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ABSTRACT
The work reports on the findings of a study carried out on the exploring the ability of e-business in creating competitive advantage 





with Amazon as the case study. A case study  method was used and one Amazon online seller was interviewed and several Amazon buyers via video calls. The use of the internet has rapidly increased over the years and continuously improving.  Like any other field e-business is growing fast. The use of the internet for trade specifically for e-retailers could bring about improved ways of conducting business over the internet and consequently gaining an increased competitive advantage. Customer buying experience of e-business websites also can act as a source of competitive advantage for e-retailers. This sources of competitive advantage when known to e-commerce owners will greatly improve business performance and increase customer stickiness to their e-business websites.
Moreover, e-commerce firms are customer oriented and most of their activities are centralised around customer satisfaction consequent stickiness. The study used the case of Amazon. This dissertation would therefore, highlight the key benefits of e-commerce and how it can increase competitive advantage. Also from the online shoppers experience can be used as source of competitive advantage. What they expect on a website and what makes them stick to a website. How e-commerce retailers can adjust their online platforms to increase customer stickiness. 
The study adopted a qualitative methodology and data was gathered and analysed as such. The findings e-business sources of competitive advantage from the e-retailers point of view and what encourages customer stickiness. The study came up with some of the problems faced by customers and possible recommendations to the company.
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[bookmark: _Toc64735597]CHAPTER ONE
[bookmark: _Toc64735598]Introduction
1.0 [bookmark: _Toc64735599]Introduction to the Main Area of Research
For the past decades the use of internet and the web for business transactions and operations has rapidly increased.  E-businesses make up a significant part of the country’s economy and can be regarded as an industry on its own. This is no different for the UK as the UK is said to have the most advanced e-commerce industry in Europe according to the office of National Statistics in 2018.  The Office of national statistics (2018) defined e-commerce as “the buying or selling of goods and services, conducted over internet network by methods specifically designed for the placing and receiving orders.  E-business, (electronic -business) can be defined as conducting business transactions over the internet, not limited to buying and selling but also offering services to customers and cooperating with business partners, the utilisation of the internet and interaction on this networks can help companies accomplish some core business goals which are; trade enhancement, increased business agility, empowerment of customers, extension of enterprise in a virtual manner, invention and evolution of services and goods and the development of new markets and attracting new audiences (Chen 2004, Shamar 2000).
Competitive advantage Porter (1985) is the value a firm is able to create for its buyers that exceeds the firms cost of creating this advantage over other competitors. Various organisations adopt e-business strategies for varied reasons and recognized benefits, some of these include, better information management, better integration of suppliers, vendors and customers, lower cost of business transaction, better understanding of the market, an expanded geographical coverage and better channel partnership and supply chain (Damanpour 2001). 
Based on the various trading partners and form of transaction taking place e-business are distinguished by this various category. E-business can be classified into four main types.
· Business- to consumer (B2C). A good example will be online sellers or retailers.
· Business to Business (B2B). This involves two e-business exchanging services or information. 
· Consumer to Consumer (C2C). An example will be auction web sites like vintage app where individuals can sell their used clothes to other customers.
· Consumer to Business (C2B). This involves individuals offering services to businesses. 

[image: ] 
Fig 1: Classification of e- business according to type of buyer and seller.
(Chen, S. 2005)

1.1 [bookmark: _Toc64735600]Aim of the Study
E-commerce is greatly changing the economy of the UK and is significantly impacting the way in which businesses are conducted. E-business strategies have forced a good number of companies to migrate to the internet to find new ways in which to expand their businesses, compete, attract customers, and increase profitability. This paper will be focused on the impact of e-business strategies in creating competitive advantage and particularly in the Business to Consumer (B2C) type of e-business retailers’ transaction. The B2C type of is often associated with buying and selling of goods and services on the internet also known as e-commerce and this form of e-business replaces traditional sales channels (Griffith and Palmer, 1999). How e-businesses attract and retain customers by aligning products and services to the needs of customers and making sure this good and services are delivered to them efficiently and effectively to ensure customer stickiness to the website. The study will use Amazon as a case study.
This research just looks at e-commerce and not e-business as a whole. It is important to clarify the distinction between both. Although e-commerce focuses primarily on transactions with a firm’s clients such as purchasing , that is buying and selling online, e-business extends the organisations connectivity vendors, staff and business partners (Rodgers et al., 2002; Searle, 2001; Martin and Matlay, 2001), i.e., the entire supply chain management. Nevertheless, some of the literature reviewed will indicate that these terms have been used interchangeably to mean the same thing according to the authors. Also, for this work, the term will be used interchangeably throughout the study to mean buying and selling online.
1.2 [bookmark: _Toc64735601]
2

1.3 The Main Research Questions
1.  What are they main potential sources of competitive advantage in e-business used by online retailers on Amazon?
2. How does online buying experience act as competitive advantage? Evidence from Amazon e-business customers.
1.4 [bookmark: _Toc64735602]Objectives of the study
· Find out the potential of e-business in creating competitive advantage
· How do e-retailers utilize this source of competitive advantage to improve their business performance and sales
· What attracts customer stickiness to a particular e-business company
· Does the quality of website increase customer satisfaction?
· Get a better understanding how customer satisfaction on websites can increase competitive advantage for sellers.
· Possible recommendations to improve customer experience on Amazon.
1.5 [bookmark: _Toc64735603]Significance of  The Study
The research seeks to explore the various sources of competitive advantage created by conducting business principally online e-retailers for Amazon UK.   As a result, the advantages of successfully using e-commerce will be highlighted and presented to retail business owner. The various advantages would be discussed in the work.
The research would help in improving overall business performance of e-retailers on Amazon. This research will help them gain a better understanding of their customers’ desires and wants. The research would investigate what attracts and pushes away Amazon customers. With this information the business would be able to provide more superior services to satisfy their customers, attract new customers and keep them loyal.
In addition, the research would be beneficial to consumers as it would improve the level of service they would receive from Amazon.  The research would also help Amazon customers to better understand e-business websites as they would identify what increases their customer stickiness to a website and what they think can be done to better such that experience. 
The research in itself is exploratory and would prepare a fertile ground for future research in this domain and subject matter. More in-depth research can be carried out on the subject matter as it is a continuously emerging field and technology in itself is evolving every day.
1.6 [bookmark: _Toc64735604]Organization of the Research 
1. Chapter One: Introduction: This chapter endeavours to provide an overview of the study, the main focus area of the dissertation, aims of the study, the objectives and significance of the study. Background information of Amazon and their prime value proposition. 
2. Chapter Two: Review of the Literature: It introduces the issues surrounding e-business and competitive advantage. The concept of e-business, and how e-business creates competitive advantage. How website quality impacts customer stickiness to a website and what digital marketing is.
3. Chapter Three: Research Methodology: For this chapter a reliable research methodology would be proposed and explained how it’s going to be used to attain the research objectives. Furthermore, this chapter would outline how data would be collected and analysed to get the research results. 
4. Chapter Four: Findings and Results: This chapter presents the data collected from the methods in chapter three is analysed and results and findings obtained.
5. Chapter Five; Conclusion and Recommendation: For this chapter the research questions would be addressed and as well as suggestions for further research on this topic. Finally, e-retailers will be given recommendations about how to use e-business and improve website quality to gain a competitive edge.  
1.7 [bookmark: _Toc64735605]Background info on Amazon. 
This dissertation will use the case study of Amazon as an on-line retailer, Amazon.com. That is the Business to Consumer(B2C), even though Amazon.com conducts many forms of e-business transactions like the Business to business(B2B), consumers to other consumers (C2C) and Business to Consumers (B2C). The study’s main focus will be on the business to consumer fraction, meaning how Amazon.com serves its consumers and retains customers. A brief company history of the company will give us a sense of how the company has evolved over the past five years to where it is today. The study will look at strategies used by Amazon.com and their use of the internet, technologies to grow its retailer business and manage customer relationship. In the final part we’ll look at Amazon’s financial performance and some of the challenges they may be facing and make recommendations on the company’s future strategies and conclusions. Amazon’s overall financial revenue and customer count from all its e-business transactions such as B2B, B2C OR C2C will be used as the metrics for company’s success and its ability to gain competitive advantage.
1.8 [bookmark: _Toc64735606]Amazon’s E-business Strategy and Key Factors of Success
Since the launching of Amazon.com, the company has used acquisitions, strategic partnerships and alliances, improve website services that have helped in attracting new customers and maintaining old customers.
Key Factors for Success
1.  Good mastery of Market and Industry
Amazon’s founder spent quality time in studying the book market before launching Amazon.com and also understood the us and potential of the internet. Amazon.com had the first mover advantage of being the first online store for books. Amazon saw an opportunity that others in the industry failed to see and utilized. Bezos had a good understanding of the potential of the web to connect people anywhere, with any product. 
2. Amazon Prime Membership
As it continues to make strategic moves, the Amazon brand shows signs of increasing subscriptions. Amazon is generally regarded as the e-commerce pioneer and for a variety of good reasons. The Amazon marketplace brings retailers and buyers together, resulting in one of the most successful and best e-retail model ever devised and delivering a plethora of shopping, facilities and more that are truly one of a kind creation. Amazon has set benchmark after benchmark, during its life time, always reinvesting in sole income to help spur company growth, resulting in little quarterly losses. Nevertheless, this has resulted in one of the most popular shopping portals on the internet today.Amazon’s  fast growing subscription is a must -have for the company.(MarketLine 2016)





