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Abstract


The following study empirically investigated the various factors that are exponentially influencing the behavioural and decision-making process of the customers, in connection to that of the UK's e-commerce sector. The paramount reason behind carrying out this research is it would help progressively towards remediating more policies and schemes for the e-commerce sites to pull in more customers, via the implementation of building a vigil customer service and re-enhancing the discount availability. The primal motto is not only to optimise rooms for driving in accentuation for the companies but also to determine the plethora of consumer behaviour that can be improved. The e-business sector starts and ends with the consumers; therefore, it is their buying decisive skills that implicate the brand's strategy, suiting their demands. Discovering the positivism philosophy, a systematic examination has been executed that explores the nature of the objectives. With the implementation of primary quantitative and secondary qualitative analysis, various factors have been discovered such as prices, discounts, income, genial consumer support, and various others that have sincerely predicted the diverse facets of consumer behaviour changes and its unique characteristics. The role of the subtlety nature of technology has been modulated thoroughly which adds a whole new dimension to this study. Therefore, this exploration deals with an immeasurable literature review that lays down a foundational framework for the rational outlook of the consumers and the business of e-commerce websites holistically.  
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[bookmark: _Toc112276142]Chapter 1: Introduction
[bookmark: _heading=h.30j0zll][bookmark: _Toc112276143]1.1 Background 
E-commerce in the UK has an overall growth rate of 27% and a turnaround of 105 billion dollars (Briggs, 2022). The UK ranks fourth globally in the E-commerce market. E-commerce industries use popular faces to advertise themselves and attract customers (Li and Cai, 2019). The face and appeal of the celeb attract their loyal fans to react to the celeb's appeal of using the E-commerce platform. Schemes like discounts and sales also have an impact on customers. Some E-commerce platforms have introduced subscription-based discount schemes which ask customers to subscribe to their platform for a certain time making them superior customer of the platform and the platform in return provides the individual with some special discounts and offers which is exclusively available for the subscribed individual (Tan et al. 2021). This encourages more and more users of E-commerce platforms to subscribe to a particular E-commerce platform in search of discounts and offers.
[bookmark: _heading=h.1fob9te][bookmark: _Toc112276144]1.2 Research aim
The primary aim of this research is to investigate the factors influencing customer behaviour and the decision-making process considering the case of the UK's e-commerce sector.
[bookmark: _heading=h.3znysh7][bookmark: _Toc112276145]1.3 Research objectives
· To assess the factors influencing customer behaviour and the decision-making process.
· To identify the challenges of consumer decision-making and behaviour.
· To analyse the current trends of consumer behaviour and decision-making.
· To recommend ways to improve the consumer decision-making process in the UK's E-commerce sector.
[bookmark: _heading=h.2et92p0][bookmark: _Toc112276146]1.4 Research question
· What are the factors that influence consumer behaviour and the decision-making process?
· What are the challenges that determine consumer decision-making and behaviour?
· What are the current trends that affect consumer behaviour and decision-making?
· What are the ways that can improve the consumer decision-making process in the E-commerce sector in the UK?
[bookmark: _heading=h.tyjcwt][bookmark: _Toc112276147]1.5 Research rationale 
What are the issues? 
The COVID-19 pandemic has disturbed the customer pattern since several platforms have made themselves available over the internet for customers which was an instinctive business step due to the circumstances (Bhatti et al. 2020 ). The delivery failure during Covid-19 due to circumstances and restrictions in the movement of goods and vehicles made customers shift to other customers.
Why are the issues?
The unpredictability of the customers is due to the wide range of products available and also the wide range of platforms for the same products a customer can turn up to for their requirements, this particular reason makes it very hard to take the customers for granted (Patel et al. 2020). E-commerce companies always face issues in the continuous replacement of products which are requested by the customers, sometimes by unfair means (Han, 2019). The issues and unpredictability in E-commerce are predominantly due to huge competition among companies and the wide scope of the market.
Why are the issues now? 
At this point, with huge customers turning to e-commerce for their needs, e-commerce companies are failing to provide proper customer service to their customers due to too many customers waiting for solutions at one moment (Archetti and Bertazzi, 2021)
How does your research address the issues?
