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Abstract
In recent years Electronic Commerce has known as online which refers to purchasing and selling of goods or service through internet (electronic systems).  This trend as taken over and almost every household engage in this 24 hours availability of shopping with the help of multi-channel retail which is extensively motivated by current boost of online.  Shoppers stipulate and competition has motivated vendors functioning through numerous channels.  It is certain that multi-channel retail has impact on conventional stores.  This dissertation offers key input to find out how online/multi-channel has influenced brick and mortar.
  
Introduction
This investigation is chosen because of the increasing trend of online shopping in everyday lives which involves technology, recently some retailers are moving from conventional retail (bricks and mortar) to technology.  
The core theme in current time in business environment is E-commerce identified as (Online); currently businesses are growing using E-commerce for transaction.   People are strongly increasing in using online or multi-channel to shop which is expanding the Information Technology (IT) industry.  E-commerce started earlier than 21st century and subsequently it has changed retail and other businesses round the world, because of its convenience it has now become a trend among consumers.  This investigation is to understand what encourage consumers in engaging on online shopping and critical scrutiny of literature review relate to the industry.  Scholars have examined main factors for engaging on online or multi-channel shopping as time and convenience for consumers.  The online is rising at a fast speed with businesses accommodating the growing scale of goods and service transaction (Gilbert and Summer, 2004).
Environmental research on online shopping has become an appropriate way to make all purchase, whether you are at home, anywhere, or in another country.  It is particularly realistic for urbanised countries, where every store has their website, whicha purchasecan take place.  An individual easily can pass on promotions on special discounts and delivery on online purchases.  The trend online shopping at the ease of your own sofa has lately been taken up round the globe compare to traditional shopping of brick and mortal.  Sainsbury’s and Tesco alike have manifold fashions, fashion and food websites.
Conversely, the acceptance of such trends has been more difficult for some people simply because of their needs or because of been part of a community and it is because individuals may be more complicating.  People typically do not trust the goods been demonstrated in front of them on the screen.  Therefore, they would not make a purchase online and be satisfied.  Nevertheless, the youth are open-minded and have embraced this phenomenon, even some ordered food through e-commerce.  Some individuals have experience scams on online, so for such individual it is reasonable for them to be suspicious of online activity.  These current trends have led investigators considered that age is not the sole aspect why the youth turn in the direction of shopping online.  There are other issues which are associated to online shopping which is one of the best ever emergent markets around the world that is support the IT industry to thrive to the highest degree.  This investigation is to reveal such factors through testing and result analysis.  
Several individuals are enthusiastic to adopt this trends (shopping online), and some are not eager to do so.  This investigation explains the drive behind individual’s eagerness to modify shopper purchasing behaviour, persuasive in the direction of purchasing online.  It helps highlight online shopping sites and applications by the main parts which focus on making the switch easier and safer for the consumers. 
Innovative element of purchasing goods has been introduced by Social media, where consumers mostly Youth has shown more interest in purchasing goods through the Internet.  In this investigation, the focus will be on Youth shifting to online shopping (consumer behaviour).  It also examines the changes in consumer purchasing behaviour amongst people in London, which determined by the subsequent features:
· Convenience
· Time
· Product range
· Privacy
· Trust

This investigation is vital because the IT revolution is setting the stage for excellent enhancement in retailing movement around the globe.  Technology network development has extensively decreased cost of retail worldwide; this has permits vendors to meet high demands of the consumers when at anywhere and anytime they need to shop.  Currently technology is seen as the backbone of retail sector which has change the increasing pace and dependability of retails process with strategies to support the retail segment.
Primarily global retail industries use technologies in business actions.  There are basically changes in the approach retailers’ offers services through internet technologies and how consumers convey their retailing desires.  The increasingly expertise delivery channel, which become a preferred service provider to the consumers according to Sheldon (2002) is the online services.  Hult et al, (2007) suggest that the recent trend of online shopping permits consumers to conduct retail services such as browsing, enquiring and purchasing from anywhere by not visiting the store.
Approval of IT has become particularly significant issue in the retail business at present.  Understanding consumers’ desires is significant to meet up with demands and prospective requests relating to online shopping.  Courtier (1999) proposed that merchant’s responsibility is to understand consumers’ requirements on regular bases for them to identify the aspects that impact and motivate online retailing services.
The purpose of this investigation is to offer an insight into the consumers’ behaviour using online or multi-channel service, the role of social trend, risk and trust.  It also investigate attribute which technology has on the trends in today’s society that prior study did not observe.

Core standard of Investigation
Presently investigating online and multi-channel shopping did not expand on the feature that influenced consumers which do not shop online.  In addition, majority of the past investigation completed on online shopping perception did not distinguished between consumers actively shopping online and the consumers actively shop in store (traditional manner) or multi-channel.  The consumers using online shopping incline to the enjoyment of comparable population which led to an interpretation of several aspects that were not accurate for group (online shoppers and store shoppers).  This outcome result in probing and able to acquire a full insight through wide-ranging search into this topic.  The investigation needs an extra focus on the aspects which influence consumers that were store shoppers.  
Two issues were highlighted here.  The first issue is online shopper, which highlight on how often the consumers’ use online to shop compared with other retail channel such shopping in store and multi-channel.  The second issue is, that online shoppers are not segmented which may confirmed a challenge for this investigation to be revisit in the future.

Scope of investigation
This investigation focuses on retail sectors which has store presence on the high Street; the results consequently would reflect the freedom needs for these vendors.  The retail sector in which this study is investigating is the apparels retail.
The development of technology in this 21st century has been the main drive for modern multi-channel retail.  The channels focus on this investigation is physical stores (conventional) and Online, the geographical scope of this investigation is London retails market.  
This investigation focuses on business to consumer (B2C) only.  The consumer perception is look upon in order to build up a strong understanding of the consuming patterns and vendors’ motive of online retail.  The study looks at consumers’ behaviour towards e-commerce retailing from the traditional or conventional trade in the UK, such as Debenhams or House of Fraser.  In this present time the retailing structure has been completely changed owing to extensive internet technology.  In this day and age all businesses, such as banking sector and trade depends so much on electronic transactions, which makes retailing quicker and efficient.  This save money and time; it improves the general level of organisation aspire to strive in the global market.  Technology supplementary is transforming, swiftly and efficiently, it becomes suitable to take a moment to judge where the retail sectors features in the middle of these changes.  According to Boston Consulting Group report in partnership with the UK retail Association, online is the main channel of communication for around 20 percent of consumers in economies such as the UK and US (live mint, 2016).  The drawback of this search is only on big retail stores in the UK, this investigation is not about a particular retail store except broad-spectrum retails.  This investigation concentrates only on the performance of consumer on the trend of e-commerce shopping.

Investigate question
In what way do attitude play significant role in influencing consumers’ behaviour movement from brick and mortar (conventional environment) to online environment.

Hypothesis
The need to be part of community where needs are complicating and managerial lack opportunities. 

