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[bookmark: _Toc164480678]Abstract 
This research proposal examines the influence of discounts on consumers' impulse purchase behaviors, focusing on the psychological mechanisms and behavioral dynamics within digital shopping environments. As e-commerce continues to reshape shopping habits, understanding the impact of discount strategies on impulse buying is crucial for both academic knowledge and practical marketing applications.

The study aims to explore how different types of discounts (percentage off, buy-one-get-one-free) affect impulse purchases and how these effects vary across demographic groups and product categories. The study will utilize a combination of quantitative and qualitative methods to gain a thorough comprehension of the factors that lead to impulsive purchases in response to discounted prices.

Quantitative data will be analyzed using multiple regression to assess how variables such as discount size, product type, and consumer demographics impact impulse buying. Qualitative data from semi-structured interviews will be explored through thematic analysis to delve deeper into the emotional and cognitive responses triggered by discounts.

By dissecting the complex interplay of emotional, cognitive, and situational factors at play, this study will contribute to both theoretical frameworks in consumer behavior and practical marketing strategies, enhancing the understanding of impulse buying in the digital age.








































Table of Contens
Abstract	2
INTRODUCTION	4
1.1 Background	5
1.2 Research problem statement	6
1.3 Research questions and research objectives	8
1.4 Significance of the Research	9
LITERUATURE REVIEW	10
2.1 Theoretical Background	10
2.2 Review of Outstanding Research	12
2.3 Gaps in Existing Research	13
CONCEPTUAL FRAMEWORK	15
METHODOLOGY	16
4.1 Research Paradigm	16
4.2 Research Design	17
DATA ANALYSIS	19
5.1 Quantitative Data Analysis	19
5.2 Qualitative Data Analysis	20
5.3 Validity and Reliability	22
LIMITATIONS AND CHANLLEGES	23
RESRACH SCHEDULE	24
CONCLUSION	24
REFERENCES	24








[bookmark: _Toc164480679][bookmark: OLE_LINK2]INTRODUCTION 
[bookmark: _Toc164480680]1.1 Background
The advent of digital technology has transformed traditional consumer shopping behaviors, introducing a plethora of online shopping opportunities that blend convenience with immediacy. One of the most significant aspects of this transformation is the rise of impulse buying in the digital marketplace(SAĞTAŞ, 2023). Traditionally understood within the confines of physical stores, where the placement of items could strategically induce spontaneous purchases, impulse buying has found a new and potentially more potent expression in the realm of e-commerce(Wells, Parboteeah and Valacich, 2011). 

Impulse buying involves purchases that are unplanned and made on a whim, often triggered by external cues rather than pre-existing needs or considerations(Verhagen and Van Dolen, 2011). In the digital age, these cues have become increasingly associated with discounting strategies employed by online retailers. Discounts, whether presented as limited time offers, seasonal sales, or exclusive online deals, serve as powerful incentives that not only attract attention but also create a sense of urgency, thereby significantly influencing consumer decision-making processes(Ma, Lin and Zhao, 2016).

The psychological underpinnings of this phenomenon are rooted in several behavioral principles. Firstly, the perception of getting a deal or saving money can trigger emotional responses such as joy and excitement, which can overshadow rational purchase planning(Shahjehan et al., 2012). Additionally, the fear of missing out (FOMO) on a deal can led to quick purchasing decisions, bypassing the usual cognitive checks that a consumer might otherwise consider(Lu, Fan and Zhou, 2016).

However, the current body of literature, while expansive in terms of identifying behaviors, often lacks a deeper exploration into the combined psychological and contextual factors influencing impulse purchases in online environments. Most studies focus on singular aspects of consumer behavior or are limited to specific retail settings, leaving a gap in comprehensive, multi-dimensional studies that consider varying types of discounts, consumer demographics, and product categories in the context of impulse buying(Liu, Li and Hu, 2013).

[bookmark: _Toc164480681]1.2 Research problem statement
In the realm of e-commerce, the strategic application of discounts has been a prevalent method to enhance sales volume and attract consumer attention(Vulkan, 2020). Despite the widespread use of such pricing strategies, the depth of understanding concerning how discounts influence consumers' impulse purchase behaviors remains superficial. The primary issue lies in the insufficient exploration of the psychological mechanisms and behavioral dynamics initiated by discounts in digital shopping environments.