The research addresses the issues by precisely pointing out factors that drive consumer behaviour and decision-making relevant in the business customer relationship and providing an insight to the companies delineating the reasons customers are driven by the above-mentioned issues.
[bookmark: _heading=h.3dy6vkm][bookmark: _Toc112276148]1.6 Research Significance 
The research helps us understand the factors that influence customer behaviour and preference of a particular organisation and how those factors affect customers' decision-making. The research gives us an overview of customers' unpredictability towards businesses and how customer behaviour influences business decision-making. The research provides businesses to reflect on certain and precise factors that could be eluding in their planning of alluring customers towards their businesses'-commerce businesses enterprises reflects on this research and find customers patterns and may take help from the research to plan their business growth and development which depends hugely on customer behaviour and their decision making. The research provides businesses with self-reflecting material that helps them reflect on their business planning and business operations. The research is important given that E-commerce is an expanding industry and is a huge contributor to the GDP of the country and studies must keep providing them with relevant ideas to improve and develop. This research will help to improve the overall customer experience of E-commerce customers.
[bookmark: _heading=h.1t3h5sf][bookmark: _Toc112276149]1.9 Structure of dissertation
[image: ]
Figure 1: Dissertation structure
(Source: Self-developed)



[bookmark: _heading=h.4d34og8][bookmark: _Toc112276150]Chapter 2: Literature Review
[bookmark: _heading=h.2s8eyo1][bookmark: _Toc112276151]2.1 Definition of consumer behaviour and decision-making 
According to Qazzafi (2019), consumer behaviour is how a consumer or a group of customers to purchase, compare, select or dispose of a certain service to satisfy their personal needs and wants. The decision-making process is the action which consists of the notion of how a consumer decides to purchase a product. Qazzafi (2019) also stated that the decision-making process involves five stages, which include Problem recognition, Information search, Evaluation of alternatives, Purchase decision, and post-purchase behaviour. An average consumer considers these factors before the purchase of a product. Qazzafi (2019) also states that a consumer might not consider one or a few factors, which are based on the personal choices of the specified customer.  
[bookmark: _heading=h.17dp8vu][bookmark: _Toc112276152]2.2 Importance of consumer behaviour and decision-making 
According to Lăzăroiu (2020), the study reported the role of trust and the undertaking of risk in the purchase of products, which is important in the study of consumer behaviour to forecast the upcoming patterns of consumer decision making and behaviour. According to Trudel (2019), consumer behaviour depends upon social interactions as well, thus a strategy that influences a target audience of a certain age group will help to manipulate consumer decisions and evolve the behaviour into a consumer trend. The research analyses the consumer bias and decisions and the dilemmas due to the alternative products in the market. But this notion can be ignored by the consumer as brand commitment comes under consideration or quality might differ between the different alternatives available in the market. According to Auf et al. (2018), the importance of consumer analysis tests empirically the relationship between various factors including cost, popularity, and their impact on consumer buying behaviour. Thus, the importance of consumer behaviour is stated through an empirical study of the market trends and popular social group trends. 
[bookmark: _heading=h.3rdcrjn][bookmark: _Toc112276153]2.3 Challenges of consumer behaviour and decision-making 
The challenges of consumer behaviour deal with the notion of personal choices and biases of the consumer as the market study of the products and their sales depend on the consumer behaviour of a particular market. According to Hong et al. (2019), the challenges of consumer behaviour that marketers face reduce their growth due to the dynamically changing behaviour and patterns of spending that constantly changes in the market. That is a huge risk for them to maintain consistency in their performance. The behaviour of the audience has a direct cause and effect relationship with the acceleration in the profit of the brand. If the image of the brand is unstable to the customer, the company would automatically face a reduced profit as the brand image denotes instability which is extremely harmful to a brand image of consumer behaviour. 
[bookmark: _heading=h.26in1rg][bookmark: _Toc112276154]2.4 Advantages and disadvantages of consumer behaviour and decision-making 
According to Wang et al. (2019), consumer behaviour can change the total scenario of the company by helping the companies to draw a detailed picture of the consumer behaviour analysis which is needed for the strategy-making policies of the company. It helps the companies to develop their products according to the consumer needs which in turn increases the growth of the company.