Literature Review
Literature clarifies and rationalise how the investigation assists in answering the question concerning the topic. 
According to Ibrahim et al. (2006) technology acceptance model has created a framework for online shopping due to cutting cost from the vendors’ perceptive and rich of experiential support for it use.  Ibrahim et al (2006) imply that consumer mind-set of using technology entail personal drive, demography and performance of individual acceptance of technology and by using different technology applications such as face book, snap chat and instagram.  It manifestly shown that consumers’ attitude to e-commerce shopping were influenced by previous experience in technology.  
The advancement of technology has clearly exposed the change on the way society shop electronically by the use of internet on merchandise and services in the 21st century.  The effect of advance technology has transformed the process vendors’ contend with each other to thrive in market place.  To find the reason to why some individuals choose to use or not to use IT is very important, as Swanson (1988) argues that understanding individuals’ behaviour by accepting the use of technology or reject to use it, confirmed the most challenge concern in technology research.  Understanding user’s approach may facilitate IT designers and inventors in building system that promote individuals accepting and make use of it.
The deficient result in grounded framework theory of IT had helped researchers built their investigation on developing models in other part.  An example of this is social emotion objective which outline the bid to understand aspects that regulate endorsement and practise of IT.  The Literature reveals facts of outline which enclose general used to learn individual’s performance on IT support practise.
Technology advancement has significant position in individual life and professional in these days an age, because of it uprising.  Over millions of life has been absorbed by quick development of IT; progressions of fast technology have presented largely vital changes in world business and economic scenery.  
Technology improvement has permit consumers to converse with vendor which has brought online shopping to new height.  Rajan (2010) has evidently showed that the expansion of digital shopping has grown into a leading revolutionise on online retail scenery.  Kim and Forsythe (2010) observe that technology has cut down idea and management of goods on vendors’ website which enhanced consumers’ trial.  On other hand, the force of technology has transformed the online shopping in the retail, IT has been the maximum changed for online shopper and vendors.  According to Izge (2015) it has facilitate the consumer ability to shop at any time without the worries of shop closing hours, which puts convenience at the core of shopping experience.  Additionally, the author appreciated Adam Smith account on “perfect information”, the reflection of having some information from different suppliers in charge to choose and create a choice, in effect to these raise equal level of stress for suppliers.  The technology growth has presented a prospect to the e-commerce by apps introduction, PayPal and other form of online payment.  Attitude to use new development may certainly support businesses to take strategic decisions and therefore improve business sustainability and efficiency (Ma, 2008).
However, online has become fashionable and mostly ideal by variety of consumers for goods and services such as clothes, victuals, trip, and gadgets.  Organisations such as Amazon, eBay and Ali express are very active in effective online, determined on applying a “pull strategy” providing people with quality and bargains, convenience, and speed deliveries (Uspana, 2012).
Recent trend is e-commerce shopping because it helps consumers avoids the busy stress associated with high street shopping by engaging to shop online (Ozen and Engizek, 2014).  The alertness of consumers shopping online allows them to cut cost and utilise their time wisely thus allowing purchasers and vendors to communicate and exchange necessities online, the entire business process is run through electronically use of internet (Chaffey et al, 2006).   According to Eric (2014) value marketing enlighten consumers to enable purchase of what is really needed and grow to be more informed about companies that provide high differentiate goods and achieves advanced growth rate than companies with fewer differentiate goods.
Investigators of consumer behaviour tried to discover what really motivates online shoppers and consumers’ justification in engaging on online shopping.  Lipkin (2016) argued that approach and intent in the direction of online shopping are not influenced by easiness exploit, worth and pleasure, other than through exogenous issues such as merchandise quality, online past experience and acceptance.  The consumer perception is significant, so also is the gratification of consumer which signified that expectation are met and attitudes are built on self-reliance and alleged advantage.  Kotler and Armstrong (2013) establish that “attitudes are reflected to consumers’ gradually favourable or unfavourable valuation”.
On the contrary, consumer perception is self-motivated owing to perception for a particular company or merchandise (brand loyalty) is flexible.  If consumers’ condition changed, their choices and needs may vary.  This may be connected to consumers’ experience to perception.  According to Manger.org (2015) consumer insight may be enhanced beyond optimistic approach through goods and services owing to diverse people having different awareness.
Dodds (2003) claim that if consumers evaluate service is valued, they will judge their awareness of the service received with expectancy.  These signify that satisfaction of service had been met and expectations are exceeded.  However, when consumer’s awareness did not meet expectations, these subsequently expose and create space for not enough competence.  It is important to strive and fill the space to provide quality services such as DHL Couriers which is high-quality at monitoring and improving its service structure as it helps develop strategies for consumer behaviour and also improves consumer’s value perception.
Nevertheless, past studies have shown that factors such as price, trust and convenience are crucial for shoppers.  Consumers are always reluctant to share personal information online because of safety and do not want to give certain information that will compromise their personal data.  In addition, satisfaction and trust on online environment are important to safeguard relationship with consumers’ when it comes to trust “cognition and sentiment” need to be present to reinforce trust for satisfaction (Sonia et al., 2011).  Online technology has shaped organisation operates business from the comfort of their homes from selling and processing to point of delivery which encourages shoppers to shop online.  However, online shopping is now essential part of the society which now gives more ability and power life-styles to shop.  Online shopping has created a huge advantage due to convenience and allow consumer to browse through unending potentials.  Availabilities of cheaper broadband by various providers has given consumer accessibility to shop at anytime from “comfort of their home” or at their leisure time anywhere, anytime which has helped consumer avoiding long queue or crowded shop and irritating music (Vavidu, 2015).
However, online shopping consumers are left with no choice except to agree to personal information before they may access desirable sites.  UNESCO emphases that security and privacy are much more significant in digital media use because media and information literacy is seem basic conditions for active citizens and equality (Wilson, 2011).  Online consumers need sensible knowledge on risk of using digital media.  In some cases, consumers lack information or knowledge of how their data can be protected.  “Attitudes and behaviours are incongruent and can be contradictory sometimes” (Young, 2014).  Trust is very crucial for both merchants and consumers to build relationship and trustworthy which have a huge influence on consumer because it relies greatly on the level of security and privacy provided by the merchant (Cheung and lee, 2006).
Major attribute of consumer satisfaction is meeting their ultimate needs which influence consumers’ behaviour satisfaction and intent to purchase (Alam and Yasim, 2010).  For any business to succeed, consumer satisfaction is paramount.  The easiness use is primary factor of e-commerce experience, which means that the easier the technology is effortless use, more likely consumer may utilise it (Monsuwe, 2014).  Online shopping is boosted by increase of Smartphone’s use which has resulted in merchant investing more on digital development (Graham, 2015).  According to Wall Street Journal (2016) 51% consumers shopping were done online, Smartphone were used for shopping online and it is on the increase, because convenience is adding to the consumers experience by the availability of shopping apps.  In order to minimise the effect of insecurity in consumers it is crucial for a website to be user friendly and “idiot-proof”, because if the website is not user friendly consumers may be disappointed or de-motivated to revisit the site and may choose to go to other site that is user friendly to shop (Lim and Dubinsky, 2004).  Laudon and Traver (2016) suggested that an inclusive consumer behaviour framework needs changes considering new attributes issues that obstruct consumers trusting online shopping site that delay or disrupt delivery time, wrong items.  Website security to prevent frequent interruptions of annoying adverts, anti- viruses to prevent system hacking or hijacking and latest software’s to prevent inaccessible website which can bring disappointment for online shoppers.  Consumers will always find security as a threat and will only purchase from a secure and trusted site which is familiar to them for protection of their personal data.
Gross (1987) argues that attitude theory is measure “to convert a belief into an attitude, a value ingredient is needed which an individual’s sense of what is desirable, good, valuable and worthwhile”.  While Wood (2000) refers to Attitude theory as a measurement of attitude unit, grading from very pessimistic to optimistic towards objects, ideas orevents and conviction.  Inside an individual socialisation attitudes are learned through life and progression incarnate.  Attitude such as idea and spiritual could override and elemental erect tremendously flexible to change with innovative information.
Jung describe attitude as the sensible manner which subdivided into philosophy and judgment psychological purpose, each person’s attitude is defined by it conduct or the irrational attitude subdivides into the intellect and awareness emotional purpose, which is thereby “consequently distinctive philosophy, emotion, consciousness and perceptive attitudes” (Main 2004).
Frantz Fanon (2002) defines cognitive conflict theory as a strong vital belief people occasionally hold.  When suggestion offered is differ from their belief, new suggestion cannot be accepted.  This may create a feeling extremely painful, or expressed mental conflict, which significantly guard their core belief and rational which ignore and discard whatever thing which do not go with their core belief.  The author also retorts that cognitive dissonance validate consumers’ prejudice even as they incline to pursue information in the direction which simply mirror their undeviating analysis.  A feeling of conflict occurs when a person’s belief is different from their conduct.  Conflict may generate stressed for an individual, while cognitive conflict theory of message is conditions which promote an individual to change their beliefs or act to equally generate both.  Cognitive dissonance is core on how people try to reach internal consistency.  Confused beliefs lead to dissonance within oneself, for instance an individual thinking of buying expensive gold ring, but purchase something else rather than the gold ring.  There is strain in behaviour, because purchasing something else contradicts the belief that buying gold ring is good but in this case the person changes their belief to new one.
Lamb et al, (2005) sees the process which inspires a person’s decisions on what to, when, where and how to obtain products or services is refers to consumers’ behaviour in the retail industry setting.  However, consumers’ behaviour has been defined by Schiffman et al, (2008) as “the behaviour that consumers’ display in searching for, using, purchasing, evaluating and disposing of products and services that they expect will satisfy needs and desires”.  Schiffman’s description mainly  action and opinions of feelings and experience that involve in the choice of selling or buying which may be simplify as psycho-emotional process.
Varley and Rafiq (2004) list categories stores such as supermarket, convenience and discountstores, which are relevant to this investigation and speciality store are the trendy store layout such as departmental store.
Speciality stores restricts on providing one or a small number of merchandise type, such as clothing and shoes.  These speciality stores usually provide varieties of items in their precise product grouping.  These speciality stores are varies in size (it can be small with either single-brand stores or big with multi-brand) (Levy and Weitz 2012) such as speciality store in London is Tesco.
Department store provides quite a lot of product categories classically assigning related retail in allocated areas.  These usually attract consumers by providing high intensity of service and goods underneath the one roof.  Department shop provide durable and flexible merchandise and also narrow their selection focus of categories, while speciality stores focus only on one particular category such as jewellery stores.
A catalogue shop or showroom is a store layout where parts of the goods are visible.  All varieties of stock are shuffle through having a catalogue.  Catalogue store have large warehouse attached to it and consumers can reclaim products purchase.  The layout allows space to be efficiently use because of it low cost (Dwivedi, 2013).  However, the store layout is not very common, it implements new technology and it is part of vendors’ strategy of which Argos is one of it.
There are some showrooms which are not attached to warehouse nowadays, which consumers can perceive a limited range of goods but place order online if need be.  Consumers connect with the brand and offer another access point with a lesser cost than what physical store offer (Malison, 2015).
Singles-brand retail store are stores which represent a multiple brand trading numerous brands.  These stores are run by big chains, entrepreneurs or as a franchise stores.  It can be brand and typically a joint venture by local entrepreneur (Tiger stores, 2015).



