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[bookmark: _Toc515408019]1. Working Title
In context to e-commerce, the web shop is the only platform for communication. This it becomes important for the businesses to gain an enhanced understanding of how the visitors tend to react to the features of their web shops. Thus the title of the study can be designed as follows:
Analyzing the influence of website features on different stages of purchase decision in E-consumption in India 
[bookmark: _Toc515408020]2. Introduction
In the past few decades, internet has spread across the globe at a rapid pace which in turn has brought people and businesses closer to each other and most important of all has led to the rapid expansion of e-commerce businesses. The contemporary business organizations in order to keep a pace with the rapidly changing business environment are making a lot of effort to understand the behavior of the online consumers (Jiang et al., 2010). There exist a significant difference between the traditional brick and mortar stores and e-commerce business. As per the study conducted by Chen et al., (2010), the difference lies in the fact that e-commerce business facilitates the customers to efficiently browse the commercial web shops to search for the products desired. The study conducted by Won Jeong et al., (2009) has also led to the fact that in case of e-commerce, the web shops are the only platform that provides the opportunity to the business to influence the customers since in e-commerce businesses there are not salesperson for affecting the purchase decision making of the consumers as in case of traditional stores. Thus, the web shops being the only platform for communication between the consumers and the business, it is important for the businesses to understand how the visitors react to the visual features of the web shops like the layout, color that can play an essential role in influencing the final purchase decision of the consumers.
Thus, on the basis of the above aspects, the researcher in the present study would emphasize on analyzing the influence of website features on different stages of purchase decision in E-consumption in India.
[bookmark: _Toc515408021]Research Background 
According to the study conducted by The Economic Times, (2018), it can be said that the online trade in the Asian market has increased significantly because of the increasing affluence of the middle class in the Asian markets. According to The Economic Times, (2018), the number who have purchased online in India in the year 2017 was 100 million due to increase in digital natives and enhanced infrastructure in the term of logistics, internet ready devices and broadband. According to Statista, (2018), the Indian e-retail is expected to reach the figure of $17.52 billion by the end of the year 2018. So, the increased technological opportunities together with a positive attitude of the individuals towards online consumption in India has led to the development of a dynamic marketplace online that provides opportunity to the consumers to compare different retailers, products, websites and thus make the purchase. 
The increase in the ability on the part of the consumers to purchase online has minimized the distance between the businesses and consumers. However, the benefits derived by the consumers from a traditional store i.e. opportunity to make an effective use of all the five senses while making the purchase decision is not available in e-consumption. As per the study conducted by Lawson, (2010), online consumers’ tendency to return the products is 18% to 35%, whereas in tradition stores the tendency to return products is merely 7% to 8%.    
So, it becomes important for the businesses to understand whether there exist some common preferences among the consumers during e-consumption and if there exist some, how to develop the website to efficiently fit those. So, the researcher would emphasize on analyzing the influence of website features on the purchase decision of consumers.
[bookmark: _Toc515408022]Scope of the Research 
The researcher in the present study would focus on studying how e-consumers tend to perceive the website characteristics of the different e-retailers in India. The study would identify the website features that influence the purchase decision of the consumers. The study would also emphasize on analyzing the influence of the website visual features on different stages of the purchase decision. The study would also include the Dewey Model of Customer Buying Process to analyze the influence on different stages of purchase decisions while making their purchases online through different e-commerce web shops in India. 
[bookmark: _Toc515408023]Research Aim and Objectives
The research study would aim at understanding the influence of the visual features of the e-commerce web shops on the e-consumers. Thus, the study would be revolving around certain specific research objectives as follows:
· To gain an understanding of the Dewey Model of Customer Buying Process in e-consumption in India.
· To identify the visual features of the e-commerce web shops in India that plays an important role in e-consumption.
· To analyze the influence of the visual features of e-commerce of web shops on consumers’ online purchase decision in India.
[bookmark: _Toc515408024]3. Short Review of Relevant Literature
In the available literature, there exist several theories and models to explain how consumers make their decision to purchase (Darley et al., 2010). However the most common is the model proposed by John Dewey that involves five stages.   
Need recognition is the first stage where the consumers is involved in evaluating what is being demanded and it has been proposed that the ways in which a consumers perceives a need has a significant influence on the later stages of consumer purchase decision making. 
The second stage is the information retrieval where the consumers are involved in finding the best solution for satisfying their identified need. This involves paying attention to the different products that can be appropriate and possess the ability of meeting the need and thus conversations on the topic and advertising serves as a major source of information (Mihart, 2012). Moreover, the consumers also emphasize on collecting information in context to the different models and brands.
Information evaluation is the next stage where the consumers are involved in evaluating the options derived. In this stage, the consumers are involved in evaluating the alternatives by comparing the possible benefits of the characteristics of the product with his or her underlying needs (Hollensen, 2010). On the basis of the evaluation, the consumers choose the best option.
The next stage is the buying decision where the consumers emphasizes on considering the different options those are available to find a product that can best meet the needs of the consumers. It is in this stage where the consumer actually makes the final purchase. The final decision to purchase to purchase is made on the basis of careful comparisons of the options and the consumers’ feelings towards the different optional available (Darley et al., 2010). The decision is influenced by the attitudes of the friends and other individuals in the surrounding of the consumer. The other factors like unexpected situations like the change in price. 
The final stage is the purchase evaluation where the consumers emphasize on evaluating the performance of the product. If the performance of the product meets the expectation, it leads to customer trust and loyalty (Mullins et al., 2010). If the performance of the product falls below the consumers’ expectations, it leads to consumer dissatisfaction. Where satisfaction can result in repeat purchases, dissatisfaction can result in switching to competitors.
