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[bookmark: _Toc26847456]Portfolio Part A: Literature Review
1. [bookmark: _Toc26847457][bookmark: _Toc450725000]Literature Review 
1. [bookmark: _Toc26847458]Innovation Perception of the Consumer 
	Perceived innovation, which is also considered as possessed of new technology or product, is the parameter to which consumers consider a product that has a significant attribute of innovation which is newness and uniqueness. The definition of perceived innovation is revolving around the attributes of the product and consumer observation regarding the product. Innovation reflects the new attributes for a product by incorporating innovation in the existing markets.  (Watchravesringkan et al., 2010).  On the other end this explanation is different from “consumer innovativeness”, it is considered to be the personality trait of the consumer that makes him/her focus on the consumption of newness (Citrin et al., 2000). Excitement and interest in the product are also conveyed by perceived innovativeness (Hirunyawipada & Paswan, 2006).  So, on these basis consumers of technology and innovation can essentially motivate for revealing tendencies to use such innovated products as well. Previous studies investigated that the importance of innovation is increasing among the consumers and their behaviour for adoption and it is discussed through innovation diffusion theory (Mosier, 2014). For instance, Hirunyawipada & Paswan (2006) examined the causal relationship between “new product adoption behaviour” and “innate consumer innovativeness”. In their study during the investigation, they find that “new product adoption behaviour” is positively influenced by “consumer innovativeness”.  
	In another research investigation, Lee et al. (2013) study the relationship between fashion addicts among adolescents and brand sensitivity.   The researcher demonstrates that people who influence the adoption of fashion, later in the process of fashion diffusion they consider to be brand sensitive and on the other end it is also revealed that early fashion adopter is also influenced the late fashion adopter by promoting the brand name. (Mosier, 2014) examines the difference in the need of some consumer groups that include “fashion innovators” and “fashion followers”. Research highlight that a “fashion seeker”; “fashion innovators seek more variety in the use of new products and its style instead of fashion followers”.
1. [bookmark: _Toc26847459]Consumer Behavior for Adoption of Innovation 
	Early adoption and innovativeness of the consumer are strongly linked with characteristics and behaviour which includes “higher product involvement”, “increased willingness” to try new things and “lower risk version” (Jin et al., 2014). Same at a collective level, it is also proposed that the technological installed innovation is more purchased then less innovative things (Healey & Moe, 2015). Some previous “consumer behaviour” researchers define innovativeness as “the tendency to try or first to buy new and different products and services” (Beck & Ajzen, 1991). Many of the studies consider innovativeness as a personality construct (Gao et al., 2013) and also consider some differences among the “technological adoption behaviour” and “psychological trait of innovativeness” (June 2014). Previous literature identifies four explanations that lead to high levels of innovativeness among consumers, which are “novelty seeking, stimulation need, independence from others consumption experiences, and need for uniqueness” (Park et al., 2010)
	Literature demonstrate that some outcomes of “innovative behaviour” includes “number of products owned by the user” (Vandecasteele & Geuens, 2010), “purchase intention” (Goldsmith & Flynn, 2005) “ownership of a particular product” (Davis, 1989) and the “relative time of particular product adaptation” (Zhang & Kim, 2013). In another study related to the previous study, (Petruzzellis, 2010) investigated that innovation in the entertainment demonstrates that influencing attitude to use and innovativeness for adoption is not significantly drive from the usefulness. It is also suggested that mobile marketing activities become more favourable by the incorporation of the technology along with the “pursuit of excitement and stimulation” in mobile activity. It is also posited in further studies that those consumers who are highly innovative demonstrate a special understanding with the implication of innovation in the products they are using. Average customers can become distracted and annoyed if the features might remove the “fun, thrill or sense of novelty” associated with an innovative product. So in this context innovativeness reduce the value of usefulness, impact on consumer attitude toward using technology (Gao et al., 2013). Rogers and Shoemaker (1971, p. 27) give a definition of innovativeness as “the degree to which an individual is relatively earlier in adopting new ideas than the average member of his social system”. The focus of this explanation is on the “behavioural observation” of the level of innovativeness. 