Consumer view of brick and mortar Retail 
In physical shop the consumer has the opportunity to see, touch, feel, smell, and taste merchandisewhich serves as greatest benefit (Berman and Evans, 2013).  According toresearch report by CBRE (2013) stated that 86 percent of consumers in Euro see touching of goods very significant before purchase via online channel.  
Particularly, in fashion retail, fitting the product is essential.  Bell et al (2014), suggest that not able to touch goods is main barrier for online consumers.
A physical store offers consumers the opportunity to feel the social and amusing attribute of shopping and for them to experience the values of the brand, lifestyle and be entertained (Niemerier et al. 2013).  The vendors offer consumers a social place where they and their loved ones may shop or perform other activities.  Conversely, Berman and Evans (2013) recognised few persons may simply find it boring and prefer not to spend their time in such manner.
The reason why most consumers use the physical store is because of personalised service they get.  The retailer may provide personal service through store staff by offering meaningful, personalised information tailored to individual consumers.  These desire services motivate consumers to enter physical store (Kollmann et al. 2012).  The consumers found the environment comfortable to seek advice before purchase because online channel offer infinite information but tailor information and solutions is an advantage that sores does have which brings extra value to the consumers.  Though, Levy and Weitz (2012) argue that the e-commerce channel also offer consumers with solutions.
In physical store a consumer can complete their transaction immediately taking their purchase with them, which is more comfortable feel as they do not wait for their item or items to be delivered in the next 24hours.  Niemeier et al. (2013) see this as an instantaneous satisfaction as a reason to visit store, which can be the desire of the consumers depending on their needs (Levy and Weitz, 2012).
Brick and mortar is a traditional channel for shoppers and is analyse by the consumers as less threaten way to purchase desire products.  Evaluation of both product and transaction is associated with risk reduction.  In physical store products are assessed through all the five sense and personalised information offered by employees who reassured consumers to purchase.  Besides, transaction may be done by cash payment which is preferable by some consumers groups which are concerned by identity theft and security beech (Levy and Weitz, 2012).  In addition, consumers may access the physical store simply for after-purchase service, resolve concern or seek for additional information.
A factor that consumers weigh in their shopping decisions is price according to Niemerier et al (2013) which claim that physical stores may lower price in situation where they have large quantities of selection of limited products.  Bell et al. (2014) declare that consumers do not pay delivery cost, but just the expenditure of travel costs.

Non store Retail 
According to Varley and Rafiq (2004) non-store traditional includes mail order from direct selling, catalogues, television shopping, vending machines, and personal retail (House to house), telephone sales and online.  These authors found online an effective home shopping channel which allows timeless and less mobile consumers to buy products and be delivered to their preferable delivery point such as home or collection point.  
The online has boomed in the previous years.  The e-commerce largest markets are china, Japan, USA and United Kingdom (UK) (E-commerce Europe, 2015).  According to e-commerce Europe (2015) the global growth rate of e-commerce has been around 25 percent annual between 2010 and 2014.  The Europe e-commerce size market in 2015 was calculated at £477 billion.  The Europe annual growth rate has decreased in the recent year.  E-commerce Europe (2018) reported that nearly 268 million European consumers purchased online worth Euro 198 billion during twelve month period which represents an increase compared to 2017.  However, the BBC report that in December (2018) there was a slow down on online purchase due to people spending less because of ongoing political uncertainty (Brexit), less disposable income with the increase on groceries price and other essentials such as energy bills and falling pound.
E-market (2015) reveals that the most established online market in Europe is UK then Scandinavian and Asia.  Currently the increase rate is slowing down in these fully established markets.  Internet penetration is the reason for different countries market maturity because it allows consumer to shop online.

Consumer point of view of E-commerce 
Online channel has benefit of offering broader variety of merchandise as store size has no boundary.  The key advantage of online channel is the opportunity which offers consumers unrestricted and timely information.  Whereas information in the physical store (brick and mortar) is limited to the store employees, comparably physical restrictions is not applicable to the e-commerce channel because there is unlimited information on the internet, where consumers can search for solution and additional information.  Besides, the information presented on the online technique is not restricted to vendor or manufacturer-generated but from other online platform provider or user created information, such as peers’ evaluations (Niemeier, 2013).  Accessing information from other stores regarding a product and price increases transparency comparison easier than physical channel from the consumer perception (Brown et al.2012).
Brown et al (2012) argue that online outlet may provide personalisation to consumers.  The authors’ sees the providing of merchandise and information personalised partially by consumers themselves, but, particularly store platform concerning information taken from consumer’s behaviour and previous consumers.
The key benefit of online channel is convenience which the consumer sees as an advantage to shop at anytime regardless of location.  Brown et al (2012) establish the swiftness and ease an advantage of e-commerce channel which the consumer saves on cost of travel connected with physical stores.  
The e-commerce channel saves on travel time to the store.  Conversely, transportation cost is embedded indirectly or directly to consumers’ goods price.
E-commerce channel does not offer closeness and emotional experience for the consumers in the same manner that the physical channel does (Brown et al, 2012).  An interaction and personalised service can be achieved through online channel with live chats and other communication where the consumer maybe offered with human interaction (Levy and Weitz, 2012).
Consumers might notice risks on e-commerce channel.  When making payment, risk-aversion may arise on the e-commerce channel which might be the motive for some consumers to buy from physical store.  According to Watson and McCarthy (2013) the approval of technology as pushed consumers to consider fears on confidentiality, integrity, protection of data encryption, personal information and hacking.  There are two main perceived risks connected with online which is credit card transactions security and the probable of violations of privacy even though there is a law which covers the consumers and the insurance liability (Which, 2018).  The customers maybe apprehensive about personal information which could be sold to third parties and use in unwanted manner in future just has it happened with Google, when Cambridge Analytica gain access to people’s data through Facebook and even sold those data to other companies (Sherr, 2018).  A report by Which Consumer Rights (2018) claim that fear of losses caused by frauds runs down the online retail cost of £58 million a year for Brits.

Multi-channel Retail
Multi-channel retailing is an online business strategy which goes further than selling on owns website and targets consumers on an assortment of other platforms which began by simply marketing on other channels, such as shopping comparison engines that has grown into selling straight to consumers through market places by using smart devices, social media and other platforms (Khoo, 2018).  Multi-channel retail has been in existence from early 20th century as unify of catalogue sales and physical store (Zhang et al. 2010).  There have been a radical change in the market since the 21st century as a result of e-commerce and there have been a major development in multi-channel trade, mainly unifies online and physical stores.  Rigby et al, (2014) has notice a considerable increase in using multiple channels during one shopping process.
The appearances of multi-channel trade have been motivated by businesses and economical force.  Technologies have permitted businesses to expand channel stand. Consumers have adapted themselves to other channels away from the traditional store and hence fore see business existence through many channels.  Therefore, economical forces are pushing nearly every one of traditional store (bricks and mortar) vendors to operate only on online (Brown et al. (2012).
Demand for multiple channels has been answered by the vendors.  According to CBRE research (2013) found out that almost 90 percent of High Street Stores have an addition of online store to physical attendance.
Bell et al (2014) presented two sectors of merchant strategies.  The authors classified these channels has information channel for delivery and actual fulfilment channels.  The traditional retail has off-line information and the fulfilment is the store.  The online vendors’ offers information through online channel and deliver goods to consumers’ home whilst physical space does not part take in the sales process.  Conversely, the above strategies are single-channel.  In multi-channel strategies merchant have either traditional store for presenting merchandise even when their fulfilment have been delivered, or perhaps information about transaction online while the consumers pick up the merchandise. 
Multi-channel retail create an advantage to consumers because vendors that operates multiple channels were able to offer consumers with generous proportioned variety of merchandise that increase ease and make available through combination of physical and online channels (Levy and Weitz, 2012).  For instance, consumers can pre-check products availability through online channel which offers the consumers up to date information about stock and price.

Motivation for multi-channel shopping
The drive for shopping varies from desires and circumstances.  Scarpi et al (2014) sees shopping necessitate as a purpose of shopping “hedonism” (pleasure seeking) and “utilitarism-based” (where shopping is about needs).  Diamond (2006) analysed it as a consumer motives in three categories which is rational, emotional and support drive.  The author connects shopping with theory of human motivation Maslow’s (1943), where Maslow introduced the human needs of five levels hierarchy.
According to Maslow theory, shopping is useful to achieve some indispensable desires, but is connected strongly to higher levels of hierarchy too, because the belongingness and love needs motivate individuals to search for place in a group and endeavour with immense passion to accomplish this goal.  People purchase to be accepted in a group, these apparently apply in fashion trade where purchase is made not for protection and serviceable rather for attention, which is linked to esteem desires.  Diamond (2006) argue that this level of emotional buying act as an important role in esteem level which drive persons to consumption of luxury merchandise that are often located in up market and high end brands.  The possible key motivation is introduced by Berman and Evans (2013) has status-oriented.  The uppermost level of Maslow’s human needs is self-actualisation which Diamond linked to couture and fashion designer.
The professed values of retail from the consumer’s perspective are supported by the perceived benefit and the cost.  Price and convenience are main factor that influence decisions.  Scarpi et al (2014) declare that price awareness is stronger on e-commerce than in brick and mortar despite the pleasure or desire.
Trust
 Mayer et al (1995) describe “trust” as the motivation of a social meeting to be exposed to the activities of different assembly base on the expectation that others perform a conscientious exploit significant to the trusted despite the capability to manage other social gathering.  Mayer et al (1995) observe that the online trust is observed as most important exponent of trust to be intention to take a risk and perception through trustee’s narrative.  Consumers’ enthusiasm to purchase from online store is deeply affected by consumer’s trust given personal details and security for paying by credit card.  Easy way for an online vendor to reduce consumers concerns concerning risk is to carry brand name goods on their websites.  It is also a good idea to have their brand name, such as Amazon.  Holding and also trading goods from a brand can improve the trust measure.  The brand name also deeply affects the final purchasing decision of customer (Lim & Dubinsky, 2004).