[bookmark: _Toc64735607]CHAPTER TWO
[bookmark: _Toc64735608]LITERATURE REVIEW
2.0 [bookmark: _Toc64735609]Introduction
Firms are progressively incorporating electronic business (e-business) into their current data systems (IS) and business measures to accelerate changes along the activities on their value chain, achieve constant communication, lower operating costs, and improve adaptability and flexibility (Lee and Whang 2001). E-business comprises an integral segment of most organisations business strategies, helping organisations to grow, identify business sectors or markets, and outperform their rivals. In this research, e-business is characterized with the application of web and  Internet-based technologies to direct both downstream and upstream business activities along the value chain (Zhu and Kraemer 2005 cited by Bui) At this phase of development of e-business, everything that constitutes a market- goods and services, industrial structure, trade and rules for industrial rivalry, regulations and laws, is currently being redefined. This raises various new issues for new businesses (Chen 2004). Chen goes ahead to give the implications of e-business on industries.
· New markets and Channels of distribution 
· Efficiency gains
· Death of distance
· Death of Time
· Radically redefining existing products/ services
· Personalised product
· Marketing “free” products. 
Chen views e-business strategies applied to businesses as a tool that produces positive outcomes for a firm’s competitive advantage. He uses the points listed above as the outcomes of firms migrating to the internet or internet-based business

2.0 [bookmark: _Toc64735610]AIM OF RESEARCH AND RESEARCH QUESTIONS
This paper will focus on the opportunities and a critical view on the advantages of using e-business in conducting business and how e-commerce creates competitive advantage.
Objectives
1. What are they key sources of competitive advantage in e-business used by online retailers on Amazon?
2. To gain a better understanding  how the buying experience and shopping satisfaction can impact customer stickiness that increase the e-business’ competitive advantages

2.2 [bookmark: _Toc64735611] E-business strategy
Concept of E-business
The term Electronic business(e-business) or online business was coined by IBM’s marketing and internet team in 1996, to refer to business transactions and information that include the buying and selling of goods, communication between customers and company, services and the exchange of information over the internet.  (McKendrick, 1999). Over the past two decades, the concept has been defined in different ways. The concept of e-business has been comprehensively studied by a good number of scholars. Based on the continuous innovations in e-business models and ICT, the concept of an e-business system is being built to transform business activities into electronic ones by providing secure asses to multiple employees, users, partners, contractors to corporate information and resources and assets (Neykova 2019, Chaffey 2007)
In a definition by Al-Dabagh (2019) defines e-business as the replacement of ineffective existing methods of communication flow in an organisation’s supply and value chain with new ones using internet based, computing and information technologies. E-business frees up capital resources like personnel, material, cash and time which can then be redistributed  to higher value task, resulting in increased revenue for consumers and suppliers. 
By its very name and meaning, e-business implies the use of internet based technologies, but for what purpose?  Present methods of information flow inside and outside organisations were replaced with E-Business. Current methods of information flow back and forth can be slow and costly  resulting in cost that are unsustainable in highly competitive environment ( Al-Dabagh 2019). 
E-business strategy is a long-term plan an organisation to implement the appropriate digital technologies to handle its electronic communication with all stakeholders, both internally through the intranet and externally through the extranet to customers, partners and suppliers. With the right e-business strategy companies have the potential of gaining competitive advantage.
Sachdeva (2007)  strategy is the course of action and general approach that an organisation would take to achieve its objectives. The course of action chosen by all levels of management -top, middle, and lower -mis referred to as strategy. Knowing that retaining a customers is less expensive than acquiring a new one, most managers put a high priority on keeping their customers coming back. 

2.3 [bookmark: _Toc64735612] Digital Marketing
Marketers are increasingly using the electronic media to advertise and sell their products and services, and digital marketing is the method of embracing internet based advertising activities. It provides marketers with new ways to engage directly with consumers 24hours a day, and seven days a week. It also paves the way for big, medium and small companies to effectively market their goods and maintain direct communication with consumers.  In todays’ fast growing technological environment, it is rare to meet someone without a cell phone or a laptops (Ramesh & Vidhya 2019). 
In a study Ramesh and Vidya, digital marketing has a greater effect on consumer online buying behaviour. Also, digital marketing has become a vital part of all business firms, especially small businesses to provide information about their products worldwide economically, hastily and easily. But due to the number of marketers entering digital marketing, confuses the customers by offering variety of products and services, innovative promotional tools, and ease of information it is difficult for the marketers to retain customer loyalty. It also confuses the customer to take online buying decision. Thus, marketers must maintain contact with their consumers 24 hours a day, seven days a week, using effective communication strategies to provide immediate solutions for costumer queries and in particular to offer what was promised in their advertisement.  
According to a study on Amazon fresh by MarketLine (2016), the study indicates that the entry of Amazon into the selling of fresh foods and grocery is due to a use a disruption in the UK online food and grocery industry and has caused major players like Tesco and Sainsbury’s to make adjustment to their online food and grocery store. Amazon, through its prime subscription ensured good logistics, while lowering prices of major brands to increase the competition with major players and attract more customers which to a higher extend was successful.
In another study carried out by, Alam and Yasin (2010), website design, usability, product range and delivery performance are all factors that affect customer loyalty and satisfaction when it comes to online shopping. All these specific factors significantly influence consumer loyalty, satisfaction and increases the firm’s competitive advantage against its rivals. However, the study did not find time saves as a direct and significant effect on customer satisfaction.

2.4 [bookmark: _Toc64735613] Dimensions Of E-business
E-business is conducted in various dimensions, Business to business, (B2B) Business to consumer(B2C), Consumer to Business (C2B), Consumer to consumer(C2C). Depending on the dimension of E-business being carried out the potential to create competitive advantage may vary. That notwithstanding, generally they may use the same kind of channels for marketing and also explore the same digital and IT tools for competitive advantages. In the case of Amazon their retail engages in the different dimensions of e-business mentioned above.
According to Zhu et al (2019) the potential of e-business strategy in increasing competitive advantage also depends on the entrepreneurial perception and the firm’s executives’ perceptions of the organisation. E-business brings about emerging business opportunities that affect the competitiveness of firms. Emerging e-business opportunities are a series of circumstances that force a company to rethink its processes, marketing, and services in order to for digital retailing. According to the literature on corporate entrepreneurship strategy, entrepreneurial perception is a way of subjectively conceiving that accounts for emerging potential business creations and organizational capital mobilization to reach beyond current goods, services, markets and competencies (Kor et al (2007), Neil and York (2012) cited by Zhu et al 2019). 
Middleton (2006) brings to light the various aspects of e-business strategy. Infact we have never seen anything like it, and many have said that the internets penetration into business practices has rendered the old rules of strategy and competitive advantage obsolete.  The reverse is true, according to Harvard Business School professor Michael Porter.  ‘The only way to achieve a sustainable competitive advantage – by operating at a lower cost, by commanding a premium price, or by doing both.’ Since the internet continues to erode industry profitability while having no propriety operational advantages, it is therefore more necessary than ever for businesses to stand out via strategy. The winners would be those who see  the internet as a supplement to conventional forms of competition rather than a cannibalisation of them.
Another consequence of the growth of the internet networks as a business medium, has been a shift in power from the seller to the buyer. The integration of computing, networking and information in the form of personal computers(PCs) connected to the internet over a network has sparked a revolution in the way business is conducted. Users of these applications have access to almost anything ,at any time, from anywhere (Middleton 2006). In this view, e-business maybe gaining competitive advantage but not still making profit according to Porter as it is the customer that then to have more power.