	Consumer innovativeness in terms of technological products is considered as actualized or realized innovativeness. Many researches are done in the late ’70s which present the definition of innovativeness as the personality and behavioural trait of consumers. Consumer innovativeness indicates the behaviour of the innovative consumer and belong to the general category of innovativeness. It can be conceptualized as “the tendency to buy new products in a particular product category after that they become visible in the market and comparable prior than most other consumers in the market segment” (Das, 2014a). 
	Many researches recognize the significance of different motivations and “sources of innovativeness”, but they consider two different types of motivation as most important.  The innovative consumer has a very significant and important role to play in the “ultimate adoption and diffusion” of new technological products (Millan & Reynolds, 2014). The buying behaviour of, innovative consumers can affect the rejection and acceptance of new technological products after their launch in the market  (Schmitt et al., 2015). The literature demonstrates that innovators are mainly defined by means of their personal characteristics which are “age, education, and income”, which in turn are closely related to the “adopting behaviour” for the new product (Vandecasteele & Geuens, 2010, Mosier, 2014, Hirunyawipada & Paswan, 2006). Similarly, many previous researchers also investigate the relationship between the “innovativeness” of the consumer and new product adaptation behaviour. “Consumer innovativeness” is considered as “innovative predisposition” and it has been widely accepted by the “individual innovative characteristics”  (Mosier, 2014).
	Fashion is a very widely discussed term which can easily be associated with many products as well as services. Mainly it is referred to the style, structure or composition of the product.  Sproles and Burns (1994) define fashion as “a style of a consumer product that is temporarily adopted by a discernible proportion of members”. Perceived fashion ability is considered to define as “the degree to which the consumer believes that certain attributes (e.g. Style, brand name) attached to the product imply popularity and fashion ability”. The individual consumer relies on different product attributes to determine the fashion ability of the product. It is difficult to perceive consumer behaviour in the way consumer perceived fashion ability because these perceptions provide a new direction for fashion-aware as brand or trends (Law et al., 2004). It is believed by the consumer that is using the fashion product which is highly innovated will increase self-esteem and alter their “physical experience’. Such psychological influences of a “fashionable product” may “intrinsically drive” an individual to engage in “purchasing behaviour” (Watchravesringkan et al., 2010). Based on the literature discussed following are the hypothesis.
	Fashion is considered to express oneself in society and concerned with the newness of the product. Consumers who perceive that the product under usage is fashionable to tend to have an optimistic effect on “purchase intentions”. Consumers are also concerned with the “sensory and pleasurable” experience gained from the style and brand name that is related to innovation. Along with the fashionable character of the product, the consumer is also concerned with the general task performance of the product because most of the time functionality of the product is also a major concern along with the “fashion ability” 
1. [bookmark: _Toc26847460]Motivation of Consumer for Accepting Innovative Products 
		It is proven that motivated consumer innovativeness (MCI) is better for predicting the acceptance of innovativeness by the user and studying the behaviour of users among all other general innovativeness scales. The study of motivated consumer innovativeness yields a “four-dimensional consumer innovativeness” scale that includes “hardness, functional, social and cognitive dimensions”. Innovative consumer behaviour is determined by consumer innovativeness that also relates to the more general category of general innovativeness. Consumer innovativeness is theorized as “the tendency to buy new products in a particular product category soon after they appear in the market and relatively earlier than most other consumers in the market segment”. It also highlights the degree by which the user is an earlier adopter of new ideas than average members of his own social system (Vandecasteele & Geuens, 2010).
