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Abstract
The factors influencing customers' adoption of bitcoin payments in e-commerce are examined in this dissertation. The use of cryptocurrencies as a regular online payment method is still restricted, despite the potential advantages they offer, such as quicker transactions, international accessibility, privacy, and possibly lower transaction costs. Therefore, the goal of the study is to comprehend the technological, behavioural, and social elements that either encourage or prevent customers from adopting cryptocurrencies when making online purchases of products and services. The study used a secondary qualitative research design, an interpretivist philosophy, and an inductive methodology. Thematic analysis was used to analyse relevant scholarly articles and trustworthy secondary sources about bitcoin payments, e-commerce, consumer behaviour, and technology adoption. The results were further examined in light of the Diffusion of Innovations theory, the Unified Theory of Acceptance and Use of Technology (UTAUT), and the Technology Acceptance Model (TAM). The investigation revealed four primary themes: perceived utility; confidence and simplicity of use; trust, privacy, and perceived risk; and social influence and structural assurance. The results show that when bitcoin payments offer a distinct advantage over traditional payment methods and when the payment process is easy to comprehend, customers are more inclined to take them into consideration. Adoption, however, may be challenged by worries about security, pricing volatility, transaction errors, consumer protection, and regulatory ambiguity. Customers' confidence in making bitcoin payments may also be boosted by social recommendations and increased structural assurance. The study comes to the conclusion that expanding the use of cryptocurrencies in e-commerce requires not only the availability of technology but also the development of a payment process that customers find practical, straightforward, reliable, and sufficiently secure. It suggests that online merchants and payment service providers enhance the usability of payments, offer clearer information, and bolster customer protection and assistance.
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Chapter 1: Introduction 
[bookmark: _Toc237510017]1.1 Research Background
As more and more customers use online platforms with digital payment methods to buy goods and services, e-tailing has become an essential part of modern retail. Retailers are constantly searching for secure, efficient, and convenient payment options that can enhance customer satisfaction in cutthroat online marketplaces as e-commerce grows (Chaffey, 2015; Solomon and Russell, 2024; Mofokeng, Mbeya, and Maduku, 2024). Cryptocurrency has emerged as a potential alternative to conventional payment methods such as debit cards, credit cards, bank transfers, and digital wallets in online retail settings (Hollaus, Lampert, and Urak, 2022; Al Reshaid, Tosun, and Yanar Gürce, 2024; Jonker et al., 2019). Although cryptocurrency was first intended to be a decentralised digital currency, it has since been utilised in business activities, such as online shopping. Advocates contend that cryptocurrency payments can offer advantages such as reduced transaction costs, speed, privacy, accessibility for international transactions, and less reliance on traditional banks (Hollaus, Lampert, and Urak, 2022; Chaffey, 2015; Rogers, 2003). Nevertheless, despite these possible advantages, cryptocurrency has not yet achieved widespread adoption as a payment in e-commerce, and many customers still favour using conventional online payment methods that seem more dependable, secure, and familiar (Sadegh and Mashatan, 2023; Brakel et al., 2024; Mofokeng, Mbeya, and Maduku, 2024). As a result, using cryptocurrency for payments is both a technical and consumer behaviour challenge. Consumer decisions are influenced by attitudes, trust, ease of use, social influence, perceived value, financial understanding, and perceived risk. These factors are particularly important when shopping online, as customers are unable to physically inspect the products or directly control the transaction setting (Solomon and Russell, 2024; Venkatesh et al., 2003; Mashatan, Sangari, and Dehghani, 2022). For both academic knowledge and managerial practice, it is crucial to investigate the factors impacting the acceptance of cryptocurrency payments in e-tailing.
[bookmark: _Toc237510018]1.2 Problem Statement
[bookmark: _Toc237510019]Although cryptocurrency is increasingly seen as a technologically advanced payment alternative, consumer adoption in e-commerce remains limited. According to Hollaus, Lampert, and Urak (2022), Sadegh and Mashatan (2023), and Al Reshaid, Tosun, and Yanar Gürce (2024), there is a gap between the technological capabilities of bitcoin payments and their practical adoption by customers in online buying settings. Many customers are uncertain about whether cryptocurrency systems are practical, accessible, reliable, and secure enough for regular transactions, even though several stores and payment processors have started to provide them (Mashatan, Sangari, and Dehghani, 2022; Brakel et al., 2024; Zarifis, 2024). One significant problem is that studies on the adoption of cryptocurrencies have focused more on investment behaviour than payment activity. As a result, it is harder to pinpoint the precise elements that persuade customers to use cryptocurrencies instead of credit cards, PayPal, Apple Pay, or other well-known methods at the online checkout (Mofokeng, Mbeya, and Maduku, 2024; Jonker et al., 2019; Solomon and Russell, 2024). This indicates that there is therefore a need to investigate the factors that motivate or inhibit consumer adoption. The purpose of this study is to investigate the variables that affect customers' adoption of bitcoin payments in online retail.
1.3 Research Aim, question and objectives
Research aim:
To look into what motivates customers to use cryptocurrencies for online purchases.
Research question:
What aspects of e-commerce encourage customers to use cryptocurrency payments? 
Research objective:
[bookmark: _Toc237510020]• To determine the primary technological, behavioural, and cultural elements that affect clients' acceptance of cryptocurrency payments in online retail. 
• To critically examine how consumer choices to use cryptocurrency payments in online retail situations are influenced by trust, perceived risk, privacy, security, utility, and simplicity of use. 
• To assess how business practices for online retailers and payment service providers looking to boost customer acceptance of bitcoin payments can be informed by these adoption factors. 
1.4 Significance / Rationale of the Research Study
This study is significant because it addresses a new problem in consumer behaviour and internet commerce. Understanding why customers accept or reject cryptocurrency payments can help businesses make better strategic decisions about payment innovation, customer trust, service design, and communication as online retailers test out new payment technologies (Chaffey, 2015; Mofokeng et al., 2024; Jonker et al., 2019). Several popular digital and retail companies, including Overstock, Microsoft, Expedia, and Shopify, have been experimenting with or implementing Bitcoin payment methods. These companies either allow merchants on their platforms to set up cryptocurrency payment gateways or directly accept cryptocurrency at the point of sale (Due, 2023; Binance, 2024; Riotimes, 2024). It is crucial to comprehend buyer factors that support and impede these adoption patterns, as recent data indicates that the overall percentage of e-commerce merchants that accept cryptocurrency is still small and consumer usage is far from mainstream (Statista, 2025; Crypto.com, 2026; Al Reshaid, Tosun, and Yanar Gürce, 2024). The study is also of academic interest because it connects models such as the Technology Acceptance Model, the Unified Theory of Acceptance and Use of Technology, and Diffusion of Innovations with current data on cryptocurrency payments. It does this by applying existing theories of technology adoption and consumer behaviour to a quickly changing context of payments (Davis and Granić, 2024; Venkatesh et al., 2003; Rogers, 2003). Additionally, as regulations, legal clarity, and the perception of protection in the event of transaction errors have a significant impact on customer trust and structural assurance, the study may also be helpful for legislators and payment providers (Sadegh and Mashatan, 2023; Zarifis, 2024; Brakel et al., 2024).

