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Abstract
The fast growth of the digital marketplaces has greatly influenced consumer buying behaviour, especially in the online electronics market of the United Kingdom. The paper explores the role of platform trust, service quality and perceived risk in influencing consumer purchase intention in various online marketplace frameworks. To gather the required information, a quantitative research method was utilized in the form of a structured questionnaire where 230 UK consumers who had purchased electronics online in the last 12 months were surveyed. Statistical methods such as descriptive analysis, correlation, and multiple regression were used to analyse the data.
The results indicate that platform trust as a predictor is the most important with a strong positive relationship with purchase intention, followed by service quality that has a strong positive relationship. Conversely, the perceived risk has a strong negative effect on the purchase readiness among consumers online. The research also determines that centralized platforms that provide integrated logistics and buyer protection channels are more effective in increasing trust and perceived risk reduction than decentralized platforms.
This study adds to the available literature by incorporating most of the constructs of behaviour in one study and also giving comparative information on the various models of the marketplace in the UK electronics environment. In practice, the results can have valuable implications for the operators of platforms and online sellers to enhance service delivery, reinforce trust mechanisms, and reduce consumer risk perceptions.
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[bookmark: _Toc231824019][bookmark: _Toc227887660]Chapter One: INTRODUCTION

[bookmark: _Toc231824020]1.1 Background of the Study
Even though digital commerce keeps growing and becoming more mature, consumer trust, perceived risk and service quality have disparities that remain to influence online purchasing behaviour. The global retail environment over the last ten years has been revolutionized by developments in digital technology, internet connectivity and mobile phone usage, and now e-commerce is firmly established as a key transactional channel. E-commerce has become the main retail channel within the UK, especially within the electronics market; especially the use of e-commerce has developed significantly. While these blessings are attractive, they come with extended uncertainty, especially in relation to high-ticket items such as electronics are (Laudon and Traver, 220).
Online marketplace app integrations like Amazon, eBay, Facebook Marketplace, and Shopify-powered ecommerce sites have transformed the retail landscape. They all act as multi-sided digital ecosystems, enabling buyers and sellers to interact, but they do so with different governance arrangements that influence the way value is created, controlled and perceived by the users and through the technologies, logistics integration and support they provide in enabling value co-creation (Van Alstyne and Choudary, 2016). 
Marketplace platforms might rely on third-party sellers, posing a more intricate and dynamic service model than traditional retailers which have control over their inventory and supply chains. Network effects boost platform growth and user participation but also present governance challenges, namely overseeing the quality, accountability, and trust of the diverse sellers' environments; that is, the greater the number of users on the platform, the greater the value generated (Evans and Schmalensee, 2016). 
At the same time, however, the forces of platform expansion create major governance, quality management, and trust management challenges. Having several independent sellers may cause discrepancies in the quality of the products, performance in delivery, and customer service. While online marketplaces are growing at a fast rate, they are associated with a lot of uncertainty when purchasing electronics online. Electronics are high-value and high-involvement products, and consumers experience a high level of financial and functional risk. Thus, the perceived risk level increases considerably in online transactions because of doubts about the authenticity of the product, reliability of warranties, delivery time and after-sales service (Pavlou, 2003).
In this context, platform trust and the quality of the services become important factors determining consumers' behaviour. Trust is a means of minimising uncertainty and facilitating transaction engagement, and service quality influences the post-purchase evaluation and satisfaction. The relationship between these constructs in structurally different platform environments, however, is not sufficiently researched, especially in high-risk product categories. This underscores the need to have a more integrated and contextual analysis of consumer purchase intent.
[bookmark: _Toc231824021]1.2 Problem Statement
Although the UK online electronics sector grows at a quick pace, a number of uncertainties remain about the influence of platform-specific factors on consumer behaviour. This expansion has also created some new problems and uncertainties, especially in transactions that are high-stakes (Laudon and Traver, 2021).
The adoption of e-commerce and online consumer behaviour have already been well-researched in the literature, and factors like trust, risk and the quality of services have been given much emphasis (Pavlou, 2003). Nevertheless, the main weakness of this research base is that it tends to consider online retail settings as a unified category, failing to sufficiently consider the heterogeneity of models of platform services. This assumption is unrealistic because it ignores that there could be significant differences between the models of the platforms, which means that the perception and decision-making of their customers may be different.
In the real world, online markets vary in terms of their governance and business models and have different levels of control, standardisation and interactions between buyers and sellers. For example:
· The centralized solutions (e.g., Amazon) offer centralized logistics, uniform service delivery, and extensive buyer protection systems, which boost institutional trust. 
· Peer-to-peer (e.g., eBay) are based on decentralized systems in which trust is mainly ensured by user-generated feedback and reputation systems. 
· Formal protections are not necessarily provided by social commerce platforms (e.g., Facebook Marketplace), which are strongly dependent on personal trust and informal transaction processes. 
· Single online shops (such as Shopify stores) are highly diverse in terms of credibility, service quality, or stability of operation. 
These structural differences are important in the consumer's perception of trustworthiness, risk and quality of services. Gefen, Karahanna and Straub (2003) mention that one of the things that can help reduce uncertainty in online environments is trust and that the mechanisms and sources of trust are different for the different kinds of platforms. Similarly, as remarked by Pavlou (2003), institutional arrangements such as guarantees and policies have an important impact on lowering the perceived risk; however, this impact can vary depending on the governance model adopted for the platform.
In addition, not all the quality of the services are equally controlled in online marketplaces. In the decentralized environment, service delivery is typically not monitored and standardised, whereas in the centralized environment, it is. This results in the customer experience being inconsistent and can impact consumer confidence and purchase intention (Collier and Bienstock, 2006). 
Moreover, another major gap in the literature is the disjointed approach to the analysis of key behavioural constructs. Many studies focus on testing platform trust, service quality or perceived risk individually, and not as a dimension. This restricts the capability of complete comprehension of the interaction and multifaceted impact of these variables on consumer purchase intention.
[bookmark: _Toc231824022]1.3 Research Aim
The main aim of this study is the following: 
To investigate the effects of platform trust, service quality and perceived risk on online consumer purchase intention and to look at platform-specific differences specifically in the UK online electronics market.
[bookmark: _Toc231824023]1.4 Research Objectives
In order to meet the research objective, the following objectives are suggested:
1. To compare consumer perceptions of quality of service on different online marketplace platforms.
2. To investigate how trust in the platform and the seller affects purchase intention 
3. The effect of perceived risk on online buying behaviour is to be investigated. 
4. To understand the impact of various platform service models on consumer decision-making in relative terms.
The objectives will offer an all-round insight into the determinants of consumer behaviour in online marketplaces.
[bookmark: _Toc231824024]1.5 Research Questions
This study will answer the following research questions:
1. What is the effect of the perceived service quality on consumer purchase intention in online marketplaces? 
2. How does the trust of the platform and the sellers influence the purchasing behaviour? 
3. How does perceived risk affect consumers' buying intention for electronics products via online means?
4. What are the effects of different marketplace models on consumer decisions and trust?
These questions will guide the research design and analysis in order to ensure that it is congruent with the research's goals.
[bookmark: _Toc231824025]1.6 Significance of the Study 
This paper presents both theoretical and practical implications because it fills major gaps in the literature as well as gives implications to stakeholders within the digital marketplace ecosystem.
Academic Significance
Academically, this study will contribute to the knowledge base in e-commerce, consumer behaviour and the platform economy.
It first establishes an integrated conceptual framework, which integrates platform trust, service quality and perceived risk. In past studies, these factors have been examined separately (Karahanna and Straub, 2003) without understanding how these factors are intertwined and the combined effect on purchase intention. This paper offers a more holistic perspective of online consumer behaviour.
Second, it offers a comparative discussion of the so-called marketplace models, including centralized, peer-to-peer and independent marketplace models. The prevailing literature assumes that marketplaces are homogenous in nature (Pavlou and Gefen, 2004) and structural differences in marketplaces are not considered. This research paper sheds light on governance structure and trust and quality of services.
Third, the article shows empirical evidence of the UK online electronics market, which is a somewhat under-researched sphere. It also contrasts with general research studies on e-commerce that focus on high-dollar product lines that are perceived to have a high risk associated with them. When it comes to the dynamics of trust, the complexity of trust is particularly suitable for its analysis using electronics (Featherman and Pavlou, 2003).
In addition, the research shows that trust in the platform is most dominant in contexts with a threat level and also shows the relationship between the quality of services and the threat level. This is the basis for the need for models of analysis that are combined.
Overall, the research is a valuable addition to the existing knowledge on consumer behaviour on digital platforms and can provide a foundation for further research on this topic.
Practical Significance
The study can be used in practice in different contexts by different actors.
It is a reminder to platform operators of the importance of trust-building processes and quality services. Secure payments, clean policies, and effective logistics can be implemented in order to enhance user experience. The increased engagement and retention can be achieved by investing in institutional mechanisms, as trust is the most powerful factor (Ferrin and Rao, 2008). If the selling is done by third parties, it is important to ensure that the service is carried out in a good manner, including the product description, delivery in a safe manner and good communication, especially for the decentralized platforms.
The study also suggests that the organisations need to concentrate on trust and a reduction in risk to achieve the following:
· Higher customer satisfaction 
· Increased purchase intention 
· Enhanced brand loyalty 
· Long-term sustainability 
Hence, the research is relevant in both theoretical and practical aspects from the perspective of the enhancement of e-commerce performance.
[bookmark: _Toc231824026]1.7 Structure of the Dissertation 
There are six chapters in this dissertation. The first chapter is the introduction. It provides an explanation of the topic, background, problem, aims, objectives and research questions and demonstrates the importance of the study. The second chapter is the literature review. It analyses previous research on platform economy, trust, risk, service quality, and buying intention; reveals the loopholes; and constructs a model for the research. The third chapter is Methodology. It provides insight into the research design, data collection, sample, data analysis and ethics. Chapter 4 is Data Analysis and Findings. Presents findings from the study in simple statistics such as averages, correlation and regression testing of ideas. The fifth chapter is the Discussion. It clearly conveys the findings and relates to previous research with emphasis on trust, service quality and risk. The sixth chapter is titled Conclusion and Recommendations. Provides a statement of impact, links to explore objectives, provides recommendations and mentions Has looked at limitations and future study ideas.
[bookmark: _Toc231824027]Chapter Two: LITERATURE REVIEW