		Previous research studies investigate the shopping experience in two major prospective those are utilitarian and hedonic. Besides the fact that shopping is not providing any fun if the approach of the purchase is rational, then the involvement of consumer behaviour in the decision is known to be utilitarian (Çal & Adams, 2014). In this context intended goals for purchasing are achieved during the shopping experience. On the other hand, initial research studies show the concept of consumption on a hedonic basis which involves sensory and emotive aspects of the consumers while experiencing the products (Cardoso & Pinto, 2010). When consumers mind is stimulated during the searching for new products and deciding for the purchase are considered having cognitive innovativeness for motivation. Many new experiences are sought by the consumers which stimulate mental activities. A consumer having cognitive innovators enjoys puzzling in different issues, problem-solving and deep thinking, and some other mental exertions. Consumers with a higher tendency of cognitive innovativeness are conscious about quality and price and they face confusion in shopping styles (Park et al., 2010). On the other end, consumer innovativeness is also considered to be motivated by mean of “self-assertive” and “social need for differentiation” (Reinhardt & Gurtner, 2015). Consumer’s along with the concern for the innovative motivation also consider social motivation to being “unique, prestige, distinction, opinion leadership, standing, manipulation, visibility, social rewards, trendiness, symbolism, sense of belonging, image and demonstrating one’s success”. Brands that are recognized in the society and conspicuously luxurious provide social status to the consumer and they seek the acquisition for these brands as such the prospective purchasers’ peers (Melewar, 2015).  
[bookmark: _Toc26847461][bookmark: _Toc450725002][bookmark: _Toc444175350]Hedonic and Functional (Utilitarian) Motivation
		Many research studies investigate consumer innovativeness by using a scale that includes a hedonic dimension. Previously, (Roehrich, 2004) defines hedonic innovativeness dimension as the derivative for the adoption of innovation by hedonic reasons. The newness of the product is the most important hedonic reason. In some other research studies, researchers point out a different perspective of consumer those who are attracted toward the useful and functional benefit of the new product (Park et al., 2010). Jones et al., (2006), Lee & Yun, (2014) also propose same utilitarian reasons for buying products on the other end it is also proposed by some researchers that hedonic and functional values are not only the reason for purchasing a product (Vandecasteele and Geuens, 2010). 
	A challenge is faced by commercial marketers for determining and understanding the “youth market, either hedonic or utilitarian” to which market they can offer innovative products. Generally at shopping venue consumer can buy products for both “hedonic and utilitarian” reasons (Mosier, 2014). Consumer product choice is affected by the hedonic value of the products that have aesthetic features and ultimately cause pleasure in using that particular product (Walsh et al., 2011).  
	Another aspect shows that the utilitarian value of the product is mostly considered as the functional attribute for consumer consumption and purchase behaviour. Rational and universal values that are related to the task performed by using the product are also considered as characteristics of the utilitarian (Chan, 2015). Many previous research studies investigate the effect of “hedonic and utilitarian” value dimensions on “consumer consumption behaviour” (Labbe et al., 2015, Cramer & Antonides 2011, Jones et al. 2006, Mosier, 2014). (Gao et al., 2015) have also investigated the hedonic and utilitarian product design benefits after the use of mobile phones. (Yang & Lee, 2010) discover in their research study that products having inferior hedonic characteristics and superior utilitarian characteristics evoked negative consumption emotion after purchase. Achieving the physical objectives or task completion is not related to the benefits of hedonic consumers. According to one definition, during the buying process, hedonic consumers acquire experiential and emotional benefits and also enjoy their shopping experience (Babin & Attaway, 2000). The purpose of hedonic shopping is sensuality, awakening, surprise, fantasy, novelty, variety (Wu et al, 2015).   
[bookmark: _Toc26847462][bookmark: _Toc450725003][bookmark: _Toc444175351]Social and Cognitive Motivation
		Hedonic and utilitarian characteristics are not only the reason behind the purchase of the products. The social status of the consumer is increased when the product is used to impress others (Venkatesh, 2012). While investigating consumer innovativeness, researchers mainly focus on and stress the social and symbolic components. Social rewards and social differentiation stimulates product adaptation (Lee et al., 2013). Roehrich (2004) states in a research study that for making a unique impression in society possession of innovativeness is socially accepted. Possession of new physical products can build a different identity for the consumers. Innovativeness can also be cognitive and also consider as a distinct “dimension of innovativeness” in the scale by Venkatraman & Price (1990) and is defined as “the desire for new experiences with the objective of stimulating the mind”. “Cognitive innovativeness” originates in the desire for “stimulation and achievement” 
1. [bookmark: _Toc26847463][bookmark: _Toc450725004]Purchase Intentions
		“Consumer purchase intention” is considering to be the plan in order to acquire anything that is important or needed by the customer against a certain price. In some of the literature the “consumer purchase intentions” are also demonstrated as the decision of the consumer for the consumption related purchase. Literature highlights that while investigating the “consumer intention” for a product it is important to develop a strong understanding with the previous intention of the consumer for a product. If the marketers understand the consumer expensive it is very easy to estimate the purchase intentions for the consumer. The researchers conducted in the field of consumer loyalty highlight that the understanding of consumer loyalty is a very important ass it allows the company to determine the intention of the consumer during the purchase. In order to increase the overall positivity in consumer purchase behavior, it is essential to focus on the “product, quality and features” offered to the customer. The perceived quality by the customer also generates positive intentions but at the same time, it is essential for the company to provide the same quality which is perceived by the customer if the quality is not perceived accordingly it will lead to cause lots of problems for the development of the positive “customer intentions”.
