing communications and platform specific frustrations.
The report also indicates that despite higher shopping frequency among males, female shoppers show stronger preferences for specific categories such as Fashion & Apparel (62.91%) and Beauty & Personal Care (63.87%), whereas male shoppers focus more on Electronics (53.45%) and Food & Groceries (44.89%). This distinction is crucial for online marketing strategies targetd at international students. Tailored campaigns highlighting product categories preferred by conversion rates. For instance, Amazon UK could desig gender specific landing pages or highlight category specific recommendations in email campaigns for international students to improve shopping satisfaction and repeat purchases (Alokai, 2026). This approach can enhance personalization, drive engagement, and boost loyalty among international student shoppers.









[bookmark: _Toc220134257][bookmark: _Toc220561868]Figure 4.11: Online shopping frequency by gender
Source: Alokai, 2026

[image: ]

[bookmark: _Toc220561869]4.5.2 Common Frustration Factors
The Alokai (2026) study also identifies the top frustration factors affecting online shoppers, which are highly relevant for international students navigating Amazon UK. Among the factors, hidden fees (55%), poor website performance (46%), and poor customer service (45%) are reported as the most frustrating (figure 4.2). Other notable frustrations include extended delivery times, complicated checkout processes, and difficulties locating products.
International students are particularly sensitive to these issues due to their temporary residency. Unfamiliarity with local payment systems, and logical challenges such as delayed shipping or limited address options. Hidden fees can disproportionately affect students on tight budgets, while poor website performance or slow checkout process may increase the likehood of cart abandonment. These findings underscore the importance of transparent pricing, user friendly website design, and responsive customer support in improving the overall online shopping experience for international students.
From a marketing perspective, understanding these friction points allows Amazon UK and other e-commerce platforms to implement targeted interventions, such as automated delivery updates, simplified checkout workflows, and localized payment options. Doing so not only reduces frustration but also increases trust and retention among international student shoppers (Alokai, 2026; Bao, 2025). Ultimately, addressing these pain points strengthens customer experience and fosters long-term loyalty within the international student segment.

[bookmark: _Toc220561870]4.5.3 Insights from Commercial Market Intelligence Databases
Commercial market intelligence databases- Provides organized secondary qualitative data that sheds light on important facets of customer behavior, the digital retail market, and Amazon UK's activities. By providing a wider industry context, consumer market perspectives, and service-level assessments of online shopping performance in the UK, these sources enhance behavioral analytics from the Alokai (2026) dataset.

4.5.3.1 Amazon UK Market Positioning and Service Environment (MarketLine & MarketLine Advantage)
MarketLine and MarketLine Advantage qualitative reports describe Amazon UK as a dominant player in the UK e-commerce market, backed by a sophisticated digital commerce environment and a vast logistical infrastructure (MarketLine projections, 2024/2025). Platforms with large product assortments and strong brand trust, like Amazon, are more likely to retain customers, particularly in competitive areas like the UK, according to a recent study on digital consumer behavior [Ologunebi, Taiwo & Alli, 2025]. As a result, Amazon UK’s market dominance increases both platform reliance among international students and their exposure to service-related challenges within the UK e-commerce environment.

4.5.3.2 Logistics, Delivery Infrastructure, and Reliability (MarketLine Advantage)
MarketLine Advantage evaluations highlight Amazon UK's sophisticated fulfilment network, which facilitates quick delivery throughout the nation. Qualitative comments found in these databases, however, indicate that delivery experiences vary, especially for clients with unusual delivery locations, like student housing or short-term lodging. Coordinating timeslots, adjusting delivery choices, and handling last-mile deliveries are commonly mentioned obstacles to smooth purchasing experiences.
These findings are consistent with industry research showing that delivery speed and dependability rank among the most important factors affecting overall customer satisfaction and conversion in UK e-commerce; cart abandonment or a bad experience is frequently attributed to delays or a lack of preferred delivery options (DHL e-commerce trend report, 2025). This highlights the critical role of delivery reliability in shaping international students' online shopping experiences on platforms such as Amazon UK.

4.5.3.3 Consumer Behavior, Trust and Usability Challenges (Mintel O2)
Mintel (O2) consumer behavior reports provide narrative insights into how UK online shoppers- including users from other countries—perceive information clarity, trust, and platform usefulness. These evaluations highlight the importance of explicit policies, straightforward pricing, and user-friendly design in fostering consumer trust, which is essential for lowering perceived risk when making online transactions (Mintel qualitative overviews, 2024/2025). This is corroborated by recent scholarly research demonstrating that when e-commerce platforms offer strong return policies and risk mitigation mechanisms, consumer trust lowers perceived risk and improves happiness with online buying experiences.
Mintel’s qualitative evidence highlights usability barriers such as complex navigation, dense product information, and unclear return policies that can be confusing to consumers, especially those who are not familiar with regional UK e-commerce customs. International students are particularly affected by these obstacles since they may be more sensitive to confusing procedures and have less digital literacy in the UK retail setting.