[bookmark: _Toc231824028]2.0 Introduction 
The aim of this chapter is to review the literature focusing on platform trust, service quality, perceived risk and consumer purchase intention in online marketplaces for relevance in the context of the British electronics market. Instead of merely repeating findings from previous research, it critically reviews the various issues that have been raised, such as rival theories, deficiencies in methodology, and gaps in understanding.
Existing research in the field of trust, risk, and service quality has been studied in e-commerce contexts, but studies are fragmented and predominantly focused on the general retail environment. So little research has been conducted, however, on how these factors intersect in platform-based marketplaces, particularly in high-dollar product categories such as electronics, where financial, functional, and delivery risk are more acute.
This chapter aims to fill these gaps by taking a thematic (integrative) approach. It discusses platform economy theory, focusing on governance models, and critically discusses the relationships between trust, perceived risk, and service quality. The review shows a significant gap: the lack of a common framework that explains consumer behaviour in relation to various platform models in high-risk markets, which is the foundation of this study.
[bookmark: _Toc231824029]2.1 Platform Economy Theory
The platform economy is a structural change of digital markets that defines new value creation, distribution and consumption processes. Online platforms function as multi-sided markets and facilitate interaction between different groups of users, mainly buyers and sellers, via a technological infrastructure (Van Alstyne and Choudary, 2016).
One of the main drivers behind platform growth is network effects. Evans and Schmalensee (2016) support that there are enormous direct and indirect network effects, with multiple customers on one side of the market developing costs for customers on the other side. This view provides an understanding of scalability and market dominance, but not much detail in terms of what happens when consumers use the product. But the network effects cannot explain micro-level consumer perceptions, such as trust formation, service evaluation and risk interpretation. This restriction underscores the value of the platform governance rules, systems, and control mechanisms that govern the interactions between users (Cusumano, 2019).
Platform governance includes:
· Quality control mechanisms
· Dispute resolution systems
· The payment and security infrastructure.
· Seller verification processes
These governance mechanisms do not just exist as functions; rather, they are features that create psychologies of reliability, accountability and transactional safety that have an impact on consumers' behaviour.
Governance is different on different platforms. Centralized platforms, such as Amazon, have a tighter grip on transactions, logistics and service quality, and therefore higher consistency and reliability. Unlike centralized platforms, decentralized platforms (e.g., eBay, Facebook Marketplace) allow more autonomy to the seller, which can create more variation in services and uncertainty.
Although important, literature surrounding this topic tends to concentrate on the macro level of dynamics of competition and scalability and ignores the micro level of the behavioural mechanisms. Furthermore, little has been done to explore hybrid forms of governance that combine both aspects of the centralized and decentralized. This is an important void to be filled for more complex studies on the subject.
[bookmark: _Toc231824030]2.2 Trust in E-Commerce 
Trust is broadly defined as a key mechanism that diminishes uncertainty in digitally mediated transactions. Trust can help reduce perceived risks and aid decision-making in online consumer environments where there are no physical interaction and asymmetry in information (Gefen, 2003).
Trust in e-business is generally conceptualized as a multidimensional construct that includes acceptance of institutional authenticity as well as interpersonal authenticity (McKnight et al., 2002). Institutional trust is confidence in the structural technology platform, its security systems, coverage, and infrastructure reliability. Interpersonal trust, alternatively, trust in specific vendors, induced through reputation, past interactions, and customer comments. Pavlou (2003) argues that institutional trust has special costs in the case of e-business adoption because it reduces uncertainty and will increase perceived behavioural control.
This institutional approach is particularly favorable on centralized and controlled platforms; however, in decentralized environments, the tendency to accept it as true with authority is less favorable in terms of knowledge. Kim, Ferrin, and Rao (2008) argue that interpersonal agreement is more likely to grow to be a more dominant form of acceptance as true with peer-to-peer systems where formal assurances are much less strong and customers respond verbally in the form of opinions and categories. Reputation systems are, as a result, well known as an essential tool to establish persuasion with virtual markets. 
These issues have raised significant questions about the stability and robustness of trusted mechanisms in online markets. Platforms spend vast amounts of effort building trust, but this can be effective depending on the following contextual factors:
· Platform governance structures 
· The level of risk and type of product. The degree of risk and product category.
· Consumer experience and digital literacy
An important challenge in the previous research is its linear view of trust as a relatively stable phenomenon. This does not account for its dynamic and context-dependent nature; it is a process that changes over time as a result of repeated interactions and experiences. For example, trust can be influenced by positive experiences of use or can differ considerably according to the risk attributable to product categories.
In addition, there are few comparative studies between platform types available. While there are studies that recognised the existence of various types of trust, few studies focus on the operation of such mechanisms between the centralized and decentralized platforms. Thus, this research work adds value to literature through a comparative and integrating study on the nature of trust in e-commerce as well as the behavioural impact of trust in high-risk consumer decision-making situations.
[bookmark: _Toc231824031]2.3 Perceived Risk in Online Shopping
One of the considerations in the concept of customer behaviour is perceived risk, namely uncertainty and adverse consequences regarding purchase choice. First, it was suggested through Bauer (1960) that customers are regularly uncertain and may be sensitive in their purchase decisions. The perceived likelihood of buying online is higher because consumers are not in direct contact with the retailer or physically able to look at the product before making a purchase.
Pavlou (2003) describes 4 types of perceived risks involved in e-business:
· Financial risk – the possibility of losing money
· Product risk – concerns about quality or authenticity
· Delivery risk – delays, damage, or non-delivery of goods
· Privacy risk – misuse of personal or payment information
In high-value markets like electronics, products are often expensive, complex, and may require after-sales assistance.
Research shows that perceived contingency has a negative effect on purchase intention (Featherman and Pavlou, 2003). However, this effect is not reliable or stable – other factors, such as the degree of acceptance as true of service and quality, may play a role. Kim, Ferrin, and Rao (2008) argue that perceived risk discounting can be achieved by using buyers’ increasing sense of security when purchasing lines. 
However, there are several gaps in the literature. First, perceived contingency is largely examined sequentially, no longer alongside other essential factors such as trust, governance, or platform design. This limits the possibility of having a complete picture of the nature of threats in online purchasing. Second, again, there may not be large differences in perceived connectedness through platform type. Decentralized systems may be perceived as much less secure for customers due to less powerful control mechanisms, which have not been thoroughly explored in research to date.
Third, numerous studies make the assumption that risk could be completely eliminated through strategies of trust building. But recent evidence is that, when it comes to expensive items, risk is an inevitable part of online shopping and can be minimized but not avoided.
In general, further integrated and comparative studies are needed, which address the issue of perceived risk in conjunction with trust, service quality and platform governance architecture.
[bookmark: _Toc231824032]2.4 Online Service Quality
It is well established that service quality plays a critical role in customer satisfaction, in the development of trust and in behaviour intention. In the e-commerce sector, its definition has evolved because of features like no physical touch and an elevated use of technological systems. One of the most popular models of online service quality is the E-S-QUAL model developed by Parasuraman, Zeithaml and Malhotra (2005). It contains important features, including:
· Efficiency – ease and speed of using the platform
· Reliability – consistent and accurate service delivery
· Responsiveness – speed of responding to customer queries
· Fulfilment – timely and correct delivery of products
· Privacy – protection of customer information
These dimensions define the consumers' perception of the quality of the services offered by online service platforms.
Zeithaml, Bitner and Gremler (2018) state that service quality creates customer satisfaction, fosters trust and increases the likelihood of repeat purchases. This indicates both direct and indirect relationships exist between service quality and purchase intention.
But when it comes to service quality implementation in the marketplace, there are some challenges. In contrast to traditional retailing, in which a single company is responsible for the entire value chain, marketplace platforms integrate various players, including the marketplace owner and independent sellers. This results in a hierarchy of services, with the following:
· Platform – manages technology, payment systems, and user experience
· Seller – responsible for product quality, delivery, and communication
This is the type of corporate responsibility that will vary within a particular carrier, which can also affect consumer confidence. This means that platform and vendor-level performance is considered to evaluate service satisfaction through buyers. Collier and Bienstock (2006) furthermore emphasise that logistics performance has an important place in first-class e-commerce service, which includes delivery speed, accuracy, and product status. Delays and losses in electronic marketplaces can result in significant dissatisfaction and off-site price ranges.
Although the carrier is a unique full-size category, there are several limitations to previous studies. The majority of studies have been completed on extensive e-commerce and not on marketplace platforms. Second, there is loss of comparability between systems as centralized and decentralized structures. Platform-based environments, however, may not be exactly addressed in traditional provider micro modes, as value is co-created through different actors. This greatly underlines the importance of a more context-specific and inclusive approach to online service.
[bookmark: _Toc231824033]2.5 Purchase Intention
Purchase intention is a proxy for actual purchase behaviour and is a behavioural commitment to repeat future purchases. It is based on the Theory of Planned Behaviour (TPB), which suggests that intent to act is influenced by attitudes, subjective norms and PBC (Ajzen, 1991). In the e-commerce context, purchase intentions are motivated through trust, perceived threat, and the high quality of the carrier (Gefen et al., 2003). When consumers perceive the platform as a truthful, secure, and reliable delivery from the supplier, they may be more likely to make a purchase.
However, this date is not always accurate and has contextual factors such as perceived risk, we accept as true, product characteristics, etc. For example, although it is well known that high quality is observed to influence purchase intention, this marriage can be changed primarily based on the perceived level and product threat.
Furthermore, Verhagen and Van Dolen (2011) state that the causal link between thought and purchase intention can be reduced in online environments because impulse buying takes the field there. This means that it is not always wise to buy; emotional and situational influences can also be a focus. Another barrier within the literature is that purchase intention is assumed to expect immediate actual transactions. In practice, consumers may not buy a product because of external problems such as behind-the-scenes shipping, bad opinions, or financial changes.
[bookmark: _Toc231824034]2.6 Development of Conceptual Framework
This study proposes an integrated conceptual framework, which reviews the relationships between platform trust, service quality, perceived risk, and purchase intention based on critical literature analysis. The framework offers a combination of various behavioural factors in a single model in the context of the online marketplace, were multiple actors and platform structures influence consumer decisions.
The suggested relationships are as follows:
· Platform trust → purchase intention (positive flirtation): Trust reduces uncertainty and will increase consumers’ willingness to engage in online transactions (Gefen et al., 2003).
· Service quality → Purchase intention (positive dating): Higher supplier satisfaction improves satisfaction and strengthens buyers’ goals to purchase (Parasuraman et al., 2005).
· Perceived risk → Purchase intention (negative dating): Higher perceived probability decreases the likelihood that buyers will buy because uncertainty stalls the final touch of the transaction (Pavlou, 2003).
· Platform trust → perceived risk (negative flirtation): higher trust reduces uncertainty and reduces perceived threat in on-line environments (Pavlou, 2003).
· Service quality → Perceived risk (negative marriage): Reliability, responsiveness, and consistent service reduce customers’ anxiety to perceived loss of capacity or negative consequences (Forsythe and Shi, 2003).
Figure 2.1: Conceptual Framework of the Study
[image: ]
Figure 2.1 shows the main idea of this study. The intention to buy is expected to increase with people's confidence in the platform and the quality of service. The more that people feel they are at risk, the less likely they are to purchase the product. Perceived risk can also be lowered by trust and quality of service. People feel more confident when risk is lower, and they are more willing to make online purchases. The impact of these effects can be different depending on the platform type, e.g., centralized, peer-to-peer, social commerce, and independent platforms. This is because the platforms function in different ways and have varying amounts of trust and service standards.
Additionally, a moderating variable, platform type, is introduced. It is believed that it will affect the strength of relationships between trust, service quality, perceived risk and purchase intention. In online marketplace environments, variations in governance models (such as centralized vs decentralized platforms) may influence consumer trust signals and services experiences. The addition of this moderator provides for the extension of the existing model and a more context-specific account of online purchasing behaviour.
[bookmark: _Toc231824035]2.7 Research Gap 
There is a significant body of work relating to e-commerce and consumer behaviour, but a number of important gaps exist.
Firstly, prior research tends to ignore the variety of platform designs, governance structures and online marketplaces (Pavlou and Gefen, 2004). This has substantially restricted the explanatory power of existing models in order to explain the differences in structural characteristics and their effect on consumer perception and behaviour.