Wagner et al. (2020) opined that consumer decision-making directly determines the revenue generation of the company which plays a significant role in pricing policies and pricing strategies of the company. It also helps the organisation to draw an overall analysis of consumers' needs which in turn helps them to develop their product variation.
Tran (2021), states the advantages of the consumer decision-making process which in turn helps the companies to make more sustainable business strategies. It helps to direct the companies to develop their product according to the needs of the consumer which in turn increases the consumer buying potential.
There are some disadvantages of consumer behaviour which directly impact the growth of the company. According to Struckrell (2022), the consumer decision-making process increases the uncertainty of the organisation as it directly influences the selling rate of the organisation. The final decision-making process can decrease the growth of the company if the consumer changes their decision while buying. It also leads the companies to face a huge loss. It at times misleads the companies to invest more finances on product and advertisement if it is not properly analysed.
[bookmark: _heading=h.lnxbz9][bookmark: _Toc112276155]2.5 Theories and models 
According to Bao et al. (2022), the Economic Model of Consumer Behaviour mainly states the idea of a consumer's buying pattern based upon the benefits and price. It mainly describes the consumer behaviour while purchasing the product. It also states that consumer behaviour can be influenced by price, advantages and disadvantages of the product.
Avestisyan and Grigoryan, (2022), state about the Cognitive Model gives an idea of the consumers who do not make decisions based upon the specifications of the product rather they purchase the products according to their taste, interests and market trends.
According to Ng (2020), the theory of reasoned action explains the relationship between consumer behaviour and attitudes and action. It mainly gives a perspective on the consumer's behaviour and its impacts on the purchasing rate of the consumer.
About Yi and Jai (2020), the theory of Impulse Buying explains the consumer's immediate reaction to external stimulation that directly influences the purchasing intention of the customer. It directly gives a picture of external influences which stimulate the customer to purchase the product immediately like an advertisement, promotional content, advertisement on social media platforms, product reviews etc.
[bookmark: _heading=h.35nkun2][bookmark: _Toc112276156]2.6 Conceptual framework
[image: ]
Figure 2: Conceptual Framework
(Source: Self-developed)
[bookmark: _heading=h.1ksv4uv][bookmark: _Toc112276157]2.7 Literature gap 
The literature reviewed gives adept information on the considered topic of factors influencing consumer behaviour and decision-making considering the case of the E-commerce sector of the UK. However, there are certain areas, in which lack of information availability incurred a knowledge gap in ascertaining certain statements. This was due to accessibility issues of journals and also a lack of available research in the respective field. A wide lot of information adeptly highlights the various external factors that play a prime role in influencing consumer decision-making and behaviour, however, the existing literature has been witnessed to widely lack focus on the internal factors impacting consumer behaviour and decision-making. Information is scarce in delineating the theoretical aspects illustrating internal factors that impact consumer behaviour and decision-making. 


[bookmark: _heading=h.44sinio][bookmark: _Toc112276158]Chapter 3: Methodology
[bookmark: _heading=h.2jxsxqh][bookmark: _Toc112276159]3.1 Research paradigm 
The concept of research paradigms is a depictive and historical analysis of the natural sciences (Bonache and Festing, 2020). To conduct the research, Saunders’ research onion model has been considered (Melnikovas, 2018). A research paradigm is an approach to research that follows a standard substantial number based on research according to a verified and long period of practice. Saunder’s research onion model is a suitable framework for establishing the methodological framework for this research as it gave clear guidelines to the researcher about the wide view of reality. 
[bookmark: _heading=h.z337ya][bookmark: _Toc112276160]3.2 Research philosophy 
Positivism, Pragmatism, Realism and Interpretivism are the four research philosophies (Alharahsheh, 2020). Positivism philosophy examines the research problem to recognize and compute the factors that affect certain specific outcomes in research (Abu-Alhaija, 2019). Positivism philosophy research has been applied to assess the nature of objectives specifically related to the research topic.