Research has traditionally explored impulse buying within the physical retail context, with studies often focusing on the environmental and sensory stimuli that trigger such purchases(Maymand and Ahmadinejad, 2011). However, the migration of retail to online platforms necessitates a revised examination of impulse buying triggers under these new conditions. The problem intensifies when considering the rapid pace and transient nature of online discounting strategies, which can elicit different cognitive and emotional consumer responses compared to in-store promotions(Wells, Parboteeah and Valacich, 2011). 

The complexity of online shopping environments, where consumers are bombarded with varying levels of discount cues and time-limited offers, creates a fertile ground for impulse purchases. Yet, there is a gap in existing literature regarding how such cues differentially affect consumer behavior and decision-making processes. Additionally, while previous studies have highlighted the role of emotions in impulse buying(Verhagen and Van Dolen, 2011), there is a paucity of research exploring how specific discount-related emotional triggers, such as excitement or urgency, influence the impulsive buying decisions in an online setting.

This research aims to fill these gaps by systematically exploring how different discounting strategies influence impulse buying across diverse e-commerce platforms and product types, shedding light on the complex interplay of emotional, cognitive, and situational factors at play. This approach not only promises to enhance academic understanding of digital consumer behavior but also offers practical insights for online retailers aiming to optimize their marketing strategies without undermining consumer satisfaction or encouraging financially imprudent behavior among shoppers.

[bookmark: _Toc164480682]1.3 Research questions and research objectives
This study will address the following key research questions:
1. How do discounts influence the impulse to buy immediately among consumers?
2. Are certain types of discounts (like percentage off vs. buy-one-get-one-free) more effective at inducing impulse buys?
3. Do factors like age, gender, and income level affect how likely someone is to make an impulse purchase when a discount is offered?
4. Does the type of product being discounted (e.g., electronics vs. clothing) influence how effective the discount is at causing an impulse buy?

Research Objectives
Align with the research questions, the study will trying to:
1. Identify the immediate psychological effects of discounts on consumers' decision-making. (This includes understanding how discounts can make consumers feel a sense of urgency or excitement that leads to an impulse purchase.)
2. Compare the effectiveness of different discount strategies. (This objective will explore whether straightforward price cuts or other strategies like buy-one-get-one-free promotions are more likely to result in impulse purchases.)
3. Analyze the influence of demographic characteristics on responses to discounts. (The study will examine how different age groups, genders, and income levels might respond differently to discounts when making impulse purchases.)
4. Evaluate the impact of product type on the likelihood of impulse purchases driven by discounts. (This seeks to find out if consumers are more impulsive with certain types of products when they are on sale.) 

These objectives focus on exploring how discounts act as triggers for impulse buying and how these triggers vary depending on the demographic characteristics of consumers and the types of products offered. This approach will provide clear, actionable insights into effective discounting strategies for different markets and products.

[bookmark: _Toc164480683]1.4 Significance of the Research 
Understanding the impact of discounts on consumers' impulsive purchasing behaviors holds great importance for both academic research and practical implementation in the retail sector. This study aims to address crucial gaps in existing literature by analyzing the psychological mechanisms and behavioral dynamics that trigger such buying decisions. The significance of this research lies in its potential to enhance theoretical frameworks and offer actionable insights for marketers and strategic decision-making processes.

Academically, this research extends the discourse within consumer behavior studies, particularly under the umbrella of impulse buying. While existing theories such as the Emotional/Impulsive Decision Theory(Rook, 1987) provide a foundation, recent developments in digital marketing and consumer data analytics offer new opportunities for insights(Vohs and Faber, 2007). This study proposes to integrate classic psychological theories with current digital consumer behavior trends to better understand how digital environments influence impulsive purchasing behavior.

From a practical management standpoint, the findings from this research could have significant implications for retailers and marketers who rely on discounts as a part of their sales strategies. By understanding the specific psychological triggers that discounts activate, businesses can tailor their marketing strategies to be more effective and ethically sound. For instance, knowing that limited-time offers might create a heightened sense of urgency that leads to impulse buying(Dholakia, 2000), retailers can design promotions that balance urgency with consumer well-being, avoiding strategies that might lead to buyer's remorse or financial distress.