2.5 [bookmark: _Toc64735614]Concept of competitive advantage
Though there are several definitions of competitive advantage the creation of value that surpasses that of other producers operating within the same market is the milestone behind the concept. Competitive advantage refers to the nature of an organisation’s performance relative to competitor (Harney 2016). Competitive advantage according to some scholars is defined as an organisations unique advantage it holds over its competitors and others measure competitive advantage by the financial performance of the firm. An increase in returns means an increase in gaining competitive advantage. Given the various theoretical perspectives on the principle of value creation, scholars have sub divided the concept into two different to ease the understanding of the concept. The two dominant approaches to competitive advantage are the resource-based view and the Porters five forces.(Pilinkkiene et al 2013).

2.5.1  Resource Based View of Competitive Advantage 
The theory of competitive advantage began with the industry focused approach, developed in the 1960’s, which was since the competitiveness of the market is dependent on the external environment of the industry and the company’s ability to adapt to these external environments. This theoretical approach to competitive advantage had as limitation the failure to explain diversity because not all companies operating in the same market are forced to use the same strategy to gain competitive advantage. Studies based on this viewpoint, focused focus on the firm’s internal resources and capabilities analysed with the firm’s external environment. The resource-based view of the firm was firmly represented by scholars, Barney (1991), Aaker (1989 and other scholars. These scholars based their view on the combination of resources and capabilities which are essential in creating competitive advantage (Lippman and Remelt (2003) ct Pilinkkiene et al 2013).

2.5.2 Porters Five Forces of Competitive Advantage
Porter (1880,1998) emphasised the importance business structure and company operations (producing goods or services). Porter proposed in the 1980’s that competitive advantage can be described as the role of a company’s attractiveness and its competitive position in the market (Porter 1980). According to Porter, a company’s market position has an impact on competition, which changes industry structure and competitors reactions. A changed industry structure can force a company to change its strategy in order to gain a competitive advantage and stay in the market. Porter established the five forces that form the foundation of a firm’s competitiveness in this light. They are; threat of substitute, threat of new entrants, the bargaining power of suppliers, the bargaining power of buyers and industrial rivalry (Porter 1980).
Porter (1998) argued that competitive advantage cannot be completely understood by looking just at the firm as a whole but also looking into detail the many activities that a firm undertakes in producing, marketing, designing, delivering and supporting its products, that is the whole supply chain. Hence, he identified the Value Chain model.  The difference between value that is what a buyer is willing to pay for a product or service and the cost of producing it determines the profit. Porter (1998) also identified three generic strategies that companies can use to gain competitive advantage in the industry, cost leadership, differentiation and focus. In all, Porter’s approach to competitive advantage is directly related to firms increasing profit. The more the profit the more successful the firm in gaining competitive advantage. 

2.6 [bookmark: _Toc64735615]E-Business and Competitive Advantage
E-business may be understood as one of the IT- dependent strategic choices to create value and competitive advantage in business (Pilikkiene et al 2013). However, most researcher have carried out intense research on the impact of IT on competitive advantage rather than the impact of e-business on competitive advantage. An approach to the study of e-business as a value creation source have been analysed by scholars such as Methlie (2003), Barnes et al (2003), Chen 2005 and other scholars cited by Pilikkiene et al 2013)
In a study carried out by Pilikkinie et al (2013), e-business solutions may improve business processes such as supply chain management, resource planning system, e-commerce and other diverse benefit for the business especially the on the value chain. However, this does not necessarily mean that e-business strategy impacts the financial performance of a company.
In a study conducted for e-commerce users of major Swedish and American Beheshiti et al (2006). Through lowering staffing requirements and lowering business costs, the integration of information and electronic technology into business processes and strategies will provide a unique opportunity for a company to maintain or improve its competitive nature. This improves organisational flexibility, customer responsiveness, and suppliers relationship. However, he emphasises the importance of closely examining both the market requirements and the technologies in order to find a good match. The following are some of the study’s financial implications; 
· Shorter supply chain and less product handling
· Postponing Product differential until after the order is placed
· Reducing facility and processing costs
· Decreasing inventory cost through centralization
· Improving Supply chain coordination through information sharing.
Furthermore, firms can minimise transaction and agency cost by using non-cooperating e-business strategies. By the use of low cost networks to meet consumers regardless of their geographic position, e-business will help businesses boost revenue. Many businesses in the industries such as travel and hospitality, technology, transportation, banking and pharmaceutical, among others, have increased revenue and enlarged their consumer base by conducting business electronically, according to Violino(2001). Furthermore, these businesses  gather information about their clients in order to boost marketing campaigns, revenue and customer support.
On the one hand, e-commerce websites take an important tool for making e-business gain competitive advantage. E-commerce websites move out to millions of people looking for a particular kind of product or service online, it presents organisations to generate business value, lower overall cost, enter new markets, and gain access to new customers (Al-Dabagh (2019), Marks and Warrel, (2003), all of which help businesses gain a competitive advantage. The use of web services would assist the company in making effective use of its services (Bell et al 2007). 

2.7 [bookmark: _Toc64735616]Theoretical Frameworks 
According to shin’s “strategies for competitive advantage for e-commerce”, the researcher uses two theoretical frameworks to illustrate the impact of e-businesses on competitive advantage and the marketing mix, as well as suggesting strategies for achieving competitive advantage. The McCarthy’s (1960) marketing mix and Porters’s (1980,1985) five competitive forces.  The study outlines the following as strategies used by online businesses to gain competitive advantage.
Product Strategy: E-businesses easily provide information about products and services to customers without customers having to travel to stores to compare prices and inspect products in stores. This reduces cost and time for the costumers. Also, in offline businesses consumers often rely on storekeepers or retailers to aid them in the search and this can lead to retailers taking advantage of the consumers and charging higher prices (Azadi & Rahimzadeh 2012)
The paper also suggests that e-businesses to be managed efficiently and effectively, have to use different marketing- mix for the promotion of their products and not the traditional marketing mix.
Shin concludes that an examination of e-business strategies based on the five competitive forces and four marketing mix reveals that no precise e-commerce strategy exist because competitive advantage vary across industries and markets.

Gaining competitive advantage, on the other hand, necessitates relying on tried and true strategy concepts. Maintaining a distinct strategic positioning, using e-business technologies to increase performance and competitive advantage, maintaining top management support, emphasising the quality of e-business operations, and maintaining good system protection and security are all important success factors.
However, Phan (2002) argues that, “although one can argue that the spectacular successes of many e-businesses may be due to the advance of e-commerce today, we have seen that those who abandoned fundamental ways of competing eventually fail.” The study uses the case of Intel co-operations to illustrate this. Intel has maintained its strategic role in global markets by leveraging e-business to improve its distinctive positioning, operating, performance, and competitiveness. According to Phan (2002) e-business companies should integrate the traditional competitive advantage strategies in the e-market place to gain long lasting benefits from e-business.
Due to the development and improvement in technology, organisations seeking to be successful in the future are striving to put in place a successful e-business strategy. This has become a major problem for businesses and is affecting almost all organisations as the endeavour to stay competitive and improve efficiency(Rodgers et al., 2002). According to Waters (2000), e-business has become an unavoidable reality, almost as essential to commerce as the telephone. Some authors suggest that it impossible for firms to compete today without an e-business strategy.(Rodgers et al., 2002). 
 Rodgers et al (2002), used an exploratory multiple case study approach to highlight the issues of internet and e-business uptake within a community of selected UK SME’s. The finding of these study show that while SMEs use some type of internet technology in day to day operations, the majority of them are not adding value  through e-business. Despite the lack of clear evidence, that this SMEs could gain competitive advantage by implementing e-business strategy, this study unveiled some evidence that demonstrates the potential for creating a competitive advantage in SMEs by using e-business. Present  models and structures ,on the other hand seem to be inadequate for SMEs to follow the e-business trend (Afuah and Tucci, 2003; Jelassi and Enders, 2005). The value of internet technology, its early acceptance, and successful usage are all challenges for SMEs , according to the report. This may also be true for major corporations like Amazon.com. 

