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[bookmark: _Toc109819803]Chapter 1: Introduction
[bookmark: _Toc109819804]1.1 Topic Background 
In contemporary days, the business environment has become dynamic in order to meet the increasing demand of customers. It has become important for organizational managers in foreseeing different types of behaviours of consumers in accordance with buying a variety of products and services (Hanaysha, 2018). Consumer behaviour focuses on understanding the complex process of purchase decisions of consumers and their utilization process of existing resources such as money, time, and effort in order to avail a particular product or service. The present research topic aims to focus on a coffeehouse chain, Starbucks in terms of its “Internal Store Environment” and its influence on “Consumer Purchase Decision”.     
[bookmark: _Toc109819805]1.2 Topic Significance 
“Starbucks” has acknowledged the importance of the store environment in accordance with its internal aspect as a powerful tool in order to aid in market differentiation. However, as per the comments of Iyer et al. (2020), the influence of elements of the internal store could be complex. For instance, the impression of consumers on the store environment helps in influencing their purchase patronage decision. Store environments are considered to play an integral role in providing shoppers with different shopping values such as recreation and convenience in locating products. Thus, these factors are responsible for influencing the purchase decisions of consumers on the basis of the store’s environment and shopping values. 
[bookmark: _Toc109819806]1.3 Research Purpose 
The purpose of the proposed research study is to put emphasis on the purchase decisions of consumers of Starbucks in accordance with the company’s store environment on the basis of its internal aspects.
[bookmark: _Toc109819807]1.4 Proposed Aim 
Aim of proposed research study will be to analyse the “impact of store environment on purchase decisions of consumers in association with Starbucks”.   
[bookmark: _Toc109819808]1.5 Research Objectives 
The objectives of the proposed research will be:
1. To apply theoretical concept (Theory of Reasoned Action, Psychoanalytic Theory, Engel Kollat Blackwell Model, Hawkins Stern Impulse Buying, Theory of Buyer Behaviour) to understand factors that influence customers’ buying decision 
2. To analyse how in-store ambience impact on customers’ shopping experience to amplify impulse purchasing 
3. To understand different types of store environment/ ambience and their influence on the purchase decisions of consumers with reference to Starbucks. 
4. To investigate types of consumer behaviour and how they are responding to different internal store ambience/ environments citing examples from Starbucks’ consumers
5. To identify innovative strategies to enhance in-store ambience and increase footfall through influencing customer’s buying decision at Starbucks.   
[bookmark: _Toc109819809]1.6 Research Questions  
1. What are the customer buying decision making theories that could be applied in the current research to understand how certain factors influence consumer buying decision?   
2. How does the in-store ambience influence customers’ shopping experience to amplify impulse purchasing?
3. What are the different types of store environment/ ambience and their influence on the purchase decisions of consumers with reference to Starbucks?
4. What are types of consumer behaviour and how they are responding to different internal store ambience/ environments citing examples from Starbucks’ consumers?
5. What are the innovative strategies does Starbucks implement to enhance in-store ambience and increase footfall through influencing customer’s buying decision?   
[bookmark: _Toc109819810]Chapter 2: Literature Review 
[bookmark: _Toc109819811]2.1 Overview of Research Topic
“Impulse Buying” can be referred to as a phenomenon that is not only prompted by a wide variety of internal psychological factors but is also associated with internal market stimuli. Nowadays the internal environment of an organisation is hugely associated with the external factors, and the internal environmental factors is also likely to impact the organisational performance, where the customers’ engagement hugely dependant. According to the statements of Santini et al. (2019), store environments are responsible for providing shoppers with a wide range of shopping values such as recreation and a seamless process of locating products. These factors are responsible for influencing purchase decisions of consumers along with creating a lasting impression on them in terms of stores’ environment. Consumer purchase patronage decisions are also influenced by internal environment of stores. In the case of Starbucks, branding has been considered one of the important tools that are responsible for attracting positive behaviour of consumers and also influences purchase intentions.           