4.5.3.4 Relevance of Market Intelligence Data
Commercial market intelligence data, when combined with Alokai's behavioral dissatisfaction elements (hidden fees, site performance, customer service issues), reinforces the study's conclusions by offering industry-level and market-wide context for observed patterns. Regardless of demographic category, MarketLine and Mintel databases show that trust, transparency, personalized experiences, and delivery dependability are becoming more and more important to UK online shoppers (Statista online purchasing behavior research, 2025). These converging trends indicate that international students are likely to experience intensified challenges when platform experiences are not fully aligned with their specific needs and circumstances.

These patterns show that overseas students are more likely to encounter compounded difficulties in the UK e-commerce market since they may face extra obstacles such as unfamiliarity with payment methods, address volatility, and differing degrees of digital confidence. Thus, incorporating commercial market intelligence findings helps place participant frustration issues into larger consumer behavior research rather than isolated case perceptions and supports the dataset's validity.

[bookmark: _Toc220561871]4.6 Summary of the Total Data Set
A mixed secondary qualitative dataset synthesized from industry and consultancy studies, policy publications, online consumer feedback, commercial market intelligence databases, and aggregated behavioral analytics forms the basis of this chapter. With Amazon UK as the main example, the integration of different sources allows for a thorough analysis of the online buying difficulties faced by international students in the UK.
The Alokai (2026) e-commerce report is a supplement to the MarketLine, MarketLine Advantage, and Mintel (O2) reports that were released between 2021 and 2025. By combining industry-level strategic insights, consumer behavior narratives, and large-scale behavioral indicators, these sources offer complementary viewpoints that strengthen the qualitative findings through triangulation (Saunders, Lewis, and Thornhill, 2023). This triangular dataset, therefore, enhances the credibility and robustness of the study’s analysis of international students' online shopping experiences in the UK.
A few recurrent motifs regularly show up in all the datasets. First, according to commercial market intelligence sources, Amazon UK is a highly competitive, technologically sophisticated platform with robust shipping capabilities and a wide range of products. However, according to MarketLine and MarketLine Advantage reports, Amazon's automated customer service systems and standardized service design may not be sufficient to meet the needs of temporary and non-domestic users, including international students, especially when it comes to address verification, delivery flexibility, and dispute resolution (MarketLine, 2024; MarketLine Advantage, 2025). As a result, these service design limitations can disproportionately affect international students' overall online shopping experiences on Amazon UK.
Second, it is shown that delivery dependability and logistics are important factors in determining consumer happiness. Although Amazon UK's fulfilment infrastructure facilitates quick delivery at scale, industry logistics research and qualitative data from MarketLine Advantage reveal ongoing difficulties for customers living in short-term or student housing, such as missed deliveries, restricted time-slot control, and decreased last-mile flexibility (DHL, 2025). These results are consistent with more extensive UK e-commerce studies showing that repurchase intention and trust are directly impacted by delivery performance (Hölner, Holzapfel, and Kuhn, 2022).
Third, Mintel (O2) surveys and Alokai's behavioral datasets highlight consumer trust, usability, and transparency as key concerns. Because they are unfamiliar with UK retail standards, Mintel's narrative analyses highlight how international and student consumers are more sensitive to ambiguous pricing structures, complicated navigation, and unclear return procedures (Mintel, 2024). Alokai's identification of hidden costs, subpar website performance, and bad customer service as the main causes of online buying unhappiness supports these worries (Alokai2026). Together, these findings underscore that usability and trust issues significantly shape international students' satisfaction with Amazon UK.

Lastly, the dataset shows that the UK e-commerce market presents exacerbated vulnerabilities for international students. The impact of structural and service-level flaws is exacerbated by elements like temporary residency, restricted access to local payment systems, shifting delivery addresses, and differing degrees of digital confidence (Bao, 2025; Statista, 2025). The dataset avoids relying on isolated customer opinions and instead illustrates systemic patterns across UK online retail by placing individual annoyance reasons into larger market and business contexts.
In conclusion, the entire dataset offers a cohesive and triangulated body of evidence that covers the sensory, behavioral, and structural aspects of online buying for international students utilizing Amazon UK. Combining behavioral analytics with commercial market intelligence data enhances the findings' validity and applicability, providing a strong empirical basis for interpretive analysis and tactical suggestions made in Chapter 5.

















[bookmark: _Toc220561872]				Chapter 5: Discussion
[bookmark: _Toc220561873]5.1 Introduction
Building on the findings presented in the previous chapter, this chapter presents an interpretive discussion of the findings derived from the thematic analysis of secondary qualitative data in Chapter 4. This chapter aims to answer the study objectives presented in Chapter 1 by critically examining the online buying experiences of international students in the UK, with a particular emphasis on Amazon UK. This chapter examines how logistical, technological, cultural, and demographic factors affect shopping behavior and satisfaction, building on the dataset that integrates industry reports, commercial market intelligence, behavioral analytics, and policy publications (Saunders, Lewis, and Thornhill, 2023; Alokai, 2026). By interpreting these findings, the chapter highlights action-strategic recommendations to enhance the online shopping experience for international students and inform e-commerce platform practices.