[bookmark: _heading=h.3j2qqm3][bookmark: _Toc112276161]3.3 Research approach
[bookmark: _heading=h.np50fd7m8p06]This research paper is focusing on the deductive research approach that depends upon the assembling framework to direct data analysis (Pearse, 2019). This approach is suitable for the present research because it helped in assembling data on E-commerce site users' behaviour and their decision-making process according to continuous changing strategies of the E-commerce market. Apart from that, there is another approach called the inductive research approach, however, it is not used as the same would not have allowed the researcher to prove anything accurate. 
[bookmark: _heading=h.1y810tw][bookmark: _Toc112276162]3.4 Research method
A mixed research methodology has been used, including primary quantitative data collection and secondary qualitative data collection methods. For primary quantitative data collection, simple random sampling methods have been used whereas, for secondary qualitative data collection method, the sources have been taken from different magazines and newspapers. 
[bookmark: _heading=h.4i7ojhp][bookmark: _Toc112276163]3.5 Research Strategy 
The research uses an explanatory research process that describes the changing process of the group which was unified in developing theoretical structure (Borek and Abraham, 2018). The explanatory research process understands the provided topic and predicts the future occurrence. The Explanatory research process is a well-suited strategy for this research because it helped to understand the changing behaviour of the E-commerce site users in the UK and the factors affecting their decision-making process. 
[bookmark: _heading=h.2xcytpi][bookmark: _Toc112276164]3.6 Data collection method 
In order to collect data, two methods have been applied, primary quantitative and secondary qualitative data collection methods. In the primary quantitative data collection method, surveys have been conducted on 80 e-commerce site customers with the help of a simple random sampling method. Under the secondary qualitative method many newspapers, journals and business magazines have been used as a source. 
[bookmark: _heading=h.1ci93xb][bookmark: _Toc112276165]3.7 Sampling technique 
In the simple random sampling method, the elements have been known for the equal probability of being selected by random procedure (Sarstedt, 2018). A simple sampling method has been used in this research, where a survey has been done selecting 80 E-commerce site users in the UK as the sample of the research for the primary data collection process.
[bookmark: _heading=h.3whwml4][bookmark: _Toc112276166]3.8 Data analysis method 
Excel numerical analysis methods have been used to analyse primary quantitative data collected using graphs and charts whereas, in secondary qualitative data collection methods, the data have been analysed through thematic analysis. 
[bookmark: _heading=h.2bn6wsx][bookmark: _Toc112276167]3.9 Ethical considerations 
[bookmark: _heading=h.tekoj6d68cvp]As the research has used primary quantitative data collection methods, several ethical constraints have been considered, such as the data of 80 E-commerce site users in the UK have been kept confidential. The consent from the research participants was taken before surveying the site users in the UK. The research has addressed the credibility of authors of all journals, newspapers and magazines taken as a source in secondary qualitative data collection.   
[bookmark: _heading=h.qsh70q][bookmark: _Toc112276168]3.10 Research timeline (Gantt chart)
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Figure 3: Research Timeline
(Source: Self-developed)

[bookmark: _heading=h.3as4poj][bookmark: _Toc112276169]Chapter 4: Data Analysis, Findings, and Discussion
[bookmark: _heading=h.1pxezwc][bookmark: _Toc112276170]4.1 Primary Quantitative Findings and analysis 
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Analysis
Summarising the survey questionnaires, it can be analysed that 45% of the respondents were recorded to be belonging to the age group of 18-30 years who are seen to be more engrossed in surfing the various e-commerce sites. It is nowadays, teens find the very activity of shopping pleasurable and enjoyable as they can find fashionable products of their personal preferences which are just a click away. The added perk to this is that they get these personalised products just by sitting on their couches and that speaks much about the growing popularity of these e-commerce sites. 40% of the respondents reported spending "very frequently" on such sites as these sites are the one-stop sites, from where everything, from groceries to outfits, furniture or anything else can be easily purchased, referring to manifold customer ratings or other criteria. Amazon is one of the "most visited destinations" where 38.75% of the total recorded respondents spend time on and it is majorly due to their low price availability and policy of free shipping that proves to be of utmost benefit to customers, in today's generation. As Amazon is known for its genial and customer-friendly services and support, they get high streaming clients purchasing from them who like approaching a responsible and adaptable customer service with empathy and limpid communication abilities. No wonder, 33% of the reported audiences have gone for relying “very highly” and “highly” on patient assistance support. As a result, the purchasing rates have seen a major hike as 45% of the participants ultimately believe in purchasing “very frequently" from the online sites and 47.5% are reported to be female, the sole rocket fuel of e-commerce. The dominant recorded buying factor is the price of the product as 35% of the responders get influenced to proceed with buying when the price is right and justifiable. Besides this, 23.8% of participants responded to discounts for influencing their potential buying schemes as clients quickly get drawn more towards discounts, which that in-turn induces traffic to these sites. These have a direct generation of sales as recorded answers of 42.5% prefer spending 10 to 20 EUR. Thus, these sites should focus on placing just prices and not overrate their products as 40% of the respondents have turned out to be saying no to put high prices as it deters them from purchasing.