Second, little focus has been placed on the online electronics industry, where products are relatively expensive and complex, and trust and perceived risk are high in influencing a buying decision. The majority of the studies conducted are general e-commerce studies, which may not truly reflect the behaviour of high-value online purchases (Gefen et al., 2003).
Third, most of the literature is entirely based on international non-specific contexts, and there may be limited empirical literature focused on the UK context (Office for National Statistics, 2023). It is a huge omission and highlights the unique nature and maturity of the UK digital finance system. 
Fourth, previous studies have specifically targeted threat perception as a separate principle outside of merging agreement on the forum, service first class, and into a unified model. This piecemeal technique does not provide knowledge about the interaction and interaction of these variables on purchase intention (Parasuraman et al., 2005).
Lastly, there is some limited work that looks at the interaction between platform governance and consumer behaviour, with limited focus on comparative platform settings. This is very important because platform structure is a fundamental factor in influencing the formation of trust, service quality perceptions and risk evaluation (Gefen et al., 2003). 
To fill these knowledge gaps, this study is aimed at:
• Comparing governance models of platforms 
• Targeting the UK e-electronics industry 
• Creating a coherent framework for analysis of the main behavioural constructs
[bookmark: _Toc231824036]2.8 Conclusion 
This chapter analysed the significant literature on the platform economy, trust, perceived risk, service quality, and intention to purchase. It indicates that the previous studies are helpful in understanding the individual factors but are less so in the sense of integration and comparison with other factors within the different contexts. Throughout the review, it is emphasized that the three key factors of trust, service quality and perceived risk play an important role in consumer behaviour in online marketplaces. Platform governance and product attributes are also part of these relationships.
The overall gaps identified make this study interesting and validate the need for empirical study. The research methodology will be described, and the proposed framework and relationships will be tested in the next chapter.
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[bookmark: _Toc231824038]3.0 Introduction
This chapter critically validates the methodological decisions that were employed to analyse the relationships between platform trust, service quality, perceived risk and purchase intention in the online electronics sector in the United Kingdom. In addition to description, the chapter assesses the appropriateness, constraints, and epistemological consequences of each methodological choice in order to ensure that they are in line with the study's comparative and theory-testing goals.
The chapter systematically presents the research philosophy, research approach, research design, data collection methods, sampling strategy, measurement instruments, and data analysis techniques. Each methodological component is described and critically examined with regard to its suitability to address the research aim and objectives as presented in chapter 1.
A sound methodology is necessary to ensure the research results are valid, reliable and generalizable (Lewis and Thornhill, 2019). Thus, methodological issues are discussed here, such as the validity of the measures used, internal consistency, and possible biases. All of these are critically discussed to build the overall credibility of the study. Moreover, ethical issues are considered in order to follow the academic and professional standards.
The study has a mainly quantitative and positivist approach that also has its drawbacks. The weaknesses of the research design are explicitly acknowledged and critically reflected upon, which helps to bring a balanced and transparent evaluation of the design and its implications.
[bookmark: _Toc231824039]3.1 Research Philosophy
Research philosophy is the explanation of how knowledge is produced and what is deemed to be real (ontology) and valid knowledge (epistemology) (Saunders et al., 2019). They inform the design of the research, methods of data gathering, and the interpretation of results. This study is conducted with a positivist philosophy, which assumes that the reality is objective, measurable and free from personal views. In contrast, positivism emphasises numerical information, observations, and statistical testing in order to detect patterns and connections between variables (Bryman and Bell, 2018).
This approach is applicable because the study uses clear variables of the study and tests the relation of each variable. Positivism does not only validate the hypothesis testing with the structured tools (questionnaire and statistical analysis); it also provides consistency and reliable comparison among the respondents (Hair et al., 2019).
The other justification for the use of positivism is that it can yield general results. Finding this can be representative of wider consumer behaviours in the online electronics market, rather than a small sample of consumers. But the negative aspects of positivism exist as well. It aids in making human behaviour easier to understand by quantifying concepts like trust and risk. This can limit greater awareness of personal, emotional and cultural factors (Thorpe and Jackson, 2018).
However, positivism was suitable for this study because the study aimed to test out the relationships between variables and to give general and reliable results. It is the most appropriate philosophical framework for this research because it has the advantages of being objective, measurable, and uses statistical analysis.
[bookmark: _Toc231824040]3.2 Research Approach
The research approach used in this research is deductive research, which is a research method that proposes new hypotheses arising from theories already constructed. Deduction is from general theory to specific findings, which is used for testing general theory in a specific context (Saunders et al., 2019). This research is using established behaviour theories to generate hypotheses which are tested by quantitative data and statistical analysis. The approach is then theory-based, structured, and hypothesis-testing orientated.
The study is based on the premise that 
· Trust Theory (Karahanna and Straub, 2003) 
· Perceived Risk Theory (Pavlou, 2003) 
· Theory of Planned Behaviour (Ajzen, 1991)
The framework is used to examine whether it takes into account UK consumer behaviour online. This additionally serves as a way to assess the validity of their theories in the hypermodern digital world. One advantage of the deductive method is that it is systematic, readable and repeatable. It also includes the language hypothesis, which is tested by statistical strategies, thus improving its reliability and academic rigour.
However, there are some limitations to this technique. In particular, it is based on current theories, which can also reduce the risk of new ideas emerging. In addition, it differs from statistics and observations in techniques that strengthen conclusions. Furthermore, I personally found that using numerical data would not provide complete expertise in customer behaviour, especially when emotions and private choices influence their choices.
[bookmark: _Toc231824041]3.3 Research Design
The research design of this study is quantitative research. This is selected, as it is a method that enables the examination of the relationships among multiple variables simultaneously. It is particularly valuable for testing the effects of one variable on another in a regression analysis, both direct and indirect. This is significant for this study since it deals with the influence of factors like trust and perceived risk on purchase intention on various platforms.
The quantitative design also enables the quantification of abstract concepts (latent constructs) like platform trust, service quality, perceived risk and purchase intention. These are assessed by tested and reliable scales. This allows opinions and behaviours to be quantified and then subjected to an analysis that is easy and consistent to follow.
One great advantage of this design is that it provides a means of measuring the effect of various variables on consumer behaviour in the same model. The study does not analyse individual factors but instead analyses them together to gain an understanding of their overall impact. This helps to achieve the goal of producing general results, and not just for one specific situation.
This strategy does have a drawback, though. It turns the fuzzy stuff of human behaviour into numbers. Consequently, it may not reflect all emotional, social and contextual attributes that affect consumer choices. 
3.3.1 Research Strategy
In this study a survey strategy is adopted. This is appropriate because data may be gathered in a uniform manner from multiple participants, allowing for cross-group/device comparisons.
All participants are asked the same questions with a structured questionnaire. This helps to make the results more comparable and fairer. It is also suitable to measure attitude, perception, and intention towards trust, service quality, and perceived risk. Opinions are expressed in numerical data using items which are based on the Likert scale. This will enable the statistical testing and better reliability of the results.
However, this method has some limitations. Data is self-reported, so there is a potential for common method bias (i.e., responses could be due to how questions are asked, not due to actual behaviour). There is also a risk of social desirability bias, where participants may give answers, they think are more acceptable rather than fully honest responses.
3.3.2 Time Horizon
The design of this study is cross-sectional, which is a data collection at one time. This is a method which is commonly applied in consumer behaviour studies to examine the relationship between variables at a given point in time (Bryman and Bell, 2018).
This design is appropriate since the researchers are interested in understanding the current relationships, and not change over time, between platform trust, service quality, perceived risk, and purchase intention. It is also quicker and less expensive than longitudinal studies. This is a drawback, however, because it cannot clearly illustrate cause and effect. It can see links between variables but cannot establish cause and effect between variables. Thus, it is important to draw careful and theory-driven causal inferences.
[bookmark: _Toc231824042]3.4 Conceptual Framework and Hypotheses Development
This study proposes a simple conceptual model that connects the constructs of platform trust, service quality, perceived risk and purchase intention in one model. These ideas aren't dealt with independently; however, they are linked, as online purchases are typically made in a multi-step and combined manner.
The framework is built on previous studies and enhances it by illustrating direct and indirect effects. Platform trust is an important factor, as it lessens perceived risk and boosts purchase intent. When people feel safe on a platform, they are more likely to make purchases. Simply put, people feel they are protected from a platform they trust and are more inclined to purchase. The quality of service is also very important. With an effective service, not only will the likelihood of purchase rise, but the buyers will feel the platform is reliable and will reduce their perceived risk. Perceived risk is one of the key factors that can drive humans to buy online. The better risk perception customers have, the less likely they are to buy. 
In general, the model shows the synergy of trust, service quality and perceived risk in affecting purchase intention, which cannot be separated from each other.
Conceptual Relationships
The relationships proposed in the framework are as follows.
· Platform trust: Purchase intention (positive relationship): Trust reduces uncertainty and increases customers’ willingness to interact in online transactions (Gefen et al., 2003). 
· Service Quality: Purchase Intention (Positive Relationship): A high carrier complements excellent enjoyment and strengthens purchase likelihood (Parasuraman et al., 2005). 
· Perceived risk: Purchase intention (negative relationship): Higher perceived threat reduces customers’ willingness to complete on-line purchases (Featherman and Pavlou, 2003). 
· Trust in the platform: Perceived risk (negative relationship): Trust reduces uncertainty and reduces perceived risk in online environments (Pavlou, 2003). 
· Service quality: Perceived risk (negative relationship): High provider signals first-class reliability, which reduces perceived risk (Forsythe and Shi, 2003). 
Together, those relationships capture each direct and indirect path of behaviour, providing additional comprehensive clarification of patron decisions in online marketplaces.
Hypotheses Development
Based on the conceptual framework, the following hypotheses are proposed:
· H1: The forum has a wonderful effect on likeable buyer purchase intention. 
· H2: Service best has a positive effect on patrons' purchase intention. 
· H3: Perceived threat has a weak effect on consumers’ purchase intention. 
· H4: Forum consensus negatively affects perceived threat. 
· H5: The effect of service quality on perceived risk is weak. 
These hypotheses are based on the hook-up empirical literature and can be tested using multiple regression estimation. Their formulation allows the study to empirically validate theoretical relationships and assess the energy and direction of results within the integrated version, thus contributing to both conceptual testing and contextual refinement of existing behavioural frameworks.
[bookmark: _Toc231824043]3.5 Data Collection Method 
This study employs primary data since perceptions like trust, perceived risk, and service quality are not included in secondary data. Primary data enables the researcher to measure these abstract concepts directly and relate them to the research goals (Saunders et al., 2019). It also provides complete control of the design of questions and data collection.
The information is collected using a web-based questionnaire. This is a good method because it allows the organisation to achieve a larger paradigm in a green way. However, primary information sequences may have issues with response bias, and the meeting will likely take longer. However, given the lack of statistics currently available, the most appropriate response is to give a hold of the perceptions of customers within the UK Online Electronics Marketplace.
3.5.1 Questionnaire Design 
The questionnaire uses closed-ended questions with a 5-point Likert scale:
1 = Strongly Disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly Agree
The popularity of using Likert scales in social research is due to its simplicity and reliability in analysing attitude (Bryman and Bell, 2018). They also enable respondents to indicate varying degrees of agreement, providing more detail in the answers.
The questionnaire can be broken down into three major sections:
· Demographic information (age, gender) 
· Platform usage behaviour 
· Confidence, service quality, perceived risk and purchase intention are the key variables. 
The use of clear and neutral language helps to minimize confusion and any bias in responses.
3.5.2 Measurement of Variables 
Platform trust, service quality, perceived risk and purchase intention are four constructs to be operationalized in the study; they are each measured by multi-item reflective measurement scales adapted from the literature. Multiple indicators are used to capture the latent dimension of each construct, following best practices in quantitative consumer behaviour research (Hair et al., 2019).
All items are measured on a five-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree), which allows attitudes to be quantified consistently and enables parametric statistics to be used. Use of reflective indicators is appropriate because the items observed are believed to be manifestations of the constructs that are not likely to actually account for the constructs (Jarvis et al., 2003).
Table 3.5.2: Measurement of Constructs and Items
	Construct
	Code
	Measurement Items
	Scale
	Source