[bookmark: _Toc237510021]1.5 Scope of the Research Study
[bookmark: _Toc237510022]The implementation of cryptocurrency payments by consumers in e-commerce is examined in this article. It does not attempt to thoroughly analyse the technical architecture of blockchain systems in general, nor does it regard cryptocurrencies primarily as an investment asset. Rather, the study focuses on the practical, psychological, and behavioural aspects that influence consumers' willingness to use cryptocurrency to buy goods or services from online merchants (Solomon and Russell, 2024; Hollaus, Lampert, and Urak, 2022; Al Reshaid, Tosun, and Yanar Gürce, 2024). The study will stick to a secondary research technique, which implies that rather than gathering fresh survey or interview data, it will rely on already published scholarly and trustworthy literature. 
1.6 Dissertation Structure
[bookmark: _Toc237510023]The dissertation is divided into five chapters. Chapter 1 introduces the topic, research problem, goal, objectives, research questions, justification, scope, and basic framework. Chapter 2 presents the literature review on customer behaviour, cryptocurrency payments, technology acceptance, and key factors driving e-tailing adoption. Chapter 3 covers the research philosophy, approach, secondary data strategy, theme analysis process, ethical considerations, and limitations. Chapter 4 presents the main conclusions under the themes of utility, usability, risk, trust, social influence, and structural assurance. Chapter 5 presents the study's basic conclusion, recommendations, limits, and suggestions for additional research (Saunders, Lewis, and Thornhill, 2023; Braun and Clarke, 2021).
Chapter 2: Literature Review 
[bookmark: _Toc237510024]This chapter examines significant theories and research that are relevant to consumers' acceptance of bitcoin payments in online retail. In order to better understand how consumers react to new payment methods, the chapter begins with a review of theories of technology adoption. Next, it examines how customers behave when they shop online. Then, rather than just discussing cryptocurrencies as investment assets, it discusses them as a payment method. The key research gap that this dissertation fills is identified in the section that follows, which also highlights significant findings from actual studies on adoption, trust, risk, and resistance.
2.1 Technology adoption theories
[bookmark: _Toc237510025]A solid understanding of technology adoption theories is necessary to comprehend why customers accept or reject cryptocurrency payments in e-tailing. These theories are helpful because they concentrate on how users' intentions, attitudes, and beliefs relate to their behaviour when they are exposed to new technology. According to Davis and Granić (2024), Venkatesh et al. (2003), and Hollaus, Lampert, and Urak (2022), these models help explain why some users view bitcoin as innovative and useful for cryptocurrency payments, while others view it as confusing, hazardous, or unneeded in comparison to traditional online payment systems.
2.1.1 Technology Acceptance Model
[bookmark: _Toc237510026]Perceived utility and perceived ease of use are the two main principles of the Technology Acceptance Model (TAM). According to Davis and Granić (2024), Venkatesh et al. (2003), and Hollaus, Lampert, and Urak (2022), usefulness is the degree to which a user believes that a technology will improve outcomes, and convenience of use is the degree to which a user believes that it is straightforward and minimal effort. According to Davis and Granić (2024) and Mofokeng, Mbeya, and Maduku (2024), the benefits of cryptocurrency payments might include quicker transactions, easy access in other countries, privacy, and reduced fees. The ease of use could include simple wallet setup, smooth checkout integration, and clear transaction processes. According to Chaffey (2015), Solomon and Russell (2024), and Sadegh and Mashatan (2023), consumers are more likely to favourably view and accept cryptocurrency payments if they are perceived as practical and simple to use. However, this is difficult because current options like cards, PayPal, or Apple Pay are already established and easy to use, so cryptocurrency must clearly add value and not be perceived as complex or technical.
2.1.2 Unified Theory of Acceptance and Use of Technology
By incorporating more elements that influence intention and behaviour, the more thorough Unified Theory of Acceptance and Use of Technology (UTAUT) expands on earlier adoption models. According to UTAUT, social influence, performance expectancy, effort expectancy, and facilitating environments all have an impact on adoption. Effort expectancy is comparable to perceived usability, and performance expectancy is comparable to perceived usefulness. According to Venkatesh et al. (2003), Davis and Granić (2024), and Rogers (2003), facilitating conditions are the resources and support that can help the user embrace the technology, whereas social influence refers to the influence of peers, media, or larger social pressure. UTAUT is particularly pertinent to cryptocurrency payments since acceptance is influenced by context in addition to technical judgements. For instance, if people in their local area aren't utilising cryptocurrency payments, if online businesses don't provide clear support, or if there isn't much guidance on how to make a secure payment, a customer may think that cryptocurrency payments could be useful but choose not to use them. According to Venkatesh et al. (2003), Hollaus, Lampert, and Urak (2022), Mofokeng, Mbeya, and Maduku (2024), and others, enabling conditions such as accessible payment gateways, consumer protection procedures, accessible wallets, and instructional support may increase the possibility of adoption. This implies that customers' adoption of cryptocurrency payments is more than just a question of taste. The digital setting in which the payment option is offered also has an impact. Platform design, the institutional environment, and the larger payment ecosystem are all important. This is especially important in e-commerce, where trust in the payment method and faith in the store is often complementary rather than confrontational (Zarifis, 2024; Brakel et al., 2024; Yang et al., 2015).
[bookmark: _Toc237510027]2.1.3 Diffusion of Innovations
[bookmark: _Toc237510028]By categorising adopter groups as innovators, early adopters, early majority, late majority, and latecomers, and emphasising elements like comparative advantage, compatibility, difficulty, trialability, and observability, Rogers' Diffusion of Innovations theory explains how new concepts and technologies are adopted over time (Rogers, 2003; Solomon and Russell, 2024; Chaffey, 2015). According to Rogers (2003), Hollaus, Lampert, and Urak (2022), and Mofokeng, Mbeya, and Maduku (2024), the adoption of cryptocurrency payments starts with early participants who are drawn by novelty, cheaper fees, or decentralisation. However, wider diffusion occurs when it is compatible with everyday payment practices, is less complicated, and offers opportunities to try crypto in simple, safe, and secure ways. The argument also explains why, despite widespread awareness, cryptocurrency payments remain in a small market. There is a gap between awareness and broad use because many customers are aware of Bitcoin and similar assets but do not yet view them as a practical instrument for everyday online transactions (Rogers, 2003; Sadegh and Mashatan, 2023; Decoding the bitcoin user, 2024).
2.2 Online shopping consumer behaviour
Since the selection of payment methods is an element of an entire purchase decision, it is crucial to comprehend online customer behaviour. Customers make decisions based on perceptions of the store, product, platform, payment system, attitude, habit, trust, and risk (Solomon and Russell, 2024; Chaffey, 2015; Saunders, Lewis, and Thornhill, 2023). They select payment options that they believe are contemporary, practical, safe, and unquestionably more valuable than conventional ones. Otherwise, they frequently employ routine techniques, particularly when a quick and easy checkout is crucial (Solomon and Russell, 2024; Davis and Granić, 2024; Hollaus, Lampert, and Urak, 2022; Yang et al., 2015). Due to the perceived danger of fraud, data misuse, or nonpayment, insufficient protection choices may have a negative effect on confidence and purchase intention (Yang et al., 2015; Kim, Ferrin, and Rao, 2008; Hidayanto et al., 2022). In turn, the relationship between uncertainty and action is mediated by trust and perceived control. The same dynamics hold for cryptocurrency payments, which are viewed not only as a purely technical or financial choice but also in the broader context of online buying. (Al Reshaid, Tosun, and Yanar Gürce, 2024; Mashatan, Sangari, and Dehghani, 2022).
[bookmark: _Toc237510029]2.3 Cryptocurrency as a payment method, not just an investment
[bookmark: _Toc237510030]The use of cryptocurrencies as investments or stores of wealth is at the centre of most public discussions about them. The usage of cryptocurrencies as payment methods in e-commerce, where adoption factors differ from investment behaviour, is the main topic of this research. While checking out, customers might not consider the worth of cryptocurrency assets even though they are aware of it (Hollaus, Lampert, and Urak, 2022; Mofokeng, Mbeya, and Maduku, 2024; Al Reshaid, Tosun, and Yanar Gürce, 2024). Fast settlement, worldwide access, some privacy, and occasionally lower fees are some of the possible benefits of using cryptocurrency as a payment method. In international e-commerce, where currency exchange and banking facility access are challenges, these advantages can be significant (Hollaus, Lampert, and Urak, 2022; Mofokeng, Mbeya and Maduku, 2024; Li et al., 2023). Furthermore, potential early adopters may find modern technology and decentralisation appealing (Rogers, 2003; Solomon and Russell, 2024; Chaffey, 2015). However, widespread adoption continues to be delayed by wallet complexity, unpredictable fees, regulatory uncertainty, and limited protection, especially in e-tail settings where speed, convenience, and dependable refunds are valued (Sadegh and Mashatan, 2023; Mashatan, Sangari, and Dehghani, 2022; Brakel et al., 2024; Zarifis, 2024). The literature highlights the need for a customised focus on usability, trust, and sensible payment conduct, but overall, it shows a promising future for cryptocurrency payments.
2.4 Key factors from empirical studies
[image: A diagram of a diagram

AI-generated content may be incorrect.]More thorough data on the particular elements influencing adoption or resistance in this field can be found in recent empirical investigations. Despite differences in approaches and settings, a number of recurrent themes may be found throughout the literature.
Figure 2.4 shows a framework for how the degree of trust, regulatory maturity, and technological preparation all influence how widely bitcoin payments are used in e-commerce.

Source: Based on Chainanalysis, ECB, and Capital One Shopping Research (2024), Nobel, M.L. and Giebe, M. (2025), "Cryptocurrencies in E-commerce: An Assessment of Their Integration into Online Shops, Shop Systems, and Payment Service Providers," International Journal of Retail and Consumer Research, Fig. 2.
[bookmark: _Toc237510031]2.4.1 Usefulness and ease of use
Adoption intention has regularly been found to be significantly predicted by utility and convenience of use. Mofokeng, Mbeya, and Maduku (2024) found that customer intention to use Bitcoin for online payments is influenced by performance and effort-related characteristics, self-confidence, and positive feedback outcomes. The findings show that consumers are more likely to consider cryptocurrency payments when they think the system can enhance the transaction outcome. Their model shows that when cryptocurrency is viewed as a more specialised form of payment technology, utility, ease of use, and related perceptions remain crucial.
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Figure 2.3: An expanded TAM model that links social influence, design, regulatory support, experience, trust, usefulness, simplicity of use, attitude, and behavioural intention for the adoption of bitcoin payments.  