[bookmark: _Toc109819812]2.2 Role of consumers in terms of determining product prices
The prices of commodities are determined by rules of demand and supply. This indicates the fact that consumers have a desire in purchasing a product or service in order to satisfy or fulfil their needs. In this regard, store environment is equally responsible for influencing buying habits of consumers and thus, the ultimate desire to return to the same store is also influenced by the internal factors of a store such as odour, style, and luminosity (Tsai et al. 2020). 
[image: The Six Stages of the Consumer Buying Process and How to Market to Them -  Business 2 Community]
Figure 1: Consumer Buying Process
(Source: Business to Community, 2022)
A positive impression on consumers also helps stores in improving opportunities for creating a satisfying effect in order to appreciate the brand and its impacts. However, in the case of Starbucks has been facing challenges in terms of safety issues and thus, is closing stores on a rapid basis (Danielle Wiener-Bronner, 2022). According to statistical data, in 2022, this coffee house chain has closed approximately 16 stores due to safety concerns.   
[bookmark: _Toc109819813]2.3 Significance of internal state of consumers in accordance with behavioural responses on purchase decision
Internal state of consumers in accordance with behavioural responses of consumers affects their purchase decisions depending on store environment. Safety concerns are one of the biggest issues of Starbucks due to which the mentioned company is forced to close its stores. It has also been mentioned in their letter that in order to provide safety to their employees in terms of employment and health, Starbucks would be closing a greater number of stores (Danielle Wiener-Bronner, 2022). 
Safety concerns are not only associated with affecting employees of a company but are also associated with affecting its existing customers. Customers at Starbucks often choose to prefer other coffeehouse chains in order to fulfil their needs and satisfaction.        
[bookmark: _Toc109819814]2.4 Theoretical concept
Theories associated with consumer purchase decisions include Theory of Reasoned Action, Psychoanalytic Theory, Engel Kollat Blackwell Model, Hawkins Stern Impulse Buying, Theory of Buyer Behaviour. All these theories the most appropriate because they deal with perceptions of consumers in accordance with their hierarchy of needs (Simamora, 2021). This theory states that consumers tend to purchase products in order to fulfil and satisfy their needs and demands. Consumers at Starbucks tend to buy products on the basis of their store’s environment. 
[bookmark: _Toc109819815]2.5 Factors influencing consumer behaviour and buying decision 
According to Gopinath (2019), consumer behaviour refers to the process of decision-making in which the consumers interact with the internal store environment, market environment and sociocultural beliefs before buying the product. There are two activities that take place in the entire buying process- one is the thinking process of the buyer when he/she analyse and decides whether to buy the product and the second activity is the result of that thinking which is either acceptance or rejection of the product. Now, this thinking process in purchasing decisions involves certain factors that influence a buyer to buy the product. Value consciousness, Prestige Sensitivity, Local Retailer Shop Loyalty, personal beliefs, customer review, and shopping experience are some of the factors that influence the purchase decision-making process. 
[bookmark: _Toc109819816]2.6 Literature Gap
A literature gap refers to the process of identifying the missing pieces from the pre-existed literature. Areas that are left unexplored in previous research works are the literature gap, which poses the scope to work with those unexplored areas in future studies. 
· The previous authors mostly researched general areas, for example, factors influencing buyers’ purchase decision, how purchase decisions help to amplify sales, or how external and internal market environments influences buying decisions and others. 
· No one made an effort to work on any specific factor that highly impacts purchasing decisions. 
· There was no work done to analyse in-store ambience and its impact on buying decision. Therefore, to bridge this gap, in the current proposal, the researcher will be proposing to work with analysing the impact of the in-store ambience on a buyer’s burying decision with reference to Starbucks.   

[bookmark: _Toc109819817]Chapter 3: Research Methods and Methodology 
[bookmark: _Toc109819818]3.1 Research philosophy 
According to Žukauskas et al. (2018), research philosophy is considered a system that is regarding the researcher’s thoughts, based on which new, reliable knowledge about the research object can be obtained. In order to fulfil the requirement of this research work, a particular research philosophy has been employed. Research philosophy is mainly a belief with regard to the ways data about a phenomenon should be collected, analysed, and used. There are types of research philosophies and all of them carry different significance, the types are: 1) Pragmatism, 2) Positivism, 3) Realism and 4) Interpretivism (Researchgate, 2022). The research topic aims to find an answer to the way the internal store environment influences the buying behaviour of customers. In order to conduct research on this topic, the interpretivism philosophy will be applied because this approach is able to highlight the social world and possess the ability to interpret in a subjective manner, that is the main reason this philosophy has been found to be the best fit in this research work. 