0. [bookmark: _Toc26847464]Theory of Technology Acceptance  
	There are several theories that are used for the investigation of the intentions toward a behavior. As this literature is developed for the investigation of consumer behavior for innovative products that are the reason the theory included in this literature is related to technology (Davis, Bagozzi and Warshaw, 1989; Bakar et al., 2014; Park et al., 2015). In order to develop the theory for the investigation of consumer behavior, most of the previous researches have used the “theory of reasoned action” developed by Ajzen and Fishbein in 1980. It is evident from the investigation of the technology acceptance model that that this model is derived from the theory of reasoned action. Literature highlights that at the initial stage this “technology acceptance model” is developed for the investigation of the user behavior for the adoption of the “computer information technology system” in the workplace (Jongchul and Sung-joon, 2014; Toft, Schuitema and Thøgersen, 2014; Baptista and Oliveira, 2015). 
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The technology acceptance model is used to investigate consumer intentions for the acceptance of technological products. It is observed from the literature that most of the previous researchers have used several extended forms of this mode in order to investigate consumer behavior for different technological products. The technology acceptance model highlights that there are two attitudinal dimensions which include “perceived usefulness and perceive ease of use” (Chen, 2014; Toft, Schuitema and Thøgersen, 2014; Acarli and Sağlam, 2015). These dimensions are very important for the investigation of technology adaptation. These dimensions have a direct impact on the attitude of the consumer which leads to behavioral intentions. The focus of the “Technology Acceptance Model” is to investigate the behavioral intentions of the individual which are important to determine the behavior toward the use of the technology. The literature of the technology acceptance model demonstrates that there are two main phenomena that have been used in the technology acceptance model. First, the perceived usefulness” is the achievement of goal using the technology and secondly, perceived ease of use is the easy and effortless use of the technology. If the technology adopted by the person is favorable and fulfills the needs of a person then it is considered that the attitude of the person is positive toward the technology (Venkatesh, Davis and College, 2000; Venkatesh, 2008; Akman and Mishra, 2015). Hence the adoption of the technology is based on the intentions toward the usefulness and ease of use associated with the technology.  At the same time, literature also indicates that the user experience for the use of technology is very important. For instance, if the customer is not able to use the technology it is very difficult to indicate the “perceived usefulness and perceived ease of use” that is why it is very customer experience is very important for the implication of the technology acceptance model. 
“Technology acceptance model” is considered to be the simplest and understandable model used for research in information systems (Chou & Lin, 2014). It mainly examines how human behaviour alters by accepting technology. “Technology acceptance model” has been extensively explained the adoption of technology and information system. Previously, many researchers use technology acceptance for studying the adoption of technology by consumers. 