Source: From Kim, D.-il (2025), "Application of Cryptocurrencies using Blockchain for E-Commerce Online Payment," Journal of Information Systems Engineering and Management, 10(3s), Fig. 2.
[bookmark: _Toc237510032]2.4.2 Trust, privacy, security and perceived risk
[bookmark: _Toc237510033]In the study of cryptocurrency payments, trust is a crucial factor. Mashatan, Sangari, and Dehghani (2022) claim that adoption intention is influenced by trust, which is shaped by perceptions of privacy, anonymity, traceability, and security. When viewed through the lens of trust, consumers interpret technical features in a way that may reassure some users while worrying others. For example, privacy and decentralisation may indicate autonomy for some users while raising concerns about fraud, tracking, or inadequate protection for others (Mashatan, Sangari, and Dehghani, 2022; Zarifis, 2024; Brakel et al., 2024). Similar findings were obtained by Brakel et al. (2024), who similarly came to the conclusion that offering the option to pay with cryptocurrency can alter the retailer's reputation and raise the perceived interaction risk. This suggests that payment design is a crucial strategic component of customer relationship management, not only a technical checkout detail, and that it affects trust in the transaction and the merchant (Brakel et al., 2024; Kim, Ferrin and Rao, 2008; Yang et al., 2015).
2.4.3 Resistance, volatility and structural reliability
Some of the research focuses on opposition rather than adoption. The ecosystem's instability and the absence of solid structural assurances including regulation, legal frameworks, ways to resolve disputes, and reliable service infrastructure are the reasons behind the opposition to cryptocurrency payments (Sadegh and Mashatan, 2023). In the context of online commerce, where customers anticipate refunds, records, and simple recourse, consumers may believe that the precautions are insufficient even if the technology is effective (Sadegh and Mashatan, 2023; Zarifis, 2024; Brakel et al., 2024). Flexibility increases resistance since everyday spending is unpredictable due to the quick fluctuations in value before, during, or after payment. Therefore, the acceptance of these payment methods is dependent upon both technological accessibility and the method's perceived stability for regular usage (Sadegh and Mashatan, 2023; Decoding the cryptocurrency user, 2024; Cryptocurrencies in E-commerce, 2024).
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Figure 2.2: Safety and security, technological standards, regulatory, and governance concerns in digital payment systems. 
Source: Researcher's adaptation of Kim, D. -il (2025). Using digital technology to apply cryptocurrencies for online payments in e-commerce. Journal of Information Systems Engineering and Management, 10(3s), Figure 1, "Building chain security process"
[bookmark: _Toc237510034]2.4.4 Social influence and confidence
[bookmark: _Toc237510035]Social influence is a significant component of technology adoption study. Venkatesh et al. (2003) claim that user decisions are partially influenced by the beliefs and behaviour of significant individuals. Customers may be influenced by peer groups, online communities, media coverage, influencers, and other public narratives regarding the legitimacy and use of cryptocurrencies while making payments. Additionally, Mofokeng, Mbeya, and Maduku (2024) highlight the impact of confidence and public opinion on the uptake of Bitcoin for online transactions. The researchers discovered that customers are more inclined to adopt a system if they believe they can use it themselves and if they are exposed to successful instances or positive recommendations from others. People may be more inclined to attempt a new payment method if they think others have done so effectively and safely (Mofokeng, Mbeya, and Maduku, 2024; Venkatesh et al., 2003; Rogers, 2003). This relates to social influence on confidence. This is particularly true in the cryptocurrency sector, where powerful and controversial public narratives are common. (Gao et al., 2026; Asner et al., 2020). While negative stories can emphasise fraud, volatility, and complexity, positive stories could portray cryptocurrency as inventive, contemporary, and liberating. These stories provide cryptocurrencies with a symbolic value, which might encourage adoption beyond practical concerns.
2.5 Summary and research gap
[bookmark: _Toc237510036]According to the literature, a number of connected variables influence consumers' acceptance of bitcoin payments in online retail. While online consumer behaviour research emphasises trust, perceived control, habit, and perceived risk, as well as privacy, security, structural assurance, volatility, and confidence, technology adoption models like TAM, UTAUT, and Diffusion of Innovations highlight the importance of usefulness, simplicity of consumption, impact on society, and relative advantage (Davis and Granić, 2024; Venkatesh et al., 2003; Rogers, 2003; Mashatan, Sangari and Dehghani, 2022; Sadegh and Mashatan, 2023). However, rather than particularly looking at consumer payment behaviour in e-tailing, current research is distributed and frequently concentrates on attitudes, investment, general cryptocurrency acceptance, or retailer perspectives (Hollaus, Lampert and Urak, 2022; Mofokeng, Mbeya and Maduku, 2024; Jonker et al., 2019). This indicates that consumers' decision to utilise cryptocurrencies for an online transaction is less well understood in terms of how the various components interact. Specifically, consumer concerns about trust, danger, social impact, and structural assurance are not frequently combined with practical aspects like usefulness and simplicity of use in the literature now in publication. To close this gap and offer a deeper understanding of consumer adoption of bitcoin payments in e-tailing, this dissertation employs secondary qualitative research.
Chapter 3: Methodology 
[bookmark: _Toc237510037]This chapter's goal is to outline the research methods used to examine customer acceptance of bitcoin payments in online retail. The research philosophy, approach, design, data collection method, and analytic technique are discussed, along with the reasons why they are appropriate and justified in relation to the research goal. In order to show the study's thoroughness and transparency, the chapter also addresses methodological limitations and ethical concerns.
3.1 Research philosophy
[bookmark: _Toc237510038]The ideas that influence the understanding of knowledge and the conduct of a study are referred to as research philosophy (Ritchie et al., 2015). Positivism and interpretivism are two methods that might be taken into consideration. While interpretivism concentrates on meanings, perceptions, and interpretations, positivism is more suited to objective measurement, logical testing, and numerical data (Hassan et al., 2019). These methods are different in that positivism seeks to measure patterns more objectively, whereas interpretivism focuses on comprehending how individuals perceive a problem. Because consumer adoption of bitcoin payments is influenced by attitudes, trust, risk, usability, and social influence, interpretivism was chosen for this dissertation. These elements rely on how customers view and comprehend cryptocurrencies when they shop online. Additionally, rather than using a huge numerical dataset to test a hypothesis, the study examines and evaluates the available data. Therefore, interpretivism is better suited to comprehending acceptance, opposition, and ambiguity surrounding the adoption of bitcoin payments.





3.2 Research approach
[bookmark: _Toc237510039]There are two types of research approaches: deductive and inductive. While an inductive approach develops understanding from the facts and finds patterns or themes, a deductive approach typically begins with an established theory or hypothesis and tests it (Eva et al., 2018). Therefore, the two methods differ in whether the investigation starts with testing an established idea or builds understanding from the evidence. Since the goal of this dissertation is not to establish a fixed causal relationship, it employs a logical inductive technique. Rather, it investigates persistent themes and patterns in the literature on e-commerce customers' acceptance of bitcoin payments. This is appropriate since the literature addresses a variety of viewpoints, such as fintech, e-commerce, online consumer behaviour, and technology adoption. Themes like utility, trust, perceived risk, structural assurance, and social influence can be found by comparing and combining information from numerous sources using the inductive technique.
3.3 Research design
[bookmark: _Toc237510040]Both primary and secondary data, as well as quantitative and qualitative designs, can be used in research. While secondary research uses sources that already exist, such as books, journal papers, and reliable industry reports, primary research directly gathers new data, such as by surveys or interviews (Skrivankova et al., 2021). While qualitative research is used to interpret ideas, arguments, and themes, quantitative research primarily concentrates on numerical measurement (McDonald, Schoenebeck, and Forte, 2019). Secondary qualitative research was chosen for this dissertation. This approach is appropriate because, rather than measuring adoption directly, the study seeks to comprehend how prior studies have explained consumer adoption behaviour. It also makes it possible to compare and evaluate results from various professional and academic sources. Because the study collects the available data on cryptocurrency payments in e-tailing rather than gathering fresh information from a single participant group, it connects to the research gap noted in Chapter 2.
3.4 Data collection method
A systematic review of secondary sources was used to get the data for this dissertation. Reviewed journal papers, scholarly publications, and a few reliable reports about cryptocurrencies, online payments, e-commerce, and consumer behaviour were among these sources. Recent academic sources were given priority to ensure that the literature was relevant and reliable. However, older key works, such as Rogers (2003) and Venkatesh et al. (2003), were nonetheless included as needed.
The purpose and goals of the study guided the selection of sources. Materials that addressed one or more of the following were included:
[bookmark: _Toc237510041]• The adoption of bitcoin payments by customers.
• Theories of technology adoption such as Diffusion of Innovations, UTAUT, and TAM.
• Perceived risk, security, privacy, and trust in digital payments
• In cryptocurrency payment systems, resistance, volatility, and structural stability.
• Online buying and e-tailing consumer behaviour.
Sources that solely addressed cryptocurrencies as an investment asset rather than in terms of payment usage were not used as primary proof, but rather as helpful contextual information. As a result, the emphasis remained firmly on cryptocurrency as a payment method rather than as a risky financial asset.
3.5 Data analysis technique
[bookmark: _Toc237510042]Thematic analysis was used in the study to examine the chosen secondary data. A qualitative technique for finding, classifying, and analysing recurrent patterns or themes in a data set is thematic analysis (Byrne, 2021). This is suitable for this dissertation because it makes it possible to compare and synthesise data from various sources in a way that emphasises important adoption-influencing elements. The analysis was a logical progression. To find recurring ideas and arguments, the chosen literature was first carefully examined. Second, comparable concepts, such as usefulness, accessibility, trust, privacy, volatility, structural assurance, and social influence, were grouped into initial codes. Third, these codes were arranged into more general themes that grouped the literature study, such as theories of technology adoption, online consumer behaviour, bitcoin as a payment process, and important empirical elements influencing adoption or resistance. Because the literature is from several disciplines and uses different terminology to explore comparable concerns, this technique proved very helpful. Thematic analysis made it possible to synthesise and explain the concepts in relation to the dissertation's focus on customer adoption in e-tailing (Bibri, Allam, and Krogstie, 2022).
3.6 Ethical considerations
[bookmark: _Toc237510043]Even though the study did not use human subjects or gather primary data, ethical issues were still crucial. Only publicly accessible and appropriately credited secondary sources were used for the research, and all sources used in the dissertation were referenced using Harvard referencing. Additionally, rather than selecting sampling material to support a single conclusion, the study attempted to objectively represent the literature by contrasting several points of view. This is particularly crucial in the field of cryptocurrency research, as debates are frequently divided between extreme positivity and extreme negativity. In this regard, a key component of the methodological approach was balance, transparency, and academic integrity. 
3.7 Limitations of the methodology
[bookmark: _Toc237510044]This method has certain drawbacks. First off, as the study is based on secondary data, direct insights into the opinions of a particular consumer group at the time of writing are not feasible. The quality, length, and applicability of the body of available literature determine the conclusions. Second, a large portion of current research is quantitative, localised, or concentrates on cryptocurrencies like Bitcoin, which may restrict the relevance of findings to the broader e-commerce landscape. Third, the subject is evolving rapidly, and laws, public perceptions, and payment methods may be evolving more swiftly than the scholarly literature can sufficiently document. Lastly, there is always some subjectivity in the identification and discussion of themes because thematic analysis involves the researcher's interpretation (Dwivedi et al., 2023). Nonetheless, these restrictions are reduced by a systematic selection procedure, a variety of reliable sources, and an obvious connection between the analysis and the study goal.
3.8 Summary
[bookmark: _Toc237510045]This chapter provides an explanation of the dissertation's methodology. To investigate how current literature explains consumer adoption of cryptocurrency payments in e-tailing, an interpretivist theory, an inductive technique, and a secondary qualitative design were chosen. To find the key themes influencing adoption and resistance, data were collected from reliable secondary sources and analysed using thematic analysis. To guarantee an open and academically rigorous research procedure, ethical concerns and methodological constraints were also considered. The following chapter contains the analysis's findings and comments. 
Chapter 4: Results and Discussion 
[bookmark: _Toc237510046]4.1 Introduction
[bookmark: _Toc237510047]This chapter presents the key conclusions of secondary research on customers' adoption of cryptocurrency payments in e-tailing. Four main themes emerged from the literature: perceived utility; confidence and simplicity of use; trust, privacy, and perceived risk; and social influence and structural assurance. The research question, "What aspects of e-commerce encourage customers to use cryptocurrency payments?" is addressed by these themes. The findings are examined considering the Diffusion of Innovations theory, the Unified Theory of Acceptance and Use of Technology (UTAUT), and the Technology Acceptance Model (TAM). These theories help to explain why some consumers could be interested in using cryptocurrency payments but select more conventional methods like Apple Pay, PayPal, or debit cards. The findings indicate that using cryptocurrency at the register is insufficient. Customers must perceive real benefits, understand how to use it, have faith in it, and feel safeguarded in case something goes wrong. The results also demonstrate that consumer adoption is not just dependent on the availability of cryptocurrencies. It is impacted by the broader online retail environment, which includes the payment process's layout, the retailer's information, customer service, and the degree of consumer protection. Even if a customer is intrigued by cryptocurrencies because they are novel or provide anonymity, they can decide not to use them if the payment procedure appears hazardous or unclear. Therefore, the conversation examines both the potential advantages of cryptocurrency payments and the obstacles that might prevent broader consumer acceptance. These elements may have an impact on how at ease customers are utilising cryptocurrencies for regular online purchases. They might also have an impact on consumers' willingness to utilise cryptocurrency payments regularly in the future.