[bookmark: _Toc109819819]3.2 Research paradigm 
A research paradigm s mainly the philosophical framework based on which the research work will be developed. The research paradigm holds importance because it provides a clear framework and guidelines to the researcher regarding the worldview of reality and what needs to be done exactly. The positivism research paradigm will be employed in this research paper, through this paradigm “truth is possible to discover” (Kamal, 2019).  By applying this to the research topic, how customers make their purchase decision on the basis of internal store environmental influence can be identified. 
[bookmark: _Toc109819820]3.3 Research approach 
Another most important part to build a research work is following a research approach. The research approach helps in developing a plan and procedure and it also takes part in consisting of the steps of broad assumptions. In order to make a detailed method of data collection, analysis, and interpretation, research plays its role. There are certain research approaches, among all those research approaches, The exploratory research approach is found to be the appropriate one. As this approach investigates research questions that have not previously been studied in depth, that is the main reason it will be incorporated in this research work (Research-methodology, 2022). Applying this would help to explore how customers get influenced by the internal store environment and make purchase decisions. 
[bookmark: _Toc109819821]3.4 Research methodology 
In a research paper, methodology plays a key role, as a methodological approach drives the way data collection in research work will be conducted. According to Chen and Song (2019), research methodology is one of the ways for explaining the way researcher has the intention to carry out their research. Here primary qualitative research method will be employed, as it can help in gathering first-hand information about the concerned topic. 
[bookmark: _Toc109819822]3.5 Research strategy 
According to the discussion by Salford (2022), research strategy helps in providing the overall direction of research including the process by which the research needs to be conducted. As per the characteristics of this research paper, an Explanatory research strategy will be taken into consideration. In, this category of the research strategy is able to highlight various research questions and thus, it is based on research experiments.
[bookmark: _Toc109819823]3.6 Sampling methods
In order to sort the data and to find out accurate data that is relevant to the research topic sampling method will be used. As per the requirements of this research work, purposive Sampling will be employed. The method employed for the sampling of data was purposive sampling. This sampling technique is also subjective, selective, or judgemental sampling, and is considered as a non-probability type of sampling because the researchers rely on their own judgments and opinions while selecting the members of the population (Serra et al. 2018). 
[bookmark: _Toc109819824]3.7 Data collection methods/tools 
In order to collect data for fulfilling the purpose of this research work, Primary qualitative data collection methods will be taken into consideration. As it can provide a wide range of data and also that are rich in quality. An interview will be arranged to collect data and 5 operation managers of Starbucks will be interviewed so that efficient data can be collected for developing perception on this matter. 
[bookmark: _Toc109819825]3.8 Data analysis
All the collected data will be analysed through Qualitative analysis as it is capable of providing rich detail shared by individuals and is extremely powerful in thinking through complex systems (Nichq, 2022).
[bookmark: _Toc109819826]3.9 Research timeline (Gantt chart)
[image: ]
Figure 3: Research timeline
(Self-developed)
[bookmark: _Toc109819827]3.10 Ethical consideration of the research 
This research work will be executed while maintaining all the ethics, for example, consent from participants will be taken for conducting the interview. Data protection act will be utilized in order to keep the data shared by participants safe. 

[bookmark: _Toc109819828]Chapter 4: Conclusion 
It is research that aims to identify how the customers’ buying behaviour is influenced by the internal store environment. In order to highlight these issues, the way Starbucks used the store environment as a weapon for developing customers' decision making has been discussed here. The more engaging the store environment will be the more customers will get engaged with the company. This research will portray how making environments attractive will impact the customers’ buying behaviour. In order to gather perception on the matter, data will be collected based on particular methods, for example, this research work will be conducting primary qualitative research method and interview. All those data will be interpreted for analysing how much relevancy the data are carrying. 
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