	Platform Trust
	PT1
	I trust this online platform to complete transactions securely
	5-point Likert
	Gefen et al. (2003)

	
	PT2
	This platform is reliable when purchasing electronics online
	
	

	
	PT3
	I feel confident sharing payment information on this platform
	
	

	
	PT4
	This platform keeps its promises to customers
	
	

	Service Quality
	SQ1
	The platform is easy to navigate and use
	5-point Likert
	Parasuraman et al. (2005)

	
	SQ2
	Products are delivered within the promised time
	
	

	
	SQ3
	Customer service responds quickly to issues
	
	

	
	SQ4
	The platform provides accurate product information
	
	

	Perceived Risk
	PR1
	I worry about receiving defective electronics products online
	5-point Likert
	Pavlou (2003)

	
	PR2
	Buying electronics online involves financial risk
	
	

	
	PR3
	I am concerned about payment security
	
	

	
	PR4
	I worry about poor after-sales service
	
	

	Purchase Intention
	PI1
	I intend to purchase electronics online in the near future
	5-point Likert
	Kim et al. (2008)

	
	PI2
	I would consider this platform for future purchases
	
	

	
	PI3
	I would recommend this platform to others
	
	

	
	PI4
	I prefer buying electronics online rather than offline stores
	
	


The use of validated MIS improves construct validity and provides comparability with previous empirical research. Exploratory factor analysis (EFA) was not used in this study because well-established scales were used and had been previously validated. This is, however, a methodological restriction, since the factor structure of the data is assumed rather than being tested within the data set.
3.5.3 Measurement Model
A reflective measurement model is used in this study. This implies that the survey questions do not directly contain the hidden (latent) concepts, such as trust and risk, but rather describe them.
There are several dimensions for each of the main variables:
· Trust: institutional and interpersonal trust 
· Perceived risk: financial, product, and delivery risk 
· Service quality: efficiency, reliability, and responsiveness 
Multiple dimensions will increase accuracy and detail the measurement of each concept. This is a method used in online consumer research.
Figure 3.5.3: Conceptual Framework
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This figure shows the conceptual framework of the study as proposed. It shows the relationship among platform trust, service quality, perceived risk and purchase intention in UK online electronics retailing. Additionally, demographic and behavioural factors, including gender, age, employment status, income, frequency of online purchasing and platform used, are controlled for. The arrows show hypothesized relationships that are studied in the research.
3.5.4 Pilot Testing
The questionnaire will be piloted with approximately 20 participants prior to the main survey. This can help to verify clarity, structure, and reliability.
The pilot investigates the cases of:
· Identify unclear or confusing questions. 
· Test the reliability of the scale. 
· Improve the waft and structure of the question. 
· Estimation of completion time 
The questionnaire may likewise advance based entirely on comments prior to full distribution (Hair et al., 2019). While a pilot cannot eliminate all problems, he can increase the first-class record collected within the basic test and reduce errors.
[bookmark: _Toc231824044]3.6 Sampling Strategy 
Sampling strategy is an important issue in study design because it determines the selection of participants from a larger sample population. This affects the validity, equity, and generalizability of the findings (Saunders et al., 2019). An honestly accurate sampling method can ensure that the data reflects the population of interest to the studies.
3.6.1 Target Population 
The participants for this research will be consumers within the United Kingdom who have purchased electronics products online in the last 12 months. This group is useful because they have had recent experiences shopping online and can provide honest responses about their experience with trust, service quality, and risk with online shopping.
Relevant customers are used when they help reduce memory errors, which helps boost data quality. It also means that there are no answers that are just random. Electronics are also good to study, as they are generally costly and there is increased risk of decision-making; therefore, trust and risk are important for study.
This category doesn't include those who search online and/or think about purchasing electronics but fail too actually do so. This means that some initial decision-making behaviours are not reflected in this study.
3.6.2 Sampling Technique
The data collection technique employed in this study is convenience sampling, a non-probability sampling technique, in which participants are easily accessed and willing to participate. This approach is easy and rapid but may not be representative of the entire population.
It has its drawbacks, such as potentially having more active and internet-savvy users. This type of user is generally more secure with online shopping. However, levels of trust could seem greater and perceived risk lower than in the general populations.
Despite these drawbacks, convenience sampling is appropriate because it is inexpensive and convenient, especially in the case of Internet surveys. It is also widely used in consumer behaviour research, where a full list of the population is not available (Bryman and Bell, 2018).
Attempts are made to ensure a mix of age, sex and online shopping experience. However, the results should be viewed as generalized trends, not as representative of all UK consumers.
3.6.3 Sample Size 
The number of valid respondents obtained in this study is 230 respondents; that is adequate for quantitative research and statistical analysis. Joseph F. Hair Jr. et al. (2019) state that no more than 200 can be used for reliable regression and correlation analysis.
A sample size was chosen, as the study involves several independent variables such as platform trust, service quality and perceived risk and therefore affects purchase intention. A larger sample will be more accurate and have a smaller sampling error. The data was gathered using an online questionnaire among consumers in the UK with previous online shopping experience for electronics. Responses were collected swiftly and efficiently via online surveys.
The study, however, adopted convenience sampling, meaning the results might not be applicable to all the online consumers in the UK.
Figure 3.6.3: Sample Size Justification
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This is an adequate sample size to investigate the relationships among platform trust, service quality, perceived risk, and purchase intent of the UK online electronics market.
[bookmark: _Toc231824045]3.7 Data Analysis Techniques
The data collected will be analysed with the Statistical Package for the Social Sciences (SPSS). It is a popular software for social science research purposes to perform statistical tests. It is appropriate for this study because it can be analysed using descriptive statistics, reliability analysis, correlation analysis, and multiple regression. These methods help examine relationships between platform trust, service quality, perceived risk, and purchase intention.
3.7.1 Data Screening
Before analysis, the data are carefully checked to ensure that they are complete, accurate and suitable for study. This step is important to best preserve the information and reduce errors in the results (Hair et al., 2019).
The exhibition includes:
· Testing for missing values: Identifying unanswered questions that may affect results 
· Outlier detection: Looking for abnormal values that may skew the findings 
· Observe Normal: Testing whether facts follow the normal distribution required for statistical testing 
These steps ensure that the dataset is smooth and reliable. If those problems are not corrected, the effects may also end up being biased or distorted.
3.7.2 Descriptive Statistics
Descriptive facts are used to summaries and endow the primary features of the dataset. These include:
· Mean: Estimated trend levels of constructs 
· Standard deviation: To estimate the variability of the responses 
· Frequency and Probability: Describing the Demographic Distribution 
This data provides an initial review of respondents’ characteristics and helps identify fashion trends in buyer perception and behaviour before conducting heuristic analyses.
3.7.3 Reliability Analysis
Cronbach's alpha is used to test the reliability of the instrument, which is used to check the consistency of the items in each construct in the survey. A value of 0.7 or greater is satisfactory, and values greater than 0.8 are good (Hair et al., 2019).
However, Cronbach's alpha is most effective in ensuring that the scale is constant, since it does not measure the concept exactly. The disadvantage of this look is that it was modified to be conducted in one place. Due to scope limitations, item analysis is no longer performed, which also reduces the volume of full validation of the dimensional model. To mitigate this challenge, the study uses scales used in previous studies. 
Future studies should include the following:
· Convergent validity (AVE) 
· Discriminant validity (Fornell–Larcker criterion) 
This would increase the accuracy of measurements.
3.7.4 Correlation Analysis
This type of analysis is called Pearson correlation analysis and is used to see how strong and in what direction the relationship is between variables. A correlation coefficient is a number between -1 and +1, and a positive correlation means that the two variables move in the same direction.
Correlation is a good initial step in determining if there are relationships between variables, but it does not mean causality. Thus, it can be used as an exploratory step before regression analysis to gain insights into possible relationships between constructs.
3.7.5 Multiple Regression Analysis
The multiple regression estimation approach is used to examine the proposed hypotheses and expect the relationship between the independent variables (accepting platform as true, supplier satisfaction, perceived threat) and the dependent variable (purchase intention).
This method can be used to estimate:
· Strength of relationships (standardised beta coefficients) 
· Statistical significance (p-values) 
· Overall model fit (R² value) 
Regression estimation is mainly suitable for state-of-the-art experiments because it can be used to study the effects of several variables directly, providing a more comprehensive picture of customer decision-making in the online market.
However, regression evaluation requires you to satisfy certain conditions to be valid. These assumptions are not accepted as the most effective but can additionally be formally challenged using diagnostic techniques: the data were checked for normality through histogram analysis and calculation of skewed kurtosis values.
The records have been checked for multicollinearity, and the variance inflation factor (VIF) is used, with VIF < 5 set as an affordable threshold. 
· Normality: assessed through skewness, kurtosis values, and histogram inspection 
· Multicollinearity: tested the use of variance inflation factors (VIF < five as reasonable limits). 
· Covariance: assessed through residual scatter plots 
· Linearity: Tested using scatter plot analysis between predicted and determined values 
However, some errors in assumptions may be present and may be avoided for the robustness of regression strategies implemented for moderately large samples. No serious anomalies that could affect the results of publication were identified.
[bookmark: _Toc231824046]3.8 Validity and Reliability
The validity and reliability are significant in order to get accurate and trustworthy research results. In quantitative studies, good measurement instruments increase the quality of data and results. Established measurement scales used in previous research enhance construct validity to ensure that the concepts are measured correctly (Gefen et al., 2003). Content validity is achieved when the questionnaire is created as a result of a thorough literature search to ensure that all relevant aspects of platform trust, service quality, perceived risk and purchase intention are represented. Cronbach's alpha is used to examine items for reliability within each construct or to determine whether items are consistent and relate well. Reliability alone no longer guarantees validity, but scales that have been tried and tested reduce measurement error and increase the power and comparability of results.
[bookmark: _Toc231824047]3.9 Ethical Considerations
Participants’ rights to responsible study and practice were protected by adhering to ethical standards. Informed consent is obtained from all participants who were informed about the purpose of the study, availability, and their rights. Now there were no sanctions or penalties for not participating, and members could withdraw at any time. Strict anonymity and confidentiality were achieved, and personal records were no longer stored. They were all used in an academic context and stored securely with restricted access. No personal or financial information was solicited. Such ethical measures help to adhere to academic standards and enhance the reliability, honesty, and validity of research and the research report. 
[bookmark: _Toc231824048]3.10 Research Limitations 
Some limitations of this study must be noted with regard to the interpretation and application of the results.
First, a cross-sectional design was used in this study, which involved obtaining data at one time. Due to this, cause-and-effect relationships cannot be proven. The study can only demonstrate the relationships between factors and not changes over time. Second, the data in this study were self-reported. This can result in bias because the players may not remember what happened or provide accurate answers. It is particularly true for personal beliefs like trust, risk, etc. Thirdly, convenience sampling was used. This does not imply that the participants were selected at random. 
Last but not least, the vision is directed in line towards the electronics market within the UK. The results may thus also not be generalizable to different international locations, as there may be variations in subcultures, norms, and Internet use.
Overall, these limitations should be understood as being indicators of behaviour and not as complete generalizations. Random sampling, long-term designs, and cross-country comparisons should be used in future studies to make them more accurate and useful.
[bookmark: _Toc231824049]3.11 Conclusion 
The methodological framework of the study is presented and discussed in this chapter. The research is systematic, objective, and goal-orientated because of the use of positive philosophy, a deductive approach, and a quantitative research design.
The use of survey strategy, structured questionnaire and statistical analysis using SPSS provides a sound foundation for testing the hypotheses presented. Although some limitations are admitted, the general approach to the research questions is suitable to explore them and produce credible results.
[bookmark: _Toc231824050]Chapter Four: DATA ANALYSIS AND FINDINGS