4.2 Theme 1: Perceived usefulness
The first theme is perceived usefulness. What matters is whether or not consumers believe using cryptocurrency to make payments has a genuine benefit over traditional payment methods. According to research, people are more willing to think about utilising cryptocurrency if they believe it to be quicker, less expensive, more private, or simpler for making overseas payments. According to Hollaus, Lampert, and Urak (2022), consumers' acceptance of cryptocurrencies in e-commerce depends on their usefulness. According to their research, consumers are more likely to think favourably of cryptocurrency if they believe it may enhance the payment process. In a similar vein, Mofokeng, Mbeya, and Maduku (2024) discovered that customers are more inclined to think about using Bitcoin for online payments if they think it will enhance the transaction's outcome. This relates to TAM, which states that people are more inclined to utilise a technology if they believe it will be beneficial. Because it can cut down on delays, currency conversion issues, and other costs, cryptocurrency can be a practical payment option for international shoppers (Almeida, Pinto, and Vilas, 2025). People who desire more privacy and don't want to depend on banks and other payment businesses can also find it quite appealing. However, the results suggest that cryptocurrency must offer more than just possible advantages. Customers feel at ease using familiar and reliable payment options, including credit cards, PayPal, and mobile wallets. They often provide some sort of consumer protection, are simple to use, and are accepted by the majority of internet retailers. This implies that until there is a definite advantage, customers cannot see a need to adopt cryptocurrency. 
[bookmark: _Toc237510048]Lower fees, for instance, could seem appealing, but the store might gain more from this than the customer. The customer still needs to manage a wallet, adjust cryptocurrency values, and comprehend how payments are made. Therefore, even though someone is aware of the advantages of cryptocurrency, they may still decide to make regular purchases using a card or digital wallet because it seems simpler and safer. Rogers' Diffusion of Innovations theory is also relevant to this. According to Rogers (2003), individuals are more inclined to embrace new technology if it clearly benefits them and blends in with their daily routines. Cryptocurrency may be helpful to people who frequently purchase abroad or who already possess cryptocurrency (Trozze et al., 2022). However, customers who are content with cards and digital wallets might find it unsuitable for their everyday routines. This may be the reason why early adopters find cryptocurrency payments appealing, but mainstream customers have not yet embraced them (Dwivedi et al., 2022). Generally speaking, usefulness may encourage users to think about adopting cryptocurrencies, but it is insufficient on its own. The advantages must be obvious and persuasive enough to encourage customers to switch from their preferred payment methods.
4.3 Theme 2: Ease of use and certainty
[bookmark: _Toc237510049]How simple customers think the payment process is to comprehend and finish is a major element affecting their propensity to use bitcoin payments. Customers may be aware of the potential advantages of cryptocurrencies, but they may choose not to use them if the process seems difficult or calls for excessive technical expertise. Estimated ease of use has a significant impact on technology acceptance, according to the Technology Acceptance Model (TAM) (Davis and Granić, 2020). Ease of use in the context of cryptocurrency payments can include knowing how to utilise a digital wallet, sticking to the checkout procedure, and successfully completing a transaction. Therefore, when consumers believe bitcoin payments are simple and require little work, they may be more inclined to consider them (Hollaus, Lampert, and Urak, 2022; Mofokeng, Mbeya, and Maduku, 2024).
Convenience of usage and confidence are closely related. Mofokeng, Mbeya, and Maduku (2024) discovered that consumers' inclination to utilise Bitcoin for online payments can be influenced by effort traits and confidence. This implies that customers may be more inclined to use cryptocurrencies if they think they have the skills and knowledge necessary to finish the transaction effectively. Unfamiliar wallets and payment methods may raise uncertainty and perceived effort for less seasoned customers. Therefore, even when they are aware of some of the possible advantages provided by cryptocurrencies, consumers may continue to use traditional methods of payment when they seem simpler and more convenient (Solomon and Russell, 2024; Hollaus, Lampert, and Urak, 2022).

The Unified Theory of Acceptance and Use of Technology (UTAUT) can also be used to analyse this result. Technology adoption may be influenced by facilitating conditions and effort expectations, according to UTAUT (Venkatesh et al., 2003). According to Venkatesh et al. (2003), Hollaus, Lampert, and Urak (2022), Mofokeng, Mbeya, and Maduku (2024), and other facilitating conditions, consumers may be more inclined to adopt cryptocurrency payments if payment gateways are easily accessible, wallets are easy to understand, and instructional support is provided. This suggests that the consumer's technical expertise is not the only factor influencing usability. Customers' confidence in completing a bitcoin transaction may also be influenced by the online retailer's support and the way the payment procedure is designed.
Overall, the results indicate that confidence as well as simplicity of use may either encourage or discourage the acceptance of bitcoin payments. Customers with prior cryptocurrency experience might find the procedure simpler to comprehend, while others with less experience would think it's more complicated and unpredictable. This is important since consumers already have access to popular, easily accessible payment options (Solomon and Russell, 2024; Davis and Granić, 2020; Hollaus, Lampert, and Urak, 2022). Therefore, merely offering bitcoin as a means of payment might not be enough to promote broader use. Additionally, the payment procedure is required to be clear and simple enough for customers to feel comfortable finishing the transaction.
4.4 Theme 3: Trust, privacy and perceived risk
The three most prominent themes that emerged from the findings were risk, privacy, and trust. Customers consider more than just the technical aspects of cryptocurrencies. They also consider their level of trust in the retailer, the payment mechanism, and the larger system. Mashatan, Sangari, and Dehghani (2022) discovered that consumers' trust in cryptocurrency payments can be influenced by privacy, traceability, and security. Their intention to utilise cryptocurrency is therefore influenced by this trust. To put it simply, even if people are aware of what cryptocurrency is, they might still stay away from it if they don't think it's secure or ethical. The results also suggest that various people may have different perspectives on the same cryptocurrency feature. However, some customers find that privacy is advantageous because it could reduce the quantity of personal information disclosed during a transaction. Some people can consider privacy dangerous, linking it to fraud, scams, or irresponsibility. Decentralisation is no different. While it would mean lack of protection for some customers, it might provide freedom from the banks for others. The findings show that technology cannot create trust on its own. Customers must be aware of how the payment process operates and feel secure in the event that something goes wrong. People already worry about fraud, data theft, payment issues, and how successfully merchants will handle complaints when they shop online. (Ghosh, 2024) Because customers must secure their own private keys and transactions may be difficult to reverse, cryptocurrency can make these problems worse (Murinde, Rizopoulos, and Zachariadis, 2022). Another significant issue is unstable prices. Before, during, or after a payment, the value of cryptocurrency may vary quickly. (Li et al., 2022). Customers may not be aware of what they are actually paying as a result. Many individuals prefer payment systems with fixed costs because they like to know exactly how much they will pay. Retailers may also be concerned about this: once a payment is received, the value they receive may decline. According to Brakel et al. (2024), consumers' perceptions of a retailer can also be impacted by the availability of cryptocurrency as a payment option. This implies that customers may question not just the safety of cryptocurrency but also the dependability of the online retailer. Trust in the retailer may be destroyed if the payment process appears imprecise, risky, or inadequately supported. E-tailers must therefore view cryptocurrency payments as more than just a technical checkout option. They should provide comprehensive explanations of payment security, costs, refunds, complaint procedures, and customer service. Instead of undermining customer trust in the retailer, the payment method should strengthen it. This theme demonstrates that being practical and easy to use are insufficient. If consumers think the risks are too high, they can decide not to use cryptocurrency. Therefore, to transform interest in cryptocurrency into actual payment behaviour, trust and security are crucial. This implies that the technology itself is not the only factor contributing to perceived risk in bitcoin payments (Radić et al., 2022). The larger context in which the payment is made also has an impact. When there are clear guidelines, reliable payment processors, helpful assistance, and straightforward procedures for handling mistakes or complaints, consumers might be more inclined to utilise cryptocurrency. However, customers may view cryptocurrency purchases as too dangerous for regular buying if they are unclear about their legal rights, refund alternatives, or who is liable if a transaction fails. For mainstream customers, who might anticipate the same degree of security and consumer protection they get when using cards or digital wallets, this is particularly crucial. As a result, lowering uncertainty might be just as crucial as highlighting the potential advantages of bitcoin payments.
Overall, the results demonstrate that adoption cannot be stimulated solely by utility and usability. If customers believe that the risks to their finances, security, or consumer protection outweigh the advantages, they might not utilise cryptocurrencies at the register. The following theme examines how social influence and structural assurance can either build or reduce this trust, which links interest in cryptocurrencies to real payment behaviour.