[bookmark: _Toc164480684]LITERUATURE REVIEW
[bookmark: _Toc164480685]2.1 Theoretical Background
The theoretical underpinnings of consumer impulse buying have been extensively studied within the field of consumer psychology, where various models and theories have sought to explain why consumers make spontaneous purchase decisions. Central to understanding this phenomenon is the concept of impulse buying, which is often triggered by emotional arousal and diminished regard for the consequences(Rook, 1987). The modern interpretation of these impulses has evolved with the advent of digital marketing, where the immediate availability of products and the omnipresence of marketing stimuli greatly amplify impulsive behaviors(Chen and Yao, 2018).

The Cognitive Evaluation Theory (CET) provides a useful framework for analyzing how external stimuli, such as discounts, can influence intrinsic motivation by impacting the perceived locus of control and autonomy of the buyer(Deci, Koestner and Ryan, 1999). Discounts may create a sense of urgency, reducing the consumer’s perceived autonomy by compelling them to make quick decisions. This theory aligns with the findings of Vohs and Faber (2007), who identified that reduced self-regulatory resources are a significant predictor of impulse purchases, suggesting that the immediate gratification offered by discounts can overwhelm consumer self-regulation.

The Affect Theory of Social Exchange proposes that emotional responses to interpersonal exchanges influence decision-making processes(Lawler, 2001). In the context of digital transactions, discounts can be seen as a form of social exchange where the seller offers a financial benefit and, in return, often elicits a positive emotional response from the buyer, thereby increasing the likelihood of an impulse purchase.

Another relevant theory that can be considered is the Theory of Planned Behavior (TPB), which suggests that attitudes, subjective norms, and perceived behavioral control have an impact on behavioral intentions(Eimontaite et al., 2013). In relation to impulse buying, discounts have the potential to influence attitudes (by increasing perceived value), modify subjective norms (by normalizing rapid consumption through community engagement on digital platforms), and decrease perceived behavioral control (by introducing external triggers that prompt immediate action).

[bookmark: _Toc164480686]2.2 Review of Outstanding Research
[bookmark: OLE_LINK1]Dholakia (2000) conducted one of the pioneering studies in this area, which examined how time-limited offers significantly increase impulse buying by creating a sense of urgency. This study emphasized that the psychological pressure to act quickly can override the more rational decision-making processes typically involved in purchasing(Dholakia, 2000). Building upon this foundational work, Xiao and Nicholson (2013) explored how discounts not only create urgency but also alter the perceived value of products, making consumers more likely to purchase items impulsively due to perceived savings, regardless of actual need or prior intent. Another dimension of this subject was explored by Kacen and Lee (2002), who delved into the individual differences in susceptibility to impulse buying. Their research highlighted those certain demographic factors, such as age and cultural background, significantly influence how consumers react to discounts. For example, younger consumers and those from cultures with a high uncertainty avoidance tend to respond more impulsively to discounts(Kacen and Lee, 2002).

Further investigation into the mechanisms behind discount-induced impulse buying was conducted by Cheema and Papatla (2010), who found that discounts serve as a form of positive reinforcement. Their study suggested that when consumers receive a discount, they experience a boost in positive emotions which associates the act of saving with pleasure, thereby increasing the likelihood of impulse purchases in the future(Cheema and Papatla, 2010). This emotional response was particularly noted in online settings, where the immediate gratification of securing a deal can be enhanced by the ease of transaction.

Further empirical studies by Sharma et al. (2010) examine the moderating role of product involvement and the perceived risk associated with the product on the relationship between discounts and impulse purchases. They found that for low-involvement products, discounts significantly increase impulse buying tendencies. However, for high-involvement products, where perceived risk is greater, the impact of discounts is less pronounced. This indicates that the effectiveness of discounts in inducing impulse purchases can also depend on the type of product being offered. Gao et al. (2019) contribute to this discussion by analyzing the psychological underpinnings of how consumers perceive savings from discounts. Their research introduces the concept of "perceived transaction value," which not only influences satisfaction with the purchase but also impacts the likelihood of impulse buying. This perspective is essential as it connects the cognitive evaluation of saving money directly with emotional gratification, which can precipitate impulsive behavior(Gao, Wheeler and Shiv, 2009).

[bookmark: _Toc164480687]2.3 Gaps in Existing Research
The existing literature primarily focuses on the immediate effects of discounts on sales, overlooking the nuanced psychological triggers and their long-term impact on consumer behavior.it is important to understanding how discounts influence impulse buying behavior in the digital marketplace.