[bookmark: _Toc231824051]4.0 Introduction 
This chapter makes a clear and simple analysis of the survey data in relation to the research aims and hypotheses. Data were subjected to SPSS analysis using descriptive statistics, reliability tests, correlation and multiple regression analysis. The main purpose is to test the hypotheses from chapter 3 and examine relationships between platform trust, service quality, perceived risk, and purchase intention in the UK online electronics market.
Results are analysed and explained using appropriate theories and previous research. The analysis is divided into three parts: respondent demography, descriptive analysis and inferential analysis. Such a process enhances clarity and quality of research in keeping with standards of quantitative research (Hair et al.). But model specification, error measurement and potential omission of variables can affect results.
Overall, the analysis is useful in establishing a good empirical foundation for understanding consumer behaviour in the field of online electronics purchasing and allows testing of the hypotheses proposed, with limitations on validity and generalizability.
[bookmark: _Toc231824052]4.1 Respondent Profile
This study used 230 valid responses from UK consumers who had bought electronics online in the past 12 months. This number of samples is appropriate for quantitative analysis. The results are reliable because Hair et al. (2019) say that samples of above 200 are statistically sufficient for regression-based studies.
4.1.1 Gender Distribution
230 respondents (58% males, n=133, and 40% females, n=97) provided valid solutions (see Appendix A for raw data). The pattern is fairly balanced but somewhat male-dominated, likely to exploit some bias. Previous research (Strah Levitz, 2004) shows that gender can also influence online purchasing behaviour, although this influence may additionally vary depending on the context where awareness of acceptability is true with trust and risk. 
This variable no longer has gender as a moderator variable, so causal inferences cannot be made. The findings should not be overgeneralized but should be adequate for analysis; stratification or subgroup assessment for the study of eternity.
Figure 4.1.1: Gender Distribution of Respondents
[image: ]
The figure below shows the distribution of the respondents by gender; it is noted that the number of male respondents (58%) is slightly higher than the number of female respondents (42%).
4.1.2 Age Distribution
The pattern is skewed towards younger respondents: at one time, 26–35 was 40% (n=92) and 18–25 was 35% (n=81), while 36–45 represented 15% (n=35) and 46+ 10% (n=22) (se). It may not be representative of the UK as a whole. Findings may be influenced by younger individuals’ familiarity with the digital generation, which may lead to expanded consideration and less distraction. 
Some variety is provided through senior groups, but it is not much. Future studies could be conducted with a balanced sample or age groups to demonstrate greater generational variation.
Figure 4.1.2: Age Distribution of Respondents 
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As illustrated, the highest number of respondents belong to the 18-35 age group, while the rest are from the older age groups.
4.1.3 Platform Usage
Amazon is the most used platform (65%, n=one hundred and fifty), followed by eBay (45%, n=104), the Facebook Marketplace (30%, n=sixty-nine), and the Shopify store (25%, n=58) (Appendix A). Respondents are known to use two platforms; however, there is no measure of the depth of use. 
The dominance of Amazon may have an impact on the effect due to the act of accepting as true within the buying purpose. This may be due to the immediate perceived threat of using peer-to-peer systems. Platform diversity provides context; however, Amazon may be particularly strong, so the specific effect of the platform additionally needs to be explored in future studies.
Figure 4.1.3: Platform Usage Distribution
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The figure shows a dominant platform usage, with Amazon showing the highest usage compared to other platforms, highlighting an unequal platform usage amongst the respondents.
[bookmark: _Toc231824053]4.2 Descriptive Statistics
Descriptive statistics are used to show the average values (mean) and variation (standard deviation) of the main variables. This helps to gain a better insight into respondents' perspectives prior to any further statistical testing.
	Variable
	Mean
	Standard Deviation

	Platform Trust
	3.95
	0.72

	Service Quality
	4.02
	0.68

	Perceived Risk
	2.85
	0.81

	Purchase Intention
	3.88
	0.75


4.2.1 Interpretation of Results
The results show that provider high quality has the very best mean (M = four point zero two). Most respondents find line purchasing systems smooth to use, reliable and green. This helps with the findings of Valarie Zeithaml, Mary Jo Bitner, and Dwayne Gremler (2018), who found that true service will increase pleasant customer satisfaction and transactional behaviour. The Implies rating for platform consideration is similarly high (M = three point nine five). This shows that consumers often accept it as true with online shopping structures. According to David Geffen, Elena Karahanna, and Detmar Straub (2003), trust makes it possible to reduce uncertainty in online purchases.
In contrast, perceived danger has a low implicit rating (M = 2.85). This shows that customers are mostly comfortable with online shopping and yet often worry about customs safety, product quality and shipping issues. Paul A. Pavlo (2003) indicated that risk was a major barrier to online purchases. A high purchase intention score (M = 3.88) indicates that most respondents tend to shop online. However, it is almost less than pleasant, and the service is quite good, which suggests that some interests nevertheless influence purchasing decisions.
Overall, the supplier is largely assessed to the maximum and then agreed upon, while the perceived risk is reduced. These results are descriptive at their simplest, and they do not prove purpose and efficacy. Detailed assessment, including correlation and regression, is desirable to observe relationships between variables.
[bookmark: _Toc231824054]4.3 Reliability Analysis
The internal consistency of the questionnaire items and the reliability of the study constructs were tested with Cronbach's alpha.
	Variable
	Cronbach’s Alpha

	Platform Trust
	0.86

	Service Quality
	0.88

	Perceived Risk
	0.81

	Purchase Intention
	0.84


4.3.1 Interpretation
Cronbach's alpha values ​​are all above 0.70, the minimum perfect reliability level. This indicates that each scale is reliable and stable (Hair et al., 2019).
The most reliable are service satisfaction (α = 0.88), trust in the platform (α = 0.86), purchase intention (α = 0.84), and perceived risk (α = 0.81). All constructs are measured constantly and with little difference between values, indicating a stable dimension.
Reliability is the easiest consistency anyway. no longer guarantees the full range of appropriate theoretical considerations. Thus, along with validity tests, reliability also wants to be included. Scales validated from previous studies make the study nice. However, to fully validate the dimension version, various tests such as convergent and discriminant validity need to be performed similarly.
[bookmark: _Toc231824055]4.4 Correlation Analysis
Pearson correlation analysis was employed to determine the relations between the variables in terms of direction and strength of the relations between platform trust, service quality, perceived risk, and purchase intention. This method can be used to detect linear relationships between variables before performing regression analysis (Hair et al., 2019).
Correlation Matrix
	Variables
	Trust
	Service Quality
	Perceived Risk
	Purchase Intention

	Trust
	1
	
	
	

	Service Quality
	0.62
	1
	
	

	Perceived Risk
	-0.55
	-0.48
	1
	

	Purchase Intention
	0.70
	0.68
	-0.60
	1


4.4.1 Interpretation of Results
The results indicated clear relationships among the variables, which validates the hypothesis on online shopping behaviour.
There is a strong positive relationship between trust and purchase intention (r = 0.70). The more people will trust an online platform, the more they will be inclined to purchase from there. This is consistent with previous studies indicating that trust lowers uncertainty and facilitates e-transactions (Karahanna and Straub, 2003). Trust has the most significant association with purchase intention, leading to its importance in consumer decision-making. The service quality is also positively associated with purchase intention (r = 0.68). This implies that the higher the level of service quality, the more likely that the consumer will purchase it. This fits into the concept of the E-SERVQUAL model (Malhotra, 2005) that service quality is a factor of customer satisfaction and intention to purchase in online shopping.
Perceived threat is negatively correlated with purchase intention (r = -0.60), indicating that buyers are less willing to perceive a higher level of threat and make a purchase. This location aids the concept of perceived contingency, which suggests that people tend to refrain from movements that could potentially cause harm or catastrophic consequences (Featherman & Pavlou, 2003). Similarly, trust shows a weak flirtation with perceived risk (r = -0.55), indicating that higher trust reduces consumers’ perceptions of risk. This result is consistent with the findings of Kim, Ferrin, and Rao (2008), who argued that consensus enables the reduction of uncertainty in e-commerce environments. Service first class is also negatively associated with perceived risk (r = -0.48), although the trend for this date is relatively weak.
however. Further regression analysis is needed to examine the predictive power of these variables.
[bookmark: _Toc231824056]4.5 Regression Analysis
A multiple regression analysis was conducted to investigate the relationship between platform trust, service quality and perceived risk on purchase intention. This approach can be useful in determining the more significant factors and the amount of variance explained by the model as a whole (Hair et al., 2019).
4.5.1 Model Summary
The regression analysis yielded an R-square of 0.62, accounting for 62% of the variance in consumer purchase intention. This is a good result in the social science research and indicates that the model is a good predictor of online buying behaviour.
It is found that the higher the trust and service quality, the greater the consumers' willingness to purchase electronics online, and the higher the perceived risk, the lower the willingness to purchase electronics online. These findings support previous studies and confirm the ideas in the conceptual framework.
look at also suggests that there are two factors at play that shape the defender's behaviour on the line instead of one object. However, 38% of the variance is not explained, so other factors such as fees, logo reputation, purchase reviews, social influence and website design may influence purchase choices. In general, the model predicts consumer behaviour well within the UK online electronics market.
4.5.2 Regression Results
	Variable
	Beta (β)
	Significance (p)