[bookmark: _Toc237510050]4.5 Theme 4: Social influence and structural assurance
Social impact and structural assurance constitute the fourth theme. The notion that people can be impacted by the thoughts and actions of others is known as social influence. The laws, regulations, and support networks that customers believe shield them when they employ a payment method are known as structural assurance. Customers may be more inclined to make cryptocurrency payments if they witness friends, family, online communities, or reliable influencers doing it. Positive evaluations and suggestions can make cryptocurrency seem less dangerous and more commonplace. (Jensen, 2024)
UTAUT, which asserts that humans can be influenced by those around them, also supports this. According to Mofokeng, Mbeya, and Maduku (2024), consumers' intentions to adopt Bitcoin for online payments can be influenced by recommendations. People may feel more comfortable trying it themselves if they hear positive things about it from others. This lends credence to Rogers' Diffusion of Innovations hypothesis, which describes how early adopters can persuade others that a new technology is beneficial and effective. However, social influence can also have the opposite effect. Customers may believe that cryptocurrency is unsafe due to news reports about fraud, hacked accounts, scams, price crashes, and missing money (Gracy, 2025). Online opinions regarding cryptocurrencies are diverse and strong. For some, it's fresh, contemporary, and empowering. Some people mainly connect it to danger and conjecture. Customers may find it challenging to accept this for regular cryptocurrency payments. Additionally, structural assurance is important because customers want to know what will happen if something goes wrong. 
Clear laws, consumer protection, reliable payment service providers, refund policies, customer assistance, and dispute resolution procedures could all be relevant to cryptocurrency payments. These kinds of technologies give customers the impression that they are not bearing all the risk. According to Sadegh and Mashatan (2023), customers may be reluctant to use cryptocurrency payments due to inadequate protection and uncertainty in the larger cryptocurrency system. The new technology itself may not be disliked by people. Rather, they might be considering if they will receive their money back, whether they are shielded against fraud, or whether they have any legal rights in the event of an issue. Because customers want online retailers to maintain records, provide refunds, and handle complaints equitably, these are significant concerns in e-commerce.  Because they appreciate decentralisation or are interested in the technology, more seasoned cryptocurrency users might be more open to this uncertainty (Arner et al., 2024)
However, the majority of online buyers anticipate the same degree of security as they would receive if they used a digital wallet or bank card. If cryptocurrency payments are unable to offer the same degree of consumer security, many individuals will likely steer clear of them. Customers are more inclined to use technology when they are in supportive and helpful environments, which is why this theme supports UTAUT. Additionally, it promotes the diffusion of innovations since people are more inclined to try new things when they witness others doing so effectively. The results show that while suggestions can inspire individuals to try cryptocurrency, consumer protection and clear regulations are necessary for people to stick with it. 
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Source: Developed from the study's review of the literature.
The results validate the theories presented in Chapter 2. The significance of perceived utility and usability is explained by TAM. The importance of social support and influence is added by UTAUT. The Diffusion of Innovations hypothesis explains why early adopters might find cryptocurrency enticing, but regular consumers might not find it appealing. However, the findings also point to further barriers to cryptocurrency payments, such as price volatility, inadequate consumer protection, and ambiguous laws and regulations. These problems demonstrate that typical technology acceptance models are insufficient to explain the uptake of cryptocurrency payments. Cryptocurrency, in contrast to many other digital technologies, can result in irreversible transactions, financial loss, and confusion over accountability in the event of an issue. As a result, even if customers may view cryptocurrency as creative and helpful, they may still determine that the dangers are too great for frequent online purchases. This clarifies why knowledge of cryptocurrencies does not necessarily translate into consistent online payment usage. 
[bookmark: _Toc237510051]In general, the research question can be answered by saying that consumers are more willing to use cryptocurrency payments when they perceive a clear benefit, find the process easy, feel confident to use it, trust the payment system and the retailer, and feel protected by clear rules and support. Without them, most consumers will continue to use familiar methods such as cards, PayPal and digital wallets. This suggests that cryptocurrency may be more attractive to experienced users, international shoppers and consumers who already own digital assets. For wider adoption, online retailers and payment providers need to make the process simpler and give clear information about exchange rates, fees, security, refunds and customer support. This would make crypto payments more likely to feel like a reliable payment option rather than a risky or unfamiliar alternative.
[bookmark: _Toc237510052]4.6 Integrated discussion
The findings demonstrate that a number of variables interact to affect whether or not customers use bitcoin payments when shopping online. People are drawn to cryptocurrency because of its usefulness; their trustworthiness and simplicity of usage influence whether or not they feel capable of making the payment. However, trust and risk frequently determine whether a customer follows through. These subjects are connected. Customers may reject cryptocurrency because they don't comprehend wallets or are concerned about losing money, even though they believe it can be helpful for international shopping or privacy. Even though they are aware of the payment procedure, another customer can choose not to utilise it due to worries about fraud, price swings, or no returns. Trust is the crucial connection between any possible advantages of cryptocurrency and its application. Customers may be drawn to privacy, decentralisation, and security if they give customers a greater sense of control. However, the same attributes could discourage customers if they make them worry about unclear accountability, irreversible payments, or a lack of security. People's opinions on these matters may be influenced by social influence and consumer protection. Customers can feel more assured when they receive positive evaluations, reliable suggestions, and unambiguous support from retailers. On the other hand, negative reports about fraud may create fear and cause individuals to steer clear of cryptocurrency. Because they demonstrate to customers that there is support in case something goes wrong, clear regulations, trustworthy payment processors, and ethical merchant policies can also aid in lowering uncertainty.
The results imply that many aspects of consumer judgement are explained by the three hypotheses presented in Chapter 2. When customers perceive cryptocurrencies as a practical and convenient payment mechanism, they are more likely to consider it, according to the Technology Acceptance Model (TAM)  (Aranyossy and Recskó, 2024). Customers may choose quicker payments, simpler international transactions, or a straightforward payment procedure, for instance. This explanation is supplemented by the Unified Theory of Acceptance and Use of Technology (UTAUT) (Lee and Kim, 2022). The idea demonstrates how consumer decisions are impacted by social influence and enabling circumstances. Consumer trust may rise with clear instructions, technical assistance, dependable payment methods, and assistance accessibility. The results are further supported by Diffusion of Innovations, which shows that early adoption of cryptocurrency payments is more likely among consumers who are at ease with technology, already possess cryptocurrency, or tolerate greater degrees of uncertainty. The likelihood of mainstream customers comparing cryptocurrencies to their current payment methods, such as debit cards, PayPal, and mobile wallets, is higher. Because customers are already familiar with various payment options and know what to anticipate from them, this comparison is crucial. Therefore, before broader consumer groups embrace cryptocurrency for regular online buying, it must provide a clear benefit together with a straightforward, dependable, and familiar payment experience. The results also demonstrate that while adoption is influenced by characteristics like utility and convenience of use (Bhardwaj, Garg, and Gajpal, 2021), actual use is not necessarily the result of these factors. Benefits include simpler foreign payments, reduced transaction costs, and increased privacy, which may be apparent to consumers. Concerns concerning price fluctuation, fraud, security, and a lack of assistance in the event of a payment issue may potentially outweigh these advantages.   
This makes it crucial to distinguish between having an interest in cryptocurrencies and being comfortable enough to utilise them for real purchases. Because customers are already familiar with how traditional payment methods operate, they have a significant advantage. Additionally, consumers have more precise expectations regarding disputed transactions, customer service, and refunds. When a payment goes wrong, for instance, a consumer using a debit card or PayPal typically knows where to go for assistance. Payments made using cryptocurrencies frequently increase the confusion around these procedures. As a result, the adoption problem goes beyond just demonstrating to customers the novel aspects of cryptocurrencies. Additionally, during the payment process, customers must feel secure, assured, and assisted. As a result, trust is crucial in helping customers transition from interest to real use. Because providing cryptocurrencies at checkout does not always result in increased consumer satisfaction or more completed transactions, these findings have significant ramifications for online retailers. A retailer's credibility may be damaged by a complicated payment procedure, ambiguous costs, or inadequate customer service. Before a buyer completes a transaction, uncertainty over refunds may also raise anxiety. Instead of viewing cryptocurrency payments as a distinct technical function, e-tailers should view them as an integral element of the total customer experience. 
They must offer clear return policies, straightforward payment procedures, and currency value information. Prior to customers confirming payment, charge information should also be displayed. Customers may feel safer and have fewer worries about payment issues if they receive assistance from reliable payment providers. To provide clients an option, e-tailers should continue to accept popular payment methods. While consumer protection and support systems continue to evolve, cryptocurrency must integrate with traditional payment methods. Therefore, a straightforward payment procedure would assist merchants in lowering ambiguity and fostering increased customer confidence. Overall, the results indicate that consumers' acceptance of cryptocurrency payments in online retailing is contingent upon how well perceived advantages and hazards are balanced. Customers are more likely to utilise cryptocurrencies if they perceive a definite practical advantage, know how to finish the transaction, and have faith in the shop and payment system. They also need to have faith that they will get help if something goes wrong. Customers are more inclined to select payment methods they are familiar with and trust when these requirements are not met. According to the results, there is now more potential for bitcoin payments among certain customer segments, such as foreign buyers and seasoned cryptocurrency users. These customers may be more familiar with the risks associated with cryptocurrency payments. E-tailers must lower confusion and offer a payment experience that is comparable to what customers anticipate from established payment options to achieve wider acceptance. E-tailers should concentrate on fostering confidence, properly outlining costs, offering dependable assistance, and streamlining bitcoin payments. By taking these actions, customers would have more motivation to think about using cryptocurrencies for online purchases while their worries about risk and uncertainty would be reduced.

Table 4.3 outlines the impact of key factors on consumers at different stages of their decision to use cryptocurrency payments.

	Consumer decision stage
	Main factor
	When the factor is positive
	When the factor is negative

	Consider crypto
	Perceived usefulness
	The consumer sees a reason to try crypto
	The consumer stays with their normal payment method

	Trying to pay
	Ease of use and confidence
	The consumer understands the payment steps
	The consumer finds it confusing and may stop

	Completing the payment
	Trust and perceived risk
	The consumer feels secure enough to continue
	The consumer worries about scams, lost money or no refund

	Using crypto again
	Social influence and protection
	Crypto feels trusted supported and normal
	Crypto feels risky and only suitable for experienced users