In addition to identifying major challenges and behavioral tendencies, this chapter assesses the implications of these findings for e-commerce platforms that cater to international students by connecting empirical patterns to theoretical and practical frameworks. Additionally, it provides actionable insights for Amazon UK and related platforms by highlighting strategic interventions that can enhance user experience, trust, and loyalty (Edghiem et al., 2023; Bao, 2025; Setyowati, 2024). As a result, this chapter's examination places the dataset in the larger context of UK e-commerce and looks at how platform design, culture, and technology interact to shape online customer experiences.
[bookmark: _Toc220561874]5.1.1 Reconnection to the Research Problem, Aim, Objectives, and Research Questions
Reconnecting the conversation to the study problem, aim, objectives, and research questions described in Chapter 1 is crucial for building on the findings offered in this chapter. Despite the ubiquitous availability of platforms like Amazon UK, substantial research suggests that international students still encounter disproportionate challenges when shopping online compared to domestic consumers (OECD, 2023; Statista, 2024). These difficulties result from mismatches between platform design, logistics, and the realities of student life, such as cultural differences, poor familiarity with local retail standards, and financial limitations (Kim, Ferrin & Rao, 2020; Nguyen, Simkin & Canhoto, 2023). Despite Amazon UK’s availability, international students face online shopping challenges due to platform design, logistics, cultural, and financial factors.
This study's main goal was to look into the difficulties faced by international students in the UK when they shop online, with an emphasis on Amazon UK. The study's goals were to: (i) pinpoint the particular challenges faced by international students and how they affect their purchasing decisions and shopping habits; (ii) evaluate how well Amazon UK's customer service procedures and strategies address these issues; and (iii) offer evidence-based suggestions for enhancing international students' online shopping experiences (Alokai, 2026; Edghiem, Ma & Farhan, 2023).

The four research questions that organized the thematic analysis in Chapter 4 were informed by these goals: 
· What are the main obstacles to online shopping that international students in the UK face?
· How do these obstacles affect their online shopping behaviors and decision-making processes?
· To what extent do culture and technological factors influence international students' online shopping experiences?
· What strategies can Amazon UK and similar platforms implement to effectively address the identified challenges?
The study guarantees a cohesive narrative that integrates empirical findings with the theoretical and practical significance of international students' online shopping experiences by clearly connecting the discussion in this chapter to the research problem, aim, objectives, and questions (Edghiem et al., 2023; Bao, 2025). This ensures the findings are clearly connected to the research problem, aim, objectives, and questions.

[bookmark: _Toc220561875]5.2 Findings Related to Research Question 1
1. What are the main obstacles to online shopping that international students in the UK face?
When purchasing online, international students in the UK face a variety of challenges that fall into four categories: logistical, technological, financial, and cultural. Long delivery times, few address possibilities, and hidden costs are examples of logistical obstacles that can disproportionately impact students who share housing or reside in temporary lodgings (Alokai, 2026; Bao, 2025). When students are not familiar with UK shipping methods or Amazon UK's platform-specific restrictions, these problems frequently result in annoyance and lower purchase satisfaction.

Problems with product delivery, shipment schedules, address flexibility, and delivery cost transparency are all considered logistical concerns. According to secondary data, international students in the UK frequently live in shared or temporary housing, which exacerbates issues with delayed shipping, limited address possibilities, and missed delivery (Alokai, 2026; Bao, 2025). These practical limitations lead to dissatisfaction, postponed purchases, and frustration. Logistical variables are identified in the conceptual framework as important antecedents that increase perceived risk and adversely affect confidence in the dependability of Amazon UK's services.

Significant barriers are also presented by technological difficulties. Cognitive load is increased and transaction efficiency is decreased by poor website performance, sluggish loading times, difficult navigation, and lengthy checkout procedures (Setyowati, 2024). Additionally, international students may find it difficult to integrate local payment methods—like UK debit cards or mobile payment apps—with their overseas accounts, which could result in abandoned carts or a dependence on a small number of payment alternatives (Edghiem et al., 2023). These technological challenges not only frustrate users but also directly impact purchase completion rates and overall satisfaction with the platform.
Financial considerations include financial limitations and cost-related difficulties related to internet shopping. These include price sensitivity, hidden shipping fees, currency conversion costs, and affordability issues that overseas students—who frequently have tight budgets—face (Bao, 2025). According to secondary research, students' perceptions of financial risk are heightened by unforeseen expenses and ambiguous pricing structures, which may cause them to restrict their purchases, put off transactions, or completely give up on their shopping carts (Alokai, 2026). According to the conceptual framework, trust and Amazon UK purchase behavior are indirectly influenced by financial considerations, which also directly contribute to perceived risk.