Consumer’s choice and Channel assortment
The first stage for consumer is making the initial reflection of a brand found on past awareness which is influenced by advertisement, other people or experience.  Secondly, consumers seek for information both online and off-line which appraise the brand before selecting the brand and fourth stage is making a purchase.
The decision expedition is the post-purchase experience which influences and may generate a loyalty circle which can take out phase two from the choice expedition.  In addition, the consumer needs to purchase a product to start the decision expedition (Niemeier et al, 2013).
The decision expedition also applies to multi-channel environment.  Technology development has no effect on consumer decision expedition but power has been transferred to consumers which can influence change in behaviour at each stage of the decision expedition.  Starting from the search of information to after sales support maybe completed by individual or multiple channels and the attitudes supported by previous experience and the success mentioned above influence the channel favourite advance by time and is varied across different consumer group (Valentini et al, 2011).
The consumer’s decision expedition starts from a stimulus to purchase something before visiting online to shop or begin the process (Berman and Evans, 2013).  The stimulus may come on the consumer after entering the store and this may be because they find something or may just want to amuse themselves (Scarpi et al, 2014).
The information search may be conducted both offline and online.  Bell et al (2014) observe consumers use all channels in the multi-channel which includes online catalogues and physical stores to search for information.  Consumers may collect information from friends, relatives, retailers and manufacturers or can be influence by comments from peer.  Mudambi and Schuff(2010) suggest that online platform such as boohoo shows buyer comments on merchandise. 
Physical store (brick and mortar) is where sales employee markets the relevant merchandise to consumers and offered information.  Nevertheless,  Blattberg et al (2008) highlight that online channel especially is recently use to gather information because consumers who went online could have more knowledge of the product than sales employee and the employees are more immune to sale opinion.  Blattberg et al (2008) view this as an advantage for the consumers.
The selection and evaluation of alternatives are tightly linked to the information search and something can be similarly done.  Social media and peer opinions can influence the selection.  The employees in physical store helped the consumers traditionally to complete selection mission.  Vanheems et al (2013) observe that consumers who previously visit the online store before coming to the physical store have initial selection of product on mind.
Niemerier et al (2013) argue that in present days the consumers are used to the unlimited assortment which can be dissatisfied by the physical stores range offer.  Recently consumers are less willing to allocate time for physical store shopping because they believe that online stores saves time (Berman and Evans, 2013).
Post-purchase procedures are essential from the vendor view because it influence the consumer to revisit.  Berman and Evans suggest that when total retail experience is not met the consumer may not buy and may choose not to revisit the merchant in the future.
In shopping, consumers choice process does not follow in order just as the above process but can be an impulsive significance without preceding consideration which are mostly done on low involvement products.  Berman and Evans (2013) claim that the main motives for impetuous purchasing are bargain price and emotion of opportunism.  Furthermore, organisation, store layout and in store exhibits are essential for the consumers to purchase impulsively and devour more. 

The Retailer Perspective from Multi-channel Retail
Multi-channel strategy is adopted by retailers to help stay in competition and satisfy the consumers.  Adapting to this channel strategy has some optimistic effects from merchant perspective.  However, online channel may produce some threats for the merchant.  One of the main reasons for the multi-channel strategy is consumers’ satisfaction.  According Wallace et al (2004) a merchant that uses multiple channels increase their contact points and serves their consumer complex needs and satisfaction.  Mcgoldrick and Collins (2007) express that multiple channel close the gap causing consumer pleasure especially where merchant offers more than two channels.  Utilising the reward of dissimilar channels the vendor is able to satisfy the consumers better and gain a larger share of their spending.
Loyalty is connected to consumer satisfaction.  When consumers are more satisfied it leads to them been loyal to the vendor even when the cost of changing the vendor in the multi-channel world may go lower than in the physical world. Varley and Rafiq (2004) state that multi-channel method is where vendor can offer substitute ways of shopping to consumer to encourage and remain loyal to the vendor even when life situations and lifestyle changes over time.  Consumer satisfaction and loyalty are main reason for vendor to operate through multiple channels.
 In addition, online channel can help vendors broaden to new markets by communicable generously proportioned geographical areas to store networks.  Online store is an economical means for geographical expansion compare to physical store (Zhang et al, 2010).
A new geographical market entering is not the only way for multi-channel strategy to extend the consumer base; it can as well achieve an extensive consumer base in the same geographical area, simply because consumers have various preferences which multichannel vendors can serve across the channels (Diamonds, 2006).
When using multiple channels data is collected more economically by vendor because knowledge of consumers is gain from the sales employee annotations and through transaction data.  The vendor can control the information across the channel connected to both offline and online dealings.  For instance, behaviour exploration might be used for marketing purpose.  In addition, complete data maybe of assistance to go with demand and supply.  On other hand, vendor need to be discrete with the data collected because consumers’ security and privacy concerns may arise when vendors are connecting and collecting data across the channels (Niemeier et al, 2013).
Different channels and extra comprehensive data can be exploited in marketing.  Zhang (2010) claim that cross channel communication and discount may enhance consumer effectiveness marketing.
Bell et al (2014) consider that brand awareness is one positive effect of expansion which boost vendors channel base.  The author added that by adding a physical store the vendor do enhance and reinforce brand’s authenticity and awareness.  Although, the vendor with active network and soaring level service and trading high involvement products might experience concern with their brand image if they do want to expand their channel base.
Multi-channel strategy may produce cost savings for the vendors to gain benefits of economics scales by sharing general physical assets and operational cost, whereby vendors who combine channels to operate are more flexible and powerful in away (Mcgoldrick and Collins, 2007).  Besides, multi-channel strategies also enable the vendors to outsource store activities to consumers and as a result decrease the operating cost.  For instance ordering online and picking up in store.  Nevertheless, some management are not capable to handle numerous channels and may see multiple channels as expensive way to operate which may cause operational challenge for them (Niemeier et al, 2013).
According to Brown (1991) theory wheel of retail, which says retail business changes over time and that traditional vendors are destabilized by new, low cost method. Varley and Rafiq (2004) view that vendors that rely on such single set up are vulnerable to risk and could be prevented by using different retail at the same time.  The authors do not instantly argue that growing channel base would decrease the risk to be destabilized but it is rather a way to diversify the risk.
The environment of new multi-channel market and consumers using different channels effortlessly create threat to vendors’ showroom, with showroom the consumers’ visit a physical store but their intentions is to purchase online for a lower price from another store.  The main threat for brick and mortar is to become showrooms that create sales for online rivals (Bell et al, 2014).  Wholesome physical store player vendors may face such problem.  An example of such vendor is Amazon that has develop consumer application which can be use in the competitors’ physical stores to view product and information including price and finally the consumer can buy the product from Amazon because it is cheaper there (Amazon.com, 2015).

Vendor Locations and Networks
Location is significant for vendors.  The location of a store can be a competitive advantage if the location is not suitable it may cause business failure (Mazze, 1972).  When a business chose a poor location, it can cause loss of profits and capital even harm the business reputation.  Jones and Simmon (1987) claimed that the only three success factors for a business are location, location and location.
The vendor’s process of geographical location choice is separated into three stages:
The selection of market is first stage which is the district.  The second stage in location choice is the process of analysis of the local areas which is the situation within the community. The third stage is street or shopping centre evaluation (Mazze, 1972).
In order to provide economic base, the population require being huge enough in the market area for the vendor business and consumer spending potential, needing to high enough in the area.  Pienimaki (2011) suggest that population is a crucial factor that the vendor need to consider.  Though, the quality of the buying power alone should not be measured.  Gonzalez-Benito and Gonzalez-Benito (2005) emphases that the important factors which vendors should consider consistently are to target market the demographic and socio-economic to have enough suitable consumers.  The viability of a store is rest on vendor’s competence to satisfy consumer.  In market choice and area analysis both the population and demographics needs to be considered too (Mercurio, 1984).
The economic base of the market area should be considered by the vendor.  Owing to risk entering a single business may be unattractive for a market based because the future growth of the business is built on the economic base.  The population growth needs to be considered because it is frequently connected with economic climate (Mercurio, 1984).
The possibilities of store entry rest on the physical analysis of the environment which should consider the area analysis such as road network which can cause a barrier.  It is important that the consumers’ patterns and orientation should be considered when it comes to location and district, which merchandise consumers are eager to assign ingesting.  In the area analysis, such as market choice, it is crucial to recognise quantity of potential consumers’ not just total quantity for the store at revenue level (Mercurio, 1984).
Ghosh and McLafferty (1987) suggest that rivalry and location decisions should constantly reflect to current vendors in vicinity when it comes to place and area analysis.  A location next to competitors may be observed as unhelpful even though Mazze (1972) propose that “stores in the proximity should be solely complementary”.  Conversely, Ghosh and McLafferty (1987) considers this as positive effects of clustering which overcome the negative effects of overlapping market area because the authors see the proximity of competing stores offers the consumers possibility of comparing same merchandises in different stores without extra travel cost.  An example of such stores is in the shopping mall, centres or high street which evidently demonstrated clustering benefits of comparable stores.  In today’s world international vendors crucially take into account the presence of competitors and the mass of cluster needs to be huge enough and of high quality too (Pienimaki, 2011).
In order to avoid synergy of own stores chains locations should consider.  According to Berman and Evans (2013) a vendor must have in mind the overlapping trading area in the store location choice because a new store might cannibalise the existing sales and so raise the net level sales smaller than new store sales.  Though, opening a store in different channel does not necessarily beak sales.  Bell et al (2014) found that vendor that went online first only add physical showroom to their market area were able to upsurge their total sales in the market.  Moreover, the vendor whose online sales had the foundation in conventional stores market area enlarged but retention rate might declines. 
In location selection vendors should consider the location virtual to existing trade and other structures in community. The cluster stores and competition play a partbut the location of regeneration centre, profitable and key residential areas need to be considered as well. Ghosh and McLafferty(1987) suggest that location of other stores should be importantly considered because it may create combined effect (synergies), after all consumers combine their shopping and multi-purpose trips together.  Smaller stores can benefit from this when located next to big and attractive stores such as Selfridges.  Pienimaki (2011) argues that international fashion vendors habitually consider opening of neighbouring units and appropriateness of next-door occupants create synergy. 
The store accessibility is significant because it determines the consistent and vehicular traffic flows around the site.  Berman and Evan (2013) believe that transportation amenities and parking have to be adequately easy met for the store success.  Ease of use should always be appraised comparative to the appeal of crowd and opposition.  Traffic flow is imperative for stores specially vending impulse products.  The quantity of possible traffic flow needs to especially consider.
Last issue that needed to be measured in location choice is location valuation which includes physical physiognomies of the site and building.  The significant factors for the vendors’ site physiognomies evaluation are visibility, windows and shop front size (Pienimaki, 2011).
Cost of occupancy is an important factor for vendor to choose site phase which should be compare to alternative place and do have a high demand.  Pienimaki (2011) establish that this is a main micro factor which deem by vendors in international fashion by selection of most of their location.

