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Abstract

This research investigates how Amazon UK has strategically responded to the challenges of Brexit
and how these adaptations have affected consumer behavior and perceptions among EU-based
customers. With Brexit introducing new trade barriers, VAT regulations, and logistical disruptions,
cross-border e-commerce dynamics have shifted significantly. This study focuses on three key areas:
changes in EU consumers’ purchasing patterns, perceptions of Amazon’s service quality post-Brexit
(particularly in delivery, pricing, and product availability), and how users evaluate Amazon’s

compliance and localization strategies.

A quantitative, cross-sectional survey was conducted, targeting EU residents who have purchased
from Amazon UK since 2021. A total of 112 valid responses were collected and analyzed using
descriptive statistics, correlation, and regression techniques. The findings indicate that while many
consumers continue to use Amazon UK, shopping frequency has decreased, and product category
preferences have shifted. Respondents rated Amazon relatively well in terms of delivery reliability
and communication clarity, but expressed dissatisfaction with post-Brexit pricing and product

availability.

Interestingly, while satisfaction and trust in Amazon remained high, these factors were not strong
predictors of future shopping intentions. This unexpected result suggests a disconnect between
perceived platform performance and long-term loyalty, possibly due to increased price sensitivity or

competition from EU-based platforms.

The study contributes to understanding consumer behavior in disrupted trade environments and
highlights the need for continued strategic alignment in pricing, inventory localization, and user
experience. It also identifies areas for further research, such as qualitative exploration of consumer
sentiment and longitudinal tracking of behavioral changes. Overall, this research offers practical
insights for e-commerce platforms navigating regulatory shifts and evolving consumer expectations

in post-Brexit Europe.
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1 INTRODUCTION

1.1 Background

The UK’s decision to leave the European Union (Brexit) has reshaped many aspects of cross-
border trade, with e-commerce emerging as one of the most disrupted sectors. As one of the
world’s largest e-commerce platforms, Amazon UK has had to respond to a complex and
evolving regulatory and logistical environment to continue serving its EU customer base. The
shift in customs rules, tax requirements, and trade agreements has created new challenges for

online retailers and consumers alike.

Amazon had been able to benefit in a frictionless European digital economy before Brexit, and
borders were not all that different between the UK and EU. Nevertheless, with the departure of
the UK to the EU, new custom checks, VAT, and trade documentation implications have entered
the picture (Du et al., 2024; Harcourt, 2023). The changes have resulted in the delivery delays,
confusion of pricing, and changes in the supply chain strategies. The EU consumers, who were
used to fast and affordable cross border deliveries, have started getting surprise custom fees

and delayed deliveries (Blake, 2020; Rana and Meena, 2021).

Amazon’s response has involved adapting its operational strategies, including investing in local
EU fulfillment centers and revising its pricing structures to accommodate VAT and import costs
(Cronk and Veenstra, 2023; Coppo, 2024). While these strategies aim to maintain service
quality and customer trust, it remains uncertain how effective they have been from the
consumer’s perspective. With customer satisfaction being a key driver of e-commerce loyalty,

understanding how EU users perceive these adjustments is essential.

The broader e-commerce environment is also evolving. Al Natour (2019) highlights the need
for agility and innovation in global e-commerce, especially in markets affected by external
shocks like Brexit. Similarly, Bulman et al. (2024) point out how external disruptions such as
Brexit and COVID-19 have jointly accelerated the restructuring of supply chains and digital
platforms. These disruptions have tested the resilience of logistics infrastructure and customer
service models, forcing companies like Amazon to rethink delivery and returns management

across borders.
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Besides, Brexit has fueled debates on regulation of digital trade, data protection and
competition in the UK and EU. Other authors such as Donn (2024) and Liwanda (2023)
comment on the fact that the evolving regulatory environment has increased the burdens of
digital platforms with the need to ensure compliance alongside competing with equals in the
EU. The changes are not only technical, they profoundly alter the experience and impression
of users and have a direct impact upon consumer behavior and buying decisions (Gao, 2022;

Jones et al., 2021).

It is especially essential to understand such shifts because EU customers reconsider their online
shopping and analyze the trustiness of such platforms as Amazon UK. Changes in trade and
logistics causing the effects after Brexit have started to be studied; however, little quantitative
work has been done on the experience of the effects of Brexit as they are perceived by end-
users in the EU (Du, Shepotylo and Yuan, 2025; Stoklosa, 2024). This research extends the
relationship between that gap and investigating how Amazon strategy matches with EU
customer experiences about delivery performance, product availability, and transparent pricing

post Brexit.

1.2 Purpose of the Study

The purpose of this study is to quantitatively examine how Amazon’s strategic responses to
Brexit have influenced the behavior and perceptions of EU-based customers who continue to
shop on the Amazon UK platform. Since the UK formally exited the European Union, several
regulatory and logistical changes have affected cross-border e-commerce. These changes
include adjustments to VAT policies, customs declarations, product pricing, and delivery
logistics. As a major player in global e-commerce, Amazon has had to rapidly adapt its
operations to navigate this new environment while maintaining service for international

consumers.

This research aims to assess the effectiveness of these adaptations from the perspective of EU
consumers. Specifically, the study focuses on three key areas: changes in customer purchasing
patterns post-Brexit, perceptions of delivery reliability, pricing transparency, and product
availability, and the link between Amazon’s operational changes and consumer satisfaction or

loyalty.
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By capturing the experiences of EU customers through a structured online survey, this study
seeks to measure how Brexit has shifted consumer behavior—whether customers have reduced
their purchases from Amazon UK, changed product categories, or altered their shopping
frequency. In addition, it evaluates how well Amazon has communicated and implemented its

post-Brexit strategies, particularly regarding VAT clarity and customs-related charges.

This investigation is timely and relevant, given the ongoing impact of Brexit on trade and
digital commerce. While several policy and business reports have outlined the macro-level
impacts of Brexit on the UK economy and supply chains, there is limited research focusing
specifically on consumer-level outcomes, especially within e-commerce platforms. This study
addresses that gap by generating empirical data on how EU users perceive and respond to

Amazon’s efforts to manage post-Brexit disruptions.

The findings of this study will provide valuable insights for both academic and business
audiences. Academically, it contributes to the growing body of research on digital trade,
consumer behavior, and post-Brexit market shifts. From a business standpoint, it offers
practical implications for Amazon and other cross-border retailers operating in or around the
UK, helping them better understand the needs and expectations of EU customers in a post-

Brexit digital marketplace.

1.3 Rationale for the Research

The UK’s exit from the European Union has significantly disrupted established patterns of
digital trade, particularly in e-commerce. Amazon, as a leading cross-border platform, has
faced unique challenges in adapting its UK operations to meet new legal, logistical, and
consumer demands post-Brexit. While existing studies (Blake, 2020; Du et al., 2024) explore
macroeconomic and trade implications of Brexit, there remains a noticeable gap in consumer-
focused research, particularly quantitative assessments of how strategic shifts affect EU-based

Amazon UK customers.

Al Natour (2019) emphasizes the need for global e-commerce firms to remain adaptive in
response to policy changes and external shocks. Brexit, combined with COVID-19, created a
dual-layered disruption (Bulman et al., 2024), forcing Amazon to introduce VAT recalculations,
clarify customs duties, and invest in local fulfillment centers. However, these adaptations are
often assessed from a business or policy lens, not from the consumer’s point of view. Consumer

perceptions of delivery delays, pricing changes, and the clarity of customs fees directly affect
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brand trust and loyalty (Kochnev, 2025; Coppo, 2024), yet there is limited empirical work

exploring these outcomes across EU markets.

Moreover, recent work by Du, Shepotylo, and Yuan (2025) points to service-related challenges
in UK-EU trade relationships, highlighting the importance of consumer experience data in
shaping future strategies. Similarly, Chazzaoui (2025) and DEHANI and HAGERSTROM
(2025) call for more focused analysis of how logistics and compliance changes affect
international business operations. This research responds to that call by shifting the focus to

EU-based consumers and their lived experience of shopping from Amazon UK post-Brexit.

Given Amazon's scale and influence, understanding how well their post-Brexit strategies align
with EU customer expectations is not only academically relevant but also practically important.
Rana and Meena (2021) and Donn (2024) argue that trust, transparency, and regulatory
alignment will be key to sustaining cross-border digital trade. If customers perceive delivery
delays, hidden charges, or compliance confusion, it may weaken long-term loyalty and cross-

border market potential.

By collecting quantitative data directly from EU consumers who purchase from Amazon UK,
this study aims to fill an under-researched gap. It will offer practical insights into what has
changed for the user, how Amazon’s strategies are perceived, and what patterns may guide

future cross-border platform adaptations.

1.4 Dissertation Structure Overview
This dissertation is organized into six core chapters.

Chapter 1: Introduction outlines the research background, aims, objectives, and questions. It
also highlights the study’s relevance in the context of Amazon’s post-Brexit adaptations and

changing EU consumer behavior.

Chapter 2: Literature Review reviews current academic and industry sources related to
Brexit’s impact on e-commerce, Amazon’s strategic responses, and shifts in consumer

behavior. It identifies theoretical frameworks and gaps this study addresses.

Chapter 3: Methodology explains the quantitative research approach, including the rationale
for using a structured survey, sampling methods, and analytical techniques such as correlation

and regression. Ethical considerations are also addressed.
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Chapter 4: Findings and Analysis presents the results from the survey, including descriptive

and inferential statistics, showing patterns in consumer perceptions and behavior post-Brexit.

