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Abstract
Scholarly publications, regardless of exceptions, are subjected to a thorough review system, with the emphasis primarily on the degree of linkages to various frameworks and theories, and the soundness of the structured methodology for the creation of credible and legitimate results (Kirkpatrick, 2019). Nevertheless, every study report has drawbacks and/or alternate empirical strategies. This paper examines two articles which were recently published in a 1-star journal by the Chartered Association of Business Schools. Both papers address critically pertinent and current e-commerce challenges as well as consumer attributes impacting online purchase. The first paper investigates the link of purchase decision making and intents to online shopping, as well as the variables that impact customers' shopping behaviour. The concept of planned behaviour is used to examine intention of customers in online shopping by comparing the elements that favour or prevent purchase decision of items and services. The other paper looks at the characteristics that determine e-customer loyalty, trust, and buyer satisfaction and also the crucial criteria for longer term revenue and profits for e-commerce businesses. This paper's second section assesses the appropriateness of the selected research methods, analysis of scientific data in the chosen articles, and whether if it is parametric or non-parametric, methodologies, sampling design, utilisation of quantitative measures, and alternate research methods to improve the research findings for both publications.
















Introduction
The foremost interesting advances in the realm of digital technologies are the internet and web development. The web has become the biggest significant part of a system that is eliminating national boundaries and transforming communities, markets, and companies all over the world to unprecedented levels (Usai et al., 2021). Aside from this rapid expansion, the advantages of the worldwide online marketplace provide distinctive opportunities for companies to efficiently reach current and new purchasers by substituting or maximising traditional brick and mortar outlets with online enterprises. 

Upon first inspection, the two publications chosen for evaluation seem to represent disparate aspects of E-commerce. The conclusions from the two publications, nevertheless, could be considered as complementing to one another, with a breadth of constructive solutions for E-businesses to reach more customers and further on the international market. The first paper, by Malik and Guptha (2013), looks at online shopping behaviour, the connection involving purchasers and online stores via the lens of web applications, and how information and technology utilised in an online store is typically hidden to customers, but it is prominent in e-commerce. This report is consistent with the two publications on the significance and influence of technology on e-commerce and online purchasing. The second paper by Aslam et al., (2019) focuses on business fundamentals such as consumer loyalty, satisfaction and trust between customers and the firm, and it expands on the factors that drive strong customer relationships and offers new insights. Both publications are on e-commerce research generally, which is an area the researcher has genuine interests. 

The first core element explains why the two articles were chosen. This section also contains a concise appraisal of the research outcomes and their complexities. The second section focuses on the methodological and design of the study of the publications. The study's overall purpose is to assess the settings of applying quantitative research tools, with a particular emphasis on whether the chosen articles are parametric or not, on the quantitative principles and the corresponding advantages and limitations. Furthermore, it explores into other approaches to determine whether and to what degree the conclusions from a separate study design might be different and potentially more compelling.

[bookmark: _Toc88389287]The Rationale for Choice of Articles
As stated in the study's introduction, there is a growing incentive for businesses to develop into unexplored overseas economies, which e-commerce could offer (Tolstoy, Nordman and Vu, 2021). The benefits of online buying versus conventional means are numerous. As it could be fulfilled only with a few clicks, online shopping drastically minimises the work required to get pricing, item details and reviews from other purchasers. Enhanced market exposure and awareness, a wider selection and availability of items at competitive pricing, easier comparability between suppliers, and flexibility of operational schedules spanning different geographical borders are all examples of advantages of e-commerce (Hasiloglu and Kaya, 2021).

E-commerce not merely assists end consumers, but they additionally present enterprises with considerable prospects (Xiao, Kuang and Chen, 2020). Companies are increasingly understanding the value of e-commerce in expanding their territories, presence and improving their capacity to communicate with buyers. Buyers that are loyal to an e-commerce firm could help businesses advance. Customer loyalty is, in essence, highly linked to longer term prosperity and organisational success (Omar et al., 2021). On the other hand, gaining consumer's trust and keeping buyers loyal is a critical issue for e-commerce providers (Yeon, Park and Lee, 2019).

