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TOPIC: THE IMPACT OF WEBSITE DESIGN ON CONSUMER BEHAVIOUR TO ONLINE RETAILERS
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I. [bookmark: _Toc29202883]ABSTRACT (250 – 300 WORDS)
summarise the paper. In it, you will give a brief description of the research study to be done. This piece of the proposal should be written in such a way that the reader of your Research Plan will be interested in your proposal and want to read further to find out the details. 

The study explores the behavioural aspect of the online consumer. The study will anticipate the result and finding of a study. The purpose of this study. An experimental investigation was conducted to explore the impact of website design toward consumer purchase decision. The article presents an exhaustive review of these studies and suggests a direction for future developments
The results of the numerical simulation indicate that the…
The results presented here may facilitate improvements in the fields of website design.
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II. [bookmark: _Toc29202884]INTRODUCTION
The Internet sales channel is gradually increased in total retail sales. The proportion of internet sales to total retail sales in the UK has grown significantly from 2.8% in 2006 to 21.6% as of December 2019 (Murphy, 2019). According to Butler (2019), online shopping could double that amount and is expected to account for 53% of retail sales in ten years’ time, as the emerging technology such as artificial intelligence could enable the automation of delivery and personalised marketing. Similarly, the number of visitors to retailers’ websites increase dramatically from 12.56 million in 2010 to nearly 17 million in 2012. However, statistics indicate that the actual purchases made online are still relatively low (King, 2008), which is typically between 2.5% and 3.1%. A recent report by Monetate E-commerce in Quarter 2, 2018 revealed that the average conversion rate – the number of purchases as a percentage of total visitors is 2.86%. The primary factor that contributes to the low conversion rates is the poor website interface and experience, which avert visitor from purchasing on the web. Previous studies by Westland and Clark, 1999 and Shim et al., 2001 utilised the Fishbein’s intentional model (1975) to anticipate online consumer behaviour. However, far too little attention has been paid to the actual behaviour of the shopper who completes an online purchase (Johnson and Lee, 2002; Shim et al, 2001). The importance of website design and experience and their relationship to the process of consumer decision-making process thus requires further research (Constantinides, Lorenzo-Romero & Gomez, 2010).
Thus, the focus of this study is to understand the relationship of customer web experience components and their decision processes by conducting a focus group interview with participants who have online shopping experience, in order to better understand how to turn website visitors into purchasers. Based on the research background, the research questions which will be discovered in this study are:
RQ1: How do the website design affect the consumer purchase decision?
RQ2: What are the concerns and issues related to website characteristics that affect online consumer buying decision?
By answering those question within the scope of this study, such understanding and knowledge will support online retailers management and website design to develop online business that can effectively convert website visitor into purchaser.
This essay starts with the literature review, where the key concepts of online sales conversion, online consumer behaviour, website design will be discussed. This chapter also presents previous models on the concept of website design and sales conversion which have been determined by key authors that support the theoretical background leading up to this study. The next chapter is concerned with the research methodology, which determine how the study will be conducted. Additionally, this chapter gives the proposed the framework that will be evaluated in the survey. The third chapter lists the anticipated results of the data. Thereafter, the fourth part provide the discussion of the analysis of the findings, connect the result with the literature review references, which concluding to the main findings and recommendations for further research in the future.
III. [bookmark: _Toc29202885]LITERATURE REVIEW
1. [bookmark: _Toc29202886]Definition of key concepts
To begin with, three key concepts of this study will be discussed: the definition of sales conversion, online consumer behaviour and effective website design.
1.1. [bookmark: _Toc29202887]Sales conversion
There is range of definitions of the term “conversion” have been suggested in the online shopping environment. Jackson (2004) reported that conversion rate can be calculated as the number of visitors that complete a desired goal (for instances the number of visitors who subscribe to a newsletter list, leave a message of fill out a form) out of the total number of website visitors. The definition is consistent with the work of Soonsawad (2013) who however characterised the desired action into two broad categories: micro actions and macro actions. Micro actions include clicking a link, visiting a page, subscribe to a blog or watching a video, whereas macro actions consist of making a purchase, paying a subscription, calling or messaging for an appointment. In 2015, the average conversion rate of retail industry is 2.6% (Chaffey, 2019), which means that on average, 26 out of 1000 visitors to the retailer website placed orders.