Chapter 5: Discussion interprets the findings in relation to the literature, discussing strategic

implications for Amazon and similar cross-border e-commerce platforms.

Chapter 6: Conclusion and Recommendations summarizes the key insights, outlines study

limitations, and offers suggestions for future research and strategic improvements.

The dissertation concludes with a full reference list and appendices containing the survey

instrument and supporting material.
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2 LITERATURE REVIEW

2.1 Introduction

The purpose of this chapter is to critically review existing literature that informs the research
focus: Amazon’s strategic response to Brexit and its impact on EU consumer behavior. This
review draws on recent academic, policy, and industry sources to build a foundation for
understanding the broader Brexit-related disruptions in digital trade, how Amazon has adapted,

and how EU consumers have responded to those changes.

The chapter begins by examining how Brexit has altered UK—EU trade dynamics, particularly
in digital and e-commerce contexts. This includes trade barriers, customs regulations, VAT
adjustments, and broader economic uncertainty. It also reviews how these structural shifts have

influenced supply chains, logistics, and digital trade compliance.

Next, the literature proceeds to the evolution of the cross-border e-commerce, not only
elaborating on the initial global trends but also identifying specific Brexit-related obstacles to
it. The section also addresses the overall dilemma of retailers to be able to continue to attain
the consumer trust and service standards to operate across jurisdictions. The chapter will then
discuss how Amazon is responding strategically to Brexit e.g. warehouse relocation, localized
fulfilments, VAT compliance modifications, and logistics delivery. These measures are

described in the terms of continuity of services and experience of consumers.

Finally, the review shifts to EU consumer behavior, assessing how delivery speed, price
transparency, customs clarity, and perceived brand reliability influence purchasing decisions
post-Brexit. The chapter concludes by identifying theoretical frameworks and key gaps in the

current literature, justifying the need for this study’s quantitative focus.

By organizing the review thematically, this chapter establishes the basis for the research
questions and helps position this study within existing academic conversations. It shows where
previous work has been focused, what remains underexplored, and how this research can

contribute by capturing the consumer perspective through empirical data.
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2.2 Brexit and the Reshaping of UK-EU Trade

2.2.1 Overview of Brexit’s Trade Implications

Brexit fundamentally changed the UK’s relationship with the European Union, shifting it from
frictionless trade within a single market to a third-country trading status. This change
introduced new customs checks, VAT obligations, and regulatory procedures for goods crossing
UK-EU borders. These barriers have directly affected e-commerce platforms that relied on

seamless, just-in-time supply chains.

Instead of a smooth transition, the UK’s exit led to widespread confusion and inefficiencies at
ports and distribution hubs. While the Brexit withdrawal agreement laid out broad trade terms,
the practical implementation created more frictions than anticipated. Trade costs rose for both
businesses and consumers, with delays becoming a common experience, particularly for small
parcels and B2C shipments. Blake (2020) suggests that the added customs complexity has been
especially damaging for SMEs that lack the resources to manage new compliance demands.
Du et al. (2024) reinforce this by showing how logistics costs and delivery lead times increased
across multiple sectors, particularly retail. Gao (2022) further notes that VAT rules for EU
consumers buying from the UK have become less transparent, leading to reduced consumer

trust and higher cart abandonment rates.

Despite early political claims of minimal disruption, the post-Brexit reality for trade has proven
economically burdensome and operationally disruptive—especially for online retailers like

Amazon that depended on rapid, cross-border delivery.

2.2.2 Digital Trade and Regulatory Divergence

In parallel with physical trade barriers, Brexit triggered a sharp divergence in digital regulation.
Data governance, platform liability, and digital services taxation are now evolving on separate
paths in the UK and the EU. This divergence has not only affected corporate compliance costs

but has also complicated digital trade in services and consumer data handling.

The General Data Protection Regulation (GDPR), still applicable in the EU, has seen partial
reinterpretation in the UK post-Brexit. UK-based e-commerce firms, including Amazon’s UK

operations, now face the challenge of meeting two versions of the same standard—potentially
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introducing data friction when serving EU customers. Harcourt (2023) argues that such
fragmentation weakens consumer protection and increases regulatory uncertainty for platforms

operating cross-border.

Besides, regulatory divergence leads to implications on interoperability within e-commerce
platforms. It makes companies technically and legally burdened when there are assorted rules
on machinery holding of the data, customer privacy, and payment in different borders.
According to Rana and Meena (2021), cross-border data flows have experienced greater
regulations and constraints to efficiency in using platforms and increased risks of compliance.
The researchers point out that in cases when the digital standards are not mutually recognized,
companies face the challenge of having to rely on dual compliance ones: in the UK, and in the
EU (Reland et al., 2021). This repetition cannot be maintained by smaller platforms and turns
away interest in the digital infrastructure in the long term of UK and EU. Instead of developing
a competitive advantage, the UK regulatory divergence has resulted in friction in the market

that is proportionately hitting e-commerce services quality and consumer experience.

2.2.3 Trade Policy Uncertainty and Service Export Disruptions

Beyond the structural changes in tariffs and regulation, the uncertainty surrounding Brexit’s
trade terms has itself created lasting damage. For several years post-referendum, unclear
timelines and shifting political positions prevented firms from making long-term operational
decisions. This instability undermined investment in logistics, warehousing, and digital

infrastructure.

Du, Shepotylo, and Yuan (2025) show that uncertainty in Brexit negotiations led to a decline
in UK services exports, especially in sectors relying on digital platforms and cloud services.
As companies hesitated to commit resources to UK-EU trade routes, Amazon and others were
forced to rethink their fulfillment and delivery models. Dehani and Hégerstrom (2025)
highlight how even after formal agreements were signed, persistent uncertainty around
implementation and enforcement of trade terms continued to disrupt logistics planning across

the region.

In particular, “last mile” delivery systems faced growing pressure due to fragmented customs
rules and rising cross-border complaints. This uncertainty has had a chilling effect not only on
business investment but also on consumer behavior, with many EU customers turning to local

alternatives to avoid surprise charges and delays.
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Overall, trade policy instability has compounded the technical barriers of Brexit, reinforcing a
pattern of lost efficiency, decreased reliability, and eroded trust in UK-based e-commerce

services.

2.3 Evolution of Cross-Border E-Commerce

2.3.1 Global Growth of E-Commerce and Strategic Agility

The last two decades have seen e-commerce evolve from a niche channel into a mainstream
global retail force. Companies operating in this space have had to develop not only scalable
digital platforms but also agile strategies that respond to regulatory shifts, technological
advances, and consumer expectations. Strategic agility has become a core competency for e-
commerce firms navigating unpredictable market environments, such as the one shaped by

Brexit.

Speed, cost- efficacy and customer confidence are key aspects of competitiveness in e-
commerce. All these factors are heavily modified by the quality of the logistics and cross-
border compliance management, as well as customer experience in various regions of a
company. According to Al Natour (2019), global e-commerce success is linked to a firm
meeting the requirements of global markets and the anticipation of disruptions in realising its
operations. This global rationale used to be visible in the pre-Brexit approach of Amazon,
which was to base its operations in the UK but to serve the European Union. But Brexit

fragmentation has questioned such an approach.

Strategic reactions must not only involve tech-investment but the additional strategy should
also incorporate adaptive logistics, knowledged tactical strategy of the localities, and
responsiveness to the regulations. In this regard, Sharma (2023) emphasizes that successful
companies must not only digitize but also localize, an appropriate balance between the global
mass and the localization of the action. This demand on strategic reconfiguration under pressure
can be seen in Amazon setting the strategic shift of distribution based on specific filling stations

in the European Union.

2.3.2 Post-Brexit Challenges in Cross-Border Retail

The Brexit transition created a distinct set of problems for cross-border retailers. Previously

seamless flows of goods were replaced by a patchwork of customs rules, VAT recalculations,
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and longer delivery lead times. These issues disrupted the very mechanics that underpin e-

commerce: speed, clarity, and cost predictability.

One of the most visible challenges has been the increased complexity of VAT and customs
charges. Consumers in the EU, previously shielded from these costs, now often face unclear or
last-minute fees at checkout or delivery. Chazzaoui (2025) argues that these opaque processes
create a trust gap, especially when platforms fail to clearly communicate the total cost of
purchase. This erodes consumer confidence and shifts demand toward local or EU-based

sellers.

Beyond cost, logistics operations have faced setbacks in efficiency. Amazon’s reliance on large
UK distribution centers made sense under a single market structure but became a liability post-
Brexit. Cronk and Veenstra (2023) show how the UK’s new outsider status reduced its
attractiveness as a logistics hub, particularly for companies serving the EU. The authors
highlight a rising demand for distribution centers in countries like the Netherlands, where
regulatory certainty and EU access are preserved. Amazon’s eventual investment in EU-based
infrastructure appears reactive rather than proactive—raising questions about the limits of its

strategic foresight.

These operational shifts also highlight a broader challenge in maintaining brand reliability.
Delays, surprise costs, and communication failures quickly damage consumer relationships in
e-commerce, where frictionless service is often expected. Companies that don’t manage these

touchpoints risk long-term damage to loyalty and market share.

2.3.3 E-Commerce as a Growth Tool for SMEs

While larger firms like Amazon face challenges of scale and restructuring, SMEs in the EU
also use e-commerce as a tool for growth—though with different vulnerabilities. E-commerce
allows small firms to access wider markets without heavy physical infrastructure, making it an
appealing channel for internationalization. Yet, Brexit has introduced barriers that
disproportionately affect SMEs lacking legal, financial, or technical resources to manage the

transition.