[bookmark: _Toc237510053]
Source: Developed based on the study's findings.
The results corroborate the theories discussed in Chapter 2. TAM explains the significance of being practical and simple to use. In UTAUT, the role of social support and influence is added. Cryptocurrency may appeal to early adopters but not become commonplace for regular consumers, according to the Diffusion of Innovations idea. However, the findings also brought to light additional difficulties with cryptocurrency payments, such as price volatility, inadequate consumer protection, and unclear norms and regulations.
The research question can be broadly answered as follows: Customers are more likely to accept cryptocurrency payments if they notice a clear benefit, believe it is simple to use, feel confident using it, trust the system and the retailer, and feel supported and protected by clear regulations. Without them, the majority of customers are likely to go with more popular choices like digital wallets, PayPal, and cards.
Chapter 5: Conclusion, Recommendations and Limitations 
[bookmark: _Toc237510054]5.1 Conclusion
The factors influencing consumers' adoption of bitcoin payments in e-commerce were examined in this dissertation. The study's goal was to investigate how customers reacted to using bitcoin as a payment method in online retail environments. The research question was, "What influences customers to accept cryptocurrency payments in e-tailing?" To identify the primary factors influencing adoption, theory and empirical studies were reviewed and synthesised using a secondary qualitative approach.
The findings imply that a variety of factors, including perceived utility, ease of use, confidence, trust, privacy, perceived risk, social influence, and structural certainty, influence consumers' adoption of bitcoin payments. These results highlight the significance of the Technology Acceptance Model, the Unified Theory of Acceptance and Use of Technology, and the Diffusion of Innovations theory. However, they also imply that there are issues with cryptocurrency payments that go beyond issues with general technology adoption, such as volatility, inadequate consumer protection, and regulatory uncertainty. 
Customers are more inclined to investigate cryptocurrencies when they offer a perceived benefit over current methods, such as purposeful use, quickness, or anonymity. However, since cryptocurrency is competing with widely accepted, practical, and trusted payment methods like cards, PayPal, and mobile wallets, utility was determined to be relative rather than absolute. This suggests that having a cryptocurrency option alone does not always encourage adoption.
It has also been demonstrated that trustworthiness and ease of use influence uptake. Customers may be aware of the potential advantages of cryptocurrency payments, but they won't opt to use them if the procedure seems risky, complicated, or unfamiliar. Complexity can be an immediate barrier in e-commerce since customers want quick and easy checkout procedures. Therefore, for cryptocurrency payments to be a feasible option for the typical online shopper, practical usability is still crucial.
[bookmark: _Toc237510055]Perceived threat, trust, and privacy were found to have some of the biggest effects on behaviour. The findings showed that consumers may not see cryptocurrency features in the same way. For example, some users may see decentralisation and confidentiality as benefits, while others may see them as signs of poor accountability or insufficient security. Therefore, trust bridges the gap between technical features and adoption behaviour, whereas perceived risk may discourage use even in cases when consumers acknowledge the potential value or creativity of cryptocurrency. 
Additionally significant were structural assurance and social influence. Customers may be encouraged to try bitcoin payments by recommendations, successful use, and positive feedback, but continued acceptance will mostly depend on whether or not they feel adequately protected by clear regulations, support systems, and dispute procedures. Customers expect dependable payment, records, refunds, and equitable handling of complaints, which is especially true in online purchasing.
Overall, the dissertation indicates that customer acceptance of bitcoin payments in e-commerce is still in its infancy. Although there is interest, particularly among more creative or seasoned users, widespread acceptability is still restricted because cryptocurrency payments don't yet consistently match traditional methods in terms of convenience, predictability, and consumer protection. As a result, the study concludes that broader adoption would probably necessitate improvements in usability, trust, regulation, and merchant support in addition to technology advancements.
5.2 Recommendations
[bookmark: _Toc237510056]Based on the results, e-tailers and payment processors may receive some recommendations. First, cryptocurrency payments should only be offered in places where customers can have a simple, straightforward, and affordable experience. Customers are unlikely to try cryptocurrency if the payment method is unclear, difficult, or takes additional work. This suggests that companies should only accept cryptocurrency if they can offer a smooth checkout process, unambiguous instructions, and obvious assistance.
Second, rather than using technical jargon or the idea that cryptocurrency is a trendy novelty, e-tailers and payment providers should explain security and privacy in plain English. Customers must be aware of their rights, how payments are validated, what occurs in the event of an issue, and who is responsible for helping. Clear language has the potential to clear up any misunderstandings and turn intangible attributes like decentralisation or privacy into observable advantages that consumers can value.
Third, to foster customer confidence, stores should include assistance pages, instructional materials, and frequently asked questions. Many consumers may be avoiding cryptocurrency payments because they are unsure of how to do it safely rather than because they dislike the concept. Support before payment completion, guidance, and unambiguous explanations of wallets and costs could increase confidence and lower checkout rejection.

Fourth, rather than using the term "crypto" as a catchphrase, marketing for cryptocurrency payments should concentrate on client advantages. The findings show that consumers are more likely to react to specific benefits like increased privacy, quicker settlement, or international convenience than to broad claims about innovation. When compared to traditional payment methods, cryptocurrency choices may appear superfluous or even dangerous if they lack a clear value.
Recommendations may also apply to regulators and industry organisations. Clearer regulations, guidance, and safeguards are required if bitcoin payments are to be more widely accepted in e-commerce. Customers are less likely to accept a payment method if they are unclear about their legal rights, fraud protection, refunds, or dispute resolution. Eliminating unclear structures would be aided by more robust guidelines and uniform standards.
Clearer standards for handling complaints, refunds, and resolving disputes in the context of cryptocurrency payments should be developed with the help of industry associations and payment stakeholders. Customers feel more at ease using cards and digital wallets because of these strategies, which are already expected in traditional online shopping. Ordinary consumers will probably continue to consider cryptocurrency payments as a specialised or extremely dangerous alternative rather than a common method of payment if we don't see comparable guarantees.
5.3 Limitations and future research
The study has significant issues. The first is that it used only secondary data and did not collect original data from customers or retailers. Because of this, the dissertation relies on the quality, scope, and applicability of the literature rather than explicitly assessing actual customer attitudes within a particular market or demographic group.
The fact that a significant amount of the examined information focused on nations, cryptocurrencies, or demographic groups, particularly Bitcoin users or customers with high levels of technological proficiency, is a second drawback. This can limit how far the findings can be generalised to all forms of cryptocurrencies or e-commerce situations. Additionally, consumer attitudes, technology, and law may change more fast than academic research can completely account for because the literature in this field is still evolving rapidly. The third limitation is the use of qualitative secondary synthesis. This suggests that interpretation is necessary to find themes and relationships among materials. This was a suitable way to close the study gap and provide a thorough grasp of the topic, even though another researcher would arrange or prioritise some items differently. This is a disadvantage of secondary thematic analysis in general since the conclusions are influenced by both easily available data and the researcher's interpretation. There are various ways that future study could get around these limitations. The relative importance of usefulness, trust, risk, and social impact among larger customer groups can be investigated by quantitative surveys. A better understanding of how customers perceive privacy, volatility, refund protection, and trust at the point of checkout may also be obtained through qualitative interviews. It would also be beneficial to do comparative studies across age groups, countries, or online retail industries because the factors influencing adoption may vary depending on market conditions, digital skills, and prior cryptocurrency experience.
[bookmark: _Toc237510057]Instead of referring to digital payments in general, future studies could compare Bitcoin payments with certain traditional payment methods. This would clarify if cryptocurrency were seen as a legitimate substitute for credit cards, PayPal, or mobile wallets in certain purchasing situations. Future studies may finally examine how the use of cryptocurrencies in e-tailing, for instance, through tighter regulations, the use of standardised stablecoins, or improved payment interfaces, may impact their widespread adoption, since these modifications may eventually alter the ratio of perceived benefit to perceived risk.
Element 2- Reflection
Research Process Reflection: Gibbs Reflective Cycle
Introduction
This reflection talks about my experience finishing an independent study on the variables influencing e-commerce customers' adoption of bitcoin payments. The project included thematic analysis of already published scholarly material as well as secondary qualitative research. Finding pertinent references was challenging for me at first, especially since most of the material that was accessible concentrated on cryptocurrencies as investments rather than as a means of payment. But as the study went on, I improved my ability to access appropriate scholarly sources, find pertinent data, and group the results into themes. I used Gibbs' Reflective Cycle to consider these experiences, the difficulties I had, the lessons I discovered along the way, and how I may enhance my methodology for upcoming studies.
Description
For my independent research, I decided to focus on factors affecting the adoption of cryptocurrency payments by consumers in the context of e-tailing. I was interested in the subject because I believe that cryptocurrencies are set to play an important role in the future of digital payments, and I wanted to discover what factors drive or hinder their adoption by customers when shopping online. I used the secondary qualitative research method guided by an interpretivist philosophy and an inductive approach. The research involved analysing literature and papers published by other researchers and professionals, as well as engaging in thematic analysis of the information found.
Feelings
At the beginning, I felt nervous since it was the first time that I conducted research on such a sensitive topic as cryptocurrency. At one point, despite my interest in the subject, I felt that I had chosen a difficult and complex topic because cryptocurrency involves financial knowledge, consumer behaviour, and constantly developing technology. In this regard, the fear of not being able to comprehend some essential aspects of the research topic and represent them adequately emerged. In addition, the fact that there was so much to read made me feel a bit overwhelmed. Nevertheless, the more I studied cryptocurrency, the more I became comfortable with the subject.
Evaluation
One strength of my research was being able to identify trends within the readings. I was able to narrow down the vast information to four aspects of perceived usefulness: perceived usefulness, ease of use and confidence, trust, privacy and perceived risk, and social influence and structural assurance. This became possible because I managed to understand which factors appeared frequently in the texts.
However, one weakness of my literature search was being unable to find relevant resources. There was a lot of information about cryptocurrency that is not relevant to the research question. Namely, there was too much information about investing in cryptocurrency rather than using it for making purchases online.
Analysis
The project taught me that effective research is not about piling up as much information as possible. One has to be able to differentiate between reliable and unreliable sources and use the former in one’s paper. Also, I have learned to make comparisons between the papers, using themes as a basis for comparison instead of contrasting every source individually. The thematic analysis allowed me to build connections between different items of information, because of this establishing themes. What I found out during the research is that there is a lot more to the use of cryptocurrencies by consumers than meets the eye. Firstly, I assumed that such adoption would be hindered by the complexity of the technology; however, it seems that usefulness drives individuals to use them, along with considerations of ease of use, trust, security, and protection. Therefore, the task has helped me learn how to rely on facts instead of assumptions when doing research.
Conclusion
Overall, I found the research process to be surprisingly difficult, yet a valuable learning experience, teaching me to be more confident with independent work. In retrospect, I feel like I could have done something better during the research process. I could have narrowed my search area more and found ways to organise the information that I found sooner. I've realised that any topic, no matter how complex, can be separated by theme and made easy to research through organisation.
Action Plan
For further research, I would make specific research objectives from the beginning and document all sources with their results and relevance in a literature table. I would also define more specific search terms at the start of the research and try to identify themes while conducting the research instead of waiting until the end. If I were to explore the topic “cryptocurrency payments,” I would also consider including primary research in my project, like questionnaires or interviews with consumers, regarding their knowledge and experiences, if I got ethical approval. This way, I could also supplement my research with current evidence from consumers, which would help me address the limitation of my previous research.
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society, and the use of this stock of knowledge to devise new applications”. As such this covers activities
undertaken by members of staff, postgraduate research students, and both taught postgraduate and
undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing
within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see
Checklist for details of process for different categories of application.
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SECTION E: Details of Research Activity

[Exploring the factors that influence consumers in adopting cryptocurrency|

1 Indicative title: lpayments in E-tailing

2 Proposed start date: 12/07/2026 Proposed end date: 07/08/2026

Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the

points below:

IPurpose of Research Activities

[E-tailing is a significant aspect of modern retail as more consumers buy goods and services online|
lusing digital payment methods. Accordingly, retailers are constantly searching for secure and
iconvenient payment methods that help to satisfy customers’ purchasing needs and differentiate them|
from competitors (Chaffey, 2015; Solomon and Russell, 2024; Mofokeng, Mbeya and Maduku,
[2024). In online retailing, cryptocurrency is presented as an alterative to traditional payment
imethods such as debit and credit cards, bank transfers, and wallets (Hollaus, Lampert and Urak,
2022; Al Reshaid, Tosun and Yanar Giirce, 2024; Jonker et al., 2019). Initially, cryptocurrency was|
created as a centrally controlled digital money concept; however, it has acquired the ability to be|
lused for commercial purposes, including shopping online. Supporters of using cryptocurrency fol
retailing purposes highlight its potential to make transactions cheaper, anonymous, faster, easier,
imore accessible, and less dependent on traditional financial systems (Hollaus, Lampert and Urak,
[2022; Chaffey, 2015; Rogers, 2003). Nevertheless, the use of cryptocurrency for e-tailing purposes|
lhas not become mainstream as customers tend to use more familiar and safer online payment
isystems (Sadegh and Mashatan, 2023; Brakel et al., 2024; Mofokeng, Mbeya and Maduku, 2024),
|Accordingly, the use of cryptocurrency for payments is a matter of consumer behaviour as well as a|
technical issue. Consumers’ attitudes towards this payment method, its level of convenience, social
lacceptance, perceived value, knowledge, and risks affect their intentions to use cryptocurrency fol

lonline shopping (Solomon and Russell, 2024; Venkatesh et al., 2003; Mashatan, Sangari and
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IDehghani, 2022). Thus, there is a need for further research on the factors affecting the adoption of
cryptocurrency payments in e-tailing.

Proposed Research Question.

I What are the key factors of consumer adoption of cryptocurrency payments in e-tailing?
|Aims of Research Activity

* To examine factors influencing consumer adoption of cryptocurrency payments in e-tailing.
lObjectives of Research Activity

I To identify key technological, behavioural and cultural factors that influence consumer adoption of
cryptocurrency payments in e-tailing.

I To critically analyse the impact of trust, perceived risk, privacy, security, usefulness and ease of
luse on consumers’ intention to use cryptocurrency payments in online retailing.

I To evaluate the influence of adoption factors on business practice for online retailers and payment
iservice providers to facilitate consumer adoption of cryptocurrency payments.

How Existing Research Informed the Proposed Activity.

IPrevious research shows that consumers may consider cryptocurrency payments useful because of
factors such as faster transactions, privacy and possible lower fees. However, research also
lidentifies concerns about trust, security, volatility, ease of use and consumer protection. Existing
research has also often focused on cryptocurrency as an investment rather than as a payment
imethod. This research helped to identify the main themes for this dissertation and supported the use
jof TAM, UTAUT and Diffusion of Innovations to understand consumer adoption.

What Research Will Contribute to the Body of Knowledge

[This research brings together existing research on consumer adoption of cryptocurrency payments in|
le-tailing. It focuses on cryptocurrency as a payment method rather than an investment. The research
icombines factors such as usefulness, ease of use, trust, risk, privacy, security, social influence and
istructural assurance to provide a clearer understanding of why consumers may adopt or reject
lcryptocurrency payments.

How It Addresses an Important Issue

[This research addresses the issue of limited consumer adoption of cryptocurrency payments in
lonline retail. Although cryptocurrency can provide benefits such as faster payments, privacy and
lower transaction costs, consumers may still have concerns about trust, security, risk, ease of use
land consumer protection. The research looks at these factors to better understand why consumers
imay choose to use or avoid cryptocurrency payments. The findings may also help online retailers
land payment providers understand how they can make cryptocurrency payments easier and more
rusted for consumers.
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Aims of Research Activity

im]

[The aim of this research is to examine the factors influencing consumer adoption of cryptocurrency
[payments in e-tailing and to understand why consumers may choose to use or avoid cryptocurrency
las a payment method.

(this box should expand as you type)

Objectives of Research Activity

1. To identify the key technological, behavioural and cultural factors that influence consumer
6 ladoption of cryptocurrency payments in e-tailing.

2. To critically analyse how trust, perceived risk, privacy, security, usefulness and ease of use affect
lconsumers’ intention to use cryptocurrency payments in online retailing.

3. To evaluate how these factors may affect business practices for online retailers and payment
iservice providers, and how they can support greater consumer adoption of cryptocurrency
lpayments.

Proposed methods (maximum 600 words)

[This research will use secondary qualitative research to examine the factors that influence consumer
ladoption of cryptocurrency payments in e-tailing. No primary data will be collected, meaning that the
research will not involve interviews, questionnaires, surveys, focus groups or direct participation from
lhuman participants. The research will instead use information that has already been published in
lacademic and professional sources.

[The research will focus on understanding how consumers view and respond to cryptocurrency
payments. This is suitable because the study focuses on understanding consumer attitudes,
perceptions and behaviour towards cryptocurrency payments. The research is concerned with how
iconsumers may understand and respond to cryptocurrency as a payment method rather than testing
la specific causal relationship.

|An inductive research approach will also be used. This means that the research will examine existing
studies and identify common patterns and themes from the information collected. The aim is to build
lan understanding of the main factors that may influence consumer adoption rather than testing a
lsingle theory.

[The main sources of information will include academic journal articles, academic books and
professional reports relating to cryptocurrency, online payment systems, e-commerce and consumer
behaviour. Preference will be given to recent and relevant research. However, some older sources
ill also be used where they are important to the theories used in the dissertation. For example, the
[Technology Acceptance Model (TAM), the Unified Theory of Acceptance and Use of Technology
(UTAUT) and Diffusion of Innovations will be used to support the discussion of consumer adoption.

[The research will focus on cryptocurrency as a payment method and not as an investment tool.
[Sources that mainly discuss cryptocurrency investment will therefore not be used as part of the main
lanalysis. The selected sources will be reviewed based on their relevance to the research question
land objectives. The main areas of interest will include perceived usefulness, ease of use, trust,
privacy, security, perceived risk, social influence and structural assurance.
2 10
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[The information collected from the selected sources will be analysed by grouping the information into
icommon themes. This method is suitable because it allows common ideas and patterns to be
lidentified across different sources. The research will compare the findings from different studies and
look at both similarities and differences between them. The information will then be organised into
key themes that relate to consumer adoption and resistance to cryptocurrency payments.

[The main themes identified in the research will be discussed in relation to the research question and
objectives. The analysis will consider how the different factors may work together to influence
iconsumer decisions. It will also consider what the findings mean for online retailers and payment
iservice providers. This will help the research develop practical recommendations based on the
levidence found in the existing literature.

[Ethical issues will also be considered even though the research does not involve human participants.
|All sources will be properly acknowledged using the Harvard referencing system. The research will
laim to represent different viewpoints fairly and avoid selecting information only because it supports
he researcher’s argument. Only appropriate and publicly available sources will be used.

Location of research activity

[The research will be carried out in the UK using online academic sources, university library resources
land publicly available reports. The research will mainly be completed from home and university
facilities.

Page 7 of 23 5,045 words English (U.K) Text Predictions: On Editor Suggestions: Showing

Research activity outside of the UK

INo. The research will be carried out in the UK and will use existing academic articles, books and
publicly available reports. No research will be carried out outside the UK.
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N/A
9
Use of documentation not in the public domain: Are any documents NOT NO v
10 | publicly available? YES &)
If Yes, please provide details here of how you will gain access to specific documentation that is not
in the public domain and that this is in accordance with the current data protection law of the
1 country in question and that of England and Wales.
(this box should expand as you type)
Does your research relate to one or more of the seven aims of the Well-being
of Future Generations (Wales) Act 20152 YES | NO
12 | A prosperous Wales o V4
13 | A resilient Wales o v
14 | A healthier Wales o Vv
15 | A more equal Wales o v
16 | A Wales of cohesive communities o v
17 | A Wales of vibrant culture and thriving Welsh language o v
18 | A globally responsible Wales v o
19 | If YES to any of the above, please give details:
(this box should expand as you type)
SECTION F: Scope of Research Activity
Will the research activity include: YES NO
1 Use of a questionnaire or similar research instrument? [u} v
2 Use of interviews? o v
3 Use of focus groups? [u} Vv
4 Use of participant diaries? [m] v
5 Use of video or audio recording? [m] v
6 Use of computer-generated log files? [m] v
7 | Participant observation with their knowledge? o v
8 Participant observation without their knowledge? [m] v
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Access to personal or confidential information without the participants’ specific

| consent? e v
10 Administration of any questions, test stimuli, presentation that may be o v
experienced as physically, mentally or emotionally harmful / offensive?
11 | Performance of any acts which may cause embarrassment or affect self-esteem? [u} v
12 | Investigation of participants involved in illegal activities? [m] v
13 | Use of procedures that involve deception? [m] v
14 | Administration of any substance, agent or placebo? [m] v
15 | Working with live vertebrate animals? [m] v
16 | Procedures that may have a negative impact on the environment? [m] v
17 Other primary data collection methods. Please indicate the type of data collection o v

method(s) below.

Details of any other primary data collection method:

(this box should expand as you type)

If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the

following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been

obtained.

SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.

Who are the intended participants:

NO
1 | Students or staff at the University? o o
2 | Adults (over the age of 18 and competent to give consent)? a
3 | Vulnerable adults? O
4 Children and Young People under the age of 18? (Consent from Parent, Carer or O
Guardian will be required)
5 | Prisoners? m)
6 | Young offenders? a
7 Those who could be considered to have a particularly dependent relationship with o
the investigator or a gatekeeper?
8 | People engaged in illegal activities? a
Others. Please indicate the participants below, and specifically any group who
9 | may be unable to give consent.

Details of any other participant groups:
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. Paraphrasing Tool

Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and
how will they be recruited?

How many participants are
10 | expected? box should expand as you type)
Who will the participants be?
11 box should expand as you type)
How will you identify the ) § )
12 | Dartcipants? ox should expand as you type,
Information for participants:
YES NO N/A

13 Will you describe the main research procedures to participants in o o o

advance, so that they are informed about what to expect?

14 | Will you tell participants that their participation is voluntary? o o o

15 | Will you obtain written consent for participation? o o o

16 Will you explain to participants that refusal to participate in the o o o

research will not affect their treatment or education (if relevant)?