1.2. [bookmark: _Toc29202888]Online consumer behaviour
Nowadays it is challenging for companies to understand their consumer because new technology alters their behaviour (Zinkhan and Watson 1998, p.6). As in the case of traditional marketing, most debate and research do not see any significant differences between traditional and online buying behaviour, which focused on the analysis of factors that can influence the online consumer, modelling the online buying and decision-making process (Liao and Cheung, 2001). Hill (2003) argued that most marketers don’t really understand the way online consumers make decisions. He noted that “it is more like Copernicus’ revelation that the earth goes around the sun rather than vice versa because the new insights fundamentally challenge our sense of who we are and how we operate”.   However, numerous studies have attempted to explain additional step have been added to the online purchasing process, for instances building trust and confidence (Suh and Han, 2002). In addition, online shoppers are motivated by emotional responses to a website, affecting their intention to return to make a purchase in the future (Koufaris, 2002). His study discovered that the satisfaction of the online shopping experience and the usefulness of the website affected the visitors. Thus, it is essential for the online business owner to review the factors influencing consumer behaviour since different types of business may need to satisfy different types of consumers. Cheung et al. (2003) proposed a model for online consumer behaviour as it is shown in the following figure. 
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Figure 1: Framework of online consumer behaviour (Cheung et al, 2003)
This framework includes consumer characteristics and environmental factors that affect the online consumer behaviour. Cheung (2003) lists the characteristics of consumer as a person, such as lifestyle, motivation, values etc. Furthermore, the model measured also the environmental factors like social influence, culture that affect the online consumer behaviour. Another important factor is the knowledge of the product and services. Medium characteristics refer to the ease of use and security in the e-commerce activities.”Moreover, website design, ease of navigation and overall structure of the interface are proposed as factors that affect the online consumer in making decisions. Finally, merchant#and intermediary characteristics refer to the service quality of the online site, the extent of privacy and security and the brand reputation. Intention, adoption and continuance refer to the determinants of consumer online intention to buy a product, the adoption of the consumer by using factors that an effect on their experience and the retention to visit the website again and do the shopping.    
1.3. [bookmark: _Toc29202889]Effective website
Chaffey et al (2006) defined ‘Effective website’ as information on the website that can deliver to their visitor whatever they are looking for. Website is the front page, the first thing that a consumer knows about the organisation so it should include the detailed information about the organisation’s products and services and simultaneously deliver sales to the company. According to Alison Lancaster (2009), head of marketing and catalogues at John Lewis, an effective website should begin with the user.
“Understand who the customer is, how they use the channel to shop, and understand how the marketplace works in that category. This includes understanding who your competitors are and how they operate online. You need continues research, feedback and usability testing to continue monitor and evolve the customer experience online. Customers want convenience and ease of ordering. They want a site that is quick to download, well-structured and easy to navigate.” 
Similary, Nah and Davis (2002) proposed that the website is considered usability if it has the “the ability to find one’s way around the Web, to locate desired information, to know what to do next, and, very importantly, to do so with minimal effort. Central to this idea of usability are the important concepts of ease of navigation and search”. Websites are the core element for online retailers in attracting new customers and competing in the market place. Therefore, academics, consultants, business owner, marketing managers and organizations need to understand the factors affecting the customer experience on website in each stage of consumer buying process (Constantinides, 2002).
2. [bookmark: _Toc29202890]Key authors and findings
Two key authors that further explained the concepts above will be analysed in this section: website experience building blocks by Constantinides and Conversion framework by Clixo(adapted from Soonsawad, 2013) will be analysed. Later this two frameworks will be utilised to analyse the result findings.
2.1. [bookmark: _Toc29202893][bookmark: _Toc29202891][bookmark: _Toc29202892]Clixo conversion framework
[image: ]
Figure 2: Clixo conversion frame work (Adapted from Soonsawad, 2013)
Soonsawad (2013) distinguished a prescriptive model for conversion rate enhancement called "The Clixo framework" (see figure 2, adjusted from Soonsawad, 2013). In this research, Soonsawad revealed five components of the website experience that have a pivotal job in online sales conversion: the primary component is Catalyst, which demonstrates the inspiration of the visitor and the traffic source. The subsequent component is "value" – how applicable and customizable of the site that can give to the visitors. Third component "Usability" demonstrates how intuitive and user friendly of the site to visitors. The fourth component is "Persuasion" exhibits the motivation for visitors to perform a. Lastly, the "Confidence" gives how reliable the the organisation brand is as perceived by clients (Soonsawad, 2013). And the visitor is at the central point of the framework. The study suggested that online retailers ought to investigate every one of the five components of the structure to their website in order to increase the customer experience thus enhance the sales conversion rate. So far, however, there has been little discussion about the most significant component out of the five, so except when the organisation need to satisfy all components, the conversion rate could otherwise never been improved.   