Nature of Location for Retail Store
According to Berman and Evans (2013) retail location can be separated into different types of planning, size and features.  The landlord planning level conveys how the shopping destination is planned, which is inspired by market forces.  Locations where stores positioned together are unplanned business districts, owing to the agglomeration regular benefits.  While these retail blends are unplanned business may be lacking.  For example, there maybe several clothing stores but no food store or pharmacy.  The unplanned business districts include fundamental business districts, derived business districts, neighbourhood business districts and string (Berman and Evan, 2011).  Nonetheless, Snow and Scott (1984) deem strings as fairly designed.
Designed shopping centres are centrally owned, managed and complement each other better and more attractive to consumers.  But, high rents and competitive environment are regulated by the developers which may generate concern for some of the occupants.

Influence of Multi-channel Retail
In multi-channel trade Berman and Evans (2013) establish that store based vendors need to observe their trading region more carefully and examine how consumers’ shopping behaviour in the area changes owing to online stores.  According to Varley and Rafiq (2004), online will increase in the future which will result in vendors requiring fewer stores to service their consumers and the need for rationalisation of retail set-up.  Valli et al (2015) suggest that as multi-channel retail increases, possibility that vendors with larger stores will decline by not having various stores.  Conversely, booming multi-channel retail that as intense of pick-up may increase the number of their small stores.  Most vendors are partially influenced by online channel and the economic value.  Barret (2015) endorse thatowing to online retail, stores closures are happening in London.  However, the author does not necessarily see this as a negative influence on store entity demand since the new online vendors are entering the physical market.  To facilitate increase demand for retail space the wholesome online vendors’ need physical store to do this.


Vendors’ role and space need in Conventional stores	
Number one factor influencing space need of the vendor store is products.  A generalist vendor offers an extensive range of merchandise type, but, has limited assortment options and brands in each merchandise type, or a specialist store which provides series of merchandise group is limited, but has wide assortment of brands in those particular groups.  The vendors’ arrangement of the merchandise categories may vague.  While some vendors such as department stores can have both extensive and profound involvement.  However, Varley and Rafiq (2004) noted that some vendors may offer wide varieties of merchandises but in several categories have a profound and specific involvement.
Berman and Evans (2013) note that multi-channel vendor may use the net as a means to provide merchandise are not money-making to keep in the store stockpile, such as niche markets merchandise that are highly specialised.  The vendors store location needs to be reachable and big enough to hold enough inventories to potential consumers, if not this may affect the profit and force the vendor to reduce merchandise difference in the store.  The merchandise assortment maybe presented digitally and move efficiently from warehouse to reduce space needed in the store (Valli et al, 2015).
In the future function of physical space may change.  According to Brown et al (2012) for physical space to be relevant, the vendor need to provide consumer with experience and technology, while Varley and Rafiq (2004) witness the online vendors relentless competition as forcing the conventional vendors to transform consumers shopping experience in order to generate pleasurable or entertain place where people can spend time in the physical environment. 
The stores brand perspectives still remain crucial.  Brown et al (2012) observe that in the future, vendors across the channels will focus on brand experience.  The Brick and Mortar stores play a major function in assisting the retail brand in the multi-channel environment.
Consumers are favour by avoiding transportation cost from ordering through online stores and pick up from close proximity store, which increases the storage requirements by click and collect (Berman and Evans, 2013). 
In order to react to change in the retail industry Brown et al (2012) highlight on the consequence of the suppleness of the physical space in which Piotrowicz and Cuthbertson (2014) observe as the function of “physical space not clear in the future”.  The authors’ claim that this could serve as core incorporating which provide personal experience and consumers attraction despite the channel used. 

Methodology
The investigation was carried out by using primary and secondary investigate such as qualitative and quantitative approach because both techniques convey best insight to the investigating topic.  

Qualitative this was done by closed questionnaire and interviews; this method determine consumers’ experience, by providing comprehensive information and insight into consumer behaviour on online by gathering illuminating effect for the investigation.  Saunders et al (2007) recommend opinion of core choice to collect information, method and examine process goes in heart of the research.  This method understand refusal of imposing own judgement of the consequence of collective individualities on respondent (Banister 2011).  This allows the challenge of creating a method that enclosed the respondent to a certain extent than investigator. 

Quantitative technique is about data collection, which acknowledged statistic values for reliability.  However, it positivist analysis study an extensive variety of combined experience such as emotions and subjective viewpoint.

Data Collection
The traditional method for qualitative study according to Saunders et al (2007) are questionnaire and interviews which he argue that judge primary selections of data compilation methods and breakdown process is the core of the investigation.  Data collection was through structure questionnaire and direct questionnaire on online shopping and multi-channel.  The questionnaire was close question and targeted age group for this investigation was between the ages 21 – 50 because they are probable more to shop online or use multi-channel, due to their demanding schedule. Sensitive or personal information was debarred from questionnaire and interview.  

Sample Design and size
100 Participants sample were randomly collected from London, because the investigation is about retail sector in London and involved people from all walks of life who have access to internet. The survey was structured with close question that was sent through Google form via Whatsapp and email irrespectively. 

Resources: The first stage is primary sourcewhich is Google formthat was sent to every participant through their email or Whatsapp application to fill the form and return. Secondary sourceis academic books and journals, newspapers articles or media reportsusedfor backing up the research.  Tools for analysing data, were percentage, charts, tabulation and Microsoft excel is used in analysing the data because, it is a vital part of the investigation.

Investigation Limitation 
The scope of investigation is geographically limited to London.
The size of the sample was 100 participants but only 70 respondents completed and return their questionnaire and 17 respondents were randomly interviewed.
Consumers’ behaviour may change in the future.




























Result Interpretations
Figure 1
Gender
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Blue is 47 percent for male and orange is female 53 percent respondents.
Figure 2

 (
Frequency of Online purchase
)

The chart above demonstrate that 38 respondents purchase online, 27 respondents    occasionally purchase merchandise online whilst only 5 respondents often purchase online.

Fig 3
	Merchandise purchase online
	Respondents Number 

	Fashion
	20

	Home and Interior
	10

	Electronics/CD
	15

	Food
	3

	Books
	9

	Sport & Outdoor
	9

	Jewellery
	5

	Cosmetics
	5

	Airline Ticket

	30



The table above demonstrate the highest level of commodities purchased online by 30 respondents is tickets while the lowest level of merchandise purchased is food by 3 respondents.  See Appendix 3. 

Fig 4
Respondents were asked about level of online shopping satisfaction.  See Appendix 4.
It illustrate that 40 respondents were satisfied with online purchase or shopping, 15 respondents were extremely satisfied, while 8 respondents were unsatisfied and 7 respondents were neutral.





Fig 5
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This is interpreted as 6 percent of the respondents start using internet in less than a year.  44 percent of these respondents have the use of internet for the past 1-3 years while majority of the respondents that is 50 percent having been using the internet more than three years.

Fig 6
It is about consumers’ view point on sufficient information given on site.  See Appendix 5 for demonstration.
It depict that 32 respondents agree that they receive sufficient merchandise information on site and 10 respondents strongly agree with the statement.  9 respondents disagree, 5 respondents strongly disagree while 7 respondents were neutral. 










Fig 7
 (
Driving factors for e-commerce
)

32 percent of respondents shop regularly online because of the convenience which is the main driving force, 27 percent out of the 32 respondents had their shopping done because of time saving while 23 percent out 32 respondents’ main motive to shop online was for the price.  7 percent of the respondents were motivated for comparison and 12 percent for superior selection and goods availability.  19 respondents never shop online.  

Consumer favourite on multi-channel Retail
The consumer perception of retail channels and their importance is considered in this dissertation because demand for retail is created by consumers.  This is briefly discussed with the participant in interview.  Besides, in the survey the respondents were asked to rank attributes different as they see it.  These vital attributes are either in virtual or physical store environment which are base on literature review and appendix.  “How vital do you deem the different attributes from the consumer perception”. 