[bookmark: _heading=h.49x2ik5][bookmark: _Toc112276171]4.2 Secondary Qualitative Findings and analysis 
4.2.1 Theme 1: “Quality customer service influences positively on customer decision making”
Customer service is a vital aspect of E-commerce customers and depends highly on information from the customer service associates about their products and their queries relating to the buying process or other post-buying issues. A Forbes report stated that 58% of customers are more willing to pay more for a better customer service experience (Hyken, 2021). AI in e-commerce is regarded as an instant solution to customer queries relieves customers from worries about their goods and other related queries and the customer feels well served. Amazon has been ranking in the top 10 since 2007 in the customer satisfaction index (Markman, 2020). Customer service post-buying is also an important factor that drives customers to stay with choosing a new platform for their next e-commerce purchase. Post-buying customer service related to replacement or returning makes sure the customers get the full value of their money. Companies with good post-sale customer service are more likely to retain their customers than E-commerce companies with bad post-sale customer services. Companies like Amazon have been using a wide range of advanced customer service technologies to serve their customers (Amazon, 2022). Amazon with personalised customer service has achieved customer retention of 91% among its Amazon prime users (Ghelber, 2022). Studies have found that higher customer satisfaction achieved through better customer service makes customers loyal to the particular E-commerce platform and influences the decision and choice of the customers for their selection of the next e-commerce platform they choose to purchase (Arcwebsite, 2022).
4.2.2 Theme 2: "Availability of discount coupons and referral codes possess the high potential of influencing the customer behaviour and decision making skills"
Discount plays a major role in retaining customers that directly open valorous rooms for development. The majority of the e-commerce sites have implemented discounts and coupons in full swing as it is only by these incentives, they can experience a staggering growth in their sales. With the advent of technology, famous e-commerce site like Amazon has understood the importance of coupons that help in overdriving their business operations by rolling in an infinite range of customers who get attracted typically by coupons (Amazon, 2022). The demand for coupons has grown at such an incessant rate that in 2020, it was observed that 92% of the shoppers shopping from online mode searched for coupons, right before placing their orders (Justin Smith, 2022). It is also to be noted that the craze for coupons and discounts is much higher in women than that of men as 62% of women pay close and sincere attention to these offered discounts so that they have the opportunity to avail of low prices for their desired products and save their money. This is highly evident in Amazon because they know the best way to instil trust and comfort in their consumer's minds is by offering them honest discounts that can exorbitantly prove fruitful for their development. The hedonic advantage that the e-commerce sites have already predicted is that by the end of 2022, there will be $90 billion in the retrievals of coupon or discount codes (RetailTechnologyInnovationhub, 2017). Therefore, the happiness of the buyers purchasing products via the e-commerce sites depends solely on the number of coupons they are redeeming because the more there are incentivizing discounts, the more the customer’s positive behaviour 
[bookmark: _heading=h.2p2csry][bookmark: _Toc112276172]4.3 Discussion of the findings linking with the literature
Secondary Qualitative findings dictated the importance of stellar and quality customer support that forms the key ingredients towards assessing consumer behaviour. It is the basic nature of a consumer to speculate about products before purchasing and separating the obsolete ones from the appropriate things. Here comes the vitality of consumer service which is meant to answer all possible queries of the consumers. It forms the strong foundation upon which not only the company's image but the decision-making process of the customers depends. It has been recorded by Forbes report that the demand for agile and monitoring customer service is so high that 58% of consumers are ready to pay more if that calls for an understanding help support that keeps a regular check on their demands (Hyken, 2021). The current finding states that the customers of e-commerce sites highly rely on compliant customer support which plays a huge responsibility to assort and enriching the consumer experience. Amazon has made it its ultimate game changer by standing out from all its competitive rivalries and investing in good and able customer support which has been ranked at the top10 of the customer satisfaction index, since 2007 (Markman, 2020). Therefore, inferring the findings of the Literature Review, this behaviour can be categorised under the theory of reasoned action as the consumers involved in a responsible attitude as they reach out the expertise, in times of confusion or times of acquiring knowledge regarding any preferred things (Ng, 2020). This finding has completely complied with the objectives of this research as it strongly determines consumer behaviour to a great extent.