2.2. [image: ]Constantinides website experience building blocks
[bookmark: _Hlk29218299] 
[image: Web experience building blocks: literature references per sub-category  ]
[image: ]Figure 3: Web experience: Main building elements (Constantinides, 2004)
IV. [bookmark: _Toc29202894]RESEARCH DESIGN AND METHOD
1. [bookmark: _Toc29202895][bookmark: _GoBack]Overview the design
As the research aims to gain an understanding of driving factors that affect consumer’s decision on online shopping, a qualitative method was employed in gathering primary data. As suggested by Weil (2017), doing a qualitative method is primary for studies on a smaller scale, due to it giving rich understanding of the Internet users themselves (Maignan and Lukas, 1997), in-depth information, and explicit individual experiences (Weil, 2017). Since this was a small-scale project aimed at gaining an insight into respondent’s individual experiences on online shopping experience, a qualitative method was appropriate. In addition, qualitative data is also useful for crafting at new theoretical insights in greater detail compared to quantitative methods (Patton, 2002). According to Collis and Hussey (2003), qualitative data is related to characteristics and non-numerical attributes. Qualitative data is collected through interviews, case studies, observations and questionnaires. In this study, a qualitative research is suitable as the author seek to examine how consumers interact with a website and understand the factors that influence their decisions. Taking this into consideration, the study takes a qualitative perspective along with the attempt to “see through the eyes of one’s research participants” (Bryman and Bell, 2003, p. 295).      
To get this sort of data, focus group is the most appropriate method. One of the benefit of focus group interview it that it utilised the connection between participants to create information and knowledge that can not be generated from other research method such as questionnaire and interview. As in a focus group, participants commutating with one another with the assistance of a moderator (the author) to get more data and share their experience. Indeed, the usefulness of focus group information depends on the extent to which participants feel comfortable and straightforward about sharing their ideas and thoughts.
2. [bookmark: _Toc29202896]Population and study sample
The author plan to conduct two focus group study in the autumn of 2020. 25 to 30 respondents are selected were residing in the UK for at least one year and equally recruited across genders. Due to the particular topic of online shopping, all participants are required to perform Internet purchase with online retailers in the UK before, which mean that all respondents are familiar with online shopping. Hence, to ensure that the participants meet with that requirements, a screening procedure was conducted before the recruitment. The participants had to be familiar with online shopping on the Internet, had at least made three online transaction within the last year with retailers in the UK for example Asos, John Lewis, Amazon, Argos etc. The most desirable participants group would be married people with children and age range from 25 to 45 so that all of them have common experience because “homogeneous groups tend to promote more intense discussion and freer interaction” (Cooper and Schindler, 1998). In addition, this target population were chosen because they mostly have part-time or full-time income. This target also has credit cards and familiar to computer and Internet.  The respondents are voluntarily selected among postgraduate students from Universities in London, United Kingdom. Consequently, the actual online shoppers are recruited as research participants, which consistent with the aim of the study to study the actual online experience rather than intention. In the focus group discussion, open-ended questions will be asked in discussion to allow both typical and unorthodox responses. The moderator will carry out the discussions in a relaxed and friendly manner. The session expects to last two hours so foods and drinks will be provided. The topics of the discussion relate to the products, motivation for online shopping, shopping experience on different retailers’ website, websites features that they find the most useful. Participants will be asked to give feedback about their previous shopping on the Internet. To avoid the risk of moderator and/or respondent biases in focus group (Morgan and Krueger, 1993), a mini-questionnaire will be handed to participants immediately after the focus group discussions to enhance the credibility and validity of data gathered.
3. [bookmark: _Toc29202897]Secondary Data
Prior to collecting primary data, it is essential to commence a research by analysing the work of others. Accoridng to Churchill and Iacobucci, 2005, p.169, “A good marketing research study should always start with secondary data”. Secondary data allow the author to form the theoretical structure of the research and find the gap that the research can fill within its scope, as such information is mostly credible and accurate. Fortunately in this online shopping field, there has been plenty of reliable reports generate from online resources such as Mintel, Passport, Google Analytics, Facebook Analytics, Semrush as they can provide real-time information update of any websites given. Semrush.com for instance, has a large information base which provides an accurate online research base and analysis.
