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[bookmark: _Toc224521873]1. Introduction
The last 10 years have witnessed accelerated digital technology and internet users, and this has strongly influenced the retail sector worldwide. Online trading has grown significantly in the United Kingdom, especially in the electronics and gadgets industry. Consumers are increasingly buying products like smartphones, laptops, headphones, and game accessories and refurbished electronics online instead of using traditional brick-and-mortar shops.
Online stores operated on the basis of online services like Amazon, eBay, Facebook Marketplace and online stores based on Shopify have evolved to become significant new participants in this industry. The platforms are digital marketplaces through which buyers and sellers transact with the help of technological infrastructures that facilitate transactions, payments and logistics. These platforms are service ecosystems in which value is co-created among the provider of the platform, independent sellers, and the consumers, unlike the traditional retailers who control the inventory and supply chains.
There is, however, a lot of uncertainty and perceived risk when making purchases of electronics online. Most electronic products are often priced more financially than a large number of other internet merchandise items. Consumers tend to be concerned about the authenticity, condition and especially warranty of the product bought; reliability of delivery; and after-sales service.
Trust and service quality, in this case, are very important in determining the consumer purchase intention. The consumers will need to believe in the platform and the individual sellers before making a purchase decision. As an example, the buyers would have confidence in the fulfilment of Amazon but could be unsure about third-party sellers. Likewise, other social networks such as Facebook Marketplace are dependent on interpersonal trust, which can lead to perceived risk.
[bookmark: _Toc224521874]1.1 Problem Statement
The electronic market online in the UK is very competitive and is being overtaken by online marketplace applications. Although consumers have grown, they are usually unsure about online shopping of electronics because of its high product value, authenticity and service reliability issues.
The current body of e-commerce literature often considers online retail environments to be a unitary category and does not differentiate between online retail structures like centralized marketplaces, peer-to-peer marketplaces, social commerce platforms, and independent online stores.
These platforms, however, vary in terms of governance, structures of trust and delivery of services. For example:
· Amazon has a centralized fulfilment and logistics system.
· eBay is a peer-to-peer marketplace that uses auction and reputation mechanisms.
· Marketplace on Facebook is based on social and local trust systems.
· Shopify sellers have personal-branded stores of different levels of credibility.
These variations can have an impact on service quality perceptions, trust, and risk perceptions, which in turn will have an impact on purchase intention. However, not many empirical studies have been conducted to compare these models in the UK electronics industry. Thus, this paper will examine the impact of models of platform services on trust and perceived risk and purchase intention of consumers in the UK who buy electronics online.
[bookmark: _Toc224521875]1.2 Research Aim & Objectives
The main objective of the study will be to investigate the relationship between platform trust and service quality and consumer purchase intention in the online electronics market of the UK.
To answer the research aim, the following objectives shall be met:
1. To analyse customer perceptions on the quality of services on various online marketplace websites.
2. How trust in the platform and trust in the seller affect consumers' purchase intentions.
3. To focus on how perceived risk influences online purchasing of electronics.
4. To compare the effect of the various online platform service models on consumer purchasing behaviour.
5. Provides practical guidance for online retailers and marketplace managers.
[bookmark: _Toc224521876]1.3 Research Questions
The research questions that will be evaluated in the study are:
1. What is the relationship between perceived service quality on the major online marketplace platforms in the UK electronics market?
2. How significant is the platform trust and seller trust in comparison to purchase intention?
3. What is the impact of perceived risk on online consumers' desire to purchase electronics?
4. Are the centralized platforms more influential in creating stronger consumer purchase intention than the decentralized platforms?
[bookmark: _Toc224521877]1.4 Brief Outline of Methods and Analysis
The study will be a quantitative research study because it aims to investigate the relationship between platform trust, service quality, the perceived risk and consumer purchase intention in the UK online electronics market. The online survey questionnaire will be used to collect primary data among the consumers who have bought electronics online in the past 12 months. The research will seek to get about 200-300 responses, which are deemed sufficient in the statistical analysis of studies in the field of social science (Lewis and Thornhill, 2019).