On the other hand, the availability of Amazon coupons has not been able to push the behaviour of the customers that much, so it can be said that it has contrasted. Though consumers get attracted by coupons still it does not seem to incentivise customer behaviour (Amazon, 2022).
Primary Quantitative findings state by the recorded data that 47.5% of the females spend more time on e-commerce sites and they are the amplifiers, bringing more success to the webs of e-commerce. The researched data brought a clear analysis of 38.75% of people spending their time majorly on the leading site, Amazon. The primary data shows transparency in finding out data that in turn, clearly helps in evaluating consumer behaviour and decision-making power. The report found the factors that deter one from proceeding further towards ordering from online websites, the major reason being the high price that is rated fewer than 40%. Thus, it simply correlates with the theory of the economic model of consumer behaviour that considers the consumers being highly speculative of the prices before purchasing (Bao et al. 2022).  This shows the basic feelings of customers who find it unnecessary to engage in sites that create high price tags for their things that prove to be a barrier. High prices disgruntled the consumers which lead to losing them, bringing no revenue to their market. Factoring product prices and offering just pricing is a prime way to make consumers feel that their needs are also prioritised and cared for, besides making profits for the brand. The findings also throw light on the mandatory need of the e-commerce sites to work more on remodelling their discounts and offers as it also influences consumer behaviour and their conduct, though 23.8%. This is in alignment with the literature, where 92% of the buyers find discounts and offers before even checking out their preferable products (Justin Smith, 2022). Inferring to the data collected, the domain should also focus on building a top-rated communication team that would nurture the queries and add a secure solution to all tasks. 

[bookmark: _heading=h.147n2zr][bookmark: _Toc112276173]Chapter 5: Conclusion and Recommendations
[bookmark: _heading=h.3o7alnk][bookmark: _Toc112276174]5.1 Conclusion Drawn 
This research has analysed the factors influencing customer behaviour and the decision-making process considering the case of the UK's e-commerce sector. This has also analysed the challenges, advantages and disadvantages of consumer behaviour and decision-making. Saunders' research onion model has been used as the research paradigm. Positivism philosophy has been applied to assess the nature of objectives specifically related to the research topic. The current finding states that the customers of e-commerce sites highly rely on compliant customer support which plays a huge responsibility to assort and enriching the consumer experience. Primary Quantitative findings stated that remodelling of discounts and offers and high prices of products primarily affect consumers' behaviour and their decision-making process. Through secondary data collection, it was found that the vitality of consumer service and a top-rated communication team helps to answer and nurture all possible queries of customers thereby influencing their decision-making behaviour. 
[bookmark: _Toc112276175]5.2 Linking with the objectives 
“Objective 1: To assess the factors influencing customer behaviour and decision-making process”
From the finding, it has been analysed that the vitality of consumer service not only improves the company's image but the decision-making process of the customers depends upon. The availability of Amazon coupons has not been able to push the behaviour of the customers that much, so it can be said that it has contrasted. High prices disgruntled the consumers which lead to losing them, bringing no revenue to their market. Remodelling their discounts and offers as it also influences consumer behaviour and their conducts
 “Objective 2: To identify the challenges of consumer decision-making and behaviour”
The challenges of consumer behaviour deal with the notion of personal choices and biases of the consumer as the market study of the products and their sales depend on the consumer behaviour of a particular market. The challenges of consumer behaviour that marketers face reduce their growth due to the dynamically changing behaviour and patterns of spending that constantly changes in the market which is a huge risk for them to maintain consistency in their performance. 