4. [bookmark: _Toc29202898]Research methodology
The Thematic Analysis method has been used to analyse the qualitative data. It involves breaking down the ideas and keywords to initial theme with corresponding codes, then similar ideas are then put into groups to create the theme. It illustrates the data in detail and deals with diverse subjects via interpretations (Boyatzis, 1998), and provides a systematic element to data analysis (Alhojailan, 2016). Braun and Clarke (2006) noted that this analysing method allow researcher to “minimally organises and describe data in rich detail”. While thematic analysis is flexible, this flexibility can lead to inconsistency and a lack of coherence when developing themes derived from the research data (Holloway and Todres, 2003). The data collected from the focus group interviews are converted to transcripts for the Thematic analysis. Then, the codes and themes are generated for the effective analysis. 
5. [bookmark: _Toc29202899]Ethics and human subjects and data management issues

How will you manage and store the data you collect (keep data secure)? 
How will you protect the anonymity of participants?

V. [bookmark: _Toc29202900]EXPECTED DATA RESULTS AND FINDINGS
Using charts, graphs, and any analyses you think are appropriate for this proposal. Note that you have not collected data however, secondary sources can be vital to your discussions here. Write a summary description, critique, evaluation, and comparison of the qualitative research technique(s). Discuss  each method’s procedures, strengths and weaknesses, typical findings, best applications, and the unique qualities of each.
Experiment
Survey
Case study
Ground ed theory

Web site designers should emphasize reducing the number of page views needed to complete a transaction. It has been shown that longer page-view durations do not bring users closer to a completed transaction (Bucklin & Sismeiro 2003). Moe and Fader (2003) used stochastic modelling approaches while investigating repeat-visit behaviour and purchase conversion rates of Web users at two large online websites - Amazon.com and CD now. The authors concluded that there was strong evidence of heterogeneity in both Web usage behaviour and changes in behaviour over time. Moe and Fader (2003) pointed out the risks of ignoring either or both of these phenomena in evaluating the performance of a Web site.
[image: Image result for qualitative research technique]
Compare to other analysis method, the Thematic analysis 
Compare to semiotic analysis, conversational analysis and narrative analysis
Complexity 
Complexity, defined by Rogers (1995) as the degree in which an innovation is perceived as relatively difficult to understand and use, is negatively related to adoption. Most of the respondents agreed that no additional skills were required for executing E-shopping, as it was not complicated at all. For them, basic computer knowledge should be sufficient for shopping. However, for the first- time user, familiarity with browsing and searching on the Internet is important. In consensus, the respondents agreed that shopping via the Internet was not difficult. ‘For e-bay customers, skills are needed for auction bidding’ (male) ‘Payment systems knowledge might be important….but you can still shop even though you don’t know the details’ (male) ‘you’ve got to have a debit or credit card to facilitate your e-shopping as 90% of websites will ask for the card numbers….even when you’re just booking’ (female) ‘Online shops’ website are purposely made simple for user-friendliness…otherwise they could not make profit’ (female) In addition the following issues are found as factors that relates to the Complexity of online shopping.  
5.2.1. Website Features: The result expected respondents were not likely to make the effort to click or look for the colourful features on the Internet website. They were more interested in finding the information they want, executing the transaction easily, and have it delivered in time. Some of their points are: ‘Again… I install additional software to block the pop-up menus’ (male) ‘I don’t bother about the attractiveness of a website…the content is more important to me….’ (male) ‘..A white background is better still….. look at the popular websites like e-bay…isn’t it clean and clear….?’ (male) Some gave their comments on the features’ functions: ‘Some e-mail contact provided is not functioning at all…either they ignore it or you get an automated response’ (male) 
 ‘Even the online chat is hardly available….by right there should be someone sitting there 24 hours for technical support especially…..’ (male) For most respondents, information, content and interactivity of websites were able to replace the interpersonal contact, as has been discussed earlier. ‘ I can see….many websites are facilitating users by giving quality information, enough pictures and all the details that are important to customers before purchasing…..’ (male) ‘I can still get that information (from salespeople) on the websites. Some websites have even show reviews, testimonials by previous customers’ (male) ‘I feel entertained! Just like shopping at the mall…it’s a different experience but with equal satisfaction’ (female) Many respondents expected the Internet website information to be detailed and attractive to facilitate their shopping. However, the web features do not influence the adoption of e-shopping. The increase in interactivity and intensity were associated with increased sense of presence, which have been shown to create more positive and more enduring attitudes toward web sites (Coyle and Thorson, 2001). 