Fig 8

The chart above show that feeling and touching of merchandise is consider very important by all respondents including does that shop online.  In the survey 38 respondents prefer to shop in-store because of entertainment and they see shopping as a social role while 10 respondents consider virtual environment does amuse them.
All respondents consider information and personal service including wide variety of merchandise important and depend on individual choice.  32 respondents prefer to shop because it convenience while 23 respondents shop online for price (cheap), these 23 were among the 32 respondents.
All respondents consider cash pay possibility in-store which is seen as an advantage of brick and mortar stores which cannot be replicate by online environment.
60 respondents see shopping in-store as an advantage for goods to be taken home with them rather than wait for delivery which may take 2 to 3 days, only 10 respondents consider paying extra for goods to be deliver within 24 hours.  The possibility of merchandise return to physical store was slightly considered less significant by 32 respondents because they prefer posting. 
Feeling and touching the goods was measured very essential for consumers and emphases on it as main attribute which supports the existence of conventional stores which the interviewees connected with showroom was the touching and feeling of the goods.  A vendor identified the threat of consumers coming to physical store only to test goods and go back online to purchase at lesser price.  The vendor noted that there was an increasing trend where consumers check prices online while they visit store.  On the other hand, two other interviewees said consumers compare prices online, but what the vendors need to concur with is discover ways to benefit from it.  They also mentioned checking prices and showroom is less likely in small stores where employees are present unlike in big stores where there is not enough staff maybe an issue.
In multi-channel retail, the other main attribute was personal service.  Majority of the interviewees agreed on personal service being essential, because it motivates the consumer to return back to the store, combined additional sales, generating a personal feeling for the consumer which cannot be replicate in online environment.  Another vendor stated that employees are the main function navigation consumers to online store.  Four interviewees agreed on this, that employees should be educated differently to work in multi-channel environment.  An interviewee described the significance of personal service in the company he works as “the fundament of personal service is practical knowledge where an excellent opportunity is given to staff to smile and give personalised service to consumer because that is what attract them back to us” (James, 2018).
Returning merchandise back to stores was mentioned on the survey.  Few of respondents saw this as a motive for the operation of a physical store.  However, it was noted that the main factors of return policies drive down the profits predominantly in fashion because the consumer may purchase merchandise last week at a full price by this week returning back the product maybe on reduction which is not helpful to the vendor.
Through the survey it was gather that different consumer groups shopping behaviour vary between different groups.  A vendor notice that the dominant majority of the online channel consumers are young people, a sector that moves online market is luxury fashion.  Still, the vendor said that “online market are not everybody channel because there will be others who will always prefer to purchase or visit conventional stores” (John, S, 2019).
A theme which came up in the survey’s answers was consumer convenient (shop where it is easier for them).  The Omni-channel process is necessary because consumer require a combined form and contribution across the channels.  Online is a way for the consumers to purchase in spite of place and time for convenient shopping.  The consumer perception and actions in multi-channel trade are crucial for the vendors.  Several interviewees stated that consumers get more control through multi-channel environment.
A vendor consider that consumers are spoiled by online “e-commerce is producing spoiled consumer that are used to getting their will, because if they want a particular item from your store and you do not it, they do not go for alternative instead they go to any length to get what they want unlike years back that they take the alternative.
Every interviewee approved that in today’s world of business, vendors need to be online because market is still on the rise for the future.  Conversely, the interviewees highlighted those vendors with multi-channel strategy flourish more than vendors that operate only on one channel.  The move to multi-channel strategy is because there is a change in the world where the generation Y and Z are more into internet and retail sector is acclimatise to this phenomenon.  Multi-channel approach can be costly for conventional vendors since entire supply string and planning are optimised for the physical presence and get used to online be more suitable and less expensive for recent vendors.

Fig 9
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The most significant attribute from the consumer viewpoint which the respondents agreed to is information and personal services.  Mean of this is 4.5 and the standard deviation is 0.50 which all interviewees ranked significance between 4 or 5.  General attribute equivalent to the mean bearing in mind the sample of interviewees being small, these attribute could be consider vital as information and special service.  These attributes consist of touching and feelings of merchandise mean at 4.29 and 0.57 standard deviation.  The main attributes highlighted by the interviewees was information.  The Interviewees emphases were on finding merchandise information before hand through online, which made them knowledgeable of the goods.  An interviewee mentioned that peer comments are influential, which guide the consumers’ shopping decision.

The future function of Physical stores 
In the survey and interviewees a question was asked reference to Appendix 6 “how do respondents think the conventional store may develop in the future” which give insight on the subject is presented below.



Fig 9
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All of the respondents agree to the function of physical stores of been a place for    personal service and showroom in future.  40 respondents consider it to be place that engage with consumers and social interaction.  Half of the respondents consider the role of conventional stores in future as place where goods sold and point for goods pick up.  However, quite a few respondents saw it as place for trading goods with no change or maybe less change. 
The function of showroom was seen from wider perception as demonstrating the goods and get attention from consumers and showroom function differs in different businesses.  An interviewee discloses that fashion, brand stores may develop into showroom while transactional store stay dominant in the mass-market.  According to an interviewee “Mass- brands market will have merchandises in the stores for people to shop directly.  Some brands stores might just put few goods in their store for people to order after seen it or have a pop up store where one can visit as a consumer to have a feel of the goods then place an order there”.
The view of transactional function of the store is considerably different between interviewees and survey participants, one of interviewee view mass-market transactional and store filled with goods was observe extra vital than the experience.
Brick and mortar store are sturdily linked with spontaneous purchase and a place where consumer associated with visiting of not knowing what to purchase.
The interviewees consider that good experience in the store play major function in the physical stores because it makes an impact on consumers and future visit.  The stipulate for the raise in experiences in store was analysis as result of innovative rival, e-commerce channel also as effect of altering consuming behaviour.  The shopping centres were view as a leisure element where individuals come although as well stores.  The leisure aspect of time and consequently improved advantage of average buy.  Cost of floor size could be disadvantage where leisure aspect desires is actually worth investing without a doubt.  Another interviewee highlighted on “present store experience is crucial in driving people to physical stores”, because the consumption behaviour and choices may change and in the future the case may not be so.  The function of the conventional room is viewed as place to electrify and convince consumers.  
Another interviewee came up with the case of stores becoming showroom which may bring new possibilities by using the store through the recession (downtime).  If goods number in store is limited, then it could serve other purpose when store is closed by influencing lease structures and can be organise for loyal consumers’ events.
Majority of the interviewees brought the very significant function of brick and mortar store as providing consumer service which, is connected with personal service (touching, testing and feeling of merchandise) signifying and providing information and social moment with the consumers.  Besides, the additional sales were measured correlating strongly with good personal service by some of the interviewees.  The need for touching, feelings and testing of merchandise was clearly stated on survey as well.
The function of physical store for pick up point was viewed by majority of interviewees as a potential future expansion.  It was emphasize on, that it may be excellent prospect for additional sales which is a great chance to exploit big data to offer consumer meaningful additional goods.  This is a chance to start off a fresh sales procedure.  In addition, pick-up is seen as away to save on expensive logistics avoid deliveries to consumers abode.
Significant brand perception was considered as a function of physical space.  Several interviewees saw it as creating an impact on consumer.  Additionally, physical presence enhances trust though brand particularly merchandise returns.  In survey answers, it was noticed that the brand function is main motive for the vendors to keep physical association and improved credibility reason by physical store because of service experience which cannot be replicate online due to person to person experience which take place.  All respondents were undivided on physical space seen as dominant channel in the future.






Fig 10 
The function of conventional stores mean and standard deviation in the future is presented below
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The respondent were asked how they see the function of conventional stores develop in future, which their response were that they are possible to change towards showrooms, the mean was 4.70 and standard deviation of 0.79.  Respondents lean towards pick-up points with mean 4.24 and standard deviation of 0.68, they see physical store as places for personal service with the mean of 4.06 and standard deviation of 0.86.  A social place of interaction mean is 3.96 with standard deviation of 0.82.   A place for engaging with consumers mean is 3.90 with standard deviation 0.84 and places for consumers to spend time mean was 3.76 with standard deviation of 0.83.  In addition, the function of conventional store as a place for retail merchandise in the future is seen to be enhanced and this is seen as controversial to the improved function as pick up point and showroom.  
.  
The Multi-channel influence on Retail store Networks
In the survey multi-channel network connected was relatively discussed through interview “How does multi-channel strategy transfer influence the retail networks”.  This is illustrated below.


Figure 11
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20 respondents decided that multi-channel strategy do not have a vital power in trade networks.  The respondents’ notion was that it causes boost in stores number.  It also highlight that multi-channel retail facilitate enormous trading area for the vendor via online.  The respondents mentioned that cross-border e-commerce sale is on the rise because several merchant are able to deliver goods without delivery fees.
10 respondents see declining of stores is potential future development.  So far, store closures in future are not only a result of online, although other factors are involved. As for multi-channel competition there is possibility to have profitable store because every vendor had strategy to have chain of stores despite profitability of one store.
40 respondents agreed that store networks maybe under severe pressure and physical networks maybe cut, conventional store would still remain; simply because of it fundamental function in retail.    Recently stores are significant to be productive and if not this might create entwine.The respondents of the survey and interviewees noted that though store networks of present vendors may come smaller, the new e-commerce vendors areprospectively moving to the physical environment more in nearer future which, will generate stipulate for conventional store space and consequently entire demand may not reduce as the recent chains may optimise their networks. 

The need of space and multi-channel influence
The need of space was discussed with interviewees about different operations inside store and multi-channel factors of in-store expertise and technology.  In addition, there was a question in the survey about “how does space need influence multi-channel strategy in-store space” is presented in figure 12 and 1 3 down below.



Fig 12
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40 respondents agreed that storage attach to store and place where consumers save money may be lessincrease in the multi-channel strategy in space need in store.
35 responses topick up pointvital increase space, then 10 respondents considered placefor entertainment less reduce space in the influence of multi-channel strategyin space need in store.
30 respondents agreed that total store size is vital increase in the multi-channel strategy in space need in store.
Perspective size of merchandises in the store was also discussed with the interviewees and was extensively accepted that merchandises number can be reduce in the store because of transfer through showroom type retail.   On other hand, an interviewee refers to fashion sector that it may apply to limited number of brand stores but, in mass-market fashion, the instantaneous satisfaction is crucial to full range of merchandises which cannot be move to online but needs in the store.  Reason for reduced number of merchandises is that multi-channel vendor offers data that can possibly is use in forecasting demand more precisely, because multi-channel strategy and online store allows vendors to have extensive range of merchandise online which is platform to suppose fresh merchandise in small pieces.
Ample of interviewees accepted digital mechanism may enhance physical stores due to the experience and impact connected to the store.