Much of the current research on impulse buying is predominantly quantitative, relying heavily on statistical analysis of consumer behavior patterns(Yeboah and Owusu-Prempeh, 2017). These studies provide valuable insights into general trends but often fail to delve into the underlying psychological processes that drive these behaviors. There is a lack of comprehensive qualitative analysis that explores the subjective experiences of consumers, which are crucial for understanding the emotional and cognitive responses elicited by discounts.

Existing studies frequently address impulse buying in traditional retail settings but less so in the context of e-commerce. As Liu et al. point out, the dynamics of online shopping—such as anonymity, convenience, and the absence of physical product interaction—add unique dimensions to impulse buying that are not yet fully explored(Liu, Li and Hu, 2013). The immediacy with which discounts can be presented and altered in online environments presents a specific set of triggers not adequately examined in current literature.

Another significant gap is the exploration of demographic variables in impulse buying behaviors influenced by discounts. While some studies have briefly touched upon demographic factors like age and gender, there is a noticeable lack of in-depth analysis on how different demographic groups perceive and react to discounts(Wolf and Moser, 2011). Understanding these differences is crucial for retailers and marketers who aim to tailor their discount strategies to diverse consumer groups effectively.

Additionally, the interaction between different types of discounts and product categories has been underexplored. Most studies generalize the effects of discounts without considering how different kinds of discounts—percentage off, buy one get one free, flash sales—might affect impulse buying behaviors differently depending on the product type(Fennis and Stroebe, 2020). This oversight limits the applicability of research findings to real-world marketing strategies, where the nature of the product significantly influences the effectiveness of discount types.
[bookmark: _Toc164480688]CONCEPTUAL FRAMEWORK 
[image: ]
The conceptual framework for this research proposal aims to systematically map out and examine the interrelationships between various psychological factors that mediate the effects of discounts on impulse purchasing behavior. This framework integrates both theoretical perspectives and empirical evidence from prior research, serving as the backbone for understanding how discounts trigger consumers' impulse buying actions. The conceptual framework identifies several key constructs: Discount, Psychological Triggers, Consumer Characteristics, and direction of the relationship between discounts and impulse buying.

[bookmark: _Toc164480689][bookmark: OLE_LINK3]METHODOLOGY
[bookmark: _Toc164480690]4.1 Research Paradigm
Pragmatism is a philosophical perspective that does not adhere solely to any particular philosophy or perception of reality. Instead, it asserts that the validity of theories or beliefs is established through their effectiveness in practical implementation(Biesta, 2010). "Pragmatism proves to be highly appropriate for this study due to its capacity to incorporate a combination of quantitative and qualitative research methods. This paradigm places emphasis on the pragmatic utilization of research outcomes and prioritizes the utilization of any necessary methodologies in order to comprehend the issue at hand, thereby endorsing an adaptable approach towards investigation(Yvonne Feilzer, 2010). In the context of consumer behavior research, this means selecting methods that best address the research questions, irrespective of the traditional boundaries between quantitative and qualitative techniques(Johnson and Onwuegbuzie, 2004). This approach is highly beneficial for exploring the multifaceted phenomenon of impulse buying triggered by discounts, as it allows for an exploration that includes measurable data on purchasing behaviors as well as deeper insights into the psychological and emotional processes that underpin these behaviors.

For this research, the pragmatic paradigm supports the use of quantitative methods to analyze correlations and causalities between discounts and consumer purchases and qualitative methods to explore consumers' thoughts, feelings, and motivations behind their impulse buying decisions. This dual approach enables a more comprehensive understanding of both the observable and experiential aspects of consumer behavior. The primary objectives of this research—to elucidate the psychological mechanisms and behavioral dynamics of discount-induced impulse purchases—are best met through a mixed-methods approach. Pragmatism offers a philosophical foundation for combining various approaches, which enhances the empirical accuracy of quantitative data with the richness and context provided by qualitative observations(Creswell and Creswell, 2017). 

[bookmark: _Toc164480691]4.2 Research Design 
A mixed-methods approach will be employed in order to comprehensively address the research questions posed in this study. The integration of quantitative and qualitative methods allows for a robust analysis of how discounts influence consumer impulse purchasing behaviors. According to Creswell(2014), mixed-methods research is particularly valuable when researchers aim to corroborate and validate findings across multiple phases of data collection and analysis. This approach is suitable for this study as it combines numerical measurement with narrative data to uncover patterns and deeper insights (Creswell, 2014).