Also, in a study conducted by Amit and Zott (2001) on “Value Creation in e-business.” The used 59 companies for their research and their analysis revealed four primary and interrelated value drivers for e-businesses: novelty, complementarity, efficiency and lock-in. Novelty, e-business using the traditional value creations sources of new products, distribution or marketing or the expansion into new markets through the innovation of these sources, e-businesses innovate in the way they do business in the structuring of transactions. The further explain by giving the example of e-bay the first company to introduce customer-to-customer auction on a large scale.
Complementarity, when a bundle of goods together provides more value than the total value of goods having each of the goods separately.
Efficiency, transaction efficiency is highlighted as one of the primary value drivers of e-business. Search cost, selection range, information availability and simplicity, speed and scale of economies are easily achieved by e-businesses as compared to traditional off-line businesses.
 The degree to which consumers are encouraged to participate in repeat transactions, as well as the extent to which strategic partners have incentives to sustain and strengthen their relationship, increases the value-creating potential of an e-business. The four primary value drivers of e-businesses reveal that value creation in e-businesses goes beyond what can be realised through the configuration of the value chain (Porter, 1985), the formation of strategic networks among firms as an illustration of the resource-based view of the firm (Dyer and Singh, 1998), or the exploitation of firm-specific core competencies (Barney, 1991), theory of value creation in e-businesses.

Nonetheless, Raymond and Bergeron (2008) conducted a report on the corporate strategy of e-business capabilities focused on strategic alignment. Prospectors, analysts, and defenders are all included in Mile and Snow's (1978) strategic typology. Strategic alignment is derived from strategic management and organisation theory analysis, which holds that organisational success is determined by the coherence or "fit" of two or more factors such as policy, structure, and technology. (Burns and Stalker, 1961cited by Raymond and Bergeron 2008). 
In this light, coherence is a complex quest for harmony between the organisation and its environment, as well as for internal resource organisation to facilitate this alignment (Miles and Snow, 1984). Given that strategy serves as a mediator between the company and its climate, it serves as a concrete coordination process, and organisations' technology must be consistent with their strategy if substantive competitive advantage is to be achieved. The creation of e-business capabilities within a company can take several forms.
Technology is used by companies in various ways to improve their operations. E-communication, for example, refers to the promotion of a company, its goods and services, online catalogues, and communication with other business associates such as customers and suppliers/vendors through websites designed for that purpose(Turban et al., 2000). The second most popular type is "e-business intelligence" or "business intelligence," in which a company scans its commercial, technical, and competitive environment using the scope and breadth of knowledge available through the internet in order to enhance operations, make better decisions, and discover new products-market(Hill and Scott,2004). The third type of e-business growth, namely "e-commerce," is transactional in nature and remains difficult to implement successfully, particularly for SMEs. It is concerned with the purchase and sale of products and services over the internet and through web-based technologies. (Rayport and Jaworski, 2001)E-collaboration is another way to use e-business. It entails incorporating and exchanging information about the extended value chain that connects the firm to its upstream and downstream business partners through the internet or extranets. This enables stakeholders in the same sector or network organisation with similar goals to collaborate on design, growth, production, and management of product life cycle(Cassivi et al., 2004). He concludes that a large percentage of companies (77%) have established e-intelligence activities, which include scanning the commercial environment and/or prospecting for new markets through the internet. SMEs, on the other hand, are much less likely (35%) to have created e-business applications to sell their goods and services. Still less (30%) use e-collaboration in R&D with their business partners to create new products and services. 
The implementation of E-commerce in businesses has positive advantages to the business such as better supply chain and procurement, ease in outsourcing functions, sales teams are more effective, being able to locate lowest cost suppliers, improved collection of customers information for database, more effective management of remote manufacturing site and improve customer services especially through reviews. Furthermore, implementing E-business strategy in business also comes with other attributes like.
· Access for customers to catalogues and –24hours /7 days.
· Improve ease, speed and immediacy of customer ordering.
· Increased accuracy, efficiency, and time needed for updating and delivering product and/or service details.
· Improve business, industry, or competitor intelligence gathered through data collection and research.
· New distribution channels for some products and services through electronic delivery, such as product design collaboration, publications, apps, translation services, banking, and so on.
·  Expansion of consumer base and markets for export
· Free up workers to concentrate on more strategic activities by and routine administrative tasks (invoices and order records).
· Improved accuracy, quality and time required for updating and delivering information on products and/or services.
· Enhance market, industry or competitor intelligence acquired through information gathering and research activities. (Al-Dabagh 2019).


2.8 [bookmark: _Toc64735617]CONCLUSION
One thing is for sure, the internet's scope is increasing rivalry in almost every industry. Amazon exemplifies the impact of being able to expand a company's competitive scope internationally across the internet, spreading costs over a larger sector. However, there are still legitimate arguments to be made to determine if this is true, and several studies show that research on the topic is still small.







[bookmark: _Toc64735618]CHAPTER THREE
[bookmark: _Toc64735619]Research Methodology
3.0 [bookmark: _Toc64735620]Purpose 
The purpose of this study is to evaluate the impact of e-business on firms' competitive advantage in Amazon.com as case study and to establish foundation for further and testing for exploring the effect of e-business on competitive advantage. This chapter will present the methodology to be used in the study.  Business research is the systematic inquiry that provides systematic knowledge (Sachdeva 2007). Research methods are the techniques that are used for conducting research including data collection and analysis tools (Kothari, 2004). This study uses the case study method to conduct the study and as such the research necessitates the use of qualitative methodology and the study will use qualitative tools in data collection. The study will use semi structured interviews, focus groups and observation developed following the general guidelines in the existing literature (Klein 2007, Podsakoff et al, 2003, Anderston and Gerbing 1988).  Given that Amazon.com’s transactions transcend geographical and cultural boundaries in the business world and also operates with more than a thousand e-commerce owners.  Wherever possible I have used previously published measurement scales with multiple measurement items that demonstrate good dimensionality (Anderson and Gerbing 1988).              	
Before any data was collected participants were briefed on the objectives of the research, participants anonymity and confidentiality to avoid respondent social desirability bias and clearly explained to respondents there were no right or wrong answer for the questions (Grimm 2010, Podsakoff 2003).  Also, questions were asked not asked in a particular order to reduce the chance of respondents answering all questions in a similar pattern (Klein 2007). 
Furthermore, the sampling technique that will be used to select participants for the study will be the non-probability sampling. Random selection is how a researcher draws the sample for his study from a population. For this study the sampling method will be the purposive sampling.  According to Sachdeva (2008), in purposive sampling, researchers choose participants arbitrarily for their unique characteristics, attitudes, experiences or perceptions. For this study, participants will be those who sell online and those shop online on the Amazon.com.
This chapter is divided into three main parts; the first will be the various research designs available and applied to this study, the second will look at the data collection methods and the third will look at the way the data collected will be analysed and measurements used and why these were used.
3.2 [bookmark: _Toc64735621] Research design, Research Methods Available and Choice of Research method
The study aimed to address two main research questions which are first the attempt to measure the impact of e-business strategy on competitive advantage and secondly what attracts consumers to shop online and how website quality influences customer loyalty and satisfaction.