Before Brexit, EU-based SMEs could sell into the UK as easily as to a domestic market. Since
the split, many have faced new paperwork, shipping delays, and uncertain tax obligations.

Coppo (2024) illustrates this through a case study of an Italian SME, showing how digital
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platforms enabled initial cross-border growth, but Brexit-induced barriers later undermined

delivery reliability and customer satisfaction.

Foley (2019) similarly discusses the experiences of Finnish SMEs expanding into the UK
market. While digital tools helped these firms scale quickly, their sustainability was contingent
on predictable trade conditions and simplified cross-border logistics—conditions that Brexit
has disrupted. Without clear guidance or tailored support, many SMEs are either withdrawing

from the UK market or restricting their cross-border activity.

2.4 Amazon’s Strategic Response Post-Brexit

Amazon’s post-Brexit strategy demonstrates how even dominant global firms struggle to adapt
when structural political changes disrupt operational efficiency. The company’s reaction—
largely centered on warehousing, tax compliance, and delivery mechanisms—shows a reactive
rather than proactive stance. While Amazon had the financial and logistical capacity to weather
the Brexit transition better than most, its fragmented implementation and poor communication

with consumers have revealed deep misalignments between strategy and user experience.

2.4.1 Operational Shifts: Warehousing, Fulfillment & Distribution

Amazon’s centralized UK logistics model, once efficient within the EU’s single market,
quickly became a liability after Brexit. Instead of anticipating the challenges and restructuring
early, Amazon appeared to wait for clarity that never came. This hesitation led to delays in
reconfiguring its fulfillment network for the EU market, resulting in avoidable friction for

consumers and increased operational costs.

As the research indicates, Amazon did not make the decision to use warehouses located in the
EU strategically but was compelled by the increasing cross-border delays. According to
Bulman et al. (2024), its move to continental fulfillment centers was calculated to redress its
approach but not strategic development. Such a promising reaction position caused more
pressure on the supply chains, which Amazon had to replicate the effort on warehousing and

divert the inventory, adding overhead and complexity.

While these changes may reduce customs-related delays, they introduce other inefficiencies,
such as fragmented inventory control, higher transportation costs, and reduced economies of
scale. Ron (2023) highlights that Amazon’s adaptation involved splitting stock between UK

and EU facilities, leading to stock imbalances, uneven delivery performance, and less
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flexibility in order fulfillment. These trade-offs contradict Amazon’s efficiency-first business
model and suggest that its scale may hinder, rather than help, agility in highly regulated trade

environments.

The strategic flaw here lies not in the adjustment itself, but in the delay. Amazon
underestimated the long-term disruption of Brexit and overestimated the resilience of its pre-
existing UK-centered model. That miscalculation has had lasting effects on service reliability

and consumer trust.

2.4.2 Pricing, VAT, and Checkout Clarity

Pricing is one of Amazon’s most important competitive levers, but post-Brexit changes to VAT
and customs have undermined price transparency—particularly for EU consumers. Rather than
simplifying its cost communication strategy, Amazon has relied on automated adjustments that
often confuse rather than clarify. Shoppers are presented with fluctuating VAT calculations,
vague messaging about import fees, or additional charges upon delivery—none of which align

with expectations of seamless e-commerce experiences.

This lack of clarity weakens trust, especially in high-frequency shopping environments where
perceived predictability drives loyalty. Kochnev (2025) argues that Amazon’s checkout design,
while technically compliant with VAT regulations, fails to provide meaningful transparency for
consumers. The critical issue is not whether taxes are calculated correctly but whether
customers understand what they’re paying for—before they commit to a purchase. Pricing
ambiguity is particularly damaging when coupled with delivery delays, as it leaves customers

feeling misled or overcharged.

Harpaz (2021) also notes an amplifying part of digital platforms as tax intermediaries in
changing global arrangements. Not only is Amazon anticipated to collect the correct amount of
tax it is also to be transparent with such. The first is a mandatory requirement and ignoring the
second produces a poor user experience and could minimize the decision to purchase more

items with the EU consumers being caught unawares by surcharges.

Strategically, it is seen that Amazon by not redesigning its user interface to reflect new realities
in tax does not align with compliance and design that is customer-oriented. Regulatory boxes
can be checked, but the customer experience is clunky, frustrating and opaque. This fails to

deliver the brand promise of ease and effectiveness by Amazon and it puts them at a
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disadvantage relative to EU-based competitors who now have a competitive advantage in

offering transparent and tax-inclusive prices.

2.4.3 Delivery Delays and Consumer Friction Points

Amazon’s delivery delays post-Brexit expose the limits of even the most advanced logistics
systems when structural trade barriers are introduced. Customers accustomed to Prime’s next-
day delivery found themselves facing extended shipping times, inconsistent tracking, and poor
updates—all of which damaged the platform’s reliability narrative. The gap between consumer

expectations and real-world service delivery has widened considerably.

What’s more damaging than the delays themselves is Amazon’s failure to communicate them
effectively. Ali (2024) highlights that many customers were left in the dark about customs
clearance issues or additional fees, especially when orders crossed from the UK into the EU.
These failures in communication contribute to consumer frustration and can easily be perceived

as neglect, not just inconvenience.

Renaudin (2025) points out that for many EU consumers, Amazon’s post-Brexit friction has
created a psychological distance from the brand. The once-trusted platform now feels like a
foreign one, burdened with uncertainty and hidden costs. This erosion of trust is particularly

concerning for a platform that built its business model on convenience and predictability.

Unlike delivery hiccups during peak seasons, Brexit-related delays are structural and ongoing.
Yet Amazon’s response has not included clear consumer-facing policies, apology credits, or
enhanced support channels to mitigate the frustration. Instead, it has maintained its pre-Brexit
service posture while the user experience deteriorates. That disconnect is both strategic and

reputational.

Moreover, the competitive landscape is shifting. EU-based platforms like Zalando, Otto, and
niche regional marketplaces have seized the opportunity to present themselves as more reliable
alternatives—offering similar products without customs-related friction. If Amazon UK
remains associated with unpredictability, the long-term impact could be a significant loss in

EU market share, especially as loyalty weakens and alternatives grow.
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2.5 EU Consumer Behavior in a Post-Brexit Market

Consumer behavior in the EU has evolved rapidly since Brexit, particularly in how customers
engage with UK-based platforms like Amazon. While cross-border e-commerce once relied on
the assumptions of seamless trade and service parity, Brexit has disrupted these assumptions.
Consumers are no longer just passive recipients of service—they have become more
demanding, skeptical, and selective. This shift reflects deeper structural changes in how trust
is built and maintained in a fragmented market environment. Amazon’s struggle to align its
strategy with these behavioral shifts highlights the broader tension between operational change

and customer loyalty.

2.5.1 Shifting Consumer Preferences and Expectations

The modern EU online shopper is shaped by speed, clarity, and cost-effectiveness. These are
no longer luxury demands but baseline expectations. Brexit has complicated the delivery of
these basics, especially for platforms like Amazon UK that continue to operate across a newly
reinstated trade border. Consumers who once appreciated the simplicity and reliability of
Amazon's cross-border service now encounter uncertainty, opaque pricing, and slower delivery

speeds—all of which diminish perceived value.

Consumers are more sensitive to final costs than ever before. Kotabe and Helsen (2022) stress
that in digital markets, even small pricing or service inconsistencies can drastically impact
conversion and retention. Added VAT, surprise import duties, and longer delivery times have
turned what was once a frictionless process into a risk-filled one. These factors shift consumer
preference toward platforms offering greater cost certainty and fewer regulatory complications,

even if the product range is narrower.

Service transparency is another growing priority. Inconsistent or vague checkout information
undermines the sense of control customers expect from online shopping. Reddy et al. (2023)
argue that personalization and clarity now dominate platform loyalty. If platforms fail to clearly
explain total costs and delivery timelines, consumers interpret this as either incompetence or

deception. Either way, it damages brand credibility.

Even Amazon’s previously untouchable Prime benefits lose their luster when next-day delivery
becomes a week-long wait due to customs. Consumers, increasingly aware of their power and
options, shift easily to competitors who promise more reliable timelines and clearer pricing—

particularly when those competitors are EU-based and not subject to cross-border friction.
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The post-Brexit consumer is no longer willing to tolerate inconvenience for brand familiarity.

This is not simply a functional shift—it’s a psychological one.

2.5.2 Trust, Loyalty, and Cross-Border Purchase Decisions

Trust has emerged as the central currency of post-Brexit e-commerce, and it is eroding quickly
for UK-based platforms. Where once familiarity with brands like Amazon offered a protective
shield, the repeated failures to meet expectations have led to loyalty fatigue. Trust is not static—
it requires constant reinforcement through consistent service, clear communication, and value
delivery. In a post-Brexit context, Amazon’s struggle to maintain these pillars is directly

influencing consumer exit.

There is a new risk that is perceived to accompany cross-border purchases. The issue of being
held up by customs, unexpected expenses, and unavailability of support makes one feel
vulnerable. Jones et al. (2021) pay close attention to the fact that the regulatory width between
the EU and UK has cultivated uncertainty among businesses as well as consumers. With new
trade rules come new concepts of reliability. Customers are now afraid that purchasing an item
through a UK site may come down to uncertainty-not of cost, nor of time, but of what to do

when something goes wrong.

Such a loss of trust has a strong impact on customer retention. Kochnev (2025) observes that
the presence of even small breaches in services is amplified in cross-border environments,
where a consumer has a smaller sense of protection, and lacks their understanding of the
redress. An abysmal provision of seamless reverse policies, as well as the absence of a local

customer care unit, can translate one bad experience into permanent attrition.