The quantitative component of this study will involve the deployment of structured surveys questionnaire designed to measure the frequency and context of impulse purchases under different discount scenarios. Participants will be asked about their recent shopping experiences where discounts were a factor in their purchase decisions. Statistical methods, particularly regression analysis, will be employed to ascertain the relationship between the magnitude of discounts and the likelihood of impulse buying. This technique is well-regarded for its ability to isolate and evaluate variables within consumer behavior research(Field, 2013).

Braun and Clarke advocate for thematic analysis as it provides a flexible yet detailed method for qualitative data analysis, making it suitable for studies that seek to understand complex consumer behaviors(Braun and Clarke, 2006). Parallel to the quantitative effort, qualitative data will be collected through semi-structured interviews. These data collection will aim to delve into the psychological motivations and emotional states that discounts evoke in consumers, which may lead to impulse purchases. Thematic analysis will be applied to transcribed interviews data to identify common themes and variations in consumer attitudes and behaviors. 

The stage of data analysis will witness the amalgamation of quantitative and qualitative data, wherein a comparison will be made between the findings derived from both aspects. The research process will strictly adhere to ethical considerations throughout its course. Prior to collecting any data, participants will be duly informed about the purpose of the research and their consent shall be obtained. To ensure confidentiality and compliance with data protection regulations, all personal information shall undergo anonymization.
[bookmark: _Toc164480692]DATA ANALYSIS 
[bookmark: _Toc164480693]5.1 Quantitative Data Analysis
In addressing the complex relationships between discount strategies and impulse purchase behaviors, multiple regression analysis stands out as the most relevant and robust statistical technique. This choice is informed by the method’s capability to elucidate the influence of multiple interdependent variables on a single outcome variable—impulse buying behavior—in a controlled, quantifiable manner. 

It allows for the examination of how various factors such as the size of the discount, type of product, and consumer demographics simultaneously influence impulse purchases. This is essential in identifying which factors have the most significant impact and how they interact with each other(Hair, 2009). Also, it enables the control and isolation of different variables to determine their unique contributions to impulse buying behavior. This aspect is crucial in distinguishing the direct effects of discounts from other influencing factors(Field, 2013). Multiple regression analysis not only assesses the current relationships among variables but also predicts impulse buying behavior under different scenarios. This predictive capability is invaluable for both theoretical exploration and practical application in marketing strategies(Hair, 2009)

The analysis will be conducted using SPSS (Statistical Package for the Social Sciences), known for its extensive capabilities in handling regression analyses, including diagnostics for assumptions checks like multicollinearity and homoscedasticity. The choice of SPSS is based on its reliability in academic research and its user-friendly interface for complex data analyses(Pallant, 2020). It is worth to note that the dependent variable, impulse purchase behavior, will be regressed against independent variables including, but not limited to, discount size, product type, and consumer demographics. This model will also explore potential interaction effects to understand if the impact of discounts varies significantly across different consumer segments or product categories.

[bookmark: _Toc164480694]5.2 Qualitative Data Analysis
For the qualitative component of this study, researcher will employ thematic analysis as a systematic approach to identify, analyze, and report recurring patterns (themes) within the data. This method is selected for its adaptability and efficacy in presenting a comprehensive, intricate portrayal of the data. By utilizing thematic analysis, the researcher aim to interpret diverse aspects of the psychological impact that discounts have on impulsive purchasing behaviors based on participants' narratives shared during interviews(Braun and Clarke, 2006).

Thematic Analysis steps:
i. Initially, all audio recordings from the interviews will be transcribed word-for-word. As the principal investigator, I will engage deeply with the transcripts by reviewing them repeatedly to develop a comprehensive understanding of the material. During this review, I will note initial impressions and identify emerging patterns.
ii. The subsequent step entails the creation of concise codes from the analyzed data. This coding will be conducted manually to maintain a close connection with the data. It involves segmenting the data based on preliminary themes and annotating these segments with a code that captures their core essence.
iii. The generated codes will then be organized into potential themes. This stage involves assembling all data pertinent to each code into candidate themes and consolidating all relevant information for each potential theme. The themes will undergo a two-level review process: firstly, evaluating their coherence with the coded excerpts, and secondly, assessing their relevance across the entire dataset. This stage may include the merging, splitting, discarding, or refining of themes.
iv. Once a robust set of themes has been determined, each theme will be explicitly defined and named. During this phase, the details of each theme are elaborated, and the overarching narrative of the analysis is formulated. The final stage involves selecting distinct and illustrative examples that accurately represent the identified themes. These are then linked back to the research question and the existing literature, culminating in the production of a scholarly report on the findings.