“Objective 3: To analyse the current trends of consumer behaviour and decision-making”
It has been recorded that 47.5% of the females spend more time on e-commerce sites and they are the amplifiers, bringing more success to the websites of e-commerce, through primary quantitative data findings. Analysing secondary qualitative data, it has been recorded by Forbes report that the demand for agile and monitoring customer service is so high that 58% of consumers are ready to pay more if that calls for an understanding help support that keeps a regular check to their demands 
“Objective 4: To recommend ways to improve consumer decision-making process to the UK’s E-commerce sector”
There are lots of factors that can affect the behaviours and decision-making procedures of E-commerce site users.   Factors that can influence customers' behaviour are easy returns, free shipping, new products, and online reviews. Therefore, it can be said that E-commerce businesses can bring improvements in these factors in order to influence customers' behaviours and decision-making. 
[bookmark: _heading=h.ihv636][bookmark: _Toc112276176]5.3 Recommendations 
The below are given recommendations to the E-commerce sites to improve processes thereby positively influencing consumer behaviour 
· Easy returns- It can be recommended that if E-commerce companies use an easy return policy that will be a great help in favour of customers.  On the online site if the colour, size and shape mismatch what is shown online comparatively. Easy return or exchange policy can be on one of the hit lists that one company can offer. 
· Free shipping- Free shipping can be the second most essential factor recommended to an E-commerce company, that can manipulate the decision-making process of customers. Free shipping policy usually attracts more customers who spend more time on online websites or stores. 
· New products- Customers usually search for new and trendy or innovative products, according to the occasion and time. Hence, it is highly recommended for an E-commerce Company to add more new products to attract more traffic online.  
· Online reviews- Most of the customers who purchase products online, read online reviews before buying them. This help to determine the quality of the product of a certain company. Positive or negative reviews directly impact the behaviour and decision-making power of customers. Hence, it is recommended for E-commerce companies to ask for reviews after every delivery of the product to the customers. 
[bookmark: _heading=h.32hioqz][bookmark: _Toc112276177]5.5 Future implications of the research 
The future implication of this research paper will focus on the greater implication of the finding from this research.  The E-commerce business can modulate their policies and customise more in their online site designs according to the finding of the research. The implication of the recommendation of this research paper can be critically utilised by E-commerce companies.  This research paper can help to understand the relationship between customers' choices or interests and with strategies of E-commerce companies to pull in more customers.  
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1. What is your age?   
· 18-30 years
· 31-50 years
· 51 and above
2. What is your Gender? 
· Male
· Female
· Unwilling to disclose
3. How much time do you spend on e-commerce sites?
· Very frequently
· Frequently
· Occasionally
· Rarely 
· Never
4. On what e-commerce sites do you spend the most?
· Amazon
· eBay
· Asos
· Marks & Spencer
· Argos
5. How often do you buy from e-commerce sites?
· Very frequently
· Frequently
· Occasionally
· Rarely
· Never
6. Would you mind letting us know about your spending on e-commerce sites?
· Below 50 EUR- 10 EUR
· 10 EUR- 20 EUR
· 20 EUR- 30 EUR
· 30 EUR- 40 EUR
· 40 EUR- 50 EUR 
7. What influences your decision-making process for purchasing?
· Information quality
· Design of the website
· Price of the products
· Availability of discounts
· Delivery time
8. What deters you from purchasing products from an in-store?
· High Price
· No Customer Reviews
· Unsure of the quality of the products
· Not aligning with needs
· Data breach of the mode of payment
9. Do you agree that your income influences your purchase decision-making?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
10. How much do you think about the availability of customer support services before making a purchase?
· Very highly
· Highly
· Neutral
· Rarely
· Very rarely



Age 
Percentage 	18-30 years	31-50 years	51 years and above	45	37.5	17.5	Total participants 	18-30 years	31-50 years	51 years and above	80	80	80	No. of respondents 	18-30 years	31-50 years	51 years and above	36	30	14	
Gender
Percentage 	Female 	Male	Unwilling to disclose	47.5	38.75	13.750000000000002	Total participants 	Female 	Male	Unwilling to disclose	80	80	80	No. of respondents 	Female 	Male	Unwilling to disclose	38	31	11	
How much time do you spend on e- commerce sites?