More concerning is the fact that this distrust is not only left in the sphere of repeat behavior but
also leaves an imprint on the decision to make prior to any purchase. Even unintentionally
consumers start to exclude the UK-based sellers out of their search in order to turn to the EU-
based ones which seem safer. It is not automatic once trust is broken. It needs a calculated,

purposeful rebuilding which Amazon appears to be reluctant to work on.

The growing hesitancy to engage with UK platforms also reflects broader geopolitical fatigue.
Brexit fatigue—marked by years of political debate and economic instability—has left
consumers wary. Trust, already fragile in digital commerce, becomes even harder to regain

when macroeconomic tension reinforces the perception that UK platforms are unpredictable.
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2.5.3 Brand Perception and the Customer Experience Gap

Brand loyalty isn’t just about recognition—it’s about alignment between promise and delivery.
Amazon’s brand is built on efficiency, clarity, and customer-centric service. However, in the
post-Brexit EU context, those brand values have been tested and, in many cases, undermined
by service gaps and strategic delays. As a result, consumer perception is shifting away from

admiration and toward skepticism.

The gap between what Amazon claims and what it delivers across borders has widened. Donn
(2024) argues that companies operating in complex regulatory environments must align
branding with policy realities, or risk credibility loss. Amazon’s failure to transparently
navigate the Brexit transition—especially in terms of delivery and price clarity—suggests that

its brand messaging is no longer in sync with user experience.

Liwanda (2023) emphasizes that digital brands are now judged more on service execution than
on market dominance. Customers reward consistency and penalize ambiguity. This shift has
serious implications for Amazon’s positioning. Its legacy strength in logistics and low pricing
is now counterbalanced by perceived unreliability when operating across EU borders. That
contradiction dilutes brand strength and creates space for competitors to redefine convenience

and trustworthiness on their own terms.

In addition, the approach of Amazon to communication after Brexit has been extremely
inactive. The lack of evident user education related to practices, VAT, and new procedures of
delivery made the users work out the regulations on their own. Such disengagement leads to
one of two things: laziness or having the wrong judgment as to consumer sentiment either of
which destroys brand equity. And when the active customer outreach should have helped to
strengthen loyalty, Amazon decided to take the technically promotionally acceptable,

emotionally distant way.

Brand perception is no longer shaped by ads or app design; it’s shaped by what happens when
the customer clicks “buy.” And if that experience is confusing, delayed, or expensive—

consistently so—no amount of marketing can fix the damage.

What’s emerging is a consumer experience gap. Amazon is still operationally massive and
technically competent, but those strengths don’t resonate when consumers feel misled or
frustrated. Closing that gap requires more than operational tweaks—it demands a recalibration

of strategy to match a new, more demanding consumer reality in the EU.
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2.6 Theoretical Framework and Research Gaps

Understanding the effects of Brexit on Amazon’s strategic decisions and EU consumer
behavior requires more than just descriptive analysis. The interplay between service delivery,
perceived value, trust, and long-term loyalty must be grounded in consumer behavior theory
and strategic alignment frameworks. Despite the growing body of post-Brexit trade literature,
there remains a notable gap in consumer-side, theory-informed studies, especially those using
quantitative methods. This section identifies the most relevant theoretical models for this study

and outlines where the literature falls short.

2.6.1 Relevant Theories in Consumer Behavior and E-Commerce Strategy

At the heart of consumer reactions to post-Brexit changes lies the concept of brand trust—a
psychological contract between a customer and a platform based on reliability, competence,
and transparency. Trust is critical in cross-border e-commerce, where logistical complexity and
unfamiliar regulations introduce risk. When brands like Amazon fail to deliver on service
promises or communicate changes clearly, that trust is easily broken. The Brand Trust Theory
suggests that even a single negative event can alter a consumer's loyalty trajectory, especially

when trust is the primary reason for purchase (Kotabe & Helsen, 2022).

Perceived value, meanwhile, plays a central role in shaping post-Brexit buying decisions.
Perceived Value Theory, particularly Zeithaml’s (1988) framework, defines value as the trade-
off between what a customer gets and what they gives up (price, time, effort). With Brexit
increasing delivery delays, costs, and service ambiguity, many EU consumers now feel they
receive less for more—decreasing the perceived value of Amazon UK. Reddy et al. (2023)
support this by showing that consumers actively re-evaluate their commitment to platforms

when value perception dips, even if the brand remains dominant in the market.

Another key framework is Strategic Alignment Theory, which highlights how organizational
strategies must remain aligned with both internal goals and external market expectations.
Misalignment—such as continuing to market Prime’s “fast delivery” to EU users while failing
to meet those timelines—can create a disconnect between promise and performance,
weakening brand equity over time. Donn (2024) argues that in digital markets, strategic
misalignment is more visible and damaging than in traditional retail due to the immediacy and

transparency of consumer feedback loops.
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These theories are not only individually useful but also interdependent. Brand trust is
influenced by perceived value; strategic alignment affects both. When Amazon fails to align
logistics with service messaging, consumers perceive reduced value and begin to mistrust the
brand. That dynamic is particularly relevant in the post-Brexit context, where regulatory

changes are outside the consumer’s control, yet deeply affect their experience.

Another helpful perspective comes from Consumer Decision-Making Process Theory,
particularly in high-uncertainty purchases. EU consumers making cross-border purchases post-
Brexit engage in more complex evaluations—scrutinizing shipping policies, VAT explanations,
and potential return complications. Jones et al. (2021) argue that digital shoppers have become
more cautious and analytical post-Brexit, reflecting longer decision cycles and a preference for

platforms that minimize ambiguity.

These frameworks—trust, value, strategic alignment, and decision-making—together offer a
strong foundation for understanding how consumers respond to structural disruptions like
Brexit. However, applying them rigorously requires more than theory; it demands structured,

empirical validation, which the existing literature largely lacks.

2.6.2 Gaps in Literature and Need for Quantitative Consumer Insights

Despite a growing interest in Brexit’s business implications, most studies remain heavily
supply-side and macroeconomic in focus. Research has largely explored how firms adjusted
supply chains, regulatory compliance, and fulfillment strategies, but significantly less has been
said about how consumers have perceived and responded to these adjustments—especially in

structured, data-driven ways.

Many of the existing works, including those by Bulman et al. (2024), Chazzaoui (2025), and
Du et al. (2024), offer valuable insights into logistical disruptions, trade flow changes, and
firm-level restructuring. Yet, these studies tend to treat consumers as passive endpoints in the
value chain, rather than as active decision-makers whose perceptions can reshape brand
success. There is a clear absence of quantitative research that captures how EU consumers

interpret and respond to Amazon’s Brexit-related changes.

For instance, studies like Kochnev (2025) describe platform diversification and VAT handling
but stop short of analyzing whether consumers understand or value these efforts. Similarly,
while Renaudin (2025) points to friction in the consumer journey, the insights remain anecdotal

or secondary, lacking empirical validation from the consumer’s point of view.
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This leaves a major research gap: there is insufficient structured data on how EU customers
perceive Amazon’s post-Brexit performance in areas like delivery, pricing, and overall
satisfaction. Without quantitative evidence, it is difficult to know whether Amazon’s
adaptations are restoring trust or merely mitigating loss. EU consumer behavior cannot be

inferred from UK or global trends; it requires localized insight.

Equally missing are comparative studies that isolate different consumer segments within the
EU. Brexit does not affect all regions equally—distinctions between Western, Central, and
Eastern EU markets may reveal varying tolerance for delays, price sensitivity, or awareness of
VAT shifts. Foley (2019) and Coppo (2024) discuss SME-level challenges with UK trade, but

again, from the seller’s angle. The buyer's side remains underexplored.

Liwanda (2023) and Donn (2024) raise useful theoretical questions about digital trust and
platform regulation, but neither offers consumer-focused data that could support or challenge
those theories in practice. This makes it difficult to assess whether strategic misalignment is a

perception problem, a performance issue, or both.

Moreover, there is little post-2021 consumer survey data that directly tracks shifting EU
sentiment toward Amazon UK. Given the timeline of Brexit’s implementation and subsequent
EU trade friction, there is an urgent need for studies capturing this transition in real-time,

particularly as consumer habits normalize around new expectations.

The lack of primary data is not just an academic concern—it creates a blind spot for both
scholars and practitioners. Amazon, policymakers, and EU businesses lack actionable insight
into consumer trust recovery, loyalty risk, or platform substitution trends. Without structured
survey data, companies must rely on sales metrics or complaint logs—mneither of which tells

the full story.

This dissertation responds directly to that gap by offering quantitative, consumer-side data that
evaluates Amazon UK’s strategic performance from the perspective of EU users. It focuses on
key variables informed by trust, perceived value, and alignment theory, using structured Likert-
scale items to capture shifts in behavior, loyalty, and satisfaction. The goal is not only to
measure dissatisfaction but to identify specific strategic areas—such as VAT transparency or

delivery reliability—where Amazon is losing or regaining ground.

Additionally, the research aims to provide comparative insights across demographic segments,

offering a more granular understanding of which user groups are most affected or disillusioned.
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This contributes to both theory and practice: validating or refining existing models while

offering companies clear direction on where to focus consumer recovery efforts.
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3 RESEARCH QUESTIONS AND
OBJECTIVEs

3.1 Research Questions

The research questions in this study were developed in direct response to the critical gaps and
theoretical themes identified throughout the literature review. As the review made clear, while
numerous studies have examined Brexit’s macroeconomic implications and corporate strategic
shifts, there remains a significant lack of consumer-centered, quantitative insight—particularly
in the context of Amazon’s cross-border operations. The research questions therefore aim to

address this neglected dimension by empirically capturing the EU consumer perspective.