3.2.1 [bookmark: _Toc64735622]Qualitative Research design
A case study will be used, and qualitative research approach will be adopted in this research.  According to Saunders et al (2012), the interpretative philosophy is commonly associated with qualitative analysis methods. Qualitative researchers are interested in people world view i.e how people make sense of their surroundings. (Merriam, 2009). 
A case study is a research project in which one case (single case study) or a small number of cases (comparative case study) in a real-life setting is chosen, and then the scores obtained from these cases are analysed qualitatively. A research project in which a practice-oriented or theory-oriented research goal is formulated and accomplished is referred to as a "study." In this event, the term "case" refers to the object of study, while "real life meaning" refers to the object of study as it exists (or has occurred) in fact, without any manipulation. 
“Qualitative analysis" refers to analysis focused on visual inspections of the case's scores rather than statistical analysis. The single case study, in which data from one instance is sufficient to achieve the research objective, and the comparative case study, in which data from two or more instances is needed to achieve the research objective, are the two forms of case studies. Other study techniques could use measurement methods that are typically associated with case studies, such as the "qualitative" interview and the use of "multiple sources of evidence."
While quantitative data can be used to produce the scores to be analysed in a case study, the analysis of the scores of the cases to generate the study's result is performed qualitatively rather than statistically(Jan & Hak2008).
 


3.2.2 [bookmark: _Toc64735625]Research Design for this Study
This study is going to use the qualitative method design whereby, the qualitative research designs are combined in a single research design (Saunders et al 2012). Qualitative methods make use of research techniques such as interviews and observation. For this study the research methods adopted is the case study method for the research objective to be attained. This method will provide semi-structured interviews that will provide rich data that can be used in understanding the proposed relationship (Eisenhardt 1989). 
Another method that will be used for this study will be the use of secondary archival data from the office national statistics on the performance of e-business in general. Edited sources are edited primary sources, a second-hand version (Sachdeva 2008) The information obtained will not be specific to this study as suggested from relevant literature. Also, the company's financial reports emphasizing the company’s profits/loss and sales information further illustrates the potential of its e-business strategy gaining competitive advantage and statistics of e-business growth and performance from national office of statistics in the UK over the past five years.


3.3 [bookmark: _Toc64735626]Justification for using this design
This dissertation adopted the case study method for the collection of data for this study. This method makes use of qualitative data collection techniques and hence the collection of qualitative data. 
A qualitative design will also assist in achieving the broad purpose of the study and a broader understanding and collaboration of the research questions. Employing both approaches to this study will further strengthen and enhance the integrity of findings . Some writers go into greater detail on how case study analysis can be used for testing purposes. For instance, Bonoma (1985) proposes a four-step method for conducting theory-oriented case study research. Case study analysis is also recommended by Johnson et al. (1999), Wilson and Woodside (1999), and Hillebrand et al. (2001) as a strategy for hypothesis testing (cited by Jan and Hak 2008).


3.4 [bookmark: _Toc64735627]Data Collection Methods
This portion of the dissertation will describe the various data collection instruments that the researcher intends to use. The qualitative data for the analysis will be collected using the different data collection methods described below. Data is a list of descriptors for natural phenomena, such as the product of experience, observation, or experiment, or a set of promises. This can be in the form of numbers, terms, or pictures, and it's often used to represent measurements or observations of a collection of variables (Sachdeva 2008). Primary and secondary data will be included in this analysis. 
a. [bookmark: _Toc64735628]Observation

Observation involves the systematic noticing and documenting of events, people's behaviour in the social setting chosen for the research, as well as the describing, examination, and interpretation of those events and people's behaviour (Saunders et al 2012). The research will use two methods of observation: participant observation and formal observation.

b. [bookmark: _Toc64735629]Interview

In study, an interview is characterised as a structured conversation between two or more people that requires the interviewer to establish a familiarity with the interviewee, ask concise and direct questions that the interviewee is willing to answer, and pay attention to (Saunders et al 2009). The interviewer has the ability to probe and ask follow-up questions because he or she is working directly with the respondent. This can be done face to face or through the telephone interviews or through computer assisted personal interviewing (CAPI). The organised, semi-structured, and unstructured interviews are the three main forms of interviews. For this study interviews were conducted over the telephone.
c. Focus Groups                                                                                                                                                                                                                            
Focus groups are a common tool of data collection in qualitative research. The group consist of people from six to twelve, who asked questions by the researcher on their views, opinions, beliefs and attitudes towards a particular subject matter. The questions are usually posed in an immersive community environment with participants who are free to respond.
3.5 [bookmark: _Toc64735630]Data Analysis
When data has been gathered from interviews and observations, it has to be processed into information so as to make sense out of it. Different analysis methods are used to analyse both qualitative and quantitative data. For this study, only the qualitative research methods where used so only qualitative methods of data analysis will be used. Quantitative data can be analysed by using, thematic analysis, grounded theory and regression. 
When analysing data, common tests are used to determine the relationship between the two variables. Thematic analysis will be used in this study. - A qualitative data analysis approach for finding, analysing, and documenting trends or themes within data is thematic analysis. The main goal of these data analysis methods is to thoroughly explain the data while also identifying the main themes.

3.6 [bookmark: _Toc64735631]Justification for the Data Analysis methods used in the Current Study.
The thematic method of data analysis has been used because, it allows the researcher to pick up relevant themes and get detailed meanings of the data gathered. This method is also very flexible and less complex. Such flexibility provides the researcher to provide a detailed, apt and rich interpretation of the data acquired. This data analysis approach will be used because it can be used to analyse the data, making the analysis more understandable and allowing the reader to better understand the findings.

3.7 [bookmark: _Toc64735632]ETHICAL CONSIDERATIONS

For this analysis, ethical considerations were taken into account. Participants were given consent forms and participant information sheets that explained the study's intent, what was expected of them, why they were being asked to participate, and any risks involved in the study.
Participants confidentiality was strictly implemented. Participants were informed that all information they provided would be kept confidential, that their involvement was completely voluntary, and that they could leave the study at any time. These forms were then cross-checked by a supervisor before being sent to the university.


[bookmark: _Toc64735633] CHAPTER FOUR

[bookmark: _Toc64735634]Data Analysis and Results

4.0 [bookmark: _Toc64735635]INTRODUCTION
This chapter will present the data gathered from various respondents, including e-business owners on Amazon and e-business customers on Amazon, through unstructured and semi-structured interviews, for the e-business seller and customers, respectively. The analysis of the data collected is further described followed by a discussion of the research findings. The findings presented are in accordance with the research topic of this study, exploring the potential of E-business on creating and increasing competitive advantage.  Data was therefore analysed to identify, describe and explore the potential of e-business in creating competitive advantage for e-business sellers and how customers are attracted to buy on e-business platforms. The study was qualitative in nature and used qualitative methods of data collection.
4.1 [bookmark: _Toc64735636]Analysis of Respondents
The research was intended for Amazon e-business sellers and buyers, but while conducting the research could successfully interview just one Amazon e-business seller. On the other hand, I interviewed more of customers who shop online generally and particularly all have membership accounts with Amazon. A total of three interviews were conducted via WhatsApp video calls including two focus group discussions. A total of twenty people participated in this research.  All the respondents have had an experience with Amazon using e-busines platform the Amazon app or website either for buying or selling or are familiar with the concept of e-commerce. 
The e-business seller has been selling on Amazon for a period of time more than five years and has gained and had a variety of experience with using e-business platforms. Some of the customers have used the been buying from Amazon for years longer years but most have not used the platform for more than five years, so they have less experience.  The focus groups where split in two according to age of the participants the older age group of 30+ years made focus group one and the second focus group was made up of the younger participants of 18 to 25years of age.
4.2 [bookmark: _Toc64735637]Analysis of response to Interview.
Interview ONE. (Amazon E-business Seller)
The first interviewee was the E-business owner on Amazon. They own a sports apparel online shop on Amazon. This store has been operating on Amazon for more than five years.
  