Whilst various papers on e-commerce, customer satisfaction, trust, and loyalty have been published in the wider academia, the publications selected cannot constitute to the whole e-commerce sector. However, some exploratory discoveries could significantly contribute to the existing knowledge in multiple ways. Firstly, a review of the analysis findings on the e-commerce sector and its links to consumer satisfaction, trust, and loyalty is remarkable. This is especially important if a convectional company is moving to an alternative e-commerce marketplace. Furthermore, just several other empirical research have investigated at how e-customer satisfaction (ECS) and e-customer trust (ECT) to enhance e-customer loyalty (ECL) and the effects of ECT and ECS on ECL, as well as the leverage of other e-service performance characteristics (Mas-Machuca, Marimon and Jaca, 2021). These are crucial components because acquaintance with technologies builds customer confidence, which could progress to trust, satisfaction, and loyalty (Savila, Wathoni and Santoso, 2019). 

The quantitative data on both research papers could be integrated in a variety of economic and buyer behavioural contexts. The first paper, by Malik and Guptha (2013), adopts a radically new understanding of the research issues. The article's primary goal was to conduct a comprehensive quantitative analysis of customers' online purchasing intentions. The researchers presented a pretty detailed summary of the explanations, along with a set of parameters evaluated in the analysis. In terms of design of the methodology, the discussion section elaborates how the article relates to the wider literature as well as the particular study, which also gives justification for the methodologies employed. 

As a preliminary assertion, both papers discussed existing global e-commerce business and management challenges, and to identify proactive business and customer relationships that would influence the chances of e-commerce progress and profitability. This study's second major part analyses the methodologies and strategies employed.
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Discussion of Parametric, Non-parametric, Methodology and Research Design
The analytical technique is parametric for paper one as it uses a one-way and factorial ANOVA testing, which is a method for comparing the means of two or more samples (Argyrous, 2014). Statistics and other representations were employed extensively, comparable to Aslam et al (2019), the second paper, whose analysis is non-parametric as it has ordinal data and utilises a five-point Likert scale (Mircioiu and Atkinson, 2017). Non-parametric tests are not dependent on any distribution and can therefore be performed even if the parametric validity requirements are not achieved (Sonnappa, Venkataraman and C. Nassappa, 2021). Conversely, parametric test evaluations are based on the data's underpinning statistical distributions (Pallant, 2010). As a result, certain validity requirements must be met in order for the outcomes of a parametric test to be credible (Beuren and Anzanello, 2019). Furthermore, (Dwivedi, Mallawaarachchi and Alvarado, 2017) averred that parametric tests have a statistical benefit over a non-parametric test, in that parametric test findings have better statistical significance. As a result, the parametric test is more likely to result in the rejecting of H0 (Goyal, 2021). A parametric test's p-value is generally lower than a non-parametric equivalent's p-value when both tests are conducted on the same dataset (Walsh, 1968).

It is essential to deliver a short explanation of the aspects of quantitative research before moving on to the analysis of the research design of the mentioned studies. A quantitative research uses extensive multivariate numerical methods to uncover correlations among dependent and independent variables (Dawson, 2017). Those factors would then be examined in order to generate completely unbiased hypotheses and, where necessary, to give determinant findings, providing that a specific research used a representative sample capable of accurately reflecting different strata of the populace (Rowntree, 1981). A quantitative research, thus, offers results in a value-free way, with a rigorous regression techniques to accept or reject the presumptive hypothesis (Swift and Piff, 2014). The systematic aspect of quantitative research designs allows for reliable cause-and-effect linkages to be presented and as a result, the outcomes should ultimately be both trustworthy and generalizable to the whole populace (Agresti, 2018). 

The time required for obtaining a suitable quantity of data are minimal as compared to qualitative research methodologies (Brannen, 2017).  Additionally, quantitative studies often have a high sampling size, enabling findings and conclusions to be relatively reliable. Furthermore, as affirmed by (Dix, 2020), the expense of engagement with respondents is low and most questionnaires take generally 15-20 minutes. In comparison, typically qualitative studies, such as interviews or structured group discussions, elicit far greater dedication from both the investigator and the study respondents (Muller et al., 2021).