	Platform Trust
	0.35
	0.000

	Service Quality
	0.32
	0.000

	Perceived Risk
	-0.28
	0.001


4.5.3 Interpretation of Results
The results indicate that all three variables are found to be significant on the purchase intention.
Platform trust is the strongest predictor (β = 0.35, p < 0.001). This indicates that there is a positive relationship between trust and purchase intention. This corroborates the previous study which found that the role of trust is extremely significant for online shopping (Pavlou, 2003).
Service quality also has a positive effect (β = 0.32, p < 0.001). This indicates that the supplier has an active influence on the first-stage purchase likelihood. But it's a smaller piece to admit that you're convinced. This implies that in addition to undoubtedly affecting customer pride and customers accepting authenticity, sustainability is not the number one problem (Zeithaml, Bitner and Gremler, 2018). Perceived randomness has a tremendous effect (β = -0.28, p = 0.001). This implies the more risk a customer feels, the less they will purchase. But weaker than TRUST and SERVICE QUALITY. This is consistent with previous research findings that indicate that risk decreases intention to purchase online (Featherman and Pavlou, 2003).
In general, the results indicate a clear hierarchy of effects. The most critical factor is TRUST, then the service quality and finally the perceived risk (which decreases purchase intention). Also, there could be links among the variables. For instance, trust can decrease the perceived risks, and this can make people more likely to buy. This is not evaluated in this study but could be an area of interest for future research.
Figure 4.5.3: Regression Model Results
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The figure shows the direction and relative strength of the relationships between platform trust, service quality, perceived risk, and purchase intention. Platform trust has the highest positive impact, followed by service quality, and perceived risk has a negative impact.
4.5.4 Relative Importance of Variables
Greater relative strength of predictors indicates that platform trust is the most important factor for consumer purchase intention in the online electronics industry. The discovery means that in certain product risk categories, consumers are more concerned with institutional assurance than operational performance. Although service quality is important, it seems that it works as a moderating variable that increases trust and decreases uncertainty. With the negative correlation, it is not as much as the perceived risk, indicating its effect can be somewhat reduced by trust and service mechanisms.
[bookmark: _Toc231824057]4.6 Hypothesis Testing
	Hypothesis
	Statement
	Result

	H1
	Platform trust positively influences purchase intention
	Supported

	H2
	Service quality positively influences purchase intention
	Supported

	H3
	Perceived risk negatively influences purchase intention
	Supported

	H4
	Platform trust negatively influences perceived risk
	Supported

	H5
	Service quality negatively influences perceived risk
	Supported


All of the hypotheses were supported by the results, as there were clear relationships between the variables. The result shows positive relationship between platform trust and purchase intention (β = 0.35) for H1. Next, service quality also has a positive impact on purchase intention (β = 0.32) but to a slightly lower extent than platform trust. The perceived risk, on the other hand, negatively influences the customers' purchase intention (β = -0.28), which indicates that the customers are less inclined to purchase when they have higher view of the risk. The results for H4 and H5 revealed that both platform trust (r = -0.55) and service quality (r = -0.48) were found to be significant in reducing perceived risk. Platform trust has a larger impact on reducing perceived risk than does service quality of these two.
The general results are coherent with the analyses that adds to the model. The results, however, do not suggest cause and effect, as the data are cross sectional and self-reports.
[bookmark: _Toc231824058]4.7 Discussion of Key Findings
The results reveal that trust in the platform has the highest impact on purchase intention among UK online electronics retailers. The statistical output of the correlation and regression supports that there is a positive influence of trust. As a result, consumers will be more inclined to make purchases when they feel confident in an online platform, particularly when purchasing something of high monetary value or involving risk. This corroborates the previous research which suggested that trust is one of the factors affecting online purchase behaviour, especially when customers are not able to physically examine products.
However, carriers can also have a positive effect on purchase intention, although this effect is much lower than expected. The service is first-class, with a short response and reliable delivery, complementing the user experience. Mainly complements the user experience through the user experience, which is recognised to be true to users and satisfaction, not purchase. This is consistent with Parasuraman et al. (2005), who related sustainability to satisfaction and behavioural goals. Perceived risk is negatively related to purchase intention. The wide variety of customers willing to shop online is still low due to issues of customs safety, authenticity of goods, delivery and reliability. This is also the same opinion of Pavlou (2003), who mentions that risk is a barrier to online shopping.
In general, trust is the primary motivator, followed by service quality, but perceived risk is the negative factor affecting the purchase intention. Trust also lowers perceived risk, so it is seen as a major factor to increase confidence and purchase behaviour.
[bookmark: _Toc231824059]4.8 Conclusion
The data in this chapter has been analysed statistically and tested for the relationships between trust in the platform, perceived quality of services, perceived risk and purchase intention.
The findings demonstrate that the three variables have significant influence on consumer behaviour, and platform trust is the strongest variable. The quality of the service is also important, and the perceived risk has a negative effect on the purchase intention.
The results show a lot of empirical evidence of the proposed conceptual framework and verify the research hypotheses. In the following chapter these will be discussed critically in light of the literature and their theoretical and practical implications.







[bookmark: _Toc231824060]Chapter Five: DISCUSSION

[bookmark: _Toc231824061]5.0 Introduction
This chapter critically discusses the empirical findings in chapter 4 by relating them to the current body of academic literature that has been reviewed in chapter 2. The main objective is to analyse the findings, compare them to the previous studies, and analyse their theoretical and practical implications in the setting of the online electronics market of the United Kingdom. This chapter takes a critical analytical approach rather than restate the results, making comparisons and connections to the literature and theorizing on potential explanations for the patterns found. A special focus is the interrelations among platform trust, service quality, perceived risk, and consumer purchase intention and how platform governance structures influence the development of these relationships.
[bookmark: _Toc231824062]5.1 Platform Trust and Purchase Intention
These findings confirmed that the platform trust is the strongest predictor of purchase intention, thus supporting Hypothesis 1 (H1). But the discovery cannot just be taken as proof of existing theory, it is an indication that trust in ecommerce is shaped more by circumstances and conditions than is generally believed.
Previous studies suggest that trust diminishes consumer uncertainty in environments where they are not able to physically inspect products and directly interact with the sellers (Karahanna and Straub, 2003). Likewise, Pavlou (2003) identifies trust as an important mechanism to reduce perceived risk and promote e-commerce adoption. The present study enriches these arguments by demonstrating the significant amplification of the influence of trust in high-risk product categories like electronics. This indicates that trust is not a general driver; it is a context-sensitive driver that is more likely to be seen as a driver if there is perceived financial and product risk.
Moreover, it is found that there are significant differences in the ways of building trust between platform types. Central platforms often create more institutional trust via governance features like buyer protection policies, secure payment mechanisms and standardized services. On the other hand, decentralized platforms emphasize more on interpersonal trust through seller ratings and reviews, as well as seller reputation.
In general, this study fills a gap in current research which tends to consider trust a single concept. It brings a comparative dimension to platform models and accounts for the way trust is formed through governance model and contextual risk, which leads to a more differentiated understanding of trust. Moreover, increasing worries regarding online fraud and counterfeit goods could also account for this growing significance in electronics buying choices.
[bookmark: _Toc231824063]5.2 Service Quality and Purchase Intention
The results indicate that the service quality has a positive and significant impact on purchase intention, which confirmed Hypothesis 2 (H2). This corresponds with the E-SERVQUAL model which posits that service quality is an important determinant of customer satisfaction and customer buying behavior in an online environment (Zeithaml and Malhotra, 2005). Similarly, Zeithaml, Bitner and Gremler (2018) state that quality service improves trust, which results in repeat purchases. This study in part validates these ideas as higher perceived service quality is associated with greater intention to buy.
The results, however, indicate that the service quality in online marketplace platforms is more complex. In regular e-commerce, one business is responsible for the entire service process. Digital marketplaces, however, have more than one party. While the platform offers the system functions (payment security), the product quality, communication and delivery are the responsibility of the sellers. This demonstrates that the quality of service is not managed by one service provider but rather by multiple actors.
This division can lead to inconsistencies in provider niceness and thus affect consumer revelry. Collier and Bienstock (2006) emphasise that an important aspect of online service penalty is ship overall performance, especially ship speed and accuracy. For higher-value products, especially electronics, customers have high expectations for timely and reliable delivery.
The results also suggest that the effect of the best of the carrier may also depend on the shape of the platform. More integrated systems should provide better carrier stories as structures and vendors become higher priorities. At the same time, other factors such as brand popularity and price will also play their part in influencing the purchase. This implies that the carrier is not a large independent; however, it is one of the elements of the larger decision-making technology.
[bookmark: _Toc231824064]5.3 Perceived Risk and Purchase Intention
The end result supports hypothesis H3 Perceived threat reduces purchase intentions. This is consistent with Bauer (1960), who argued that purchasing involves risk, and with Pavlou (2003), who identified contingency as a major barrier to online shopping.
There is a high level of perceived risk in online electronics due to the high cost of the products. This makes people feel more worried that they will lose or be disappointed by their purchase. Consumers' primary concerns are with the authenticity of products, the reliability of delivery, the security of payment and the availability of warranties and after-sales assistance. Such concerns are similar to those of Featherman and Pavlou (2003), who identified various types of risk of online shopping.
The main result of this study is that risk is not fully eliminated even in the face of high levels of trust and service quality. This indicates risk is not only a short-term issue which can be rectified with a better site or seller. But it's a normal and regular aspect of online shopping, particularly with high-priced items. This contradicts some research which suggests that improved service can eliminate risk. It seems that a combination of trust-building and service systems is required to reduce risk; a single approach is not effective alone.
Lastly, clean return policies, product warranties, and secure payment options have an important place in online purchases. According to Forsythe and Shi (2003), those measures help to reduce customers’ problems and uncertainty. Overall, some evidence of perceived contingency is consistently associated with on-line purchasing and cannot be completely ruled out.
[bookmark: _Toc231824065]5.4 Relationship Between Trust, Service Quality, and Perceived Risk
The effect indicates that the forum considers and reduces the perceived threat of supplier exceptionalism, supporting hypotheses 4 (H4) and 5 (H5). This is consistent with Pavlou (2003), who states that trust reduces uncertainty in online purchases, and Kim, Ferrin, and Rao (2008), who found that the perceived threat effect was concurred via purchase goals.
But it gives a fresh angle on the results, as it demonstrates that they are not uniform across all platforms. Their effect is dependent on the management of the platform. Centralized structures are better at minimising perceived threats, as they offer a standardised service, payment systems and stronger customer assurance. Less attention in previous research has been given to the notion that decentralized platforms in evaluation are primarily based on ranking and ratings by the vendors, which vary in adequacy and in their power to reduce uncertainty; the latter has become important.
The results also reveal that supplier specificity, as it can reduce perceived risk, is not as influential as co-recognition of the truth. This shows that considerations are more important, especially for high-duty items including electronics. When it comes to risk assessment, buyers agree with the platform as well as service capabilities after they occur.
The overall results indicate a layered relationship between platform structure and outcomes, with trust being the most important factor to reduce perceived risk.
[bookmark: _Toc231824066]5.5 Theoretical Implications
This study has several important contributions to the existing research.
First, it constructs a unified model that integrates platform trust, service quality and perceived risk in a single model of purchase intention. Previous research tends to focus on these factors individually. However, findings from this study reveal that they are related and play a synergistic role in consumer decision-making in online environments. This provides a more comprehensive and accurate reflection of digital consumers' behaviour. Second, the study extends the theory of platform economy, demonstrating the importance of the governance structure. Previous studies tend to concentrate on network effects; e.g., the more users there are, the greater is the value of the platform. This study reveals, however, that the control and management of a platform is just as crucial. These structures enable the trust-building process and service delivery and have a strong influence on the consumer's behaviour. Thirdly, the research provides valuable insights into the UK online electronics sector. This is an area which has been less studied than broader international research. It assists in understanding consumer behaviour in a world of established online shopping practices.
Finally, the findings suggest that supplier satisfaction alone is not always sufficient to drive purchase intention. Instead, consideration and perceived risk play a greater role in customers’ selection. Therefore, trust and belief in risk along with the psychological elements of first-class service should also be considered when analysing online purchase behaviour.
[bookmark: _Toc231824067]5.6 Practical Implications
The results have implications for the UK electronics market for platforms, retailers and policymakers. The largest aspect of purchase intention is platform trust (β = 0.35, p < 0.05); this shows that customers spend on a stable pricing system, privacy security, and reliable systems. This is consistent with the next study that has emphasized the role of online behaviour in institutional acceptance, which is true (Karahanna & Straub, 2003).
The quality of the services also had a positive effect on purchase intention (β = 0.32, p < 0.05). This delivered excellent results, with consumers stating they wanted fast delivery, the ability to respond to the customer and the ability to fulfil the order, which agreed with the results of Collier and Bienstock (2006).
The perceived risk negatively influenced the purchase intention (β = -0.28, p < 0.05); thus, platforms should decrease the feeling of risk by offering warranties, return policies, verified sellers and order tracking (Ferrin and Rao, 2008). Overall, the enhancement of trust and service quality and risk reduction can help to increase customer satisfaction and loyalty.
5.6.1 Implications for Platform Operators
The findings suggest that the strongest factor of purchase intention is platform trust. The operators of the platforms need to pay more attention to creating and enhancing mechanisms for building trust. These are implementing strict buyer protection measures, safe payment systems and open dispute resolution processes. These types of mechanisms play a key role in minimising uncertainty and promoting consumer action (Pavlou, 2003).
Furthermore, the logistics and fulfilment processes need to be enhanced, as it was observed that the quality of service had a significant effect on the intention to purchase, and this should be done by the platform operators. Online service quality is an important aspect that includes efficient delivery, proper fulfilment of orders and responsive customer service (Zeithaml and Malhotra, 2005).
Also, the results demonstrate the significance of the performance control and monitoring of sellers. There are multiple third-party vendors on the marketplace, so there is a risk of service delivery inconsistencies that can impact the marketplace's reputation. To prevent its deteriorating quality and foster trust, strict appraisal systems like performance measurement and feedback systems should be used (Gefen, 2003).
5.6.2 Implications for Online Sellers
The results of this research have implications for online sellers. The impact of platform trust on intention to purchase is a positive one (r = 0.70), and that of perceived risk a negative one (r = -0.60). This is because when customers feel safe in the seller's hands and trust him, they feel more inclined to purchase online electronic products.
The reputation of the seller is very significant. Before purchasing, customers tend to review ratings, reviews and feedback. This corresponds with what Ba and Pavlou (2002) state: “Reputation Systems Reduce Uncertainty in Online Markets.” Therefore, it is the responsibility of the seller to keep their reviews positive by being honest and providing a reliable service.
The study also revealed that perceived risk has a negative association with purchase intention (β = -0.28, p < 0.05). A fraudulent product, delivery issues, and payment security concerns are the issues that customers are concerned about. The product information, price, warranty, and return policy should be presented by the sellers (Pavlou 2003). Trust and repeat purchases can also be enhanced through good service quality (mean = 4.02), including delivery speed and service support (Bitner and Gremler, 2018).
5.6.3 Implications for Policymakers
The findings can also have important ramifications for policy and regulation-making. The perceived risk has been a reason for the continued existence, which is why additional robust mechanisms for consumer protection are needed in the digital marketplaces.
Policymakers should be concerned about how to establish and enact legislation that would enhance transparency, accountability and consumer rights within e-commerce environments. This involves increased control of online transactions, better policies of dispute resolution and better punitive measures against fraudulent activities. In particular, false information and counterfeit reviews need to be regulated. 
However, the authenticity of reputation systems is crucial in ensuring the integrity of online markets (Filiferin, 2016), as they are also essential to gaining trust. 
5.6.4 Critical Evaluation of Practical Implications
Although the study findings support these recommendations, their application can be different based on the type of platform and organisational resources. As an example, bigger, centralized platforms might be more able to deploy advanced trust and logistics structures, but smaller platforms and independent sellers might be resource-constrained.
Finally, excessive regulation may also be a potential obstacle to innovation in online markets. As such, the solution would be a moderate solution which includes an effective regulation and flexibility of the market.
[bookmark: _Toc231824068]5.7 Conclusion
This chapter summarized the results of Chapter 4 and compared them to previous studies. Results indicate that platform trust, service quality and perceived risk have significant influence on the consumer's purchase intention, thus affirming the existing theory. The results also indicate that these factors are mutually related and not mutually independent. Trust and service quality directly contribute to purchase intention and indirectly by reducing perceived risk. This confirms that mental, behavioural and situational factors play a role in online buying decision-making (Kim, Ferrin and Rao, 2008).
One of the important findings of this study is platform governance. How platform design impacts trust, service quality, and risk perception explains the difference between centralized and decentralized platforms.
Overall, the chapter contributes to the understanding of online consumer behaviour, particularly in the case of high-value digital purchases. The findings indicate that trust is the most significant factor, while perceived risk is a major concern in an online transaction. The chapter that follows will give the general conclusion, practical implications, limitations of the study, and further research opportunities.














