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CHAPTER FIVE: CONCLUSION AND RECOMMENDATIONS 

5.1. Introduction  

This is the final chapter of the research which is intended towards highlighting a brief set 

of recommendations and conclusions of the study. In the present chapter, the conclusions are 

derived from the study findings and analysis which have been conducted in the previous chapter 

in the context of customer behaviour and online purchases with online retail websites. The 

conclusions are formulated on the basis of the research purpose, aims of the study and research 

questions which were addressed in the previous chapter. Hence, the implication of the analysis 

and findings were also discussed in this chapter and the resultant recommendations were also 

addresses in the favour of online retail websites and online purchases of the customers. However, 

the recommendations were derived from the research aim and the findings of the study from the 

previous chapter.   

5.2. Summarised Findings 

This section provides summarised findings to the readers in order to understand what 

results have been derived in the previous chapter. For this purpose, the aim and objectives were 

reviewed with austerity in order to conduct the analysis and provide summarised findings of the 

study. The objectives and aim of the research study were apparent to the researcher and readers 

as it was focused towards critical analysis of the factors affecting customer behaviour on online 

purchases considering the case of Chinese online retailers Jing Dong and Taobao. However, the 

objectives of the research were focused towards identifying the factors affecting customer 

behaviour and understanding the importance of customer behaviour and factors affecting online 

purchase decision of a customer. 

From the analysis conducted in the previous chapter, it was analysed that online 

purchases from the retail websites is centrally affected by the beliefs and personality of the 

customer. The personality of the customer enables to purchase products from online websites. 

This is made evident from the analysis that personality of the customer heavily influences the 

purchase behaviour of the customer (Chu.and Kim, 2011). It was also analysed from the results 

that personality traits of an individual or the customer largely affects their buying behaviour 

because the purchases of the customers are reflected by their personality. In a study conducted by 

Imam (2013), lifestyle also reflects the purchases of the customers and the things they wear due 
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to the fact that they are brand conscious while other customers are not brand conscious. 

Therefore, it was analysed from the results that personality of the customers reflects their buying 

behaviour in the case of online retail websites. Their purchases are influenced by some of the 

personality traits of the customers.  

The results further analysed that attitude of the customers also have a significant impact 

on their buying behaviour from online retail websites. The participants who were surveyed were 

of the opinion that they are more concerned by the offerings of online websites such as Jing 

Dong or Taobao. Furthermore, attitudes of the consumers have learned inclination to the 

response of an object. In this context, customers hold different attitudes towards different 

products which are important for the marketing specialist to understand in order to attract 

customers towards the organisation (Bruwer, Saliba. and Miller, 2011). In addition to the above 

statement, the results portrayed that attitude of the customers does not always hold negative 

feelings towards the product as it depends on the expectations of the customers which are catered 

within the products and services facilitated to the customers from the online retail websites. 

According to the analysis carried out in the previous chapter, it was analysed that the 

social class of a customer largely influences their buying behaviour. However, these results were 

similar to the findings of Cheah, Phau and Kea (2016) in which it was stated that all humans are 

social animals where they have some people around them which influence their buying 

behaviour either directly or indirectly. It was also analysed that the post purchase behaviour of 

the consumers is relatively affected by the social factors in which marketers does not have a 

direct role. In addition to this, the emergence of the internet buying of the customers, however, 

has played a significant role in formulating the behaviour of the customers as customers find 

useful information about the brands from the people they get influenced or on different online 

platforms. The results also portrayed that online products are often designed for the customers 

according to their social class which is the reason customers’ purchases according to their social 

class and other social factors.  

The results analysed by the researcher that culture factors of an individual or the 

customer help in the purchasing of the products and services from online retail websites. In 

addition to the above statement, every customer has the different set of beliefs, habits and 

principles which are developed from the family background and status. Moreover, the influence 
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of the cultural factors on the purchases of the customers is also focused towards gender, age and 

religion accompanying with the social status (Cheah, Phau and Kea, 2016). This was also 

analysed that buying behaviour of the consumer varies due to cultural differences and people 

who belong to different cultures alter their buying behaviour and this has an impact on the 

customer behaviour due to conflicts and cultural differences that affect the brand image of the 

online retail stores. Therefore, the cultural factors have a significant influence on the customer 

behaviour with respect to online purchases from the online retail websites.  

In the light of the results analysed by the researcher that the features of online retail 

websites influence the customer behaviour. Moreover, the survey results also analysed that the 

increase in the trend of online retailing, there is an impact which leads to discomfort, 

uncomfortable feeling and anxiety because of risk factors in the online purchases that exist when 

the customers has to choose one alternative with the benefits and features and that requires to 

give up the appealing factor and features for other alternatives. 

Overall results of the study portrayed a favourable relationship within the independent 

and dependent variable. The correlation and regression analysis conducted were also in the 

favour of the study which confirms the hypotheses statement. Furthermore, the survey results 

were also in the favour of the study as it confirms the relationship between the variables.  

5.3. Recommendations 

Following recommendations are provided to the online retailers Jing Dong and Taobao in 

order to enhance the online behaviour of the customers towards their customers,  

• It is recommended to the Jing Dong and Taobao for improving the level of 

information provided on their websites which are an ultimate and legit 

requirement of the customers as they receive information about the product and 

services only through the information available on the following websites. 

Moreover, the enhanced information on the website will make consumers’ feel 

that the website is secure and trustworthy which directly influences their buying 

behaviour. In addition to this, the trader information should also be provided in 

the online retail website of the company so that the consumers get the complete 
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information about checking out the purchase process so that the customer’s 

money is secured.  