VI. [bookmark: _Toc29202901] DISCUSSION OF THE ANALYSIS OF THE FINDINGS
Recently, online retailing has attracted a great deal of attention due to its ability to enable direct interaction, lack of variable costs, flexibility and superiority in targeting customers (Dellaert, et al. 1998 as cited in Moe & Fader, 2004; Peterson et al., 1997). The low cost of visitation from customers also contributes to the low conversion rates (Moe & Fader, 2004). From the customer point of view, online shopping offers convenience, value and hedonic consumption possibilities (Eroglu, Machleit, & Davis, 2001)
From the off-line retailer’s perspective, they are utilising their Web presence as a communications tool only and are satisfied with an online presence without any consideration as to the role of the Web site in overall marketing activities (Doherty et al., 1999). Online retailers realize they must understand both physical marketing tools and creating and delivering the proper web experience (Constantinides, 2004). The model developed by Clixo is an important step in changing the way online retailers view the customer experience. Online retailers must focus more on the customer, and this is why the model has the customer at the center (M. Dombrow, personal communication Feb 7, 2012). The rest of the model is developed around the needs of the customer with the goal of enhancing their experience and converting them into buyers. However, online retailers are failing to recognize that the Web experience indicates positioning the brand differently for online customers (Clancy, 2000).
From the study with reliable data and evidence, it can be concluded that website design is one important element that can influence sales conversion, and that element is one part of the website satisfaction. Obviously, even the website is well designed, if it makes the customer wait so long to process to the next step, or the link is broken then it will never make any sales conversion. A previous study by Tsai in 2004 recommended that retailers should remove unnecessary graphics at the final check out process to achieve higher conversion rates. Gudigantala, Bicen and Eom (2016) further supported their conclusion by highlighting that one-unit increase in the website satisfaction score can result in raising $14.26 million in average monthly revenue of an online retailer. These recent findings are consistent with the discussed literature review above of Constantinides’s web experience building blocks (Aesthetics), which identify design as one of the core factors, contribute to the customer experience on the web. In contrast, the study by Lee, Joshi and Bae (2009) concluded that those determinants of the website could be different in culture. For example, US users prefer the speed of the website whereas, in Korea, the key determinants are aesthetics, security and customer service.
Supporting, Web site designers should emphasize reducing the number of page views needed to complete a transaction. It has been shown that longer page-view durations do not bring users closer to a completed transaction (Bucklin & Sismeiro 2003). Moe and Fader (2003) used stochastic modeling approaches while investigating repeat-visit behavior and purchase conversion rates of Web users at two large online websites - Amazon.com and CD now. The authors concluded that there was strong evidence of heterogeneity in both Web usage behavior and changes in behavior over time. Moe and Fader (2003) pointed out the risks of ignoring either or both of these phenomena in evaluating the performance of a Web site.
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Appendix
Appendix 1: Internet sales as a percentage of total retail sales (ratio) (%)
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Figure 2.3.Consumer Behaviour model by Cheung et al. (2003)
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Constantinides grouped the factors that influence online behaviours into five elements: Usability,
Interactivity, Trust, Aesthetics and Marketing Mix. The author also weighted the importance of each
element by indicating the mumber of references (see Figure 3, adapted from Constantinides, 2004).
Firstly, web usability measure how easily the customer can locate desired information on the website.
Secondly, Interactivity indicates the quality of communications between the website owner and the
customer. Next, Aesthetics are design elements of the website that can encourage customers to stay on
the site and explore. Fourthly, Trust provides transaction security, data safety and guarantees to users
(Constantinides, 2004). Lastly, the marketing mix containing various models for instances the 4Ps

(Product, Place, Price, Promotion), the 3C"s (Customers, Competitors, Corporation) (Constantinides,
2004).
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Although it is obvious that both frameworks developed by Soonsawad and Constantinides have similar
clements, the two authors had a different approach toward website content and design. While
Soonsawad’s Clixo ftmework focus on the external factors that bring customers to the website
(Catalyst element), as well as the incentive and promotion of the company (Persuasion and Value
element), Constantinides identifies two other factors that not included in previous research which are
Interactivity and Aesthetics. It could be explained that during the Constantinides time, the digital
marketing landscape is not really developed. Companies have limited opportunity to advertise online
so they were more likely to focus on improving website design and usability. Whereas the Clixo model
is developed in a more modern period where digital marketing is outweighing traditional marketing so
companies now have to spend more on the digital marketing budget. Earlier studies by Buschke (1997)
and Anon. on Chain Store Age (1997) also stressed the importance of website design, as it is the “key
element to a successful commercial website”; the poor design and interface is the main reason of
numerous failures of big corporations. Interestingly, these studies even stated that the impact of website
design is comparable and similar to the design of physical store facilities of bank or retailers. However,
at the early development of the e-commerce industry, there has been limited analytic tools for those
authors to accurately measure the impact of the user interface to sales conversion rate, so there was no
reliable evidence to further support the above statement.
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