The above stages are followed for consumer purchase decision making, however with the emergence of e-commerce; there has been a slight shift towards the ways in which consumers perceive the websites of the e-commerce businesses. It has been advocated by Richard et al.,. (2010) that the online visitors tend to decide within five seconds whether the website is reliable or not on the basis of the visual appearance of the websites. According to Hoffman et al., (2015), the important features that have been identified to have potential impact on the customers when they visit the website of an e-commerce business include the product information, color of the website, web-shop navigation and the website layout.
Thus, on the basis of the above aspects, the different features of the e-commerce websites that influences the different stages of purchase decision making of the consumers can be depicted as follows:
[image: ]
[Source: Darley et al., 2010]
[bookmark: _Toc515408025]4. The Research Strategy and Methodology
[bookmark: _Toc515408026]Research Strategy
In the present study, the researcher would emphasize on emphasize on making use of questionnaire survey as the research strategy that would assist in collecting the primary data. The use of questionnaire survey would assist the researcher in collecting standardized data that would allow easy comparisons (Hair and Money, 2011). This data can be easily expressed in numbers and could be analyzed quantitatively with the help of the SPSS software. The questions in the questionnaire would be based on the factors found in the literature review. The questions in the questionnaire would be closed ended questions and responses would also be collected on a likert scale. Thus, the respondents would be facilitated with a number of alternatives to choose from while filling in the questionnaire. Closed ended questions refers to the fact that the alternative answers are predetermined that prove to be beneficial in comparison and are also easy and quick for the respondents to answer since minimal writing is involved (Bernard, 2011).
[bookmark: _Toc515408027]Validity and Reliability
 In order to ensure the validity of the research, the researcher would emphasize on framing questionnaire questions that would answer the research objectives. The researcher would also conduct a pilot study to ensure that the questions are easily understood (Morgan, 2007). The researcher would also ensure that the respondents are not influenced by others.
In order to ensure the reliability of the research, the researcher would emphasize on ensuring that the responses are truthful by maintaining the anonymity of the respondents (Lodico and Spaulding, 2010). On the other hand in order to eliminate the observer error and observer bias, the researcher would use standardized questions that can be interpreted only in one way.
[bookmark: _Toc515408028]Sampling technique
The researcher in order to select the sample for the questionnaire survey would make an effective use of convenience sampling method. This would be beneficial in choosing only those respondents who would be able to participate in the survey after being asked (Saunders et al., 2009). The selection process would continue until the researcher would reach the desired sample size of 80 customers. The researcher would ask only those people to participate in the survey who would not seem to be in a hurry and would target individuals from diverse age groups from the age of 18 years and would emphasize on collecting responses equally from both men and women.    
[bookmark: _Toc515408029]Methodology 
[bookmark: _Toc515408030]Research Approach 
The deductive approach would prove to be most suitable for the present study since the researcher would start by reviewing the available literature to identify the visual features of the e-commerce web shops that would be tested by collecting quantitative data (Harrison and Reilly, 2011). Thus, since the intention of the researcher is not to create a new theory, the inductive approach would be considered irrelevant.
[bookmark: _Toc515408031]Research Philosophy
The positivistic view would be suitable for the present study since the researcher would try to stay neutral and would neither affect and nor would get affected by the subject of the research (Cooper and Schindler, 2010). However, it also needs to be mentioned that it would not be possible for the researcher to completely refrain from including his own values and thus the findings of the study would be to some extent can be generalized.    
[bookmark: _Toc515408032]Research Purpose
The present study would be a mix of exploratory and descriptive study. The exploratory study is beneficial when the researcher wishes to clarify his or her understanding of a problem. This ca e achieved by conducted a literature review. The descriptive study is beneficial when the researcher aim at gaining a clear picture of the phenomena about which the researcher collects the data (Crowther and Lancaster, 2012). Thus, since the researcher emphasizes on studying a particular phenomenon at a particular time, the study can be said to be cross sectional in nature and thus the survey strategy would be adopted by the researcher. 
[bookmark: _Toc515408033]Data Collection
Different sources like books, articles and internet would be used for collecting secondary data. The researcher would make use of Google Scholar and Google search Engine to search for the literature using keywords like buying process, consumer behavior, color, layout, features, product information, purchasing decision, navigation, e-consumption and e-commerce. The researcher would include only peer reviewed articles and journals published online, only those articles those have been published in English language and within the time period of 2009 to 2017 (Lodico and Spaulding, 2010).
The researcher would collect primary data through questionnaire survey and the collected responses would be analyzed through SPSS software (Lancaster, 2012). The researcher would target on collecting 80 responses.
[bookmark: _Toc515408034]5. Logistical and Ethical Considerations
The researcher in order to conduct the survey would target both men and women above 18 years of age and would approach those customers who would not seem to be in a hurry. The researcher in order to find the suitable respondents in India would visit the shopping mall and city centres, multiplex and restaurants and railway stations. These places would be suitable since these are places where the researcher would get many people and can ask for few of their minutes.
In order to ensure the research ethics, the researcher would ensure the anonymity of the respondents; store the collected data with a password protected system. The researcher would not influence the respondents and refrain from manipulating the data (Cameron, 2009). The participation of the respondents would be on their willingness and they would be allowed to leave the survey mid way if they would not want to answer a particular question. 
[bookmark: _Toc515408035]6. Outcomes
It is expected that the outcome of the study would lead to the fact that where some visual features of the website of the e-commerce web shops would have a high influence on the consumer purchase decision, some features would be taken for granted. 
[bookmark: _Toc515408036]7. Planned Time Table 
[image: ]
[bookmark: _Toc515408037]Project Budget
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