The first question—*“To what extent has Brexit impacted EU customer purchasing patterns

on Amazon UK?”

—emerged from the observation that most Brexit-related literature is dominated by business-
side narratives. Authors such as Blake (2020), Du et al. (2024), and Chazzaoui (2025) highlight
regulatory and logistical disruption, yet rarely explore how those structural issues affect
consumer behavior at scale. Meanwhile, theories of perceived value and decision-making
(Kotabe & Helsen, 2022) suggest that added delivery time, unexpected VAT, and less pricing
clarity are likely to influence buying behavior. However, there is no current empirical
consensus on how significantly EU consumer patterns have shifted—this question aims to fill

that empirical gap.

The second research question—“What are the key consumer perceptions of Amazon’s

delivery performance, product pricing, and availability post-Brexit?”

—was shaped by recurring themes in the literature about service reliability and brand trust.
Several studies (Bulman et al., 2024; Ron, 2023) show that Amazon’s operational efficiency
has declined in cross-border contexts. Simultaneously, Reddy et al. (2023) and Kochnev (2025)
emphasize how cost uncertainty and vague checkout processes influence perception. Yet,
despite these insights, consumer voices remain largely unmeasured. This question, therefore,
moves beyond general assumptions and seeks to quantify how EU users interpret the quality

of Amazon’s service in the post-Brexit landscape.
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The third question—*“How_do EU-based Amazon users evaluate the effectiveness of

Amazon’s post-Brexit compliance and localization strategies?”

—was developed to directly connect theory with strategic response. While Donn (2024) and
Liwanda (2023) outline how strategic alignment and regulatory adaptation affect digital
competitiveness, there’s no strong evidence about whether consumers perceive Amazon’s
efforts—like warehouse relocation or VAT automation—as effective. This is especially
important considering the literature’s critique of Amazon’s reactive and often opaque
communication (Ali, 2024; Renaudin, 2025). The question thus allows the study to assess the
success of Amazon’s Brexit strategy not just in business terms, but in user perception—which

is arguably more consequential for long-term brand equity.

Taken together, these questions are tightly linked to gaps in the literature. They are grounded
in theory, shaped by critique, and guided by the need to collect primary, structured data that
reflects the evolving role of the consumer in post-Brexit e-commerce. Each question isolates a
key theme—behavioral change, service perception, and strategy evaluation—that the literature
flags as important but under-examined, thereby ensuring this study offers both theoretical

contribution and practical relevance.

3.2 Research Objectives

The research objectives of this study are designed to address specific gaps identified in the
literature and provide a structured understanding of how Brexit has affected EU-based Amazon
UK consumers. First, the study aims to assess changes in EU consumer purchasing behavior
since Brexit, focusing on whether and how buying patterns have shifted due to new trade
barriers, VAT rules, or delivery delays. Second, it seeks to evaluate consumer perceptions of
Amazon’s service quality, especially regarding delivery speed, pricing transparency, and
product availability—all areas repeatedly flagged as friction points in recent studies. Third, the
study intends to investigate consumer evaluation of Amazon’s post-Brexit strategic

adaptations, such as local warehousing and checkout compliance measures.

By translating these objectives into quantitative survey items, the research provides measurable
insights into satisfaction, trust, and loyalty. This focus on consumer-side data fills a critical
empirical gap in the literature, which has largely focused on corporate or regulatory impacts.

These objectives not only align with theories of perceived value, trust, and strategic alignment
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but also offer actionable feedback for Amazon and similar platforms navigating the post-Brexit
digital market environment. The overall goal is to generate data-driven insights that support

both academic understanding and practical strategy refinement.
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4 RESEARCH METHODOLOGY

4.1 Introduction

This chapter outlines the methodology used to investigate how Brexit has influenced EU
consumer behavior and perceptions toward Amazon UK. It explains the research design, data
collection methods, sampling strategy, and analysis techniques used to address the study’s
objectives. Given the study’s focus on consumer perceptions and behavioral shifts, a
quantitative survey-based approach was chosen to capture structured, generalizable data from
a diverse EU population. A deductive research strategy underpins the study, aligning with the
theoretical frameworks of brand trust, perceived value, and strategic alignment identified in the
literature review. The aim is to test whether these theories hold true in the specific post-Brexit
e-commerce context. The chapter also justifies the choice of a cross-sectional design, allowing

a snapshot of consumer sentiment during a time of continued post-Brexit adjustment.

The approach guarantees compliance with ethical principles, including the informed consent,
the issue of anonymity, and GDPR adherence. This chapter exemplifies data collection, its
management, and analysis to ensure that the study has validity and reliability of result hence
transparency and rigor have been given to the study. The selected techniques shall eventually
help to obtain instructive information on the efficacy of Amazon strategic behavior and the

manner in which it is being received by the EU consumers following Brexit.

4.2 Research Philosophy and Approach

This study adopts a positivist research philosophy and a deductive approach, both of which are
well-suited for examining observable consumer patterns and testing established theories.
Positivism assumes that reality can be objectively measured through quantifiable data, aligning
with the study’s aim to evaluate consumer behavior and perceptions using structured survey
responses (Kotabe & Helsen, 2022). Given the clear research questions and theory-driven
framework—particularly involving perceived value, brand trust, and strategic alignment—the
deductive approach enables the testing of hypotheses derived from existing literature (Donn,

2024; Kochnev, 2025).
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The decision to adopt positivism is supported by the necessity to obtain empirical,
generalizable results that may be utilized to make a strategy in business. In post-Brexit digital
trade, as indicated by Jones et al. (2021), assumptions are no longer an option, and it must be
data-driven, measured by consumer feedback. Qualitative or interpretivist approach with its
rich context lacks the breadth and comparability which is required to grasp a region-wide

attitude towards consumers across the EU.

It also means that through the use of a deductive lens, the research is also able to focus on some
of the main gaps that have been left uncovered by previous research, such as the quantitative
analysis of consumers following Brexit (Renaudin, 2025; Chazzaoui, 2025). The given
philosophy and approach will make the findings both theoretically and practically interesting

to evaluate the cross-border e-commerce strategy.

4.3 Research Design

This study adopts a quantitative, cross-sectional research design to investigate EU consumer
responses to Amazon UK in the post-Brexit environment. This design was chosen to allow
structured, measurable insights into current consumer behavior, perceptions, and satisfaction
levels, which are needed to assess the effectiveness of Amazon’s strategic adjustments. A
quantitative approach is especially appropriate given the study’s focus on testing theories of
brand trust, perceived value, and strategic alignment through statistical analysis (Kotabe &

Helsen, 2022; Donn, 2024).

While many Brexit-related studies emphasize macroeconomic or firm-level analysis (Blake,
2020; Du et al., 2024), they often overlook the consumer side. This research addresses that gap
by collecting primary data from EU-based Amazon customers, using a structured survey with
Likert-scale items to quantify attitudes and behavior. Cross-sectional design allows for
capturing data at a single point in time, which is suitable for assessing current sentiment in a

rapidly changing trade environment (Renaudin, 2025).

A longitudinal approach may reveal trends over time, but it is less practical in this context,
given the project’s academic time constraints. Furthermore, Cronk and Veenstra (2023)
highlight how cross-sectional studies are especially useful in understanding immediate

consumer reactions to disruptive events like Brexit, making it a fitting choice here.
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The quantitative, cross-sectional design supports the study’s aim to produce generalizable,
theory-driven insights, enabling statistical tests that explore the relationships between Brexit-

driven changes and consumer satisfaction, trust, and loyalty toward Amazon UK.

4.4 Sampling strategy and target population

The target population for this study consists of EU-based consumers who have made purchases
on Amazon UK since January 2021, following the full implementation of Brexit trade rules.
This group represents the most relevant audience for assessing post-Brexit consumer behavior,
given they directly experience the regulatory, logistical, and pricing changes that have resulted

from the UK’s departure from the EU (Chazzaoui, 2025; Renaudin, 2025).

The study uses a non-probability purposive sampling strategy, selected for its practicality and
relevance in targeting a specific consumer group with firsthand post-Brexit purchasing
experience. While probability sampling enhances generalizability, purposive sampling is more
appropriate here because it focuses on respondents who meet strict criteria—namely,
geographic location (EU resident), and recent cross-border purchase behavior (Ali, 2024). This

ensures the collected data is directly aligned with the study’s aims and research questions.

Participants will be recruited through online platforms where relevant consumer communities
are active, including Amazon product review forums, Reddit threads focused on cross-border
shopping, and EU-based e-commerce social media groups. This approach follows suggestions
by Cronk and Veenstra (2023), who emphasized the value of digitally accessing niche yet

highly relevant populations for post-Brexit research.

The goal is to gather between 100 and 120 valid responses, which is sufficient for basic
inferential statistical analysis at a 95% confidence level. This sample size is justified by similar
quantitative studies in digital trade and cross-border e-commerce (Reddy et al., 2023; Kochnev,
2025). Though the results will by no means reflect the entire EU consumers, the sample is
specific, which translates into depth, concentration, and immediate applicability to the
performance of Amazon UK that follows Brexit, which increases the overall validity of the

study.
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4.5 Data Collection Method

This study used a structured online survey as its primary method of data collection, consistent
with its quantitative, cross-sectional design. The survey was developed to gather measurable
insights into EU consumers’ perceptions and behaviors regarding Amazon UK since the
implementation of Brexit. Structured surveys were chosen for their ability to produce
standardized responses across a diverse sample, allowing for statistical comparison and

analysis (Kotabe & Helsen, 2022).