When the study subject covers delicate aspects, such as finances of an e-commerce firm, study participants could be reluctant to confront them freely. In such cases, the confidentiality of quantitative approaches could greatly increase engagement levels (Faems, 2020). Aside from such advantages, quantitative research methods have certain drawbacks. Those constraints must be weighed against the proposed study and resources to determine if a quantitative research approach is best suited to producing a better understanding of the business challenges. Some of the restrictions and potentially obscuring factors affecting quantitative research methods, such as the absence of adequate interplay with study participants, the inability to ascertain whether participants in the study comprehensively comprehend the questions in the survey form (Foxwell, 2020). Also (Cooksey, 2020), attested that feedbacks from study participants are relatively low and quantitative data collection methods are restrictive therefore submitted answers might not always correspond with the study's expected responses. 

The aforesaid constraints do not directly relate to every research article, since it is conceivable that quantitative approaches are measured by magnitudes than qualitative methods, due to the specific nature of the study issues. It should be noted, nonetheless, that in the sphere of scientific fields, not all realities, including systems and processes, could be measured (Yousuf Zainal, 2020). In this aspect, the observed truth does not always reveal the sociocultural realities. For a thorough study in business and management research, it would be required to investigate sentiments, thoughts, opinions, as well as other non-quantifiable variables (MacInnes, 2020).








Consumer Trust and Loyalty in E-commerce: Underpinning Determinants (Aslam et al., 2019) 
Aslam et al., (2019) collected 354 responses; regrettably, upon removing univariate outliers employing standardised (z values) and multivariate outliers using Mahalanobis distance techniques, a representative sample of 328 was utilized, which is a higher-than-average response rate for questionnaire research that was employed for factor analysis and Structural Equation Modeling (SEM). Furthermore, Cronbach's alpha is used to assess construct reliability, which ought to be higher than 0.7 (Brown, Bryman and Cramer, 1996). 

The data was collected using a non-probability purposive sampling approach among participants who have utilised e-commerce businesses. The replies were obtained using a digitally set questionnaire created with Google Forms, and also hard printouts of the survey sent to the participants. Furthermore, the online survey was delivered to the targeted population via social networking sites, text messaging, e-mails, and the physical copies were given via drop-off and pick-up locations. The researchers emphasized studies that discuss how conventional methodological bias is practised in e-commerce business research, resulting in significant problems and distortions. Figure 1 depicts the conceptual framework that explains how the characteristics were operationalized into testable variables.
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Figure 1: Conceptual framework (Aslam et al., 2019)

The researchers discussed the number of items utilised and quantification for each of the variables on the measures employed in the key research mechanism. An appendix including these measures and related constructs could have been useful, not only for future researchers to understand the various aspects of the research apparatus, but also for future researchers to consider all possible aspects of the research tools (Godwin et al., 2021). A succinct reference to the usage of measures in research is required at this stage of the study as measurements are extremely useful for classifying and extracting replies; with the help of numerical programs such as SPPS, the results may be represented efficiently and accurately (Albers, 2017). Furthermore, to improve validity, the study might well have highlighted these drawbacks. The sample's demographics profile, including the income, education levels, gender, and age of the participants, is described in adequate depth. The data were, however, analysed in a way that was less precise to the effect of more metropolitan areas in the country. 

Since the theoretical framework included several measurable variables, the use of SEM (Structured Equation Modelling) was justifiable (see figure 1). It may, though, result in an unduly convoluted study design. Finally, the paper's computations and visualisations showed how the discriminant validity of the model utilised was calculated. The hypotheses were put to the test (t-value), and the results, the analytical relevance of the variables were evaluated. The recognition of limits imposed in the article's concluding section were discussed, for example, the purposeful sample selection, which impugns the appropriateness of utilising highly elaborate quantitative tools, the data analysis, and the study results' restricted generalisation. Alternative research methods might have included a more random selection, and also e-commerce customers from more urban areas of the country, and conceivably a more streamlined design of the study, such as lesser variations. Incorporation of more varied viewpoints may have resulted in various results, possibly more specifics on the presently under theorised relationships between e-commerce, consumer intention, satisfaction, trust, and loyalty would have emerged.