The questionnaire will be based on the five-point Likert scale items which will measure the perceptions of service quality, trust, perceived risk, and purchase intention. The data will be collected and analysed with the help of SPSS, which will involve descriptive statistics, reliability testing, correlation analysis, and multiple regression analysis to test the relationships between the variables (Hair et al., 2019).
[bookmark: _Toc224521878]2. Literature Review
The works on e-commerce and consumer behaviour on the web indicate that trust and the quality of services and perceived risks play a key role in determining purchase intention. Past research indicates that consumers have more chances of shopping at the online platforms as long as they believe that the platform is reliable and secure. The quality of the service, such as the effectiveness of delivery, customer service and usability of the platform, also has a huge impact on customer satisfaction and buying behaviour. Simultaneously, product quality, security of payment and reliability of delivery have been found to be responsible for perceived risk and, hence, a negative impact on consumer willingness to purchase online (Pavlou, 2003).
[bookmark: _Toc224521879]2.1 Platform Economy Theory
The platform economy is a notion that has received growing academic interest over the recent past. Digital platforms are intermediaries, and they help connect various sets of users, which are usually sellers and buyers. Parker, Van Alstyne and Choudary (2016) note that platforms generate value through the effective interactions within a digital ecosystem as opposed to the creation of goods.
Platforms enjoy network effects whereby the more people join the system, the more value the platform has (Evans and Schmalensee, 2016). As an illustration, the marketplace having a higher number of sellers is able to get more buyers because a higher number of products and an increased number of customers will make the sellers be attracted to the site.
Various platforms use different systems of governance. The centralized platforms maintain strong control over the processes of transactions, whereas the decentralized ones provide sellers with more freedom. These structural variations might affect consumer trust and perceived service quality.
[bookmark: _Toc224521880]2.2 Trust in E-Commerce
Trust has been largely identified to be one of the greatest parameters that affect online consumer behaviour. The consumers are not able to check products directly or communicate with sellers in online settings. Consequently, trust is one of the important mechanisms that lessen the uncertainty and ease the transactions (Karahanna and Straub, 2003).
E-commerce has two types of trust, institutional trust and interpersonal trust. Institutional trust is confidence in the reliability and safety of the platform as such, and interpersonal trust is confidence in the individual seller (Choudhury and Kacmar, 2002).
A high reputation of the platform, clear policies and safe payment systems can go a long way in improving institutional trust and raising consumer buying behaviour on the internet.
[bookmark: _Toc224521881]2.3 Perceived Risk in Online Shopping
Perceived risk theory holds that consumers consider the risk of negative outcomes of buying behaviour prior to transacting business (Bauer, 1960). The perceived risk in an online environment tends to be bigger due to the absence of physical contact of consumers with products and sellers.
Online shopping has been confirmed to have several forms of perceived risk that people are faced with, such as financial risk, product performance risk, delivery risk, and privacy risk (Pavlou, 2003). Customers can postpone or evade online shopping when risk is high.
Nevertheless, trust and quality of the service would help to overcome these risks by introducing assurances of the stability of the platform and attention to the credibility of sellers.
[bookmark: _Toc224521882]2.4 Online Service Quality
Another element that affects online consumer satisfaction and buying behaviour is the service quality. The E-SERVQUAL model that was developed by Parasuraman, Zeithaml and Malhotra (2005) is used to measure the quality of electronic services taking into account a number of dimensions such as reliability, responsiveness, assurance and website usability.
Service quality of a high level can build consumer confidence as well as prompt repeat buying behaviour. Service quality in an online marketplace can be in the form of correct product descriptions, effective delivery mechanisms, simple return procedures and customer responsiveness.
[bookmark: _Toc224521883]2.5 Purchase Intention
Purchase intention is the tendency of a consumer to purchase a product or service in the future. According to the Theory of Planned Behaviour, attitudes, social norms and perceived behavioural control are the factors that affect the behavioural intentions (Ajzen, 1991).
Trust and perceived risk can frequently be a determining factor in terms of purchase intention in online retail settings. Research has indicated that consumers tend to buy more through the websites that offer sound service standards and which give good trust information (Ferrin and Rao, 2008).
