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Research Title: Increase on online shopping Trends.
Introduction
The main point of business environment in recent time is E-commerceknown as (online), presently majority of businesses are increasing using E-commerce for transaction.  Statistically there is increase in number of people keen at shopping online and the industry is expanding.  E-commerce began just before 21st century and since then it has transformed the retail and other businesses around the globe, e-commerce shopping has become a trend among consumers because of its convenience.  This study will find out what inspire consumers to engage in e-commerce and will undertake crucial analysis of literature which connects to the industry. Scholarly has discussed about time and convenience which are major issues disturbing the choice of consumer to engage in shopping online.  The e-commerce is growing at a rapid pace with retail businesses accepting the increasing scale of products and services sale through networks supply (Gilbert and Summer, 2004).
Reason of this study is to explore the issues that inspire consumers to shop online and to identify the motive which influence individuals to engage on online shopping and also disclosed the task which technology has contributed to online shopping at a new height and explore previous studies gap.
1.1 Justification
The basic rationale for this study is to aid the investigator to identify with consumer behaviour from broad-spectrum to boost expertise needed on online shopping.  This topic is suitable due to majority of businesses are done through e-commerce; the challenge the study brings may enable a future study.

1.2 Scope of the study
The study will look at consumer behaviour towards online shopping relating to big retail stores such as Tesco, Sainsbury, Asda and others.  The constraint of the study is on the big retail stores in the UK, the investigation is not going to be on a particular store but general retail stores. However, the investigation will only concentrates on consumer behaviour on the trend of online shopping; different companies may be use as illustration.
1.3 Intend 
 This study is to investigate consumers’ perception on online shopping.
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1.4 Goal
To identify the drive behind the growth of shopping online
To recognise consumer behaviour in connection to shopping online

1.5 Research Question
What encourage consumers to engage on online shopping?

2.0 Literature review
Literatures will rationalise and shed light on how the study assists in answering the question at hand.  Rajan (2010) has evidently shown that the enlargement of digital shopping has developed into a leading change on online retail scenery.  The innovation and effect of technology has transformed the way retail competes in the market environment.  Technology innovation has allowed consumers to communicate with merchant which has brought online shopping to new pinnacle.  Kim and Forsythe (2010) study shows that technology has facilitated idea and management of products on retailers’ website which has improved consumers trial. On the other hand, the impact of technology has transform and change the online shopping in the retail distribution, technology has been the maximum game altered for online shopper and retailers.  According to Izge (2015) this has facilitate the consumer ability to shop at anytime without the worries of shop closing hours, which is putting convenience at the centre of shopping experience.  Furthermore, the author appreciated Adam Smith account on “perfect information”, the consideration of having some information from dissimilar distributors in charge to choose and make a choice, in effect to these raise equal level of stress for distributors.  The technology rise 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 assist businesses to take tactical decisions and consequently improve business sustainability and efficiency (Ma, 2008).
Conversely, e-commerce has become fashionable and mostly preferred by variety of customers for merchandise and services such as clothes, victuals, take a trip, gadgets (Upasna, 2012).  Organisations such as Amazon, e-bay, Ali express is very active in operating online, insistent on applying a “pull strategy” offering people bargaining, quality, convenience, and speed deliveries (Uspana, 2012).