An Empirical Analysis of Buyers' Behavioural Intentions in Online Shopping (Malik and Guptha 2013)
Upon first observation, Malik and Guptha (2013)'s research approach appeared to be intricate than the former article's, and it was difficult to identify whether it was a parametric or non-parametric study. As stated by (Rahi, 2017), this appears to indicate a solid commitment to rigorous academic in the quantitative research. In comparison to Aslam et al., (2019), the sample group is relatively limited, with just 120 answers collected, which consisted of 29 females and 91 males, making generalisation of the results outside the current study context implausible.

The sampling attributes and the numerical analysis procedures used, such as descriptive and inferential statistics, multivariate statistical correlations, and one-way and factorial ANOVA, are all outlined and their components, and the variables were also examined. The framework's validity enhances reliability while adhering to acceptable research practises. The preceding paper discussed the drawbacks of employing measurements, which is applicable to this study report as well. The demographic features of study subjects were gathered and collated, with the relationships involving buyer behavioural intentions in online shopping and customer’s trust and loyalty in e-commerce being examined might have been stated more conclusively. These factors exist in other study publications too, providing a solid foundation for cross-referencing (Sheard, 2018). The linkages between the variables, standardised coefficients and p-values were reported concisely. 

Several of the inferences are unclear since they are not addressed in the quantitative tests and are therefore not adequately investigated. Aside from some clearly mentioned drawbacks, such as the small sampling and the article's narrow geographic scope, there are further considerations for the publication to enhance not just the credibility of the results, but also the article's scalability. Firstly, the one-way and factorial ANOVA approach used in the analysis could be needlessly convoluted for the topic and the length of the publication. In retrospect, the Kruskal-Wallis test could have been preferable since it is much comprehensive than an analysis of variance, as it analyses if the likelihood that a randomized observation from one group is plausible to be above or below a randomized observation from another set (Kim, 2017). Moreover, even if the sampling size could not have been raised to achieve generalisability, the statistical data analysis could have included a thorough discussion of how the instrument's parameters could have impacted the findings produced as this might have allowed future studies and researchers to determine if the results could be applied to their studies and businesses with more accuracy (Roever and Phakiti, 2017).
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Recommendations and Conclusion 
The usage of e-commerce shopping and its relationship on buyer behavioural intentions, consumer trust, satisfaction, and loyalty in online shopping to ensure effective global operations is not a new phenomenon. In reality, there is a considerable quantity of materials widely accessible on consulting businesses on quality standards to increase the likelihood of an effective business operation. Nonetheless, evidence reveals that many businesses do not fully comprehend the relationship among these elements. To summarise, both publications utilised an intricate study techniques to expand the present knowledge of e-commerce and purchaser behaviours. Prominently, the soundness of the research methodology employed seemed comparatively credible during the comparison of the two publications, and both papers gave valued efforts to the existing academia. The significant proportion of the selected analysis methods were supported by citing relevant and reasonably trustworthy theories from earlier studies. In this regard, the analysis is essentially based on testable hypotheses, which is also a conceptual advantage of other articles. However, because the testable variables were well specified in both study publications, replicating of the findings, in terms of techniques is expected to be a standard undertaking. Nonetheless, the quantitative research method in both investigations seemed to be overly complicated, arguably much above than the researcher's grasp of the research publications. Despite the fact that the articles did not go into great detail into the practical significance and potential use of the results outside of academics, there are several unresolved difficulties in both publications. The calibre of both studies could have been significantly enhanced by adhering to these factors in order to earn a better classification. Although it is hard to dismiss the methodologies' complexities, it appears that the approaches were not proportionate to the study’s challenges and ambiguity. Considering that the dependent and independent variables were distinctly identified, it could have been advantageous to apply a simplified approach. Close-ended survey questions may have substituted Likert scales, and a mixed or multi-method survey approach might had been validated theoretically, since most of the problems relating to buyer's behavioural and intentions could not be fully examined by a solely quantitative technique. Admittedly, the Likert scale rendered data collecting and investigation to be easier, although it had the potential to alter the credibility and validity of the results.
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