Fig 13
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Mean and Standard deviation of the multi-channel strategy influence in space need for in-store space.
Space need for pick up point mean was 3.75 with standard deviation of 0.82 while place for entertainment mean was 3.69 and standard deviation of 0.59 may enlarge in future.  A place where consumers save mean is 2.94 and standard deviation was 0.73 whilst storage spot attached to the store mean are 2.94 and standard deviation of 1.39 was viewed as averagely not affected by multichannel retail.  It was noted that respondents answers on storage spot was wide because they all consider total store space may be unchanged owing to multichannel retail mean of 2.88 and standard deviation of 0.96.  Nevertheless, numerous respondents have opinion on store space need mightraiseconsiderably as well the opinion of the decrease slightly.




Findings & Discuss.
In the literature touching, testing and feeling merchandises are recognised as the main advantages of conventional stores and survey shows that consumer considered it as significant.  Also, in the interview, it was point out as vital advantage of the physical place.  Touching and feeling the merchandises was connected to risk distaste which Maslow’s hierarchy see as human basis needs.  Conventional store is place for touching, trying and feeling the merchandise now and as well as the future, as it cannot be duplicate in the virtual environment.
Conventional stores attribute is strongly associated with societal enjoyable part of shopping activity.  It is illustrate in literature the aspect motivating customers to conventional store.  In survey respondents see social and pleasurable characteristics of shopping are fundamental to consumers and on average, physical store will be more of social interaction place for future than recent days.  The future for stores as place for social interaction and entertainment is strongly recognised by the interviewees.  Reasonable functions of the physical stores in future seen as a place for social and emotional possessions.
Another attribute that is connected with physical retail is personal service.  Personal service provides meaningful information and solutions but, Levy and Weitz (2012) noted that is something which online environment may also offer consumers.  Conversely, a strong key function for personal service is seen as future physical stores which the interviewees considered very crucial to consumers.  Furthermore, personal services and information was most valued significant attribute from consumer perception and stores are observed as place for personal service in future and also engage with consumers contrast to present situation.  To some extent, personal service maybe done in virtual environment.  Still, based on the experiential study, it can be concluded that future stores maybe a place for personal service.
Vendors are at risk of consumers coming to their stores to benefit from touching; testing, feeling and information because these features are fundamental to them.  But, make purchase from a wholesome online vendors’ store for lesser price.  On other hand, the interviewees suppose that consumers vice versa (evaluate price online but end up buying in physical store) consequently work both ways.
To some extent, future store will become transactional place.  The meaning of instantaneous satisfaction for consumers is recognised as an advantage of physicalstore.  The instantaneous satisfaction is at present, is possible only in the physical stores even though the logistics have developed and delivery times have reduced.  Other attribute connected with transaction is cash payment which, is recognised as crucial factor for some consumers because it is safer.  However, the retail expertsdid not view cash payment significant attribute from the consumer perception.   There were 48 percent of respondents who thought future physical store will be place for retail goods while others see it as less of a place for retail goods.  In addition, impetuous purchasing and additional sales are crucial for the vendors and interviewees widely agreed that physical stores play a vital role in the impetuous purchase.
The function of store as pick up point for consumers where they collect their pre-ordered goods was mentioned as part of the multichannel retail.  Majority of the survey respondents approved that physical stores may become more of pickup points in future.  This is broadly agreed because it saves expensive delivery cost for consumers and gives opportunity for additional sales from vendors’ point of view.
Opportunity for additional sales may happened where return of malfunctioning goods to store occurs from the vendor viewpoint.  Furthermore, merchandise return is an essential part of consumers’ post-purchase process which creates security and reliability and both is significant from consumer’s risk-distaste perception.  In the interview, it was noticed that physical presences extend consumer trust through brand particularly in goods returns.
Brand function physical store is vital for vendors.  The idea of the store was viewed as visible and electrifying consumers.  The brand function will expand in the future owing tonetwork cuts and rising entertainment which are effect of transfer to multi-channel retail.
Showroom category of retail store was also discussed regarding touching, testing and feeling of goods, personal service; social and emotional aspect of shopping can be actualise in showroom, although merchandise maybe delivered straight to purchaser given address.  Showroom allows vendors to have fewer stockpiles and probably a smaller amount space in their store.  In survey respondents mentioned that in the future physical stores will become more of a showroom.  The interviewees agreed on this and added that it may allow the store to be use for other reason during the (recession) downtime.
Increase of multi-channel in the future.  Vendors may requireexecuting multi-channel strategy in order to keep up with competition.  The interviewees also agreed that vendors need to be online nowadays although, they pointed out that it may not be because of fierce competition rather the change in consumer choice and power transfer from the vendors to the consumers.  As for consumers it matters less which channel they use because they purchase where it is convenient.
According to interview, all respondents are probable not to devour online and quite a few physical retail businesses have important role than in others.  A retail field that is possible to remain physical is luxury which was highlighted in interviews.  The cause for this is established by consumers’ drive and human hierarchy need.  Consumers are motivated to luxury goods purchase.  The attributes associated to the material space such as trademark, feeling, testing and touching the goods as well as societal interaction and status-oriented maybe more significant for these shoppers.
Physical store will be place for feeling, touching, testing the goods in the future, societal interaction, consumer service and information and also entertainment more than nowadays, not because of multi-channel retail or online but play part in the transfer.  A clearer outcome of multi-channel retail for the physical stores is the transfer into showroom and pick up points.  A potential scenario in future is that space will become mixture of different function and unification of retail channels.
In future the physical stores will be places for feeling, touching, testing goods, social interaction and consumers service and information and also entertainment more than today, not because of online or multi-channel retail but because it may transfer into showroom and pick up points.  A future possible scenariois that retail space may become hybrid (combination of different operations and integrating channels).

The influence ofmulti-channel retail on store locations
The literature is agreed on the influence of multi-channel retail on store locations; the less important locations may become less attractive from the vendor perspective in the future.
The results of the survey show that less important business districts in smaller cities will averagely face reduction in the inhabitant demand owing to multi-channel retail.  Furthermore, the interviewees thought that the less important locations might get less attractive in the future for brands, because multi-channel offers an alternative way to distribute the goods while operating a store is expensive in a less important locations compared to the return potential.
Researchers agree that in the future the prime locations may remain strong, which was also agreed by the interviewees.  It was considered that the main good locations for the future might be the usual pace it offers.
The bipolarisation of locations is a credible scenario in the future.  The good high Streets and shopping Mall may remain should population and attractiveness is high enough, although, less important locations might face a reduction demand owing to online.  The objective with leisure and wow factor might continue to flourish in the multi-channel retail world, since they can offer experiences that the online space is not capable of offering.
The influence on qualitative space needs in Multi-channel retail.  According to literature, vendors may use their online channel to provide goods that may not be cost-effective to offer in-stores.  An interviewee observed that the online channel is superb for trying fresh merchandise in little portions.  Majority of interviewees considered the number of goods maybe reduced in store and transfer into showrooms.  In the interview it was acknowledged that this may not be appropriate to every retail sector.  For instance, in the fashion mass market the instantaneous fulfilment is very essential that goods need to be in the store not to be later for store delivery, because reduction number of goods data can be use to forecast accurate demand.  
Several of in-store storage space maybe requisite where stores turn into supplementary picks up points.  The leisure element was highlighted considered to space need which was recognised in literature and interview.
In the future, it is not probable to declare whether qualitative need space of vendors may enhance or reduce based on this investigation.  Nevertheless, there is an opportunity to reduce goods in store consequently in retail sector.  Conversely, new stores element may need space.  The major finding of this investigation from literature, survey and interviews is space needs maybe supple in the future in order to get used to changing in retail market.

Reliability and further Investigation
Reliability of investigation signifies the accuracy of results and ability of the investigation to signify the observable fact.  The practice of quantity methods enhances the reliability of the investigation by using mixed technique on data collection for the dissertation.
The consistencies of the investigation signify the investigation connected to collection of data.  It can be separated in three types: First type, consider the method and its suitability for particular circumstances.  Second type is persistently reliability the results would be the same despite of time and third type is the synchronic reliability.  For further investigation a logistics and depot require to be connected with multi-channel retail because it was delimited from the scope of this dissertation which could be part of this topic in a large scale.


Summary
E-commerce is generating economy and taken retail by storm which creates huge potential and fundamental change in the way retail businesses are done.  Electronic commerce is believed to be huge industry and e-commerce shopping has become a considerable element of consumers’ convenient ways of meeting daily life requirements.  E-commerce shopping is a trend because most consumers are indulging into online shopping, although only engaging in low level involvement goods according to the investigation because of the value proposition it offers to consumer such as twenty-four hours convenience shopping and doorstep delivery.  
A wide merchandise selection and expanding assortment of extraordinary and unique gift ideas which enhances consumer confidence in shopping on e-commerce is increasing.  According to the investigation the key motivating factor is the convenience and information service that motivate individuals to online shopping.  As the investigation suggest that acceptance of technology has increase the usage of internet for shopping, enormous shopper and vendors across demographics are involved in e-commerce shopping all in the sake of lifestyle and shopping way of life.
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Appendix 1
	
	Group
	Number

	Gender
	Male
Female
	47
53

	Educational level
	Completed training
Undergraduate degree
Postgraduate degree

	20
35

15

	Occupation
	Self employed
Professional
Manager/administrator
Teacher/Lecturer
Clerical/service work
Student

	5
10
15
8
15
7

	Yearly Income
	Less than £15,000
£16,000 - £30,000
£31,000 - £40,000
£41,000 - £50,000
£51,000
	7
19
21
20
3




Appendix 2
	Question
	Online frequent purchase 
	Online occasional purchase
	Online often purchase

	The level of Online merchandise purchase. 
	38
	27
	5





Appendix 3
	Merchandise purchase Online
	Respondents number
	Percentage

	Fashion
	20
	20 percent

	Home and Interior
	10
	10 percent

	Electronics/CD
	15
	15 percent

	Food 
	3
	3 percent

	Books
	9
	10 percent

	Sport and outdoor
	5
	5 percent

	Jewellery
	5
	5 percent

	Cosmetics
	5
	5 percent

	Airline Ticket
	30
	30 percent



Appendix 4

57% were satisfied, 21% extremely satisfied, 10% were neutral and 11% were unsatisfied with online purchase.