[bookmark: _Toc224521884]Research Gap
Despite the vast body of literature which has been investigated on online consumer behaviour, there are still a number of gaps in the literature.
1. Limited comparative research on different platform management models (Pavlou and Gefen, 2004).
2. Lack of adequate attention to the online electronics industry (Laudon and Traver, 2021).
3. Scarcity of empirical data dedicated to the issue of consumer behaviour in the UK (Ferrin and Rao, 2008).
4. Very little literature has incorporated trust, quality of service, and perceived risk in one conceptual framework (Zeithaml and Berry, 1988).
This study will fill this gap by making a comparative analysis of online marketplace sites in the UK electronics market.
[bookmark: _Toc224521885]3. Methodology
[bookmark: _Toc224521886]3.1 Research Philosophy
Research philosophy is the beliefs concerning knowledge generation and interpretation in research (Saunders, 2019). Philosophical approaches that are commonly employed in business research are positivism, interpretivism, realism and pragmatism.
The type of research philosophy taken in this research is positivist research philosophy, which presupposes that the social phenomena can be objectively viewed and measured through quantitative tools. According to positivism, reality is independent of the researcher and can be studied with the help of empirical data and statistical methods (Bryman and Bell, 2018). The methodology lays more stress on objectivity, measurement and structured data collection.
The concept of positivism suits the proposed study as it becomes true through measurement of variables that can be associated with online consumer behaviour, such as the aspect of trust, quality of services, perceived risk and purchase intention. These variables can be measured and statistically evaluated to analyse relationships between them. The numerical data will then be gathered among respondents and analysed to test the relationship between variables and come up with findings that can be generalized to a wider population (Lewis and Thornhill, 2019).
[bookmark: _Toc224521887]3.2 Research Design
Research design is a general structure of data collection and analysis of a study (Creswell, 2014). It gives a systematic outline, which helps the researcher to answer the research questions and meet the research objectives. An effective framework will make the data gathered relevant, reliable and suitable to address the research problem.
This paper follows the quantitative research design, which aims at gathering quantitative data and exploring its statistical values to display correlations among variables (Hair et al., 2019). Quantitative marketing and consumer behaviour research methodologies are popular due to their ability to measure systematically the attitudes, perceptions and behaviour intentions of a large sample.
The study will use a cross-sectional survey design in which the data will be collected from respondents at a single time. This method will be suitable for analysing the perceptions of consumers and for defining behavioural trends in the online marketplaces. 
The main constructs that will be analysed in the study are platform trust, seller trust, service quality, perceived risk and consumer purchase intention. The trust of the platform is the trust of the online marketplace held by consumers, and the trust of the sellers is the trust of individual sellers. Service quality is the consideration of consumers of the general service experience, such as the reliability of the delivery, the support of the clients, and the ease of use of the platform. Perceived risk reflects the issues of the quality of products, safety of payments, or uncertainty of delivery of products when buying electronics online. Purchase intention entails the probability of consumers purchasing electronic products using online marketplace systems.
The survey approach will be implemented by a structured questionnaire because a survey provides a researcher with an opportunity to gather information about a large number of participants as well as measure the perceptions in a systematic manner (Lewis and Thornhill, 2019). The respondents will include consumers in the United Kingdom who have bought electronic products on the online marketplace platforms in the last 12 months.
Another approach that the study takes is a cross-sectional one, which is frequently applied to examine consumer perceptions and behaviours in a certain population (Bryman and Bell, 2018). This will enable the study of the role of platform trust, quality of services and perceived risk in consumer purchase intention in online markets.
[bookmark: _Toc224521888]3.3 Data Collection
An online questionnaire survey will be used in data collection as primary data. Primary data are those collected directly from participants in the conduct of particular research (Saunders, 2019).
The target population will include consumers in the United Kingdom who have already bought electronics products online, including smartphones, laptops or tablets. The qualifiers will be as follows: the participant has to be a UK resident, and he/she has to have bought electronics online in the last 12 months.