Percentage 	Very frequently	Frequently	Occasionally	Rarely 	Never	40	22.5	17.5	12.5	7.5	Total participants 	Very frequently	Frequently	Occasionally	Rarely 	Never	80	80	80	80	80	No. of respondents 	Very frequently	Frequently	Occasionally	Rarely 	Never	32	18	14	10	6	
On what e-commerce sites do you spend the most on?
Percentage 	Amazon	Ebay	Asos	Marks 	&	 Spencer	Argos	38.75	22.5	8.75	23.75	6.25	Total participants 	Amazon	Ebay	Asos	Marks 	&	 Spencer	Argos	80	80	80	80	80	No. of respondents 	Amazon	Ebay	Asos	Marks 	&	 Spencer	Argos	31	18	7	19	5	
How often do you buy from e-commerce sites?
Percentage 	Very frequently	Frequently	Occasionally	Rarely	Never	45	21.25	16.25	10	7.5	Total participants 	Very frequently	Frequently	Occasionally	Rarely	Never	80	80	80	80	80	No. of respondents 	Very frequently	Frequently	Occasionally	Rarely	Never	36	17	13	8	6	
Would you mind letting us know of your spendings on e-commerce sites?
Percentage 	
Below 50 EUR- 10 EUR	10 EUR- 20 EUR	20 EUR- 30 EUR	30 EUR- 40 EUR	40 EUR- 50 EUR 	17.5	42.5	22.5	7.5	10	Total participants 	
Below 50 EUR- 10 EUR	10 EUR- 20 EUR	20 EUR- 30 EUR	30 EUR- 40 EUR	40 EUR- 50 EUR 	80	80	80	80	80	No. of respondents 	
Below 50 EUR- 10 EUR	10 EUR- 20 EUR	20 EUR- 30 EUR	30 EUR- 40 EUR	40 EUR- 50 EUR 	14	34	18	6	8	



What influences your decision making process for purchasing?
Percentage 	
Information quality	Design of the website	Price of the products	Availability of discounts	Delivery time	12.5	10	35	23.75	18.75	Total participants 	
Information quality	Design of the website	Price of the products	Availability of discounts	Delivery time	80	80	80	80	80	No. of respondents 	
Information quality	Design of the website	Price of the products	Availability of discounts	Delivery time	10	8	28	19	15	



What deters you from purchasing products from an in-store?
Percentage 	High Price	No Customer Reviews	Unsure of the quality of the products	Not aligning with needs	Data breach of the mode of payment	40	16.25	23.75	7.5	12.5	Total participants 	High Price	No Customer Reviews	Unsure of the quality of the products	Not aligning with needs	Data breach of the mode of payment	80	80	80	80	80	No. of respondents 	High Price	No Customer Reviews	Unsure of the quality of the products	Not aligning with needs	Data breach of the mode of payment	32	13	19	6	10	
Do you agree that your personal income influences your purchase decision-making?
Percentage 	 Strongly agree	 Agree	 Neutral	 Disagree	Strongly disagree	35	26.25	8.75	23.75	6.25	Total participants 	 Strongly agree	 Agree	 Neutral	 Disagree	Strongly disagree	80	80	80	80	80	No. of respondents 	 Strongly agree	 Agree	 Neutral	 Disagree	Strongly disagree	28	21	7	19	5	
How much do you think about availability of customer support services before making a purchase?
Percentage 	 Very highly	   Highly	 Neutral	 Rarely	Very rarely	32.5	32.5	7.5	15	12.5	Total participants 	 Very highly	   Highly	 Neutral	 Rarely	Very rarely	80	80	80	80	80	No. of respondents 	 Very highly	   Highly	 Neutral	 Rarely	Very rarely	26	26	6	12	10	
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