	The technology acceptance model is extended towards advance version, such as “technology acceptance model 2” by (Venkatesh & Davis, 2015) and “technology acceptance model 3” by (Venkatesh & Bala, 2008).  “Technology acceptance model 2” and “technology acceptance model 3” is considered to be very important predictors for the acceptance of the technology (Sun & Zhang, 2006).  Relative research studies have also confirmed the superiority of the technology acceptance model in our other models and theories for studying behavioural intentions (Wang & Lin, 2012).  In previous literature, many theoretical prospective have been introduced in an endeavour to understand individuals' use and acceptance of technology-oriented products and applications. Among most of the theoretical perspectives, the Technology acceptance model is considered as the “most parsimonious” and, on the other end most influential theory to study user acceptance. Most of the researchers use the technology acceptance model for investigating technology acceptance for many types of technologies (Ayeh, 2015). These technologies include smartphones (Joo & Sang, 2013) technology-based services (Zhu et al., 2016), e-learning (Sánchez-Prieto et al., 2015) and the new media (Park et al., 2008). Needs for extensions were originated due to an increase in the usability of the new information technology and to identify the stimulator for the use of technologies. “Technology acceptance model” is frequently criticized by many researchers, to provide less actionable guidance to researcher and practitioners that how to develop an appropriate method, theory or interventions in order encourage users to modify positively their behaviour toward adoption and acceptance of new technology (Toft, Schuitema and Thøgersen, 2014; Davis, Bagozzi and Warshaw, 2015; Jafari and Soltani, 2016). 
Based on the prior researches on technology acceptance model Venkatesh & Bala (2008)  have proposed an advanced form of technology acceptance model which is Technology acceptance model 3 to address all the concerns of the researchers regarding the Technology acceptance model. “Technology acceptance model 3” is considered a very valuable development in the “technology acceptance” domain. Identification of the determinants of “perceived ease of use” and “perceived usefulness” is a significant contribution to the theory.  







[bookmark: _Toc26847465]Portfolio Part B: Discussion of One Research Paper 
“Understanding consumer’ continuance intention toward a mobile purchase: A theoretical framework and empirical study- A case of China”
1. [bookmark: _Toc26847466]Discussion of One Research Paper 
1. [bookmark: _Toc26192035]Background of Research 
	With the development of the technological implication in every field the “information communication technology” is also very getting developed and business is using e-commerce as the major tool for the development of business (Ghose & Han, 2014). But the study highlights that although the mobile purchase is a very convenient way for the purchase at the same time the intentions of the consumer are very important. In order to get the full potential from the mobile purchase, it is important to consider that the consumer intention toward the mobile purchase is positive (Karjaluoto, et al., 2005). Here, the perspective of the first as discussed in the study is the retailer or venter perspective where it is essential to focus on the new customer a well as to retain the old customer which leads to bringing higher profitability for the company. Most of the mobile vendors also launch the marketing campaign to increase their intention. The study under investigation utilizes the “information success model. Flow theory and trust” in order to investigate the continues intentions of the consumer. 
1. [bookmark: _Toc26192036]Structure and Content Authentication of Research 
	Before proceeding to the investigation of the research philosophy, ethics, reliability, and validity it is important to investigate the authentication of the structure and content in this research. It is important to mention that as this study is published in a peer-reviewed journal the overall content is validated. The researcher has used a detail section for the research methodology in order to explain the methodology used to consider their empirical study. At the same time, the literature review is also very comprehensive in order to demonstrate the overall research study. It is important to mention that the author of this research study provides detail information about the mobile purchase and customer intention. The methodology section provides detail information about the selection of the sample and the instrument development as well as the data analysis section presents all important data from the analysis. It allows the reader to understand how the results have been concluded by the researcher. It is also important to highlight that there are many important aspects of the discussion which have been investigated by the researcher in detail. Here it is important to mention that the last section of discussion in this research study is also written in detail which improves the overall interest of the reader in the study. Hence, the content and the structure of the study is highly validated for further investigation. 
1. [bookmark: _Toc26847467]Introduction to Topic Area and Research 
	The topic under investigation in the literature review section of the research portfolio is “Determining Consumer Behavior for Innovative Products”. The main reason for the selection of this topic is that innovation and technological implication in the business is very rapid and most of the companies are striving to achieve high-level innovation in their products. But at the same time, it is very important for companies to motivate the customer to purchase their products. That is why it is essential for the company to focus on the motivational factors that will lead to bringing a positive impact on consumer behavior. In the literature review section, there are many types of research of the previous researchers that have been investigated in detail. The knowledge from the researchers is very effective for the overall research. In this section of the report, one of the major research articles has been selected from the literature in order to identify the research philosophy, ethics, reliability, and validity which have been implemented in this research. The topic of the study that has been selected in this research is “Understanding consumer’ continuance intention toward a mobile purchase: A theoretical framework and empirical study- A case of China” by (Gao, Waechter and Bai, 2015). The paper provides detail information about the intentions of the customer for a technological product like a mobile purchase. This is the most innovated product that is used by almost every individual and at the same time, the innovation pattern is also very rapid. That is why the study provides in-depth knowledge about the topic under discussion as well as also enhances the reliability of the study due to its empirical methodology implications. This report provides detail information about the c research philosophy, research ethics, research validity, and research reliability. 