The survey consisted of closed-ended questions, primarily employing 5-point Likert scales to
assess consumer attitudes toward delivery speed, product pricing, VAT transparency, customer
satisfaction, and loyalty. This approach enabled the quantification of subjective views aligned
with established theories of perceived value and strategic alignment (Reddy et al., 2023; Donn,
2024).

Demographic section was the first section the respondents were required to fill; in this section,
the respondents were asked questions that made demographic variables, including age, gender,
country of residence, product categories purchased, and purchase frequency. Later parts
assessed the level of behavior and satisfaction in regards to the operations of Amazon UK in

the wake of Brexit.

The questionnaire was posted online on applicable EU-based consumer discussion boards and
social media groups as well as Reddit strands regarding cross-border trading and social media
sites concerning e-commerce. The technique of recruitment was effective and convenient, as

indicated by Cronk and Veenstra (2023) and allowed reaching the target population.

The administered structured survey also made it possible to gather consistent data on all of the
participants, which reflects positivism and his orientation towards the testing of theories. It
facilitated effective statistical research and offered clear and focused evidence on the

perception of the post-Brexit strategies of Amazon UK among the EU consumers.

4.6 Questionnaire design

The questionnaire for this study was carefully designed to align with the research objectives
and to gather structured, quantifiable data from EU consumers who had purchased from

Amazon UK post-Brexit. It consisted of four main sections: demographics, behavioral change,
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perceptions of Amazon’s services, and post-Brexit customer satisfaction and loyalty. The
format was primarily closed-ended, using 5-point Likert scale items ranging from “Strongly

Disagree” to “Strongly Agree” to ensure consistency and ease of analysis.

The demographic section collected information such as age, gender, purchase frequency, and
product types. This allowed for sub-group comparisons across different consumer profiles, in
line with methods used in previous digital trade studies (Reddy et al., 2023; Kotabe & Helsen,
2022).

The behavioral change section focused on capturing how purchasing patterns had shifted since
Brexit, including frequency of use, changes in product categories, and any decisions to avoid
Amazon UK. These questions addressed gaps identified in the literature, where consumer-side

data on behavior post-Brexit remained limited (Kochnev, 2025; Cronk & Veenstra, 2023).

The next section assessed perceptions of Amazon’s strategic performance, with items on
delivery reliability, pricing clarity, VAT explanation, and product availability. This reflected
critical areas where Amazon's service has been questioned post-Brexit (Ali, 2024; Renaudin,

2025).

The final section measured satisfaction and loyalty, including trust, likelihood of repeat
purchases, and comparison with alternative EU platforms. Each item was designed to reflect
theoretical concepts of perceived value, strategic alignment, and brand trust (Donn, 2024;

Kotabe & Helsen, 2022).

4.6.1 Measurement Scale for Questionnaire

Framework Dimension of Latent | Questionnaire | Validated Scale Adopted

Construct Mapping From
Perceived Delivery Reliability Ql Kotabe & Helsen (2022);
Value Reddy et al. (2023)
Price Competitiveness Q2 Reddy et al. (2023)
Product Availability Q3 Ali (2024); Kochnev (2025)
Trust VAT/Customs Q4 Harpaz (2021); Donn (2024)
Transparency
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Strategic
Alignment

Behavioral
Change

Customer
Satisfaction

Customer
Loyalty

Confidence in Platform

Communication Clarity

Operational Adaptation

Fulfillment

Improvements

Checkout Process

Purchase Frequency

Product Category Shift

Platform Switching

Overall Experience

Expectations vs Reality

Repurchase Intention

Brand Loyalty

Recommendation

Likelihood

Alternatives
Consideration

Q5

Q6

Q7

Q8

Q9

Q10

Q11

QIl2

QI3

Ql4

Q15

Ql6

Q17

Q18

Kotabe & Helsen (2022)

Ali (2024); Renaudin (2025)

Donn (2024); Ron (2023)

Bulman et al. (2024)

Harpaz (2021); Kochnev

(2025)

Chazzaoui (2025); Cronk &
Veenstra (2023)

Cronk & Veenstra (2023)
Renaudin (2025); Jones et al.
(2021)

Donn (2024); Kotabe &
Helsen (2022)

Reddy et al. (2023)
Kotabe & Helsen (2022)
Donn (2024); Liwanda
(2023)

Reddy et al. (2023)

Jones et al. (2021); Ali
(2024)
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4.7 Data analysis techniques

The data collected through the structured survey were analyzed using a combination of
descriptive and inferential statistical techniques. Descriptive statistics, including frequencies,
percentages, means, and standard deviations, were used to summarize the demographic profile
of respondents and provide a basic overview of responses to key survey items. This helped

identify general trends in consumer perceptions, satisfaction, and behavioral change.

For deeper analysis, inferential statistical tests were employed to explore relationships and
group differences. Techniques such as independent samples t-tests and ANOVA were used to
examine whether perceptions of Amazon UK varied significantly across demographic groups
like country of residence or purchase frequency. These tests helped validate whether observed

differences were statistically meaningful.

To assess relationships between variables, particularly between perceived service quality and
customer satisfaction or loyalty, correlation analysis and multiple regression were used.
Regression models helped evaluate how well factors like delivery reliability, VAT transparency,
or checkout clarity predicted outcomes such as trust or repurchase intention. This approach
allowed the study to move beyond simple description and test theory-driven hypotheses about
consumer behavior, consistent with past research in digital commerce (Kotabe & Helsen, 2022;

Donn, 2024). All analyses were conducted using SPSS and Excel.

4.8 Ethical Considerations

This study adhered to strict ethical guidelines to ensure the protection, privacy, and informed
consent of all participants. Prior to data collection, the survey included a clear consent
statement, informing participants about the study’s purpose, voluntary nature of participation,
data usage, and their right to withdraw at any time without penalty. Only participants who

provided explicit consent were allowed to proceed with the questionnaire.

Anonymity and confidentiality were maintained throughout. No personally identifiable
information—such as names, email addresses, or IP data—was collected. Responses were
stored securely on password-protected systems accessible only to the researcher. Data were
used exclusively for academic purposes, in compliance with General Data Protection

Regulation (GDPR) standards, as required for research involving participants from the EU.
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The survey design also took care to avoid psychological or emotional harm. Questions were
neutral, relevant to consumer experience, and did not involve sensitive or intrusive content.
The study followed principles laid out in the British Psychological Society’s (BPS) Code of

Human Research Ethics, particularly in terms of respect, integrity, and social responsibility.

There was also no coercion or power imbalance since the purposive sampling done via forums
online was through people in the community and non-probability. To make participation
voluntary and academic, the posts that invited participation were clearly stated so that no

monetary or any other benefits to make participation incident happened.

Lastly, informants were told that the findings would be tabulated into a dissertation and the
responses would not be identifiable. The research did not use any disadvantaged groups or risky
procedures without formal ethical board review except that the research relied on institutional
ethical guidelines rather than formal ones. On the whole, the study was plotted and carried out
with a lot of emphasis in the ethical transparency, safety of participants and responsibility of

data.
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S FINDINGS

5.1 Introduction

This chapter presents the key results derived from the quantitative survey conducted among
EU-based consumers who purchased from Amazon UK after Brexit. The aim was to assess
how Brexit has influenced consumer purchasing behavior, perceptions of Amazon’s post-Brexit
strategies, and overall satisfaction and loyalty levels. The findings are structured around the

main themes of the study, corresponding to the research questions.

The first section explores shifts in consumer behavior, such as frequency of purchases, platform
switching, and changes in product categories. The next section presents consumer evaluations
of Amazon UK’s pricing, delivery reliability, and product availability. These variables are then

linked to satisfaction outcomes using correlation and regression analysis.

Further, the chapter investigates how respondents perceive Amazon’s strategic compliance
measures—such as VAT transparency, fulfillment improvements, and checkout clarity—and
how these perceptions relate to loyalty intentions and brand trust. Comparative analysis is also
applied across demographic subgroups to identify patterns based on country of residence or
purchase frequency. Descriptive and inferential statistics are used throughout to ensure clarity
and rigor. Tables and charts are included to support the interpretation of the findings and set
the stage for deeper analysis in the next chapter, which discusses these results in the context of

existing literature.
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5.2 Demographic Distribution

Age Distribution of Respondents

Frequency Percent Valid Percent Cumulative Percent
Valid 18-25 18 16.1 16.1 16.1
26-35 41 36.6 36.6 52.7
36-45 25 223 22.3 75.0
46-55 28 25.0 25.0 100.0
Total 112 100.0 100.0

The age distribution of the 112 respondents shows a balanced spread across key adult

demographics, with the largest group falling within the 26-35 age range (36.6%), followed by
46-55 (25.0%) and 3645 (22.3%). The youngest group, 18-25, accounts for 16.1% of the

sample. This distribution indicates that the majority of responses come from working-age

adults with active online purchasing behaviors and likely disposable income, which enhances

the reliability of insights related to purchasing frequency, pricing sensitivity, and brand loyalty.
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Figure 1: Age Distribution of Respondents
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This age profile will likely shape the study’s overall findings in meaningful ways. For instance,
younger users (18—35) may be more adaptive to platform switching and more price-sensitive,
while older respondents (36—55) may place greater emphasis on delivery reliability and trust in
the platform. This mix allows for comparative analysis across age segments, strengthening the
validity of behavioral patterns observed in the data. Moreover, because all age groups are
represented, the survey results are more generalizable across the broader EU online shopper
population. As such, this age-based diversity adds depth to the analysis of how post-Brexit

changes to Amazon UK are perceived and navigated by different consumer groups.