Online buying experiences are also impacted by linguistic and cultural considerations. Uncertainty and perceived risk might arise from non-native English speakers misinterpreting terms of service, shipping instructions, or product descriptions (Bao, 2025). Additionally, past digital experiences in their home countries have an impact on international students' faith in online platforms; students from areas with less developed e-commerce ecosystems may approach UK platforms carefully (Setyowati, 2024). Consequently, these cultural and linguistic factors can hinder confident decision-making and reduce overall trust in the online shopping experience.
In conclusion, these barriers provide a multifaceted set of difficulties, including budgetary limitations, technological inefficiencies, logistical delays, and cultural misunderstandings, all of which combine to influence international students' online purchasing experiences in the UK.

[bookmark: _Toc220561876]5.3 Findings Related to Research Question 2
2. How do these obstacles affect their online shopping behaviors and decision-making processes?
International students' conduct and decision-making are directly impacted by the challenges mentioned above. For example, students may prioritize cost-effectiveness over convenience by limiting their purchases to necessary items or less expensive alternatives when faced with hidden fees or excessive shipping charges (Alokai, 2026). Similar to this, platform usability problems like sluggish website performance or convoluted checkout procedures can cause annoyance and shopping cart abandonment (Bao, 2025). As a result, these obstacles significantly influence purchasing behavior and overall engagement with online platforms.
Additionally, behavioral patterns reveal that international students frequently use product recommendations, evaluations, and ratings as a way to reduce risk. While students from individualistic cultures may navigate platforms independently but still steer clear of high-risk purchases, students from collectivist cultures—such as many Asian and Middle Eastern nations—may place greater trust in peer feedback or social proof before completing a transaction (Edghiem et al., 2023). Product engagement and shopping frequency also show gender-specific trends. According to Alokai (2026), female students show greater preferences for categories like fashion and beauty, whereas male students typically shop online more frequently, particularly for electronics and food. These trends suggest that in order to improve engagement and conversion rates, platform-specific marketing strategies must take demographic variations in product interests and interaction frequency into consideration.
Additionally, cognitive strain is increased by logistical or cultural challenges, which results in a more cautious decision-making process. To lower perceived risk, international students can split or delay purchases, which could lower platform loyalty overall. As a result, barriers have an impact on the type, frequency, and timing of online transactions in addition to the probability of a purchase.

[bookmark: _Toc220561877]5.4 Findings Related to Research Question 3
3. To what extent do culture and technological factors influence international students' online shopping experiences?
International students' internet buying habits are significantly influenced by culture and technology. Communication, perceived danger, and trust are all influenced by cultural characteristics. For instance, students from areas with less developed e-commerce infrastructures might be cautious when using UK sites like Amazon, depending largely on clear pricing, reviews, and return policies to establish credibility (Bao, 2025). Language limitations can make navigating even more difficult, leading to misunderstandings of delivery instructions or product specs, which can lower satisfaction and raise irritation. Technological aspects are just as significant. Online transaction convenience is greatly impacted by website usability, mobile responsiveness, and integration with international payment systems (Setyowati, 2024). Purchase intention may be lowered by poor platform performance or restricted interoperability with foreign credit/debit cards. Additionally, depending on how well they fit students' cultural preferences and past shopping habits, customization algorithms and category-specific recommendations can either improve or worsen the shopping experience (Alokai, 2026). Perceived happiness and trust are shaped by the interaction between culture and technology. Technical issues might be interpreted by students as a lack of platform dependability, which can have a detrimental impact on both initial purchases and recurring engagement. On the other hand, platforms that take into consideration cultural and technological subtleties—by providing accessible payment methods, localized content, and effective user interfaces—can boost user confidence, lower friction, and increase loyalty among international students (Edghiem et al., 2023). Therefore, culturally and technologically sensitive platform design is key to fostering long term trust and repeat purchases.

[bookmark: _Toc220561878]5.5 Findings Related to Research Question 4
4. What strategies can Amazon UK and similar platforms implement to effectively address the identified challenges?
A variety of tactics can be used by Amazon UK and other online retailers to solve the difficulties encountered by overseas students: Language options, currency conversion, and product recommendations tailored to a particular location are examples of localized platform features that improve usability and lessen cultural barriers (Edghiem et al., 2023). These features help create a smoother, more accessible shopping experience for international students.

Tailored Marketing and Engagement: Student interests in grocery, electronics, fashion, and cosmetics can be catered to through targeted email recommendations, gender- and category-specific campaigns, and tailored landing sites (Alokai, 2026). Such personalized strategies can enhance engagement and drive higher conversion rates among international students.