Appendix 5


Strongly disagree is 8%, 14% for disagree, neutral is 11%, while agree is 51% and 16% for strongly agree.   

Appendix 6
Question asked about “How vital do you deem different attribute from consumer’s perception of touching, testing and feeling”?

Appendix 7 
Question of “How do you see the function of conventional store develop in Future”?

Appendix 8
Question of “How does multi-channel strategy transfer influence the retail networks in future”?

Appendix 9
Question is “How does the multi-channel strategy influence the space need of in-store areas”? 
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	Dissemination of Information / Audience:
List to whom a copy of the results or final report / presentation will be given or shown. Supervisor

	



	

	6.
	Lleoliad y Prosiect:
Nodwch bob lleoliad lle y cesglir data neu y cynhelir ymarferiadau / cynhyrchiad.
	Location of Project: 
Identify all locations where data will be collected or rehearsals/ production will take place. London.


	



	

	7.
	Cymeradwyaeth Arall: Oes angen cael cymeradwyaeth unrhyw sefydliad arall cyn cychwyn neu gwblhau’r prosiect? Os felly, gan bwy ac a ydy wedi'i sicrhau eisoes?

	Other Approvals: Is there a requirement for approval from any other organisation / institution prior to starting or completing the project? If so, by whom and has it been obtained? N/A

	











	ADRAN 4 – MANYLION CYFRANOGWYR / CYNULLEIDFA
	SECTION 4 - PARTICIPANT / AUDIENCE DETAILS



	Pwy yw’r cyfranogwyr arfaethedig?

	Who are the intended participants?
	Ydw / Y
	Na /  

	Myfyrwyr / staff Y Drindod Dewi Sant
	Students / staff of Trinity Saint David


	
	NO

	Oedolion (dros oed 16 ac yn gymwys i gydsynio)
	Adults (over the age of 16 and competent to give consent)

	YES
	

	Plant a phobl ifanc dan oed
	Children / legal minors

	
	NO

	Cleifion neu gleientiaid gweithwyr proffesiynol	
	Patients or clients of professionals	


	
	NO

	Rhywun sy’n cael ei gadw yn y ddalfa neu y mae’r llys wedi cymryd cyfrifoldeb amdano
	Anyone in custodial care or for whom the court has assumed responsibility

	
	NO

	Aelod o unrhyw sefydliad lle mae’n bosibl bod angen i unigolyn arall hefyd gydsynio.
	A member of any organisation where another individual may also need to give consent.

	
	NO

	Eraill:  Nodwch: / Others: please identify:



	

	Nifer, Oed a Ffynhonnell y Cyfranogwyr 
Rhowch fanylion yr demograffeg y cyfranogwyr / gynulleidfa.
	Participant / Audience Number and Age
Provide details of the demographics of the participants / audience.

	Nifer o Gyfranogwyr / yn y Gynulleidfa

	Participant/ Audience number
	LONDON

	Grŵp oedran y Cyfranogwyr/y  Gynulleidfa

	Participant/ Audience age group
	21-50


	

	ADRAN 5 – RISGIAU YN PROSIECT

	SECTION 5 – RISKS IN PROJECT



	Bydd y diffyg ateb cadarnhaol i bob un o'r cwestiynau hyn yn arwain at y gofyniad  eglurhad a gallai arwain at oedi yn eich ymchwil. Dim neu Dim NID yn dderbyniol.
	A lack of a positive answer to all of these questions may result in the requirement of further explanation and a delay in your research. None or Nil is not acceptable.



	Risg Posibl:
(corfforol, seicolegol, cyfreithiol, cymdeithasol neu economaidd)

	Potential Risk: 
(physical, psychological, legal, social or economic)
None

	
A oes unrhyw risg bosibl i:  
	Is there any potential risk to:
	Ydw / Yes
	N / No

	A

	Cyfranogwyr?

	Participants?
	
	NO

	B

	Ymchwilydd?
	Researcher?
	
	NO

	C

	BrifYsgol/Cyfadran?
	University?
	
	NO

	

	2
	Rheoli Risg: 
Os oes, beth yw'r risg a sut y bydd yn cael ei reoli?
	Management of Risk:
If yes, what is the risk and how will it be managed?


	



	

	3
	Os ydych yn delio â phlant ac oedolion sy'n agored i niwed a ydych wedi gwneud cais am dystysgrif DRS?
	If you are dealing with children and vulnerable adults have you applied for a DRS certificate?

	








	ADRAN 6 – MONITRO, ADBORTH A CHYFRINACHEDD

	SECTION 6 - MONITORING, FEEDBACK AND CONFIDENTIALITY



	1.
	Monitro: 
Os ydych yn sylwi ar unrhyw ymddygiad sy'n groes Cod y BrifYsgol/Cyfadran Ymarfer, unrhyw ganllawiau a gyhoeddir gan y gymdeithas broffesiynol priodol neu weithred anghyfreithlon. Amlinellwch eich strategaeth adrodd.

	Monitoring:
Should you observe any behaviour that contravenes the University’s Code of Practice, any guidelines published by the appropriate professional association or is illegal outline the strategy of your reporting action.


	



	
	
	Ydw / Yes
	Na / No

	A wnewch chi roi gwybod am unrhyw ymddygiad sydd yn erbyn Cod Ymarfer y BrifYsgol/Cyfadran neu sy'n anghyfreithlon?
	Will you report any behaviour that is against the University’s Code of Practice or is illegal?

	
	NO

	A ydych yn darparu adborth i'r cyfranogwyr?
	Will feedback be provided to participants?

	
	NO

	A fyddwch yn dogfennu'r 'caniatâd i gymryd rhan yn y prosiect'
	Will you be documenting the ‘consent to participate in the project’
	
	NO

	

	ADRAN 7 – STORIO, DIOGELWCH A MYNEDIAD I DDATA

	SECTION 7 - DATA ACCESS, STORAGE AND SECURITY

	
	

	
	Ydw / Yes
	Na / No

	1.
	Ydych chi'n gyfrifol am storio a diogelwch y data eu casglu?
	Are you responsible for the storage and security of the data collected?
	
	N/A

	2.
	Sut y bydd y data yn cael ei storio?
	How will the data be stored?
N/A

	


	

	3.
	Mynediad i Ddata: 
Pwy fydd yn cael mynediad at y data? A oes unrhyw amodau i gael mynediad?

	Data Access: 
Who will have access to the data? Are there are any conditions to access? Researcher


	



	

	4.
	Cyfrinachedd / Anhysbysrwydd: 
Rhestrwch y dulliau a fydd yn cael eu defnyddio i sicrhau cyfrinachedd ac anhysbysrwydd y cyfranogwyr.

	Confidentiality / Anonymity: 
List the methods that will be used to ensure the confidentiality and anonymity of participants. Collection of forms analyse data then shred through shredder machine

	





	
ADRAN 7 – DATGANIAD

	
SECTION 7 - DECLARATION 


	


	Rhaid i’r adran hon gael ei chwblhau gan bob parti perthnasol cyn y gellir cyflwyno’ r cais i’r Bwrdd Moeseg Gyfadran.

	This section must be completed by all concerned parties before it can be submitted to the Faculty Ethics Board.

	Datganiad
Mae'r wybodaeth a gynhwysir yma yn gywir, hyd eithaf fy ngwybodaeth a’m cred.   Rwyf wedi ceisio dynodi unrhyw risgiau a phroblemau sy’n gysylltiedig â’r prosiect / ymchwil neu gynhyrchiad ac rwyf yn cydnabod f’ymrwymiadau innau a hawliau’r cyfranogwyr. 

	Declaration 
The information contained herein is, to the best of my knowledge and belief, accurate.  I have attempted to identify any risks and issues related to the project/research or production and acknowledge my obligations and the rights of the participants.

	
Llofnodau  
Dylai'r ffurflen hon gael ei chwblhau a'i llofnodi gan y myfyriwr a'r goruchwyliwr lofnodi ac yna gan Bennaeth yr Ysgol/Cyfadran/ 
	
Signatures
This form should be completed and signed by both the student and the supervisor and then signed by the Head of School/Faculty

	

	Myfyriwr / Student
           
S Akinfe                                                                      
	
	Dyddiad: / Date:
26/02/19

	
	
	

	Cydlynydd y prosiect  /  Tiwtor
Project co-ordinator / Tutor
Arolygwr  /  Supervisor


	
	                                                                                                 Dyddiad: / Date:

	

	
	

	Pennaeth Ysgol/Cyfadran  /  Head of School/Faculty


	
	                                                                                                                  Dyddiad: / Date

	Rhaid i bob cais am ymchwil ar sail cyfweliadau gynnwys y dogfennau canlynol:

	All interview based research applications must provide the following pro-forma documents:


	1.       Ffurflen gydsynio ddrafft

2.       Sampl o’r cwestiynau a ofynnir

3.       Taflen wybodaeth am yr ymchwil sy'n esbonio'n glir ddiben y prosiect, y deilliannau disgwyliedig a'r rheini y dangosir y canlyniadau iddynt.

	1. A draft consent form

2. A sample of the questions that will be asked

3. An information sheet on the research that clearly explains what the project is, what the expected outcomes are and who the results will be shown to.






DYCHWELWCH I'R GYFADRAN MOESEG CYDLYNYDD

PLEASE RETURN TO THE FACULTY ETHICS CO-ORDINATOR
.




	Cadeirydd y Pwyllgor Moeseg Gyfadran /Chair of the Faculty Ethics Committee              Dyddiad: / Date:
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