Frequency of Shopping from Amazon
Cumulative
Frequency Percent Valid Percent Percent

Valid Very Frquently (1-2 times a 19 17.0 17.0 17.0

week)

Regularly (monthly or more) 41 36.6 36.6 53.6

Occasionally (3—6 times a 24 21.4 21.4 75.0

year)

Rarely (1-2 times a year) 28 25.0 25.0 100.0

Total 112 100.0 100.0

The analysis of shopping frequency reveals a wide range of engagement levels among EU-
based Amazon UK customers. A notable 36.6% of respondents reported shopping regularly
(monthly or more), making this the largest group. This is followed by 25% who shop rarely (1—-
2 times a year), and 21.4% who shop occasionally (3—6 times a year). Only 17% identified as

very frequent shoppers (1-2 times a week).

This spread highlights significant variation in how often EU consumers engage with Amazon
UK post-Brexit. The relatively low percentage of very frequent users may suggest reduced
reliance on Amazon UK due to barriers such as VAT, customs delays, or increased shipping
costs. The fact that a quarter of respondents shop only once or twice a year could indicate a

segment that is becoming disengaged or turning to alternative platforms.

Page 42 of 74

National
College
Ireland




National

Collegeor
Ireland
Frequency of Shopping from Amazon UK
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Figure 2:Frequency of Shopping from Amazon
These patterns have important implications for interpreting behavior and satisfaction levels in
later sections. For instance, frequent shoppers may be more sensitive to changes in fulfillment
speed and checkout clarity, while infrequent users might focus more on pricing or availability.
Segmenting responses by frequency group will help unpack how different usage levels shape
post-Brexit perceptions and loyalty dynamics.
What type of products do you usually purchase from Amazon UK?
Frequency Percent Valid Percent Cumulative Percent
Valid Electronics 20 17.9 17.9 17.9
Fashion/Apparel 41 36.6 36.6 54.5
Books/Media 26 23.2 23.2 77.7
Household Goods 25 22.3 22.3 100.0
Total 112 100.0 100.0

The data shows that EU consumers continue to use Amazon UK for a diverse range of products,

with Fashion/Apparel being the most commonly purchased category, accounting for 36.6% of

responses. This suggests that despite Brexit-related disruptions, customers still trust Amazon
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UK for clothing and accessories, which may rely heavily on product availability, pricing, and

return convenience.

Books and media follow with 23.2%, highlighting the platform’s legacy in this category, where
digital and physical purchases are both common. Household goods make up 22.3%, reflecting
practical and often recurring needs, while electronics come in at 17.9%, possibly impacted by

VAT changes, warranty concerns, or availability issues post-Brexit.

Product Categories Purchased from Amazon UK
41

Number of Respondents

Electronics Fashion/Apparel Books/Media Household Goods
Product Category

Figure 3: Distribution of Product categories purchased

These findings are important for understanding how category-specific concerns influence
behavior. For example, electronics buyers might be more affected by delivery delays or price
competitiveness, while apparel buyers may be more sensitive to return policies and sizing
clarity. When analyzed alongside frequency and satisfaction data, product type preferences help
explain differences in consumer perceptions and post-Brexit loyalty. This also enables targeted
insights into which strategic areas Amazon UK must refine to retain EU customers across

product segments.
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5.3 Brexit impacts on EU customer purchasing patterns
Descriptive Statistics of Post Brexit Strategy Responses
N Minimum Maximum Mean Std. Deviation
Amazon communicates clearly 112 2 5 4.46 .827
about Brexit-related service
changes.
Amazon has adapted well to post- 112 3 5 4.23 .615
Brexit operational challenges.
Amazon’s order fulfillment has 112 2 5 4.33 914
improved since Brexit.
Valid N (listwise) 112

The descriptive statistics for Amazon UK’s strategic perception variables reveal generally
favorable consumer views. The variable “Communication Clarity”” showed a high mean of 4.46
(SD = 0.827), indicating that most respondents agreed Amazon has been clear in explaining
Brexit-related service changes. This consistency suggests a strong communication strategy that

helps reduce consumer confusion.

For “Operational Adaptation”, the mean score was 4.23 (SD = 0.615). Respondents largely
agreed that Amazon has effectively adjusted to post-Brexit challenges such as customs,
fulfillment, and cross-border logistics. The lower standard deviation points to a shared

sentiment across the sample.

The “Fulfillment Improvement” variable had a mean of 4.33 (SD = 0.914), again reflecting
mostly positive perceptions, although with slightly more varied responses. This may suggest
that improvements in delivery speed or reliability are being noticed, but not universally

experienced.
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Figure 4: Descriptive Statistics of Post Brexit Strategy Responses
These high mean values indicate that Amazon’s post-Brexit strategy is broadly viewed as
effective among surveyed EU customers. These insights are key when examining how strategic
perceptions influence downstream outcomes like satisfaction and loyalty. They also provide a
foundation for testing correlations between operational performance and behavioral changes
among different consumer groups.
Count
How frequently do you shop on Amazon UK?
Very Frquently Regularly Occasionally
(1-2 times a (monthly or (3—6 times a Rarely (1-2
week) more) year) times a year) Total
Amazon has adapted well | Neutral 1 4 3 3 11
to post-Brexit operational | Agree 8 28 14 14 64
challenges.
9 Strongly agree 10 9 7 11 37
Total 19 41 24 28 112

Page 46 of 74




-i""‘
\ National

The crosstab analysis between shopping frequency and perception of Amazon’s adaptation to
Brexit reveals insightful trends. Among very frequent shoppers, a combined 94.7% either
agreed or strongly agreed that Amazon has adapted well, with 10 strongly agreeing. This
suggests that those most exposed to Amazon's operations have generally positive views of its

strategic adjustments.

In the regular shopper group, 28 respondents agreed and 9 strongly agreed—highlighting that
while this group also perceives adaptation positively, fewer offered the highest rating compared
to very frequent shoppers. This may indicate growing expectations or more critical assessments

with sustained usage.

Perception of Amazon's Adaptation to Brexit by Shopping Frequency

Response
Neutral

Il Agree

25t mmm Strongly Agree

N
o
T

Number of Respondents
= =
o wv

Very Frequently Regularly Occasionally Rarely
Shopping Frequency

Figure 5: Descriptive Statistics of Post Brexit Strategy Responses

Interestingly, among occasional shoppers, there’s a visible drop in strong agreement (only 7),
with more neutral responses. This group might be less aware of operational changes or less
impacted by them due to infrequent interaction. The rarely shopping group displayed a more
polarized view—I11 strongly agreed while 3 remained neutral. This could reflect isolated

positive experiences or a low data base to form strong judgments.
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Overall, shopping frequency appears to influence how consumers perceive Amazon’s post-

Brexit operational efforts. Frequent users, being more engaged, are likely more aware and more

appreciative of backend improvements or service stability.

5.4 Consumer perceptions of Amazon’s performance

Descriptive Statistics of Consumer perceptions
N Minimum Maximum Mean Std. Deviation

Amazon communicates clearly 112 4.46 .827
about Brexit-related service
changes.
Amazon has adapted well to post- 112 4.23 .615
Brexit operational challenges.
Amazon’s order fulfillment has 112 4.33 914
improved since Brexit.
| am satisfied with my overall 112 4.28 .841
experience shopping on Amazon
UK after Brexit.
Amazon UK has met my 112 4.30 .815
expectations post-Brexit.
| intend to continue shopping on 112 4.38 .883
Amazon UK in the future.
Valid N (listwise) 112

The descriptive statistics show strong overall consumer sentiment toward Amazon UK’s post-

Brexit performance. The highest mean score was observed for “Communication Clarity” (M =

4.46, SD = 0.827), suggesting customers felt well-informed about Brexit-related changes.

“Repurchase Intention” followed closely (M = 4.38, SD = 0.883), indicating that most EU

customers still plan to use Amazon UK despite structural and regulatory shifts.

Perceptions of “Fulfillment Improvement” (M =4.33) and “Expectations Met” (M = 4.30) also

scored well, showing that Amazon's operational tweaks are largely recognized and appreciated.

The relatively consistent mean scores across “Satisfaction” (M = 4.28) and “Operational

Adaptation” (M = 4.23) further reinforce the perception that the company managed the post-

Brexit transition effectively.
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Although all standard deviations remain below 1.0, the slightly wider variation for items like
“Repurchase Intention” and “Fulfillment Improvement” suggest individual experiences vary
slightly more in these areas—Ilikely due to differing customs outcomes or shipping logistics by
country.
Together, these results offer a solid base for inferential analysis. They suggest that strong
communication and reliable order processing are key factors tied to satisfaction and future
loyalty among EU-based Amazon UK customers.
5.4.1 Correlation analysis
Correlations
| frequently | | am satisfied
| have notice that with my
experienced || find Amazon | items | want overall | intend to
more delivery | UK’s product are experience | Amazon UK continue
delays from prices less unavailable | shoppingon | has metmy | shopping on
Amazon UK | competitive on Amazon | Amazon UK | expectations | Amazon UK
since Brexit. | post-Brexit. UK. after Brexit. post-Brexit. | in the future.
| have experienced more delivery
delays from Amazon UK since 1 085 143 =025 ~075 =032
Brexit.
| find Amazon UK’s product -
prices less competitive post- 0882 L el ST sl A
Brexit.
| frequently notice that items | -
want are unavailable on Amazon e 0] ! 40" 180 L
UK.
| am satisfied with my overall 5
experience shopping on Amazon 029 0T 40" ! U8 1R
UK after Brexit.
IAmazon UK has met my oo
expectations post-Brexit. ~075 -148 ~146 113 1 262
| intend to continue shopping on 032 009 073 195" 262" 1

IAmazon UK in the future.