Amazon is an e-business platform with many different online stores and e-business sellers. Amazon has a great impact on business to consumer or B2C selling. Amazon has highly automated most parts of their business and is a customer centred e-business company. This makes it easy for customers to discover sellers and sellers’ products also to be easily sold on the platform. 
The company’s customer centred approach makes it easy for the transfer of information within the app and makes the shopping experience very convenient for shoppers. Features like the Amazon Prime memberships and one click buying. 
Also, Amazon has a range of warehouses where the store sellers’ goods and are accurate when it comes to delivery. So, sellers do not have to worry about their clients getting their products on time. This goes a long way to help the e-business retailers to retain loyal customers.
The automated services offered by Amazon on the sake of their e-business retailers is a form of adverts enjoyed by Amazon e-retailers. Products are advertised to potential buyers based on their previous purchases made on the app or their search activities. This helps sellers to be discovered even more easily.
[bookmark: _Toc64735638]What are the competitive Advantages that can be gained from being an e-retailer especially on Amazon? 
The e-business retailer: “I cannot compare my business with offline business owners because of the difference in platform where we operate. But one thing for sure that makes selling on Amazon or being an e-retailer is that fact they are not bound by geographical borders and that  in its self is competitive advantage already.” 
They cannot compare themselves accurately with an offline business because they have never operated one to know their business functions. But as an e-retailer they will prefer an online store 
It breaks all geographical boundaries, and your products can view by all potential buyers interested in buying that particular products and she does not have to directly pay for that advert and publicity. On the other hand, in the case of offline shops, the customer base is limited as they are bounded by geographical boundaries and have to pay for adverts and publicity in the areas where they are found or on the platforms the use. Through the companies automated system products are suggested to potential customers due to pass purchases even when they do not search for this product. This increases awareness for the buyers and always helps in quicker turnover for the e-business retailer.
“It is also easy to become an e-retailer on Amazon and cheaper she added. Like myself, I joined Amazon from hearing about it on Youtube and when I was sure I wanted to join I just simply did from the comfort of my home.” The cost of joining as pertaining to capital and tax, rents when compared to a physical store is very cheap. The pay about £35 a month for subscription fee and joining the platform as a seller is really easy and hassle free. Sellers don’t have to stuck a lot of goods as well. 
Another area where they gain competitive advantage as online retailers  she said “U can start online very little, and it also gives opportunity to grow. She joined Amazon with a stock of about five items, really small capital and over the years the business has been growing.”
Payment for goods to e-retailers is made easy. Amazon has created a highly secured system. Amazon processes the transactions between buyer and seller and sellers receive their money without any complicated processes. 
Amazon also organise a good number of training programmes for e-retailers. Some of this training external companies can be used to educate and better train their e-retailers to understand the market, the nature of e-retailing and to gain a competitive edge in their personal business and to grow the company and implement the company’s strategies and business processes. This has been one of the main contributing factors to the growing of their company.

4.2.1 [bookmark: _Toc64735639]How has it improved your business performance? 
E-retailers response; “Online retailing is good because you can easily monitor what your competitors are doing and quickly match what they are doing, see the gaps and feel to gain a competitive advantage. Price wise and new products as well.”
It is safer to sell online especially with the covid-19 pandemic. Many traditional offline stores have been forced to shut down due to bankruptcy. Also, the compulsory lock down implemented by the government of the UK.
Owning and operating your store only online saves the seller on cost. Online stores pay very little considered to offline stores that have to pay rent and other taxes. E-retailer also save of employment of staff. Amazon provides for all the services that make their website run smoothly.
Everything is going digital now. The world is on increasingly going digital and e-business is greatly gaining grounds more than before. Can reach people easily
As an e-retailer they will advise for all small business owners to preferably start online even if they want to migrate back to a physical store in the future. As an e-retailer you can start very small with little capital and few goods and expand over time.
4.2.2 [bookmark: _Toc64735640] Recommendations
It is also easy to become an e-retailer on Amazon and cheaper. The cost of opening a physical store is more expensive as compare to an online store, like paying taxes, renting the place, adding infrastructure to sample the things you have to sell and employing staff as well. It also inconvenient because with physical stores you always have to be there for the business to be open and functioning but with online stores you can sell from anywhere example from home.
U can start online very little, and it also gives opportunity to grow. She said from her own experience she started just very little very few items and now she has grown over the years and has a whole collection of products she sells. 
The next couple of interviews where the discussion groups to know what attracts and keeps e-customers loyal to a particular website.


 

Interview two
Focus Group (ONE)
A total of then people participated in the first focus group discussion. The questions asked where to know how long they have been shopping on Amazon, to know if certain products pull them online, what keeps them loyal to an e-business website and what does not and recommendations they can give to Amazon to make their services better. Questions were asked in this order.
1. How long have you been shopping online?
2. How do you perceive online shopping?
3. How long have you been shopping on Amazon?
4. What do you find easy to buy on Amazon and are they any products you buy exclusive on Amazon and why?
5. What will make to choose an online store rather than a physical store to get these products?
6. Give some of the most important features you will want to experience on an e-commerce website
7.  Please give some of difficulty you face when using or accessing an e-business website.
8. How often do you shop online or visit e-business websites and Amazon particularly?
9. What attracts you to repeatedly visit an e-business website
10. What keeps you away from returning or visiting an e-business website 
11. What specific areas of an e-commerce website would you use most often when you visit. 
12. What would you say are some of the potential risks of a customer using an e-commerce website?
13. What recommendations can you make in regard to the improvement of Amazon’s e-commerce websites

The above questions were asked in the order outlined above and the answers below are typed following the questions above.


1. Most of the participants in this group have been shopping online generally and not particular on Amazon for ten years and 10
2. 8 years
3. Health like teas, everything when you don’t know a physical store that sell what you need, Books especially, baby items, few clothes but rarely 
4. Fluidity ease access info and items, payment procedure should not be complicated but should be secure, images of items should be quite clear, and description should be really clear and easy to understand and specific to the product.  Amazon website also encourage buyers to write feedbacks that encourage other buyers to make informed decisions to buy the products displayed on their website.  Also, they like the fact that Amazon website suggest other things of the same category according to customers purchasing behaviour. 
5. Customers complained of Amazon sets default shipping cost on some products even when they are qualified for free shipping and buyers have to go back to their orders and search how to manually select the free shipping. Of which the process should be automated. When navigating from one area to the next in a website is difficult like their devices ‘freezing’. Some products are not clearly described, and customers cannot understand, like some product descriptions are non-specific or vague and do not bring out the specific qualities that distinguish that product and its function. On Amazon when product is out of stock there is no functionality to notify customers when these products are back in stock, also some products do not come as they looked on their pictures on the or were described on the websites based on their quality and functionality
6. Majority of the respondents visit Amazon every week more so because of the corona virus pandemic. But by visiting does not mean they are necessarily buying. If they need a product, they go on the Amazon app or website search for it if the find it the then save the item and add it to their baskets for later and sometimes end up deleting this product from their baskets without buying them.
7. The Amazon app and website is easy to find the items you want, saves time you do not have to leave the house, it is convenient, can find a variety of items to choose from, from other customer feedbacks and make an informed decision. But nevertheless, if you need a product for immediate use they will also go for the physical stores.
8. Reasons why customers stop visiting a website often; Late or failed deliveries, when products delivered are not what you ordered, bad customer service, difficulty to access customer service. difficult to navigate, products are not available. When you click on links and products and they do not open, payment, when not feeling secured to put in your personal information and financial details. But when it comes to security Amazon is highly applauded. 
9. Most of the respondents are pulled by these factors to stay. loyal to Amazon Catalogues and product search is seamless and stress free, respected delivery time. On the other hand, what they use on the app but are not happy is the chat functionality to ask about products and more details about a product. Customers cannot directly contact the e-business seller on the Amazon app to ask their questions but have to go through the general Amazon chat panel which most often they receive automated answers or left unanswered.
10. What pushes customers from an e-business website is Fraud, fraudsters can use your bank details and hack your bank account and confidentiality, what you get may not be what you want in terms of quality, size and pictures are different from what you get. 
11. To inform customers when product that when out of stuck are now in stock. Tighten security. 
-Customers should be able to contact sellers directly when they have a problem with the product or. 
-Also, if it is possible for e-retailers on Amazon to add short videos of how products can be mounted and assembled by customers will be really great, because in physical stores agents can be sent to help you assemble these goods at your home or you are showed how to do it in store it done for you.
-Very importantly Amazon should carry out quality control checks to make sure what e-retailers put up in pictures and what they describe a product to be should actually be true especially beauty products, clothes and human hair.