17 If the research is observational, will you ask participants for their o o o

consent to being observed?

18 Will you tell participants that they may withdraw from the research at o o o

any time and for any reason?

19 With questionnaires, will you give participants the option of omitting o o o

questions they do not want to answer?

20 Will you tell participants that their data will be treated with full o o o

confidentiality and that, if published, it will not be identifiable as theirs?

21 Will you debrief participants at the end of their participation, in a way o o o

appropriate to the type of research undertaken?

22 | If NO to any of above questions, please give an explanation

(this box should expand as you type)
[Text Wrapping Break]
Information for participants:
YES NO N/A

24 | Will participants be paid? o o o
25 | Is specialist electrical or other equipment to be used with participants? o o o
2 Are there any financial or other interests to the investigator or o o o

University arising from this study?
27 Will the research activity involve deliberately misleading participants in o o o
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HOW many parucipants are
10 | expected?

im]

1 Who will the participants be?

box should expand as you type)

How will you identify the

2 participants?

box should expand as you type)

Information for participants:
YES | NO | NA

Will you describe the main research procedures to participants in
advance, so that they are informed about what to expect?
14 | Will you tell participants that their participation is voluntary?

13

15 | Will you obtain written consent for participation?

Will you explain to participants that refusal to participate in the
research will not affect their treatment or education (if relevant)?
If the research is observational, will you ask participants for their
consent to being observed?

Will you tell participants that they may withdraw from the research at o o o
any time and for any reason?
With questionnaires, will you give participants the option of omitting o o o
questions they do not want to answer?

Will you tell participants that their data will be treated with full
confidentiality and that, if published, it will not be identifiable as theirs?
Will you debrief participants at the end of their participation, in a way
appropriate to the type of research undertaken?

22 | If NO to any of above questions, please give an explanation

o|o|ol o
o|o|jol g
o|jo|lol o

16

17

o
o
o

18

19

20

21

(this box should expand as you type)

[Text Wrapping Break]
Information for participants:

YES NO N/A

24 | Will participants be paid?

25 | Is specialist electrical or other equipment to be used with participants?

Are there any financial or other interests to the investigator or
University arising from this study?
Will the research activity involve deliberately misleading participants in

22 10

26

o|o|olg

Lo|o|olo
fo|o|olo

thical

12

Prifysgol Cymru PG2/E1 FORM

University of Wales

‘ ‘ any way, or the partial or full concealment of the specific study aims? ‘ ‘ ‘ ‘
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" University of Wales

28 | If YES to any question, please provide full details

(this box should expand as you type)

SECTION H: Anticipated Risks

Outline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external
research collaborator) you may append that to this form.

Yes [ O
No v

1 | Full risk assessment completed and appended?

Risks to participants
2 | For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm,
transfer of personal data, sensitive organisational information

Risk to participants: [How you will mitigate the risk to participants:

No risks involved [There are no participants in this research. The

istudy uses existing academic articles, books and

reports, so there is no direct contact with

participants, and no primary data will be
ollected.

. Allow participants to skip any
questions

(this box should expand as you

this box should expand as you type)

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give
details of the procedures to deal with these issues, including any support/advice (e.g. helpline
numbers) to be offered to participants. Note that where applicable, consent procedures should

may
need to be disclosed to the proper authorities
N/A

box sho and as you type)

Risks to the investigator
4 | For example: personal health & safety, physical harm, emotional distress, risk of accusation of
harm/impropriety, conflict of interest

+ 60% £3 Fit Give Feedback to Microsoft
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Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm,
transfer of personal data, sensitive organisational information

Risk to participants: [How you will mitigate the risk to participants:

No risks involved [There are no participants in this research. The

istudy uses existing academic articles, books and

reports, so there is no direct contact with

participants, and no primary data will be
ollected.

. Allow participants to skip any

(this box should expand as you type) questions

this box should expand as you type)

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give
details of the procedures to deal with these issues, including any support/advice (e.g. helpline
numbers) to be offered to participants. Note that where applicable, consent procedures should
may

need to be disclosed to the proper authorities

N/A

and as you type)

Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of
harm/impropriety, conflict of interest

10

University of Wales

Prifysgol Cymru PG2/E1 FORM

Risk to the investigator: How you will mitigate the risk to the investigator:

No risks involved [There are no significant risks to the investigator
because the research is based on secondary
isources and does not involve direct contact with
participants, interviews, surveys or fieldwork.

University/institutional risks
For example: adverse publicity, financial loss, data protection
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University of Wales

Risk to the University: [How you will mitigate the risk to the University:
[There are no significant risks expected for the || will follow the University's research ethics and
University. The research does not involve facademic requirements, use appropriate sources
participants, personal data or external fand reference all information correctly.

lorganisations.

this box should expand as you type)

pand as you type)
Environmental risks

6 .
For example: accidental spillage of pollutants, damage to local ecosystems
Risk to the environment: How you will mitigate the risk to environment:
N/A N/A
this box should expand as you type)

(this box pand as you type)
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SECTION J: Data Protection and Storage
Does the research activity involve personal data (as defined by the General
Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 YES NO
“DPA")?
“Personal data” means any information relating to an identified or identifiable
natural person (‘data subject)). An identifiable natural person is one who can
be identified, directly or indirectly, in particular by reference to an identifier
1 | such as a name, an identification number, location data, an online identifier or o v
to one or more factors specific to the physical, physiological, genetic, mental,
economic, cultural or social identity of that natural person. Any video or audio
recordings of participants is considered to be personal data.
If YES, provide a description of the data and explain why this data needs to be collected:
2
(this box should expand as you type)
Does it involve special category data (as defined by the GDPR)? YES NO
“Special category data” means sensilive personal daa consisting of information as
to the data subjects’— (a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour
3 | Relations (Consolidation) Act 1992), o v
(e) physical or mental health or condition,
() sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
If YES, provide a description of the special category data and explain why this data needs to be
collected:
4
(this box should expand as you type)
Will data from the research activity (collected data, drafts of the thesis, or | YES NO
materials for publication) be stored in any of the following ways?
5 | Manual files (i.e. in paper form)? o v
6 | University computers? o v
7 | Private company computers? o v
8 | Home or other personal computers? v [u}
9 | Laptop computers/ CDs/ Portable disk-drives/ memory sticks? o v
10 | “Cloud” storage or websites? [a] v
1 Other — specify: o v
For all stored data, explain the measures in place to ensure the security of the data collected, data
12 | confidentiality, including details of backup procedures, password protection, encryption,
anonymisation and pseudonymisation:
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Because this is a literature study and contains no personal information, the only data retained are my
lown research notes, drafts, and academic references. To keep these secure, Il store all of my
workinmy own OneDrive account. I'l also save copies on my personal laptop, which is only
laccessible to me. Nobody else will have access to my files, except my supervisor if necessary. Once
the dissertation has been fully submitted and completed, | will remove any drafts or working files that
lare no longer needed.
(this box should expand as you type)
Data Protection
Will the research activity involve any of the following activities: YES NO
13 | Electronic transfer of data in any form? v o
Sharing of data with others at the University outside of the immediate research
14 o v
team?
15 | Sharing of data with other organisations? o v
16 | Export of data outside the UK or importing of data from outside the UK? o v
17 | Use of personal addresses, postcodes, faxes, emails or telephone numbers? o v
18 | Publication of data that might allow identification of individuals? o v
19 | Use of data management system? o v
20 | Data archiving? [a] v
If YES to any question, please provide full details, explaining how this will be conducted in
21 | accordance with the GDPR and Data Protection Act (2018) (and any international equivalents,
where appropriate):
[The only electronic data transfer will take place when | share my dissertation drafts with my
lsupervisor via email or the university system. This will only be shared with my supervisor, who is
(directly involved with the research. No personal information about people will be transmitted at any
ftime.
(this box should expand as you type)
22 | List all who will have access to the data generated by the research activity:
[Only I, as the researcher, and my dissertation supervisor will have access to the research materials
land drafts created during this project.
(this box should expand as you type)
23 | List who will have control of, and act as custodian(s) for, data generated by the research activity:
I, the researcher, will be the exclusive keeper of any data and research materials generated during
lthis project.
(this box should expand as you type)
Give details of data storage arrangements, including security measures in place to protect the data,
24 | where data will be stored, how long for, and in what form. Will data be archived — if so how and if
not why.
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Please indicate if your data will be stored in the UWTSD Research Data Repository (see

2 https://researchdata.uwtsd.ac.uk/ ). If so please explain. (Most relevant to academic staff)

No

(this box should expand as you type)

Confirm that you have read the UWTSD guidance on data management (see

26 https://www.uwtsd.ac.uk/library/research-data-management/) YES v

Confirm that you are aware that you need to keep all data until after your

27 | research has completed or the end of your funding YES v

SECTION K: Declaration

The information which | have provided is correct and complete to the best of my knowledge. | have
attempted to identify any risks and issues related to the research activity and acknowledge my
obligations and the rights of the participants.

In submitting this application | hereby confirm that | undertake to ensure that the above named
research activity will meet the University's Research Ethics and Integrity Code of Practice which is
published on the website: https:/www.uwtsd.ac.uk/research/research-ethics/

Date: 18/08/2026
1 | Signature of applicant: Helen Rezai
For STUDENT Submissions:
2 Director of Date: 03/07/2026
Studies/Supervisor: Md Kalam
3 | Signature: TR alem
For STAFF
Submissions:
4 Academic Director/ Assistant Date:
Dean:
5 Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according to the
guidelines and attached any required documentation:

+/ | I have read the guidance notes supplied before completing the form.

+/ | I have completed ALL RELEVANT sections of the form in full.

+/ | ! confirm that the research activity has received approval in principle

o | have attached a copy of final/interim approval from external organisation (where appropriate)

o I have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE
ATTACHED A FULL RISK ASSESSMENT
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2022 10 PG2 Ethical Approval Form

22

Prifysgol Cymru PG2/E1 FORM

University of Wales

| understand that before commencing data collection all documents aimed at respondents
+/ | (including information sheets, consent forms, questionnaires, interview schedules etc.) must be
confirmed by the DoS/Supervisor, module tutor or Academic Director.

RESEARCH STUDENTS ONLY
Once complete, submit this form via the MyTSD Doctoral College Portal at (https:/mytsd.uwtsd.ac.uk).

RESEARCH STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to
paresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisor/module leader.
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