Better Logistics and Delivery possibilities: You may reduce logistical difficulties and increase transparency by providing tracking notifications, temporary address possibilities, and explicit delivery timelines (Bao, 2025). This approach helps build trust and enhances the overall shopping experience.
Flexible Payment Options: Offering a variety of foreign payment options, such as international debit cards and mobile wallets, guarantees smooth transactions for students who are not familiar with UK payment systems (Setyowati, 2024). These measures can improve satisfaction and encourage repeat purchases among international students.
Improved Customer Support and Trust: Clear pricing, easy returns, and attentive customer service boost confidence and lower perceived risk, particularly for first-time foreign customers (Alokai, 2026). Ultimately, these measures strengthen trust and encourage repeat engagement with the platform.
Putting these tactics into practice can improve customer happiness, lower cart abandonment, and promote loyalty. Platforms like Amazon UK can obtain a competitive edge in the international student market by implementing customized interventions that take cultural preferences, technology expectations, and behavioral trends into account. In summary, strategically tackling these issues helps students as well as the platform's long-term income sources, brand equity, and retention.

[bookmark: _Toc220561879]5.6 Summary of Key Patterns
With an emphasis on Amazon UK, a thematic analysis of secondary qualitative data has identified a number of significant trends about international students' online buying experiences in the UK. These patterns closely connect to the research questions presented in Chapter 1 and offer insight into the difficulties, habits, and preferences of this particular consumer sector.
1. Logical and Delivery Challenges:
The frequency of logistical obstacles is a recurring pattern found in several sources. International students who live in temporary or shared housing are disproportionately affected by common problems such as lengthy delivery periods, restricted address alternatives, and hidden shipping fees (Alokai, 2026; Bao, 2025). Purchase decisions are influenced by these logistical challenges, which frequently lead students to postpone purchases, combine orders, or restrict transactions to necessities.

2. Technological and Usability Objectives: 
Another important theme that surfaced was platform usability. According to reports, complicated checkout procedures, slow website performance, and complicated navigation are major sources of annoyance (Setyowati, 2024). Transaction complexity is further increased by the challenge of connecting UK-based payment methods with foreign bank accounts, especially for students who are not familiar with local digital payment systems. These technical difficulties have been shown to lower overall shopping pleasure and raise cart abandonment.

3. Cultural and Language influences: 
Shopping experiences were similarly influenced by language and cultural characteristics. Interpreting product descriptions, delivery terms, and customer service contacts might be challenging for non-native English speakers (Edghiem et al., 2023). Additionally, students from nations with less developed e-commerce ecosystems exhibit risk-averse behavior by being more cautious and depending more on product reviews or social proof. This pattern emphasizes how crucial localization and cultural sensitivity are for e-commerce sites that cater to a variety of international student demographics.

4. Behavioral and Demographic Differences:
Another noteworthy trend in shopping behavior was gender-based disparities. While female students demonstrated greater preferences for fashion and cosmetic products, male students were found to shop online more frequently, particularly for food and electronics (Alokai, 2026). This distinction suggests that to increase engagement and conversion rates, marketing tactics and platform customization should take demographic trends into account.

5. Trust and Customer Experience:
Another theme is the importance of perceived dependability and trust. Confidence in the platform is diminished by hidden costs, ambiguous policies, and inadequate customer service (Bao, 2025). On the other hand, clear delivery information, prompt service, and straightforward pricing increase customer satisfaction and loyalty. Thus, among international students, trust was found to be a key mediator between hurdles and repeat purchasing behavior.

6. Implications for platform strategy:
The patterns taken together imply that a combination of logistical, technological, cultural, and demographic factors influence the online buying experiences of international students. By providing localized features, tailored marketing, adaptable payment options, and enhanced delivery and support systems, platforms such as Amazon UK can tackle these issues (Edghiem et al., 2023; Alokai, 2026). Among consumers who are international students, these initiatives are likely to lower friction, improve satisfaction, and foster enduring loyalty.

In conclusion, the main trends show that although international students are frequent online consumers, platform usability, cultural fit, and open service design have a significant impact on their experiences. E-commerce platforms that want to maximize engagement, lessen annoyance, and encourage repeat purchases within this demographic category must properly address these trends.

[bookmark: _Toc220561880]5.7 Evaluation of the Conceptual Framework
[bookmark: _Toc220561881]5.7.1 Purpose of the Evaluation
The conceptual framework is well supported by the results shown in Sections 5.2 to 5.6. Purchasing decisions have been found to be significantly impacted by logistical issues, including long delivery periods, restricted address flexibility, and hidden costs (Alokai, 2026; Bao, 2025). These results are consistent with the framework's identification of logistical issues as a crucial antecedent of perceived risk.
Frustration and cart abandonment have been reported to be increased by technological obstacles, such as sluggish website performance, complicated checkout procedures, and limited integration with international payment methods (Setyowati, 2024). This validates the framework's premise that inefficiencies in technology increase perceived risk and erode trust.

[bookmark: _Toc220561882]5.7.2 Empirical Alignment with Key Findings
The conceptual framework is well supported by the results reported in Sections 5.2 to 5.6. Purchase decisions have been found to be significantly impacted by logistical issues, including lengthy delivery periods, restricted address flexibility, and hidden costs (Alokai, 2026; Bao, 2025). These results are consistent with the framework's identification of logistical variables as a significant predictor of perceived risk.
Frustration and cart abandonment have been reported to grow due to technological obstacles, such as sluggish website performance, complicated checkout procedures, and restricted integration with international payment methods (Setyowati, 2024). The framework's premise that technical inefficiencies increase perceived risk and erode trust is supported by this.