Interview Three
Focus group 2. (Seven participants)
1.) They have been shopping online generally not just on Amazon for five years
2.)  The respondents perceived online shopping perceive online shopping as a faster way of getting what you need and going straight to what you need no distractions between causing you to buy things not related to what you originally intended to buy, and sticking to your budget especially as many e-retailers are available on the same platform with competitive prices
3.) All respondents own an Amazon account and have been shopping on Amazon for about five years and less.
4.) Respondents prefer to shop on Amazon because of its credibility, they get proper customers review of the items you want to get and able compare them with products in the same category and get the best choice available. Things frequently purchased on Amazon by respondents; electronic devices, food stuffs like grains and seeds not common in the UK, and also health and wellbeing products like things used for dieting purposes because they feel they understand the quality of the devices from the descriptions. Other products they will prefer to get them from other places.
5.) Respondents prefer shopping and revisiting Amazon because; on Amazon there is variety of the products and the search is specific, and they can get exactly what they want. Whereas in a physical store you may not end up getting what you went in for and may end up getting the wrong quality or bad quality since the specific item was not available. Also, with physical stores you may need to travel several stores to be able to compare sellers and get a good deal or travel several stores to get specifically what you want. That makes it very inconvenient, and a lot of time wasted. Whereas with online shopping and with Amazon they can shop at their convenience and not depending on closing or opening hours. Can always leave the items in their baskets do a lot more research about the item and make a more informed decision before buying it.  Buying on Amazon also save them the hassle of going through a physical store checkout procedure and following queues.
6.) Respondent are attracted to online stores that categorize Items in different sections for easy search, easy checkout not lengthy and complicated but are secure and treat their financial and personal details confidential.   
7.) Respondents identified this the following as reasons why they stop visiting online websites or apps, Lengthy checkout, lack of categorization of items or goods
8.) Most of the respondents visit the Amazon website on a monthly basis
9.) Respondents gave the following factors as the factors that make them loyal or continuously visit Amazon’s online store; The delivery time of products, quality of product that you get is good, authentic and match description.
10.)  Factors that will make them stop buying or visiting an e-business website are Lengthy delivery time, adverts popping up and up structing your search while using the app or website, e-businesses should get apps. Better to go on a site that has got an application because of security reasons like; Google can lead you to wrong websites and getting viruses on your device,  if financial and personal information handled well and confidential then will encourage to keep coming back, when questions are answered about products and services in time, search and find things you want to buy on the website, like when the Amazon gives more suggestions of complimentary or similar products to what they are getting.
11.)  The use Amazon website only for Shopping. Most of the respondents have never used the customer services. 
12.) The respondents outlined the following as possible risk associated with online shopping Personal and financial details getting copied and used by fraudsters to withdraw money from their accounts and use their personal details for other purposes.

Recommendations
13.)  Respondents recommended the following for Amazon to put in place to keep their customers stickiness. Like other departmental stores, Incentives like gift cards, or a point system for all their customers and description of products should be more detailed. 

4.3 [bookmark: _Toc64735641]Analysis of Key themes from Focus Group Discussions
Both groups of the respondents are familiar with the use of Amazon website for shopping. 
Also, both groups have almost the same factors that set off and encourage customer stickiness to a website which are security, easiness to navigate website and search for products, suggestion of similar and complementary products and the ability for customers to write reviews.
Customer reviews online helps them make informed decisions on products they want to buy.
All respondents will want Amazon to do quality controls to make sure the quality of products in the description and picture actually match the product the e-retailer is going to ship to the costumers.



























[bookmark: _Toc64735642]CHAPTER FIVE
[bookmark: _Toc64735643]Recommendations and Conclusion
5.0 [bookmark: _Toc64735644]INTRODUCTION
This chapter's primary goal is to summarise the entire dissertation and present conclusions or results for each research questions. The key research issues will be discussed and revisited. In addition, the study's limitations will be discussed, and potential recommendations for future studies on this subject will be made. Furthermore, guidance on how e-retailers can use e-business platforms to gain a competitive edge, as well as how e-business website quality can be used to gain a competitive advantage for e-businesses in general.
The researcher applied an explorative research and results obtained via semi structures and structured interviews. Interviews were conducted with e-retailers and e-buyers to further research and understand the subject matter. More specifically the study the study aimed to look at how e-businesses can gain competitive advantage and how website quality can greatly impact their ability to gain competitive advantage in attracting and gaining loyal customers in the case of Amazon.

5.1 [bookmark: _Toc64735645]Conclusion

5.1.1  Analysis of the findings in relation to the research questions
This portion of the report will concentrate on the research questions or priorities, as well as determining if the outcomes of the interviews and focus group discussions addressed the research questions.

1 Research Question One: What are the key sources of competitive advantage used by e-business retailers that makes them more successful. The case study of Amazon. Why will e-retailers choose an online store over a physical store to start their business?                                                                                 
 The research objective aimed to find out the main ways in which e-businesses create competitive advantage for e-retailers on Amazon.  why an e-retailer will prefer to have and online store over a traditional offline store. Also, the main business functions and processes of the e-retailers Online store.                                                                                                                  In response to this problem, the researcher was able to identify the most important business processes within the Amazon, used by specific e-retailer and the general e-business industry as a whole. Also, the study was able to find out how e-business create competitive advantage especially over traditional offline stores. 

From the study, the following points where derived as the key sources of competitive advantage enjoyed by e-retailers that the cost of opening and maintaining an online store is cheaper than a physical store and greatly saves on cost, retailers can start with very little capital and grow, payments are hassle free, there are no geographical boundaries for their stores and also do not pay for adverts done by Amazon.  

Furthermore, with the world increasingly going digital and online is taking over especially with the outbreak of corona virus. Therefore, the use of the websites and e-business platforms for conducting business will improve on cost, increase seller’s ability to know and stay up to date with what their competitors are doing and the ability to sell more of their products as they customer base is very proud.    

From the interview one could gather that, online business is becoming increasingly popular in recent times and also successful for the e-retailers with regards to Amazon.  With the world becoming more digital and IT driven the e-retailer advised that most off-line retailers should consider transferring their business to online platforms like Amazon which are already established and will help train them on becoming even more successful.   

                                                                                                                                                 
2 Research Question Two: How does online buying experience act as competitive advantage? Evidence from Amazon e-business customers. How does website quality impact customer satisfaction and stickiness? What are the factors that attract customers to an e-business website and make them loyal to that site or revisit the website when in need of a product or service? 
                                                                                                                                                       
This research question set out to understand customers perceptions towards online shopping, and on Amazon specifically. The research question also set out to understand what makes customers revisiting an e-commerce website. 
                                             
From the information gathered the study was able to find out the main reasons that encourage customer satisfaction, dissatisfaction and consequently customer stickiness to an e-business platform. (using e-business platform for website or online store app). Respondents were able to give their general perceptions and expectations for e-commerce platforms and what they believed could be done to increase customer satisfaction and keep more loyal customers.