[bookmark: _Toc231824069]Chapter Six: CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc231824070]6.0 Introduction
This chapter serves as the last section of the dissertation. It is a summary of the findings of the previous chapters and interpretation in relation to the aim and objectives of the study. It merges the collected information and the appropriate theories to provide a clear picture of the influence of platform trust, service quality and perceived risk on the intention to purchase in the online electronics sector of the UK.
The chapter also addresses implications for key stakeholders, including platform operators, sellers, and policy makers. It provides an interpretation of how the results will be relevant to actual business and policy-making. Besides, it also critically evaluates the study's constraints and proposes further research. The chapter concludes with an overview of the main findings of the research and how they relate to the broader academic and applied debate on digital marketplace development.
[bookmark: _Toc231824071]6.1 Summary of the Study
This study aimed to explore the relationship between platform trust, service quality and perceived risk with consumers' intentions to purchase electronics online in the UK. This topic is significant, as ecommerce is gaining momentum and is now an important method of shopping for costly goods.
The study employed a positive and deductive approach, grounded in existing theories like the theory of trust (Gefen, 2003), perceived risk theory (Pavlou, 2003), and the theory of planned behaviour (Ajzen, 1991). The research method adopted was quantitative, with a structured questionnaire and primary data collection; there were 230 respondents. All the data were analysed by SPSS with descriptive statistics, reliability tests, correlation and multiple regression analysis. The findings confirmed all hypotheses and indicated that the main variables are highly correlated.
The results indicate that overall, trust, service quality and perceived risk have joint effects on online purchasing behaviour. The study also stresses the role of the platform structure, which plays a key role in shaping these relationships, and therefore the importance of good governance in online markets.
[bookmark: _Toc231824072]6.2 Key Conclusions
6.2.1 Platform Trust
This study reveals that the most critical factor in making an online purchase of electronics products in the UK is platform trust. The results indicate that trust has a significant and positive impact on purchase intention (β = 0.35, p < 0.001) and a strong relationship with buying decisions (r = 0.70). This is because users will be more inclined to purchase when they see that the website is secure and trustworthy and that it is honest. This aligns with previous studies which indicate that an increase in trust translates to a decrease in uncertainty regarding online purchases (Karahanna and Straub, 2003).
Platforms include Amazon (65%), eBay (45%), Facebook Marketplace (30%) and Shopify stores (25%). This indicates that individuals like systems that have reliable security features such as safe transactions, delivery support, buyer security, and simple refunds. Institutional trust” (McKnight, 2002) is developed in these systems.
Amazon was more trusted than peer-to-peer sites such as Facebook Marketplace. Amazon has clear rules, safe payments and easy returns, which is why this is. More unstructured sites raised concerns regarding fraud and product issues. This means that the risk is reduced, as Pavlou (2003) states that platform systems do so. When a product is costly, such as electronics, customers expect it to be reliable; otherwise, they are losing their hard-earned cash. So, trust is often more important than price or convenience (Ferrin and Rao, 2008).
6.2.2 Service Quality
Results of the study reveal that service quality positively and significantly influences consumers' purchase intention. This reflects the E-SERVQUAL model, which suggests that the quality of online service is linked to efficiency, reliability, responsiveness, fulfilment and privacy (Zeithaml and Malhotra, 2005). Studies have revealed that customers care about speedy and safe delivery, prompt customer support, and user-friendly websites. This correlates with the service marketing research which said that improved service quality leads to customer satisfaction and customer purchase intent (Bitner and Gremler, 2018).
A significant discovery, however, is that, in online marketplaces, service quality is shaped both by the marketplace and by individual market participants. This can lead to disparities in service experience, impacting on how customers value and make purchasing decisions. Service is not a single service provider as with a traditional retail chain, but rather many actors are involved with digital platforms. This is a challenge to the older service quality concepts and demonstrates that service is co-produced by several actors in digital markets. Thus, customer assessment is more intricate and context-specific.
In addition, logistics performance is very important. Speed, accuracy, and product condition are significant factors in the perception of service quality in e-commerce (Collier and Bienstock, 2006). Good logistics can lead to more consistent service for the platform, which in turn will lead to increased customer trust and an increase in purchase intent.
6.2.3 Perceived Risk
The results show that perceived risk negatively affects customers’ purchase intentions. This aids Pavlou’s (2003) apparent contingency theory, which states that humans are less likely to act after experiencing uncertainty.
Online electronics shoppers think about throwing cash, counterfeit products, overdue shipping, and negative after-sales service. These crises reduce their goal of buying online no matter the comfort. This is helped by Featherman and Pavlou (2003), who determined that perceived contingency reduces online purchases. In addition, a glance shows that in the absence of high likeability as well as good service and high quality, the danger cannot be completely eliminated, a difficult concept that higher structures alone can eliminate.
It is a perceived threat as a constant and ongoing part of online shopping, especially for high-value items like electronics. Consumers are usually reminded of this option when making decisions. However, the effect also indicates that strong consideration and desirability of the supplier can reduce the risk of being perceived as nice. This is helped by Kim, Ferrin, and Rao (2008), who observed that acceptance as truth weakens the dangerous effects of threats. So, although the threat cannot be removed, it could be managed by using the idea of ​​the platform for improvement, the carrier and the big one.
6.2.4 Platform Differences
Studies show that the platform type has a significant impact on customer behaviour. The centralized structures are perfectly regulated, nicely fitted and nicely treated. These capabilities embellish client consent and reduce perceived risk. Decentralized systems, on the other hand, are composed of many traders and lack robust oversight. This results in carrier first-class variance, improves uncertainty, and reduces consideration, which can also affect customers’ intentions.
The findings confirm the platform economy theory but also suggest that platform governance is more significant than network effects. Governance structures are not just for operations; they also influence user behaviour by affecting their trust, risks and purchase decisions. This puts the emphasis on governance rather than platform size.
Overall, as platforms grow, the quality of the governance has a greater influence on trust, service reliability, and user experience in online markets (Cusumano and Yoffie, 2019).
[bookmark: _Toc231824073]6.3 Recommendations
6.3.1 Recommendations for Online Platforms
The online platforms should augment the process of establishing trust, which can be achieved by implementing secure payment systems, buyer protection policies and making transparent information about products and sellers available.
They are also expected to invest in advanced logistics and delivery systems to boost delivery speed, accuracy and reliability. The advantage of effective logistics is to enhance the quality of services, perceived risk and purchase intention.
Also, platforms are recommended to develop strong monitoring specifications of the third-party sellers, such as performance monitoring, tougher verification, and implementation of service standards. These will be able to minimize the variability of services and enhance customer experience.
6.3.2 Recommendations for Online Sellers
Internet sellers are required to work hard in order to gain trust and provide quality of service. High ratings by constant provision of good products and services are important.
Giving accurate and clear product information will reduce information asymmetry and perceived risk. Sellers are also to provide timely delivery, good communication, and good after-sale services such as returns and warranties.
It will highlight these points and help the company seem more credible, establish better customer relationships and increase purchase intention.
6.3.3 Recommendations for Policymakers
Policymakers are crucial in controlling online marketplaces and safeguarding consumers. Consumer protection legislation needs to be reinforced to deal with fraud, misleading information, and unfair practices. The law should have transparency on pricing, product specifications, and the way that sellers should work. Consistency in policies in terms of returns and refunds across platforms will also increase consumer confidence.
Other issues that need to be addressed by policymakers are the fake reviews and frauds done online which led to lack of trust (Filiferin, 2016). Proper regulation can help to promote sustainable e-commerce and safeguard the interests of consumers. The impact of these recommendations will be different, however, depending on platform size and resources available, and a one-size-fits-all might not be suitable.
[bookmark: _Toc231824074]6.4 Contributions of the Study
6.4.1 Academic Contributions
The research has a number of contributions to the e-commerce and consumer behaviour literature. In the first step, it develops and tests an integrated platform trust, service quality and perceived risk model. Although some previous studies have investigated these factors individually, there has been scant research on the combined impact of these factors on purchase intention (Kim, Ferrin and Rao, 2008).
Second, it builds on the literature on platform economies, comparing models of the marketplace. Traditionally, the marketplaces were considered to be the same, and no attention was paid to the differences in governance and service provision (Cusumano and Yoffie, 2019). This study illustrates the impact of structural differences on trust, perceived risk and buying intentions.
Third, it offers empirical data of the online electronics market in the UK, which is a rather under-investigated environment. It is a high-value industry, and so electronics can offer important insights into consumer behaviour.
The overall conclusion of this study is that consumer behaviour in a digital marketplace can be best explained using an integrated and hierarchical approach, with trust as the pivotal construct between the perception of service quality and the assessment of risk.
6.4.2 Practical Contributions
The research in practice gives information to the most important actors. To platform operators, it emphasises the need to have secure payment systems, clear policies and efficient dispute resolution to minimize uncertainty as well as develop trust (Gefen, Karahanna and Straub, 2003). It goes also towards enhancement of logistics and fulfilment systems.
For online suppliers, this highlights the need to provide top-notch offerings such as thorough product information, timely shipping and brilliant customer support. Custom embellishments and trust in buyer transactions. It highlights the importance of a regulatory framework to promote transparency and protection of politicians. To ensure consensus, miles are important to prevent fraud, fraudulent reporting, and effective criticism (Filiferin, 2016).
All of this together enhances consumer experience, platform performance, and e-commerce sustainability.
[bookmark: _Toc231824075]6.5 Limitations of the Study
The study has only some limitations. 
Firstly, the cross-sectional design is not suitable for studying changes in consumer behaviour over time. The longitudinal studies would be used to reflect more on the changing trends (Lewis and Thornhill, 2019). Secondly, the information gathered from the self-report can lead to bias in the answers due to the fact that the group may not represent the actual behaviour of the participants (Bryman and Bell, 2018). Third, non-probability convenience sampling will limit generalizability. Future studies could use probability sampling to further increase representativeness. Finally, because the study is limited to the UK market, the results may not be generalizable to other markets which could have variations in culture and economy that influence behaviour.
The limits of the findings indicate that the findings be interpreted with caution in the context of generalizability and causal inference.
[bookmark: _Toc231824076]6.6 Future Research Directions
These findings can be utilized in future research in a number of ways.
First, longitudinal studies could be conducted to assess the change in trust, service quality and perceived risk over time. Second, there would be better research generalization, as this would aid cross-cultural comparisons and extend the research to other countries and industries. (Hofstede, 2001) Third, qualitative data like interviews and focus groups may give a more in-depth insight into consumer experiences and motivations. Finally, other factors such as customer satisfaction, brand loyalty and technology acceptance and emerging technologies such as artificial intelligence and personalization can be taken into account in subsequent studies (Venkatesh et al., 2003). These areas will also help in further development of the knowledge of consumer behaviour and build the theory and practice of e-commerce.
This research would help develop more context-sensitive and comprehensive models of online consumer behaviour.
[bookmark: _Toc231824077]6.7 Final Conclusion
This experiment suggests that trust in the platform, carrier employees, experience, and human threat is important in explaining how customers buy electronics online within the U.K. Together, these factors help us better understand how people make choices in complex on-line markets.
Platform trust is the most impactful variable among these. This implies that even the premium products are more likely to be sold if consumers feel that a platform is secure, reliable, and transparent. In online transactions, trust is a key factor in decreasing uncertainty and easing hesitations. But perceived risk is a constant problem. In the relatively advanced e-commerce systems, consumers still voice their worries about financial loss, authenticity of the products and delivery reliability. The results show that the risks cannot be completely avoided but can be reduced to a great degree by enhancing the platform trust and the quality of the service.
Another key aspect of the study is platform governance and structure. Platforms that are better managed, have logistical and service processes standardised, and have better control mechanisms have higher chances to develop consumer trust and decrease the perceived risk.
Finally, the success of online marketplaces depends on gaining and maintaining customer trust, providing regular and accurate service and minimising the dangers experienced by people after using the platform. These factors are essential to help customers enjoy and be aggressive with the platform.
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Appendix A: Questionnaire Survey
	Title:
Platform Trust, Service Quality, Perceived Risk and Purchase Intention in the UK Online Electronics Market