[bookmark: _Toc220561883]5.7.3 Role of Trust as a Mediating Variable
The framework's emphasis on trust as a mediating construct is among its most important contributions. The thematic analysis shows that while prompt service and open communication increase customer loyalty, unclear pricing, unclear return rules, and inconsistent customer assistance lower trust in Amazon UK (Bao, 2025). Trust is a key mediating factor: prompt service and clear communication enhance loyalty, while unclear pricing, returns, and inconsistent support reduce trust in Amazon UK.
This result is in accordance with recent research on e-commerce, which shows that trust is a crucial mechanism by which perceived risk influences behavioral outcomes in cross-border and international online purchases (Handoyo, 2024; Edghiem et al., 2023). As a result, the framework effectively conveys the crucial role that trust plays in influencing the online purchasing habits of international students.

[bookmark: _Toc220561884]5.7.4 Cultural and Demographic Validation
The framework is further validated by the impact of cultural background and language proficiency noted in the results. Higher risk aversion and a greater dependence on reviews and social proof were demonstrated by international students from less developed e-commerce contexts (Edghiem et al., 2023). The framework's incorporation of demographic characteristics is consistent with gender-based behavioral variations found in Section 5.6 (Alokai, 2026).
These trends support the framework's comprehensive structure by demonstrating that online buying behavior cannot be comprehended in isolation from cultural and demographic background.

[bookmark: _Toc220561885]5.7.5 Strengths and Limitations of the Framework
The conceptual framework's adaptability and compatibility for secondary data analysis are two of its main advantages. It facilitates the integration of many sources and encourages interpretive interpretation as opposed to statistical testing. However, as mentioned in Section 5.8, its reliance on secondary data restricts the capacity to measure the strength of correlations or prove causation. Notwithstanding this drawback, the framework is nonetheless suitable for exploratory study and offers a logical framework for comprehending intricate, multifaceted problems.

[bookmark: _Toc220561886]5.7.6 Overall Evaluation
All things considered, the conceptual framework shows a high degree of agreement with the empirical results and current literature. It provides a clear explanation of how logistical, technological, cultural, and demographic elements interact to influence international students' perceptions of risk, trust, and online buying behavior when they use Amazon UK. As a result, the framework serves as an analytical guide for this study and offers a solid basis for further research that uses primary data or cross-platform comparison.
[bookmark: _Toc220561887]5.8 Limitations of the Data Analysis
In order to maintain transparency and contextualize the results, a number of limitations must be noted, even if the theme analysis of secondary qualitative data has yielded insightful information about the online shopping experiences of international students in the UK.

1. Reliance on Secondary Data:
The study only uses secondary qualitative data, which makes it difficult to fully examine participant experiences or make sense of unclear results. The analysis depends on the breadth, caliber, and viewpoints offered in the original studies and reports because the researcher did not directly gather primary data from international students (Setyowati, 2024). Certain subgroups, such pupils from understudied nationalities or those with particular accessibility needs, may become underrepresented as a result.


2. Data Recency and Contextual Relevance:
The analysis gives priority to materials that were published between 2021 and 2025, however because e-commerce platforms and student behavior are changing so quickly, some of the conclusions may become out of date very soon. The relevance of the trends found in this analysis may be impacted by platform-specific upgrades, post-pandemic shifts in digital usage, or modifications to Amazon UK's logistics and interface (Alokai, 2026). Therefore, the finding should be interpreted with caution, acknowledging that ongoing changes in technology, platform features, and student behavior may affect their current applicability.

3. Variability in Data Quality and Methodology
The methodology, sample size, and analytical rigor of the secondary sources employed in the analysis differ. Compared to peer-reviewed academic works, some industry reports or market research studies might not be as transparent in their methodology (Edghiem et al., 2023). The consistency of themes may be impacted by this heterogeneity, which also makes it more difficult to extrapolate results to the whole population of overseas students.

4. Lack of Qualitative Validation:
The lack of primary quantitative data makes it difficult to determine the frequency or statistical significance of observed patterns, even while qualitative thematic analysis offers rich, interpretive insights. For example, although category preferences and frustration factors are recorded, their relative influence on purchase behavior cannot be accurately measured without survey or transactional data (Bao, 2025). Consequently, the study’s insights remain interpretive and indicative, highlighting trends rather than providing statistically generalizable conclusions.

5.  Potential Bias in Original Sources
Any biases in the original studies may be reflected in the analysis because the study only uses secondary sources. These could include selective reporting, sample bias, cultural bias, or commercial bias, especially in market intelligence or industry reports (Edghiem et al., 2023). Certain topics, such trust or usability issues, may become more prominent due to these biases, while other experiences of international students may be underrepresented. As a result, the results could not accurately represent the range of viewpoints within the UK's international student community.