NVivo, a qualitative data analysis software, will be used to aid in the data management and analysis process. NVivo supports the organization, coding, and retrieval of data, which enhances the efficiency and transparency of the analysis. The software's capability to handle large volumes of textual data and its tools for linking, shaping, and visualizing qualitative data will be invaluable in performing a detailed thematic analysis(Tang, 2023).

[bookmark: _Toc164480695]5.3 Validity and Reliability
To ensure the accuracy of the findings regarding the influence of discounts on impulse purchase behavior, this study developed from a foundation of existing literature, the survey instruments are crafted to precisely capture the core aspects of impulse buying behavior, leveraging previous studies as a guide to ensure comprehensive coverage of relevant variables(Smith and Albaum, 2005). Utilizing scales validated in prior research, such as those employed by Sharma and Sivakumaran (2013), ensures the measurements accurately reflect the theoretical constructs of impulse purchasing. Factor analysis will further verify the data align with anticipated construct structures, solidifying the appropriateness of the measurement tools used.

By sampling a diverse demographic across various consumer segments, the study aims to generalize findings beyond the initial sample. This broader sampling approach enhances the applicability of results across different populations, increasing the validity of the study’s conclusions(Sekaran and Bougie, 2016). Reliability in this study is secured through the approaches in measuring the data collection instruments and cleaning the data set.  
[bookmark: _Toc164480696]LIMITATIONS AND CHANLLEGES 
An important limitation of this study is the generalizability of the findings in relation to impulse buying behavior. Everyone's understanding of impulse buying differs, and while this research design provides clarity regarding cause-and-effect relationships, it cannot fully capture the complexity and external variables that consumers encounter in natural shopping environments. As Smith (2015) points out, experimental research, though precise, often sacrifices real-world applicability, which can affect the interpretation of findings in broader and more diverse contexts. Another limitation concerns the diversity of the participant pool. The study aimed to recruit a sample representative of the general population; however, the researchers were unable to determine whether the effective sample size would support diversity analyses.

The measurement of psychological and behavioral variables presents additional challenges. Impulsive buying behavior is influenced by a variety of internal states and external stimuli that are difficult to quantify precisely. Participants may not always recall their motivations and actions accurately or may not be fully aware of them, leading to variations in data accuracy. This issue becomes more complex in studies involving psychological triggers, where subjective interpretation plays a significant role(Akinbowale, Klingelhöfer and Zerihun, 2023).

The use of multiple regression analysis, while powerful, also introduces complexities in data interpretation. Issues such as multicollinearity among independent variables (variables that are too closely related to each other) may distort the true impact of each variable on impulse buying behavior. Furthermore, as noted by Hair et al. (2017), ensuring that the assumptions of regression analysis (e.g., linearity, independence of errors, homoskedasticity) are met requires careful inspection and potential adjustments during data processing.
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	Date Range
	Task
	Goals and Deliverables

	April 19 - May 27
	Proposal Development
	Develop, refine, and finalize the research proposal. Submit the completed proposal to Richard Dunstan.

	May 28 - June 20
	Literature Review
	Conduct in-depth research and draft the literature review section.

	June 21 - July 18
	Data Collection
	Collect all necessary data as per the methodology section of the proposal.

	July 19 - July 31
	Data Analysis
	Analyze the collected data. Start drafting the 'Analysis of Results' chapter.

	August 1 - August 31
	Writing Discussion and Conclusion
	Draft the discussion chapter to interpret results, and write the conclusion.

	September 1 - September 5
	Initial Full Draft Review
	Compile all chapters and create the first complete draft of the dissertation. Submit this draft for feedback.

	September 6 - September 20
	Revision and Final Adjustments
	Revise the dissertation based on feedback. Focus on enhancing arguments, clarifying points, and refining the presentation.

	September 21 - September 26
	Final Proofreading and Formatting
	Conduct a final proofread and ensure that formatting meets the university guidelines.

	September 27
	Final Submission
	Upload the final version of the dissertation to Turnitin by the deadline.
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