	Participant Information
You are invited to participate in an academic research study examining factors that influence consumer purchasing behaviour in the UK online electronics market.
Your participation is voluntary and anonymous. All responses will be used for academic purposes only.
⏱ Estimated completion time: 5–7 minutes

	Screening Question
Q1. Have you purchased electronics products online in the last 12 months?
☐ Yes
☐ No (If No, please exit the survey)

	Section A: Demographic Information
Q2. Gender
☐ Male
☐ Female
☐ Prefer not to say
☐ Other
Q3. Age Group
☐ 18–25
☐ 26–35
☐ 36–45
☐ 46–55
☐ 56+
Q4. Employment Status
☐ Student
☐ Employed
☐ Self-employed
☐ Unemployed
☐ Other
Q5. How often do you purchase electronics online?
☐ Once a month
☐ Every 3 months
☐ Every 6 months
☐ Once a year
☐ Rarely
Q6. Which platform do you use most often for buying electronics online?
☐ Amazon
☐ eBay
☐ Facebook Marketplace
☐ Shopify-based stores
☐ Other

	Section B: Main Questionnaire
Please indicate your level of agreement with the following statements:
Scale:
1 = Strongly Disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly Agree

	Platform Trust
	Code
	Statement
	1
	2
	3
	4
	5

	PT1
	I trust this platform to complete transactions securely
	☐
	☐
	☐
	☐
	☐

	PT2
	This platform is reliable when purchasing electronics online
	☐
	☐
	☐
	☐
	☐

	PT3
	I feel confident sharing payment information on this platform
	☐
	☐
	☐
	☐
	☐

	PT4
	This platform keeps its promises to customers
	☐
	☐
	☐
	☐
	☐




	Service Quality
	Code
	Statement
	1
	2
	3
	4
	5

	SQ1
	The platform is easy to navigate and use
	☐
	☐
	☐
	☐
	☐

	SQ2
	Products are delivered within the promised time
	☐
	☐
	☐
	☐
	☐

	SQ3
	Customer service responds quickly to problems
	☐
	☐
	☐
	☐
	☐

	SQ4
	The platform provides accurate product information
	☐
	☐
	☐
	☐
	☐




	Perceived Risk
	Code
	Statement
	1
	2
	3
	4
	5

	PR1
	I worry about receiving defective electronics products online
	☐
	☐
	☐
	☐
	☐

	PR2
	Buying electronics online involves financial risk
	☐
	☐
	☐
	☐
	☐

	PR3
	I am concerned about payment security when buying online
	☐
	☐
	☐
	☐
	☐

	PR4
	I worry that after-sales service may be poor
	☐
	☐
	☐
	☐
	☐




	Purchase Intention
	Code
	Statement
	1
	2
	3
	4
	5

	PI1
	I intend to purchase electronics online in the near future
	☐
	☐
	☐
	☐
	☐

	PI2
	I would consider this platform for future purchases
	☐
	☐
	☐
	☐
	☐

	PI3
	I would recommend this platform to others
	☐
	☐
	☐
	☐
	☐

	PI4
	I prefer buying electronics online rather than offline stores
	☐
	☐
	☐
	☐
	☐




	Section C: Optional Comments
Q7. What most influences your decision when buying electronics online?

	Q8. Any suggestions to improve online marketplaces?

	Closing Statement
Thank you for your valuable participation.

	Measurement Sources (for academic transparency)
· Platform Trust: Gefen et al. (2003)
· Service Quality: Parasuraman et al. (2005)
· Perceived Risk: Pavlou (2003)
· Purchase Intention: Kim et al. (2008)



Appendix B: Pilot Test Summary
A pilot study with 20 respondents was modified to ensure clarity, reliability and validity of the questionnaire.
Conclusions:
· Minor wording adjustments made for readability 
· All constructs were confirmed to have valid reliability (α > 0.7). 
· No significant problem diagnosed 
This process increased the validity and reliability of the final survey instrument (Hair et al., 2019).

Appendix C: Reliability Analysis (SPSS Output Summary)
	Variable
	Cronbach’s Alpha

	Platform Trust
	0.86

	Service Quality
	0.88

	Perceived Risk
	0.81

	Purchase Intention
	0.84


All values ​​exceed the recommended threshold of zero.7, indicating strong internal consistency (Hair et al., 2019).
Appendix D: Correlation Matrix
	Variables
	Trust
	Service Quality
	Risk
	Purchase Intention

	Trust
	1
	
	
	

	Service Quality
	0.62
	1
	
	

	Perceived Risk
	-0.55
	-0.48
	1
	

	Purchase Intention
	0.70
	0.68
	-0.60
	1



Appendix E: Regression Analysis Output (SPSS Summary)
Model Summary:
R² = 0.62
Regression Results:
	Variable
	Beta (β)
	Significance (p)

	Platform Trust
	0.35
	0.000

	Service Quality
	0.32
	0.000

	Perceived Risk
	-0.28
	0.001



Appendix F: Consent Form
Information for participants:
· Participation is your advantage.
· Your feedback will be live and private.
· It is useful to use data for research.
Agreement:
☐ I agree to participate in this vision.
☐ I acknowledge my rights as a participant.

Appendix G: Conceptual Framework 
[image: ]

Appendix H: Research Timeline (Gantt Chart Summary)
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