6. Limited control over Data Scope and Depth

The scope, depth, and focus of the secondary data sources that were employed were not entirely under the researcher's control. The results of several studies needed to be interpreted and contextually adjusted because they were not explicitly created to look at international students in the UK or Amazon UK in isolation. This restriction makes it more difficult to investigate some complex topics, like personal coping mechanisms or emotional reactions, which would be easier to access through primary qualitative interviews (Setyowati, 2024). Limited control over secondary data restricts exploration of complex student experiences.

      7. Generalization Constraints
Instead of being broadly applicable, the results of this study are interpretive and exploratory. The results cannot be taken to be representative of all overseas students studying in the UK because of the qualitative character of the secondary data and the lack of a standardized sample framework. Diverse online buying experiences may result from variations among colleges, geographical areas, socioeconomic backgrounds, and nationalities; these variations may not be fully reflected in the sources that were analyzed (Bao, 2025). Findings are exploratory and may not represent all UK international students due to data and sampling limitations.

      8. Platform-Specific Focus
The findings' applicability to other UK-based e-commerce platforms is limited by the study's exclusive emphasis on Amazon UK. International students may have distinct user experiences on other platforms due to major differences in interface design, delivery infrastructure, pricing patterns, and customer service systems (Alokai, 2026). Therefore, rather than being representative of the whole UK e-commerce scene, the conclusions should be seen as platform-specific.

        9. Absence of Longitudinal Perspective
Instead of providing longitudinal evidence, most of the assessed secondary sources offer cross-sectional observations (Setyowati, 2024). This restricts the study's capacity to evaluate how international students' attitudes and online buying habits change over time, especially as they become more accustomed to UK platforms and systems. As a result, little is known about how trust, perceived risk, and platform utilization change over students' academic careers.

       10. Interpretation Subjectivity in Thematic Analysis
Thematic analysis requires some research interpretation, even if it provides depth and flexibility. The researcher's theoretical stance and analytical viewpoint may have an impact on the identification and classification of themes from secondary qualitative data. A certain amount of subjectivity is inevitable in qualitative synthesis, despite efforts to guarantee coherence and alignment with the body of previous research (Saunders, Lewis, and Thornhill, 2023). A certain amount of subjectivity is inevitable in qualitative synthesis, despite efforts to guarantee coherence and alignment with the body of previous research.

[bookmark: _Toc220561888]5.9 Chapter Conclusion
An organized and transparent study of qualitative secondary data about international students' online buying experiences on Amazon UK has been given in this chapter. The chapter shows how the data reveals recurrent issues, behavioral trends, and platform-related constraints by methodically answering each study question. These results serve as the empirical foundation for the discussion and suggestions that follow in the following chapter, laying the groundwork for the final chapter.





[bookmark: _Toc220561889]				Chapter 6: Conclusion
[bookmark: _Toc220561890]6.1 Introduction
Building on the empirical findings and interpretive discussion presented in Chapter 5, this chapter synthesizes the study’s insights to highlight the overall contributions, practical implications, and strategic recommendations for enhancing the online shopping experiences of international students in the UK. The contributions and general significance of the study are succinctly summarized in this chapter. It emphasizes the research's overall insights, its scholarly and practical contributions, and the most important lesson for stakeholders and future research rather than restating the specific findings and discussions from Chapter 5.

[bookmark: _Toc220561891]6.2 Overall synthesis
This study synthesized secondary qualitative data to investigate the online purchasing experiences of international students in the UK using Amazon UK as the main platform. The results show that how overseas students engage with e-commerce platforms is greatly influenced by a variety of logistical, technological, cultural, and behavioral aspects. Evidence suggests that these variables jointly affect perceived risk, trust, pleasure, and engagement with online shopping platforms, even though the type and severity of these challenges differ among individuals (Alokai, 2026; Edghiem, Ma, and Farhan, 2023; Bao, 2025). Every source used in this study was published between 2020 and 2026, and they are all directly pertinent to comprehending the online purchasing experiences of international students in the UK.
The study offers a comprehensive and contextually grounded view of international student consumer behavior by incorporating findings from industry studies, market intelligence databases, and policy-oriented publications. In order to lower friction and enhance online purchasing experiences for this varied consumer sector, the synthesis emphasizes the significance of platform design, localization tactics, payment accessibility, and user-centered services.