• It is also recommended to the managers of Jing Dong and Taobao websites to 

change the look of the website because as an online retailer, introducing new 

features and heading towards the new direction in terms of innovation can 

enhance the traffic of customer on the website. Frequently, most of the online 

retailers display their products using celebrities and models that are styled with 

a different range of clothes which are available on the website. This portrays 

that how the clothes will originally look for the customers but it is also a 

method of suggesting which products the customers can prefer or might want to 

buy. This feature should also be focused towards more user friendliness in order 

to attract a large number of customers.  

• It is also recommended to the managers of the online retail websites that impose 

the presence of trust-mark on the website in order to indicate the customers that 

they can feel confident when shopping on the particular website. Hence, it 

should be clear to the customer that the trust-mark is present on the website so 

that they can purchase from the website. Therefore, implementing the trust-

mark on the website can increase the traffic of the customer on the company’s 

website.  

• It is also recommended to the managers to focus on the navigation of the 

website as the consumers can easily navigate on the website which can enhance 

their shopping experience. Moreover, the website should focus on reducing 

unnecessary clicks and implements features such as auto-scroll which helps in 

avoiding or losing the interest. This should also be focused toward providing a 

personal experience to the customers in the most effective manner. Therefore, 

the focus on navigation of the websites is equally important in order to enhance 

the online purchase and experience of the customer.  

•   It also needs to make sure by the managers of the website that it should load 

quickly. For this purpose, the home page should not include heavy content 

which creates a delay in loading the website and losing the interest of the 

customer. The home page should only contain necessary information which is 
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relevant to the customers or could help them in their buying process. Such type 

of initiative can grab the attention of the customer and it urges them to make the 

purchase decision with the particular website.  

• The final recommendation of the online retailing website is focused towards 

they psychology of colours used in the website which requires a prior focus by 

the website experts. The psychology of colours plays an important role in 

grabbing the attention of customers and influencing them for making the 

purchase decision. For this purpose, they should think upon the utilisation of 

booking engines and try to use green colour for the checkout option. As green 

can be related to the traffic light which can create a positive association in the 

minds of the consumers.  

 

5.4. Conclusion 

In order to conclude the chapter, the main aim and objective of the research were 

apparent to the readers which were focused towards critically analysing the factors that can affect 

the online purchases of the customers in case of online retail websites. It has been analysed that 

there is a significant influence of each factor of the customer behaviour on the online purchased 

from the retail websites. Moreover, the study also analysed that all factors pertaining to the 

customers such as cultural factors, social factors, psychological factors and personal factors all 

were related to the online purchases and largely influences the buying behaviour of the 

customers with respect to online websites. Furthermore, the online purchases of the customer are 

largely shaped by the overall outlook of the website which should be attention seeking in order 

enhance the customers’ attitude. This reflects that online purchases in online retail websites can 

be portrayed through the factors which affect the buying behaviour of customer.  

5.5. Future Implications 

The future implications are necessary to be highlighted in a study as it focused towards 

explaining the areas in which the research can be improved in the future by the future researcher 

who wishes to precede the research in the same field. Hence, the future implications for this 

study are focused towards the selection of data collection method which was only limited to 

primary method and collection of quantitative data. The researcher, in this case, can gather the 
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data from the interviews which can be conducted by the managers of both Jing Dong and Taobao 

who can reflect on their consumer purchasing behaviour and highlights the factors associated 

with it. Secondly, the research can be focused towards qualitative study along with quantitative 

study which can further validate and authentic the research. In addition to this, a comparison can 

be carried out in the favour of the two companies based on the customer traffic and market 

shares of the websites. These implications should be considered by the future researchers in 

order to enhance the findings of their study. 
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Factors affecting customer behaviour in online purchases: A Critical Analysis of online retail 

store Jing Dong and Taobao 

Questionnaire 

The main aim of this study is to critically analyse the factors affecting customer 

behaviour on online purchases considering the case of Chinese online retailers Jing Dong and 

Taobao. 

Demographics 

1. Gender 

• Male 

• Female 

2. Age 

• 20– 24 years 

• 25 – 29 years 

• 30 – 34 years 

• 35 – 39 years 

• Above 40 years 

Independent Variable: Factors affecting Customer Behaviour 

Personal factors 

3. The income of the person influences his buying patterns.  

• Strongly Agree 

• Agree 

• Neutral 



Customer Behaviour     14 
 

• Disagree 

• Strongly Disagree 

4. People prefer to purchase those products online which advocate their role in society.  

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

5. Purchases from online retail websites reflect a consumer lifestyle. 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Social Factors 

6. Social class can influence behaviour of the customers on online retail websites. 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 
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7. Friends and family members can influence an online purchase decision of the customers. 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

8. Online retail stores motivate the customer to buy the products as it meets their social needs.  

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Psychological factors 

9. The consumer perception towards online products and the brand also influences his buying 

decision.  

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

10. Level of motivation towards online products influences the buying behaviour of the 

consumers.  
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• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

11. Online products create a positive attitude of the customers to buy the products from online 

retail websites.  

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Risk factors 

12. Low risk in the online retail websites can influence the customer behaviour. 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

13. Consumer prefers to buy from those online websites which have secured payment system.  

• Strongly Agree 

• Agree 
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• Neutral 

• Disagree 

• Strongly Disagree 

14. Consumers prefer to buy from those online websites which have less product risk.  

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Dependent Variable: Online Purchases 

15. Online purchases are largely influenced by consumer attitude towards online retailing store.   

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

16. The online purchases are influence by cultural and social norms.  

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 
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• Strongly Disagree 

17. The performance of the products should meet the expectation of the customers to influence 

online purchases. 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 
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