The main reasons advanced by the Amazon customers interviewed for factors that attract and keeps them loyal to Amazon; the security on the website is top notch, easy to navigate website therefor making shopping experience overall enjoyable and stress free, well organised store making search easy and easy to compare prices and make an informed decision, ability for customers to write comments and other customers can read, availability of a large number of retailers and products available and good delivery speed. Amazon has implemented a good number of this factors in their online store hence the reason why they are referred to as the world’s largest e-retailer. 
Nevertheless, with regards to Amazon it is difficult to be loyal to a specific store because customers have no contact with the e-retailer as they can cot contact Amazon sellers directly as on other e-commerce platforms. Also, customers complain of not receiving notification on products that have been restocked when they had initially wanted to buy them, and they were out of stock. Respondents also complaint of Amazon setting default payment on shipping even after their products are eligible for free shipping. Most often they have to go back to cancel their payments and to take off the default shipping payments. If these processes are improved this will greatly increase customer stickiness to their website. 
 From the focus group discussion, respondents identified that online shopping was convenient, helped them saved time and made them stick to their budget. Respondents also recommend that Amazon can introduce incentives like store discounts, membership cards and coupons for all their customers. Description of goods should be more detailed; quality control checks should be made by Amazon to make sure what retailers describe and show in pictures matches what retailers get and finally if Amazon can tell retailers to add short videos on assembling or mounting procedures for products that need them.


5.2 [bookmark: _Toc64735647] Discussions of the results with regards to the literature Review.
From the results of the study, the e-business retailer on Amazon said that the adoption of e-business processes and business information systems, e-business would greatly improve the performance of businesses and increase their competitive advantage. These authors adoption of e-business for conducting business processes also increases the power of the customers over the buyer which may greatly impact profit. The research was qualitative in nature and briefly presented the financial performance of Amazon over the past five years which indicates increasing profits over the years. The company has also been able to secure a large customer base not bound by geographical boundaries, gain entrants into new markets and offer premium prices for goods.
This is in line with some authors in the literature but contrary to the view of other authors who think the implementation of e-business components and strategies in a business does not necessarily means an increased competitive advantage. Also, from the literature review, the adoption of e-business processes suggests that there is an increase level and better communication with the customers. This is not necessarily true as a good number of Amazon customer respondents said they was no communication with sellers on Amazon. In case of any uncertainty about a product or lack of understanding of the product description, they can only talk to the automated chat panel or an Amazon agent which most often does not really solve their worries. So, they suggested that Amazon, makes it possible for buyers to be able to talk to e-retailers. 

From the interview results with the e-retailer, e-business helps entrepreneurs easily set up their business as the cost starting and e-business is relatively low and opening a physical store for a retailer. It reduces the cost of employing new staff, paying high street rents, enhance industry competitor intelligence through information gathering as well as enables little capital to be a retailer on established e-business websites like Amazon. This is in accordance with the literature review, some studies indicated that the implementation of information communication technology tools into a business reduces the need for many staff and makes staff concentrate on more strategic matters. Nevertheless, other research indicates that for retailers that open their individual websites, the experience high cost of using and maintaining their e-business websites. Also, in case of breakdowns of websites or when websites are going through some maintenance procedures, business is completely shut down for such e-business sellers this may have very huge impacts on the e-retailer.

Results from the interviews conducted with the Amazon customers, shopping online actually saves them time to go the stores, availability of catalogue 27/7 making it convenient for them to shop at any time, improved ease, speed in customer ordering with the Amazon click and buy, quality and time required for updating delivery information on products, the variety of products. But on the other hand, the potential risk associated online shopping also acts as factors that push customers away from shopping online such as, fraud and e-business owners using their personal information for other purposes.

The first thing we need to understand about e-business is that the concept itself is perplexing, since it applies to both the creation of tools for conducting business processes online and the underlying technology protocols and specifications needed to operate the various applications (apps and websites) over the internet. 
 
Even with the above risk faced with the use and implementation of e-business processes, Amazon as an e-business leader has proved that the implementation of e-business strategies helps “petite” e-retailers start-up and grow with relatively more ease.
5.3 [bookmark: _Toc64735648]Recommendations to e-retailers and Amazon.
The implementation of e-business strategies to an online based retailer like Amazon indicates the level of benefits and success associated with conducting business online. Amazon, as an e-retailer has an easy to copy business strategy by other e-business retailers and has no niche market as well. Most of their customers do not have a particular product that pulls them to buy only from Amazon. With the fierce competition in the industry from other e-retailer giants like e-bay are gradually gaining more market share and increase their product range as well. I’ll advice that Amazon has a product range that whenever that product is mentioned the first place a customer thing about is Amazon. 

Also, Amazon should, put in pace communication services that help customers communicate with the e-retailers they are interested in getting their products. This will help customers make a more informed decision and increase the trust and loyalty of customers to the company. Also, Amazon should ensure proper quality checks on the products sold by their e-retailers. The pictures and descriptions used to display products are not always the same as the products customers get and may not serve the purpose for which these items where bought. This may cause customers to lose their trust in the company and consequently not shopping from the company. But if these customers are able to talk to the e-retailers before purchase and still get such problems then after purchase it will be associated most often with that specific retailer and no the company as a whole.

5.4 [bookmark: _Toc64735649]Limitation of the Study
When conducting research, the researcher is bound to encounter certain constraints. These weaknesses may be found in aspects of the research design or methodology that influenced the study's interpretation. The following are some of the study's main limitations.


1) Sample size   

The study's first significant flaw was its small sample size. The study had a relatively limited number of participants. As a result, it was difficult for the researcher to make meaningful suggestions based on the information gathered. Research of this nature required a larger sample in order to ensure that results can be generalised.
2) Lack of access to Organisation and people
 The research was hampered by lack of access. It was difficult to contact Amazon and also difficult to get e-retailers on Amazon on my own. Most of the information used was information got from secondary sources. Contacted the e-retailers privately not through the company as I could not get a response from the company. Most of the respondents complained of being busy and not having time for lengthy discussions. The denial to access is very disturbing as can cause the research to come to a standstill and the researcher not completing the research within the allocated time.
5.5 [bookmark: _Toc64735650]Scope for further /future Research 
This  area of business much research is needed and can be carried with the ability to combine multiple e-businesses as well as multiple research methodologies. Findings from this research can open doors to improved e-business services and new business opportunities for e-business owners.
More time should be allocated to researchers in order to enhance future studies. So that the researcher can utilize multiple research methodologies and multiple data collection tools and a bigger research sample. This will allow the researcher to arrive at much more credible results which can be more generalized.
5.6 [bookmark: _Toc64735651]Reflection on The Research Process.
I have learnt a lot from carrying out this research. First, it has improved my time management skills; every week, I had a particular task to complete, and I ensured that this task was completed. Such an ability will be beneficial to me throughout my life, especially in my future career.
I also have a better understanding of how to make critical analysis with the help of my supervisor. This has improved my critical thinking skills, as well as my analytical capacity and the way I manage and handle knowledge. I was able to review papers, documents, and other related literature and create themes as a result of my study.
In addition, through the process of carrying out this research I developed organizational skills. I had to organize all my work and the material gathered so as not to lose any relevant material. This is a very important skill preparing me for my future career as most jobs will require multi-tasking. 
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[bookmark: _Toc64735653]APPENDIX
INTERVIEW QUESTIONS
ORDER OF SEMI-UNSTRUCTURED INTERVIEW FOR AMAZON E-RETAILER
	· Why did you decide to open your store online generally and why Amazon in particular
	

	· How is adopting e-business helping your business performance and sales
	

	· In what ways do you think running your store online increases your competitive advantage rather than owning a physical store.
	

	· How has being an e-retailer changed the way you compete with other co retailers of the same product on the e-business platform. (Amazon)
	

	· Any recommendations you would like to give to traditional offline business owners.
	


  
ORDER OF SEMI STRUCTURED INTERVIEW FOR AMAZON CUSTOMERS
	1. How long have you been shopping online?
2. How do you perceive online marketing?
3. How long have you been shopping on Amazon?
4. What do you find easy to buy on Amazon?
5. What will make to choose an online store rather than a physical store?
6. List two of your most important features you will want to experience on an e-commerce website
7.  Please list two difficulty you face when using or accessing an e-business website.
8. How often do you shop online or visit e-business websites?
9. What attracts you to repeatedly visit an e-business website
10. What keeps you away from using a website
11. What specific areas of an e-commerce website would you use most
12. What would say are some of the potential risks of a customer using an e-commerce website
13. What recommendations can you make in regard to the improvement of e-commerce websites
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