In addition to achieving the research objectives, the study makes a number of significant contributions in a variety of academic and practical research domains.
[bookmark: _Toc220561892]6.2.1 Theoretical Contribution
By focusing on international students as a unique user group within the UK market, the study adds to the body of knowledge on international consumers in e-commerce and consumer behavior. Although previous research has examined online shopping behavior in general, this study integrates current data to show how logistical, technological, and cultural obstacles interact to affect perceived risk and trust in a student-specific setting (Ecochard and Fotheringham, 2023; Setyowati, 2024). By doing this, the study advances theoretical knowledge of risk perception and trust creation in cross-cultural digital consumption contexts.
[bookmark: _Toc220561893]6.2.2 Conceptual Framework Contribution
The creation and use of a context-specific conceptual framework adapted to the online shopping experiences of international students in the UK is a significant contribution of this study. The paradigm places perceived risk and trust as key mediating processes influencing online shopping behavior while integrating logistical, technological, cultural, and behavioral aspects. The study provides a clear analytical model that may be modified or experimentally evaluated in further research using primary data or comparative platform studies (Setyowati, 2024) by synthesizing secondary empirical findings within this structured framework. In a field of study that frequently lacks population-specific analytical models, our addition improves conceptual clarity.

[bookmark: _Toc220561894]6.2.3 Practical and Managerial Contribution
Practically speaking, the study offers e-commerce platforms—especially Amazon UK—actionable information on how to improve international students' trust, contentment, and long-term involvement. According to the research, enhancing delivery transparency, payment flexibility, localization features, and cultural aware customer service can greatly lower perceived risk and enhance user experience (Edghiem, Ma, and Farhan, 2023; Alokai, 2026). For platform designers, marketers, and service managers looking to better serve populations of international students, these insights facilitate data-driven decision-making.
[bookmark: _Toc220561895]6.2.4 Policy and strategic contribution
By emphasizing the importance of digital inclusion and accessibility for the welfare of international students, the study also benefits policymakers and stakeholders in higher education. In the UK, dependable and easy-to-use e-commerce platforms are becoming more and more important for students' everyday lives. The study offers an evidence-based basis for policy discussions about consumer protection, digital accessibility, and foreign student support services (OECD, 2023) by identifying structural and systemic impediments within online retail systems.
[bookmark: _Toc220561896]6.2.5 Methodological Contribution
Lastly, the study shows how successful thematic synthesis and secondary qualitative data analysis are as a rigorous methodological strategy for analyzing consumer behavior in digital situations. The study demonstrates how significant insights can be produced without primary data collection by methodically integrating a variety of secondary sources, providing an economical and morally sound research approach for subsequent investigations (Nagy and Hajdu, 2022). The study demonstrated that thematic synthesis of secondary qualitative data provides an efficient and ethical method for analyzing digital consumer behavior.
[bookmark: _Toc220561897]6.3 Final Remarks
The study concludes that a complex interaction of logistical, technological, cultural, and behavioral elements shapes the online purchasing experiences of international students. E-commerce platforms are likely to increase consumer happiness, trust, and long-term engagement if they take these variables into account and employ user-centric, culturally sensitive, and technologically accessible tactics. For academics, practitioners, and legislators interested in improving the online shopping experience for international students, the study offers both theoretical insights 
and useful recommendations.
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[bookmark: _Toc220134258][bookmark: _Toc220561900]Table 5.44: Summary of Key Patterns and Limitations of Data Analysis

	Key pattern
	Supporting Evidence
	Implications for Amazon Uk
	Limitation of Analysis

	1. Logical and Delivery Challenges:


	Extended delivery times, limited address options, and hidden fees affecting temporary housing students (Alokai, 2026; Bao, 2025)
	Improve delivery tracking, offer temporary address options, and provide transparent shipping costs
	Reliance on secondary data may not reflect all types of student accommodations or regional delivery differences

	2. Technological and usability obstacles
	Slow website performance, complex checkout, integration issues with international payment methods (Setyowati, 2024)
	Enhance website responsiveness, simplify checkout, and integrate multiple international payment methods.
	Variability in methodology and sample sizes of the source may limit the consistency of the identified usability issues

	3. Cultural and Language Influences
	Non-native English speakers struggle with product descriptions and support; reliance on reviews for trust (Edghiem at al., 2023)
	Introduce localized content, multi-language support, and culturally sensitive guidance
	Secondary sources may underrepresent students from less-studied nationalities or non-English-speaking backgrounds

	4. Behavioral and Demographic Differences
	Male students shop more frequently; female students prefer fashion & beauty; males prefer electronics & groceries (Alokai, 2026)
	Design gender-and category-specific marketing campaigns and personalized recommendations
	Lack of primary quantitative data prevents exact measurement of the prevalence or impact of gender specific behaviors.

	5. Trust and Customer Experience
	Hidden fees, unclear return policies, and poor customer support reduce confidence; transparent pricing and responsive support increase loyalty (Bao, 2025)
	Strengthen transparency, improve customer service responsiveness, and clarify policies
	Original source may contain biases in reporting trust or satisfaction level, limiting generalizability

	6. Platform-specific insights
	Amazon UK interface, delivery systems, and policies uniquely shape student experiences (Edghiem et al., 2023; Alokai, 2026)
	Tailor platform-specific interventions for international students; adapt features for ease of use and satisfaction
	Focusing on a single platform limits the applicability of findings to other e-commerce sites in the UK.
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