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[bookmark: _Toc213528150]1.1 Background of the study
Advancement in digital technology and innovation related to artificial intelligence has made the daily living of people easier. As a result of which e-commerce in retail sector has become a convenient option for the buyers to save their time and resources by buying from home. People are likely to search in the website and e-commerce apps like Amazon to select required product from wide range of options. However, Agoro et al., (2021) mentioned about business challenges faced by e-commerce companies on customers satisfaction related to correct product selection along with accuracy and quality. During online shopping people majorly relies upon reviews and product display as physical testing is not possible which led them towards confusion and slow purchase decision making (Agoro et al., 2021). Application of AI algorithm-based machine learning mechanism resolved the issue by collecting vast data on user’s interaction on the e-commerce platform, past purchase history and social media searches (Ahmed et al., 2022). Nonetheless, these also raise an issue for the companies to affect legally for being access individual’s data unethically for making predictive performance to give personalised recommendation for quick buying decision making (Raji et al., 2024). This present study is going to investigate on these business challenges for determining the way Amazon’s personalised algorithm system works in their customers’ purchase decision.   
[bookmark: _Toc213528151]1.2 Aim and objectives
The aim of this study is to evaluate the Amazon’s recommendation algorithms system on influence consumer purchase behaviour and predictive personalization efficacy determination. 
Research objectives
· To evaluate the impact of algorithm recommendations of Amazon on customers’ purchase behaviour/decision
· To analyse the predictive performance and accuracy of Amazon’s personalized algorithm
· To determine the impact of influential factors like trust and transparency on demographic factors of customers and identification of ethical challenges associated  
[bookmark: _Toc213528152]1.3 Research questions
· What is the impact of algorithm recommendations of Amazon on customers’ purchase behaviour/decision?
· How predictive performance and accuracy of Amazon is providing outcome on personalized algorithm?
· How influential factors like trust and transparency impacts on demographic factors of customers and ethical challenges related to it?
[bookmark: _Toc213528153]1.4 Purpose of the study
The study has mainly addressed two clear business challenges of e-commerce organisations in the light of Amazon for interpreting the intensity of the issues. Firstly, the customers’ satisfaction issues through purchase decision making and accessing quality and reliable product as desired using e-commerce platform. The second issue is ethical challenges for the companies to make predictive analysis for personalised recommendation using their data on website or social media platforms. To be specific the solution of first issues to enhance customers’ satisfaction and accelerate their purchasing decision making the personalised recommendation using machine learning and AI based automation has been implemented as a solution. However this further creates the ethical challenges for the companies, which will be addressed and evaluated in this study. 
[bookmark: _Toc213528154]2. Literature review
[bookmark: _Toc213528155]2.1 Impact of algorithm recommendations on customers’ purchase behaviour/decision
A recommendation system prompted by an algorithm is by large an information processing system. As mentioned in the work of Shivanand et al., (2023), the very process of recommendation requires collecting information about the preferences of the users and is followed by analysis before delivering future recommendations for any particular user. The impact of this very system on digital marketplace like Amazon is manifold. In the opinion of Agoro et al., (2021), the algorithmic recommendations presented using customer data help in moulding cucumber decisions through aspects like targeted offers, showing products related to previous purchase and frequently bought products. However the same research suggests that the system seems to struggle when a new customer logs in into the system as none of his/her previous data is there. Even after accepting that, it can be stated that the choice push created by the recommendations effectively influences the customer to go for the surfaced choices mostly. A recommendation system built through proper mapping of consumer preferences effectively impacts customer decision making.
[bookmark: _Toc213528156]2.2 Predictive performance and accuracy of personalised algorithm
Personalised algorithms enhance customer decision making through various aspects. The accuracy of the prediction, though, depends on multiple factors, leading to increased time on the platform. Agoro et al., (2021) mention that, one of the key performance parameters of personalized algorithms passes through curating personalized experience. Moreover, effective personalisation increases the interaction between the platform and the users which ultimately results in better decisions in favour of the platform. However, the accuracy of a personalized prediction depends on factors ranging from customers demography to analysis of the collected data. As can be seen from the study of Hatta et al., (2024), the quality of data collected for developing the prediction system as well as the quantity of data gathered can play a significant role in determining the accuracy of the algorithm. However, as suggested in the research of Shivanand et al., (2023), personalized prediction systems work best for those customers who explore the platform aimlessly despite being sure about what to buy. Thus, another parameter for predictive performance and accuracy of personalized algorithms is its ability to suggest items depending on the specific customer profile. 
[bookmark: _Toc213528157]2.3 Impact of influential factors like trust and transparency on customers demographic factors 
Customers from different demographic groups see influential factors like trust and transparency differently. One general aspect about trust and transparency in the digital area relates to trust building, loyalty on the platform and assurance on data privacy. Moreover, as stated in the work of Ltifi (2024), bias in algorithmic decisions can become commonplace if not checked properly. In this regard, the same paper advocates for non-discrimination and fairness in product surfacing. However, Ahmed et al., (2022) comments these impacts on customers can vary largely depending on their demographic condition. The impact of trust and transparency on young people and people with higher income and education can be different. 
[bookmark: _Toc213528158]2.4 Ethical challenges faced while using algorithm for predictive personalisation 
Since the basis of predictive algorithms is customer data, ethical concerns over it are justified given the chances of misuse. The major ethical challenges faced are concerns over data privacy, concerns over biases and imbalance between privacy and personalisation (Agoro et al., 2021). A suitable balance between predictive personalisation urge and user privacy can be attained through ethical handling of data and understanding the importance of user consent before collecting and using user data. Moreover, technological aspects like proper selection of models, biasness in training data and selection of proper features can ensure unbiased outcomes. 
[bookmark: _Toc213528159]3. Methodology
[bookmark: _Toc213528160]3.1 Approach
Inductive reasoning initiates with detailed observation from the different phenomenon in the surrounding which further leads to abstract generalisation and idea (Saunders et al., 2023). Opie, (2019) mentioned inductive approach as a bottom-up reasoning process as researchers applies observations gathering to develop abstraction or pattern which ended up in theoretical evaluation. In this study, researcher will observe Amazon’s personalised recommendation related algorithm data and predictive performance from customer satisfaction in purchasing experience for determining the trend of personalised recommendation is effective for customers’ satisfaction or not. This will further lead to develop theoretical understanding on the way personalised recommendation works in making predictive information generation. On the converse, deductive reasoning is a top-down approach where hypothesis is developed as per theoretical basis to apply statistical test for proving the hypothesis (Taherdoost, 2022). As the present study has not involved any such process thus, inductive is suitable over deduction.   
[bookmark: _Toc213528161]3.2 Data collection method
This study will involve secondary data collection method will be used in this current study as per the reference of Agoroet al.,(2021) and Ahmedet al.,(2022) study. Additionally, feasibility of collecting primary data from the employers of Amazon or testing the effectiveness of the system from managers is difficult to conduct within the timeframe for the research project. Moreover, involvement of customers for primary data collection will require large sample of data collection and analysis which is also not feasible to conduct hence secondary qualitative data collection will be done in this study. Data collection will be done using inclusion and exclusion criteria using databases like Google scholar and JUSTOR and Reserachgate. Along with that, company business reports will also be evaluated for predictive performance and sales or customers’ feedback from commercial sites. Data collection involves academic as well as grey literature. 
[bookmark: _Toc213528162]3.3 Sampling strategy
Non-probability sampling will be used in the current study as probability sampling is complex to conduct and time consuming (Campbellet al., 2020). Considering the timeframe of the study purposive sampling will be applied by the researcher to include data as per the purpose of obtaining answers of the research questions. The inclusion and exclusion criteria are as follows as shown in the table.
	Inclusion
	Exclusion