The researcher intends to gather answers from about 200-300 respondents, deemed to be sufficient in the quantitative analysis (Hair et al., 2019). The questionnaire is to be sent through email and social media.
The responses will be quantified out of a five-point Likert scale that will range between 1 (strongly disagree) and 5 (strongly agree). Likert scales are a well-known method of measuring attitude and perceptions in the field of consumer research (Bryman and Bell, 2018).
[bookmark: _Toc224521889]3.4 Data Analysis
The Statistical Package for the Social Sciences (SPSS) will be used to analyse the data. Respondent characteristics will be summarized by using descriptive statistics (means, frequencies and standard deviations).
The internal consistency of measurement scales will be approved with the help of reliability analysis based on Cronbach's alpha (Hair et al., 2019). The correlation analysis will be used to observe the relationship between trust, service quality, perceived risk and purchase intention.
Lastly, the independent variables (platform trust, service quality and perceived risk) will be tested on the dependent variable (purchase intention) using multiple regression analysis. The methods will aid in testing research hypotheses as well as the strength of the relationship of variables.
[bookmark: _Toc224521890]3.5 Ethical Considerations
The right and privacy of participants are safeguarded with the help of ethical considerations (Saunders, 2019). The participants will be given clear information concerning the study, and their participation in it will be voluntary, and they can withdraw anytime.
The survey will be anonymous, and no personal data will be requested. All information will be kept confidential and utilized as part of an academic work. The information will not be gathered as sensitive data like financial details or identification information, and the data that is gathered in the research will be safely kept.
[bookmark: _Toc224521891]4. Expected Findings
It is assumed that the results of this research are going to show that platform trust and service quality can play a vital role in consumer purchase intention in the Internet-based electronic market in the United Kingdom. The past researches in e-commerce imply that consumers tend to buy items in sites which offer satisfactory services, open policies and safe payment methods (Karah anna and Straub, 2003).
It is hoped that institutional trust among the consumers will increase with a centralized marketplace where a well-developed logistics system, customer support, and buyer protection policy lead to high consumer institutional trust. These platforms tend to provide organised service procedures like tracking of orders, returns and dispute-solving systems, which assist in minimising uncertainty in online transactions and enhancing customer trust in general.
The role of the seller's reputation systems will also play a crucial role in the determination of consumer decisions. The customer reviews, seller ratings, and feedback systems allow customers to assess the reliability and credibility of sellers and get the required information before making a purchase. This kind of openness enables a consumer to make better decisions and builds confidence in online markets.
[bookmark: _Toc224521892]5. Limitations
Although this research has the potential to contribute to the field, it has a number of limitations that need to be mentioned. First, the research design to be used is the cross-sectional research design, which implies that the data will be gathered at one point in time. This means that the study might not be able to capture altered consumer attitudes and behaviour over time.
Second, the research will use self-reported data of the survey gathered among the participants. These responses can be biassed by the response bias, social desirability bias or biassed recollection of previous buying experiences.
Third, this take a look at is confined to the United Kingdom's digital electronics market. On the one hand, this gives an opportunity to research the unique neighborhood situation in Element, but then again, it can prevent the possibility of generalizing the results to different countries or cultural environments.
[bookmark: _Toc224521893]6. Timeframe
	Phase
	Duration

	Proposal Approval
	Week 1

	Literature Review
	Week 2

	Survey Design
	Week 3

	Pilot Study
	Week 4

	Data Collection
	Week 5

	Data Analysis
	Week 6

	Writing Dissertation
	Week 7

	Final Editing
	Week 8


[bookmark: _Toc224521894]7. Conclusion
The given research will study how platform trust, service quality, perceived risk, and consumer purchase intention relate in the UK online electronics market.
Through the examination of various online platform models, the research seeks to give a more in-depth insight into the effect of the platform structures and attributes of the service on consumer confidence and their decision to purchase.
The results will become part of current knowledge on e-commerce and online consumer behaviour and provide a practical contribution to online sellers and platform administrators.
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