P.3

Recently, e-commerce shopping is a trend because consumer avoidsthe busy and stress associate with shopping by going online to shop (Ozen and Engizek, 2014).  The perception of consumers shopping online allows them to cut cost and utilise they time wisely.  This allow buyers and sellers to communicate and exchange their necessity through internet, the entire business process is run through electronically use of internet (Chaffey et al., 2006).   According to Eric (2014) quality marketing inform consumers to facilitate purchase of what they really need and they become more informed about companies which offer high differentiate products and achieves advanced growth rate than companies with less differentiate products.
Studies of consumer behaviour have tried to recognise the motivation towards online shopping and consumers’ rationale in engaging on online shopping.  Lipkin (2016) argued that mind-set and intent in the direction of online shopping are not influenced by easiness exploit, worth and pleasure, but through exogenous issues such as products quality, online past experience and unwariness.  The consumer perception is relevant, so also is the contentment of the consumer which signified that expectation are met and their attitudes are built on confidence and professed advantage (Michelli, 2008).  Kotler and Armstrong (2013) declare “attitudes are reflected to consumers’ gradually favourable or unfavourable valuation”.
Conversely, consumer perception is self-motivated owing to perception for a particular company or product is unfixed, if consumers condition is alter the consumer choice and needs may vary.  This may be linked to consumers’ experience to perception.  According to Manger.org (2015) consumer perception may be enhanced beyond optimistic approach towards products and services owing to diverse people having dissimilar awareness.
Dodds (2003) points out that if consumers’ evaluates service worth, they will judge their perception of the service receive with anticipation.  This means that satisfaction of service had been met and expectations are exceeded.  However, when consumer’s perception did not meet expectations, subsequently this creates space for lacking competence.  It is significant to strive and fill the space to provide quality services.  For instance, DHL Company is good at monitoring and improving its service system so that it improves consumer’s value perception.
However, studied found that issues such as price, trust and convenience are crucial for shoppers.  Consumers are reluctant to share their personal information online because of concerns on their security on 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 
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[bookmark: _GoBack]for satisfaction (Sonia et al., 2011).  Technology has shape how organisation runs their business from brick and mortal to electronically process which help shoppers to shop online.  Nevertheless, society have been influence by the access they have of online shopping which permit opportunity which give more proficient life styles (Vavidu, 2015).  Online shopping has created a huge advantage owing to convenience and allow consumer to browse through unending potentials.  The internet has given consumer accessibility to shop at anytime from the “comfort of their home” or at their leisure time anywhere anytime which has helped consumer to avoid the long queue, crowded shop or irritating music.
Though, consumers shopping online are left with no choice but to enter personal information before they can access their desirable sites.  Security and privacy are much more significant in digital media use as emphasised by UNESCO because media and information literacy is looked at as a 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 will have a huge influence on the 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 success, 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 percent consumers shopping were done online, Smartphone were use for shopping online and it is on the increase, because convenience is adding to the consumers experience by the availability of apps.  To minimise the effect of insecurity in consumers it is crucial that the website is user friendly, 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) suggest that an inclusive consumer behaviour framework needs changes considering new attributes issues that obstruct consumers trusting online shopping site which includes delivery time, virus, hacking and technology breakdown may lead to disappointment for online shopper.  Consumers find security as a threat and will only purchase from a secure and trusted site which they are familiar with for the protection of their personal data.
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3.0 Methodology
The study will be carry out using primary and secondary research which are qualitative and quantitative approach because both techniques deliver best insight to the investigating issue.  Data collection will be through structure questionnaire and direct survey on online shopping, some consumers will be randomly interview.  The targeted age group for this study will be between ages 25 – 50 as they are more likely to shop online because of their busy schedule, personal and sensitive information will be excluded from the interview and questionnaire.  To conduct a credible study 100 to 150 people will be ask to take part in the study and reason of the study will be stated to all the participants.

3.1 Qualitative study will be done by an open ended questionnaire and interviews; this technique will discover consumer’s experience, provide in-depth information and insight in esteem to the consequence of changes in e-commerce consumer behaviour and assist in gathering explanatory results for the study.  Saunders et al., 2007 suggest that thoughts of primary choices of information collection, procedure and analysis process go in the heart of the study.  

3.2 Quantitative study method is about collecting data, which holds accepted statistic values for validity of technique.  Nevertheless, it positivist viewpoint is that it is use to examine a widespread variety of combined experience such emotions and biased viewpoints.  Quantitative is used where there are big number of respondents because of it statistical techniques and measures.

3.3 Sample Size
Estimated 100 partaker students’ and working individuals with access to Smart-phones, tablets, laptops etc.

4.0 Resources
Google forms will be the primary source where participants will take part by filling the questionnaire and for secondary sources it will be journals, books, articles from newspapers and reports from media to back up the study.  Anova will be use to analyse the data and control of time is vital to appraise the study viability.
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