1. [bookmark: _Toc26847468]Research Philosophy 
The research philosophy is very important in order to develop the research. It facilitates social science research to interpret in a meaningful manner that leads to a valuable research outcome. That is why it is important to understand the key philosophical principles.  Based on the philosophy, it is very easy to determine the general principles for theoretical thinking as well as the method of cognition, perspective and self-awareness are also associated with the implication of effective research philosophy. It is also very facilitative to determine the “knowledge of reality” and to design, conduct, analyze and interpret research”. 
There are three main branches of the research philosophy that has been used in social science research. These philosophies include; Ontology, Epistemology, and Axiology. 
3. [bookmark: _Toc26847469]Ontology 
Ontology is the first branch of “research philosophy”. This brand of philosophy highlights what presented or exists in the world for which humans are keen to get knowledge. This brand of research philosophy facilitates the researcher in order to recognize the nature and existence of an “object” on which the research has been conducted. For instance, “what kind of truth claims developed by the researcher about the reality? who will decide the legitimacy of what is real? And how do researchers deal with different and conflicting ideas of reality?” (Crossan, 2003).
Realist ontology demonstrates the existence of a single reality which can be investigated in order to understand the truth in the real world, as well as the relativist ontology, is based on the reality developed by the human mind. Hence in the ontology philosophy, the reality is about the individual experience within a certain time and place. 
3. [bookmark: _Toc26847470]Epistemology
The second branch of research philosophy is based on the “study of knowledge”. The focus of this research philosophy is to investigate the “validity, scope and method of knowledge acquiring”. By implementing the epistemology researcher can investigate some important questions that include “what constitutes a knowledge claim? how can knowledge be acquired or produced? and how the extent of its transferability can be assessed?” . The philosophy of epistemology is very important as it allows the researcher to device a frame in order to discover knowledge. The idea of epistemology is to investigate the relationship between the subject and the object. At the same time, it also facilitates to determine the methodology and research design (Goldberg, 1999).  
3. [bookmark: _Toc26847471]Axiology 
By implementing the third branch of research philosophy it leads to demonstrate the determination of the values that are associated with the research. It facilitates to understand the value of being in the human state. It also demonstrates the role of the researcher and his own value in the research. It mainly refers to the “aims of research”. It also facilitates to clarify that what is the focus of the study as well as hat are the main parameters used in the investigation that will lead to the achievement of certain objectives. 
1. [bookmark: _Toc26847472]Philosophy in This Article 
	The research methodology is based on the implication of effective research philosophy in order to determine the source, nature and the development of the knowledge. Simply, the research methodology is the procedure by using which the data about the investigated phenomenon is collected, analyzed and used. This research study is based on the philosophy of “positivism” (Epistemology) as the overall research is highly structured. At the same time, the sample in this research study is also very large. The sample of the study is comprised of 462 respondents who are used by mobile sites in order to make purchases. At the same time the information gathered from the respondents is in the form of quantitative which also supports the implication of the “positivism” philosophy it is observed that in this study the “structural equation modeling” technique is used in order to investigate the quantitative data gathered from the respondents. At the same time although the qualitative approach is not used in this research at the same time the construct used in this research study can be analyzed by investigating through the “qualitative research approach”. That is the reason the philosophy of “positivism” is used in this research study. 
	Here in support of the philosophy, it is observed that the author of this study includes detail information about the data gathering from respondents and its analysis. The research which is based on the “philosophy of positivism” demonstrates the detail research methodology for the development of valuable research. Here it is proved that the researcher has utilized the most effective philosophy in order to develop the research under investigation. 