	· Data will be in English language only
· Data has to be within three years
· Commercial sites which are company websites will be included 
· Data that are open to access online without any subscription options
	· Data that does not address predictive performance or personalised algorithm of customers’ purchase recommendation 
· Data from any other company other than Amazon
· Data that are before 2023 published
· Commercial site that does not belong to Amazon  


Table 1: Inclusion and exclusion criteria
[bookmark: _Toc213528163]3.4 Analysis technique
Thematic data analysis technique will be applied in the present study to conduct the analysis in a systematic way to process a vast qualitative data using this analysis technique. There are five steps as per Vaismoradi and Snelgrove, (2019), familiarisation, coding, theme generation, and theme reviewing and critical analysis. All the collected data from different sources will be coded after familiarising to develop code. Then the code will be turned into themes as per the research questions designed. Then with the support of secondary data sources effective critical argument and analysis will be done for final interpretation using the qualitative data analysis. 
[bookmark: _Toc213528164]3.5 Ethical consideration
Ethical consideration from the University Ethics Committee is usually obtained for collecting primary data using human participants. Data security and maintaining the data anonymity is done using General Data Protection Regulation (GDPR, 2018) for ensuring the data will be protected ethically. Participants usually being provided with informed consent and participant debrief to state the purpose of the study and their informed participation with signature. They are also allowed to withdraw participation at any stage. However, in the present study as no human participants is applied for primary data collection, instead secondary data collection will be performed ethical risk is minimal. 
[bookmark: _Toc213528165]4. Expected findings
The study is expected to identify the impact of recommended personalised algorithm on customers’ purchase behaviour determination and decision making along with customers’ satisfaction determination. This will further help organisations like Amazon for strategic planning for improving customers’ satisfaction as well as identify the issues of customers’ reaching to buying decision from app surfing is taking place effectively or not. Additionally, predictive performance in terms of accuracy through personalised recommendation using the existing system of Amazon will also be analysed. The way the factors like trust and transparency on the company are affected by customers’ demographics will also be evaluated to help Amazon for strategic planning through specific key terms. Identification of ethical challenges associated with processing data for personalised algorithm through predictive analysis will help determining the threats of Amazon in operational performance in future. 
[bookmark: _Toc213528166]5. Limitations
The study will have methodology and timeframe related limitations. The limited time in the MBA dissertation program will impact in the selection of sample size and data collection method as well. The restriction to the budget and resources access might lead the researcher to find answers of the research questions from the existing secondary data sources only. This will have an impact on the overall data findings as real time data analysis and interpretation would not be possible in the present study. 
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	Activities
	Week 1
	Week 4
	Week 8
	Week 12
	Week 16
	Week 20
	Week 24

	Topic selection
	
	
	
	
	
	
	

	Aim and objectives
	
	
	
	
	
	
	

	Literature review
	
	
	
	
	
	
	

	Method selection 
	
	
	
	
	
	
	

	Sampling
	
	
	
	
	
	
	

	Data collection
Data interpretation
	
	
	
	
	
	
	

	Findings and discussion 
	
	
	
	
	
	
	

	Conclusion
	
	
	
	
	
	
	

	Submission
	
	
	
	
	
	
	


Table 2: Timeframe
[bookmark: _Toc213528168]7. Conclusion
The business challenges faced by the e-commerce sectors like Amazon in predicting their customers’ buying behaviour and purchasing related satisfaction after long hour surfing in app is addressed in this study. The importance of personalised recommendation system as a solution and its impact for trust and transparency on organisation to influence decision making of customers is evaluated. Secondary qualitative analysis will be done using purposive sampling as per inductive reasoning to identify the trend of predictive performance and ethical challenges in this predictive analytics. 
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