1. [bookmark: _Toc26847473]Ethical Consideration in This Research 
In order to develop valuable research, it is very important to follow all the research ethical consideration which allow the researcher to implement all the methodologies of the study effectively (Guraya, et al., 2014). There are several important research ethical considerations has been followed in the studies that are why it is important for the researcher to focus on the ethical consideration in order to increase the authenticity of the study. Following are some of the important ethical consideration which has been followed exclusively in this research study. 
5. [bookmark: _Toc26847474]Complete Description of Research Methodology
In order to pursue research in an ethical manner, it is very important for the researcher to provide detail information about the research methodology. There is several information that might be hiding by the researcher which is not an ethical practice. In the research which considers ethics as an important determinant for valuable research, the demonstration of the method in the research methodology section must be important. The study underhand provides complete detail of the research methodology and its implication in the study. It also describes the data collection procedure from many samples.  This data collection procedure might lead to bringing large information, but it is important to mention the steps taken for the development of the research methodology. 
5. [bookmark: _Toc26847475]Reference to the Existing literature
The development of the theory and to start investigating the issue in the research it is very important to understand the information from the previous researcher. As the literature from the previous researcher has been added in this study that is why the author has properly referred this information to the original author (Kalichman, 2009). The study implements the proper references for each of the statements from the previous researcher. It facilitates the researcher to highlight the contribution of the other researchers. 
5. [bookmark: _Toc26847476]Only Provide Benefit Not Harm 
The topic under investigation is very important for the recent business world because most of the companies are striving to implement e-commerce in their business model. That is why the information provided in this research is totally for the benefit of the current business world rather than developing issues or harm for the company (Khanlou & Peter, 2005). The study is totally general by which the results of this study can be used by all the companies in order to improve the customer intention for the mobile purchase. Hence none of the content of this research study is harmful to the people or the companies. 
5. [bookmark: _Toc26847477]No Confidential Information in the Study 
Although the study is based on the detail investigation of many the sample by using the questionnaire at the same time this study did not include the personal information of the respondents as well as any of the company. All the information provided by the respondents has been kept confidentially and did not use for any of the other studies as well. This information is solely used for this research study (Townsend, et al., 2010). Moreover, none of the financial information of data regardless it is already published for the public is used in this study. There is no competitive discussion about the companies that have been governed in this day. Hence the overall information in this research study is totally safe and confidential. 
5. [bookmark: _Toc26847478]Presentation of Data Analysis Results 	
All the results in this research study have been presented in detail in order to provide a clear understanding to the reader. The researcher in this research study did not hide any kind of finding from the audience. The data analysis table of this research study has been provided with a detail description of the results in the form of the table. It is also important to mention here that the data analysis section is also supported by the previous literature in order to demonstrate the acceptability of the results. 
1. [bookmark: _Toc26847479]Reliability of Research 
The reliability of the research can be determined by the implication of the instrument in the study. It is evident from the literature that the instrument which has been used more than one time is much reliable for the researcher in order to conduct the study. The questionnaire used in this research study is used in various research. As the conceptual framework in the study is developed based on different software that is why the overall study will be very effective as well. At the same time, internal consistency is also very high for the research. The detail implication of different statistical analysis also increases the reliability of this research study. 
1. [bookmark: _Toc26847480]Validity of Research 
The overall research design and method implemented in this research study are highly validate. It is observed that the data collection procedure used in the study provides authentication for the validated instrument. The adoption of the questionnaire tool from the previous research also facilitates the development of long-term validity in this research study. The internal validity of the research is based on the “subject validity, size of the population, time allocated for the data collection”. As the study is based on the comprehensive topic the researcher has focused on all the aspects in order to improve the validity of the research. 
1. [bookmark: _Toc26847481]Conclusion 
It is concluded from the detailed analysis of this research study that it is comprised of all-important parameters that are essential for an effective research study. the author of this research has considered all important parameters for the ethical consideration and for the implications of the methodology in this research study that is why it makes the research mote valid and reliable. The effective strategy of the author while conducting this research study ultimately lead to an effective publication in the peer-review journal. This research study might take as an example of valuable research with all detail investigations in every aspect.  
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