**, Correlation is significant at the 0.01 level (2-tailed).
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*. Correlation is significant at the 0.05 level (2-tailed).

The correlation matrix shows clear patterns between perceived service issues and customer
outcomes post-Brexit. Notably, product pricing and product availability are strongly correlated
(r=.761, p <.01), indicating that customers who find Amazon UK’s prices less competitive
also tend to notice more product unavailability. This suggests a common dissatisfaction linked

to perceived value.

However, these two factors—pricing and availability—do not significantly correlate with
overall satisfaction, expectations met, or repurchase intention, suggesting that while these are

pain points, they don't drive loyalty or satisfaction as strongly as other variables.

Correlation Heatmap of Post-Brexit Consumer Perceptions and Loy{illgy
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Figure 6: Correlation Heatmap

Positive and significant correlations are found between satisfaction and repurchase intention (r

=.195, p <.05), and even more so between expectations met and repurchase intention (r =.262,
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p <.01). This underscores that future consumer behavior is more strongly influenced by how

well expectations are met than by isolated operational issues.

Interestingly, delivery delays showed no meaningful correlation with satisfaction or loyalty,

hinting that occasional delays may be tolerated if other service elements remain strong.

Consumers distinguish between operational annoyances and the overall brand experience—

pointing to the strategic importance of managing expectations and sustaining core service

quality post-Brexit.

5.5 Effectiveness of Amazon’s post-Brexit compliance

Descriptive Statistics Amazon’s post-Brexit compliance
N Minimum Maximum Mean Std. Deviation

| trust Amazon UK to handle my 112 4.21 .829
cross-border purchases efficiently.
Amazon communicates clearly 112 4.46 .827
about Brexit-related service
changes.
Despite Brexit, | still feel loyal to 112 4.33 .874
Amazon UK.
| would recommend Amazon UK 112 4.33 .864
to other EU shoppers.
Valid N (listwise) 112
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The descriptive statistics suggest generally high levels of trust and loyalty among EU
consumers toward Amazon UK despite post-Brexit challenges. The highest mean score was
recorded for communication clarity (M = 4.46, SD = 0.827), showing that respondents
overwhelmingly feel Amazon UK has effectively communicated Brexit-related service
changes. This aligns with previous findings that transparency plays a key role in maintaining

consumer confidence.

Trust, Loyalty, and Recommendation: Post-Brexit Consumer Perceptions

w

Mean Score

N

0 Trust in Cross-Border HandlingCommunication Clarity Loyalty Recommendation Likelihood

Figure 7: Descriptive Statistics Amazon's post-Brexit compliance

Close behind, both loyalty and recommendation likelihood share an identical mean score of
4.33, with standard deviations around 0.87. This indicates that most customers not only intend
to continue shopping with Amazon UK but are also willing to promote it to others. Such
findings point to brand resilience and suggest that Amazon's strategic adjustments have largely

succeeded in retaining its EU customer base.

Trust in cross-border handling scored slightly lower (M = 4.21, SD = 0.829), though still well
above the midpoint. While positive, this score hints at mild variability in user experiences when
it comes to logistics or customs—areas often affected by Brexit complications. The data
indicates that clear communication and consistent service delivery have helped Amazon UK
maintain strong consumer trust, loyalty, and advocacy across the EU market in the post-Brexit

period.
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5.5.1 Regression Analysis
ANOVA?®
Model Sum of Squares df Mean Square F Sig.
1 Regression 1.979 5 .396 497 778
Residual 84.512 106 797
Total 86.491 111

a. Dependent Variable: | intend to continue shopping on Amazon UK in the future.

b. Predictors: (Constant), The checkout process on Amazon UK is simple and transparent., | trust Amazon UK to

handle my cross-border purchases efficiently., Amazon has adapted well to post-Brexit operational challenges.,

Amazon’s order fulfillment has improved since Brexit., Amazon communicates clearly about Brexit-related service

changes.

Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 4.229 .811 5.213 .000
| trust Amazon UK to handle -.041 .106 -.039 -.392 .696
my cross-border purchases
efficiently.
Amazon communicates =111 118 -.104 -.942 .348
clearly about Brexit-related
service changes.
Amazon has adapted well to 181 .158 .126 1.147 .254
post-Brexit operational
challenges.
Amazon’s order fulfillment .077 .100 .080 772 442
has improved since Brexit.
The checkout process on -.065 114 -.060 -.572 .568
Amazon UK is simple and
transparent.

a. Dependent Variable: | intend to continue shopping on Amazon UK in the future.

The regression analysis aimed to determine whether key perceptions of Amazon UK’s post-

Brexit strategy significantly predict repurchase intention among EU consumers. The ANOVA

output indicates that the overall model is not statistically significant (F = 0.497, p = 0.778),
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meaning that the five predictor variables collectively do not explain a meaningful portion of

the variance in consumers’ intent to continue shopping on Amazon UK.

Looking at the individual coefficients, none of the independent variables reached statistical
significance either. The highest standardized coefficient was for “Amazon has adapted well to
post-Brexit operational challenges” (f = 0.126, p = 0.254), but this value still falls short of
significance. This implies that while operational adaptation may influence customer

perception, it does not independently drive repurchase behavior in a statistically strong way.

2

Interestingly, “trust,” “communication clarity,” and ‘“checkout process” all had slightly
negative coefficients, suggesting that these perceptions, while generally rated highly in earlier
descriptive findings, do not significantly boost intent to continue using the platform when

modeled together.

This lack of significance might reflect multicollinearity, limited variance in responses (due to
high overall scores), or other unmeasured factors like price sensitivity, platform alternatives,
or personal values. While descriptive stats show strong consumer loyalty, the regression model
reveals that these variables alone do not predict that loyalty, highlighting the complexity of

post-Brexit consumer behavior and the potential need for broader or alternative predictors.
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6 DISCUSSION

6.1 Introduction

This chapter discusses the main findings of the study in light of the research aim: to assess
Amazon UK’s strategic adaptations post-Brexit and their influence on EU consumer behavior
and perceptions. The purpose is to critically interpret the data collected through a quantitative
survey and explore how the results align with or differ from the reviewed literature. Each
research question will be addressed in detail, supported by relevant evidence from both the

descriptive and inferential analysis.

The discussion will begin by summarizing key findings and then explore specific areas such as
changes in purchasing behavior, consumer perceptions of delivery and pricing, and how EU
customers evaluate Amazon’s post-Brexit strategies. The chapter also identifies any
inconsistencies or unexpected results, particularly regarding the weak predictive power of
consumer perceptions in the regression model. These are evaluated with support from the
literature and possible contextual factors like consumer adaptation or platform dependence.
Finally, the discussion highlights the theoretical and practical implications of the study. This
includes contributions to consumer behavior theory in a disrupted trade environment, and
insights for e-commerce platforms adjusting to cross-border challenges. Overall, this chapter

bridges the gap between findings, theory, and real-world application.

6.2 Summary of Key Findings

The quantitative findings of this study offer several insights into how EU consumers perceive
and respond to Amazon UK’s post-Brexit operations. Demographic analysis showed a wide
age distribution, with most respondents between 26-55 years, and the majority reported
shopping on Amazon UK either regularly or occasionally. Fashion, books, and household

goods emerged as the most frequently purchased categories.

In terms of behavioral change, a notable portion of respondents reported delivery delays, less
competitive pricing, and product unavailability since Brexit. However, despite these concerns,
consumer satisfaction levels remained relatively high. Descriptive statistics showed strong
agreement with statements regarding Amazon’s communication clarity, operational adaptation,

and order fulfillment. Consumers also reported high trust in Amazon’s ability to handle cross-
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border logistics and expressed loyalty through continued use and willingness to recommend

the platform.

The correlation analysis highlighted modest but meaningful relationships. Satisfaction and
expectations positively correlated with repurchase intention, while delivery delays, pricing
dissatisfaction, and product unavailability showed weak or negative associations. Interestingly,
regression results did not show any significant predictors of repurchase behavior, suggesting
that while consumers rate individual aspects of Amazon's performance positively, these do not

independently drive loyalty when assessed in combination.

These findings point to a complex post-Brexit consumer mindset—where operational friction
is acknowledged but offset by brand familiarity, habit, or lack of alternatives. The overall
pattern suggests a resilients consumer base that is adjusting expectations rather than
abandoning the platform. The next sections will explore these insights in the context of each
research question, using the literature to assess how well Amazon’s strategies align with

evolving EU consumer priorities in a post-Brexit trade environment.

6.3 Impact of Brexit on EU Purchasing Behavior

The findings of this study suggest that while Brexit has introduced notable challenges for cross-
border commerce, its direct impact on EU consumers’ purchasing behavior from Amazon UK
has been disruptive but not decisive. A substantial portion of respondents—more than 50%—
continue to shop on Amazon UK either regularly or very frequently. However, when looking
at shopping frequency and product categories more closely, there are signs of subtle behavioral

shifts that reflect growing caution or adaptation rather than complete withdrawal.

Product category data indicates a consumer tilt toward fashion/apparel (36.6%) and
books/media (23.2%), with electronics and household goods being less dominant. This
distribution may point to a reduced appetite for high-cost or bulky goods—categories more
likely to face customs-related friction, VAT complexities, or delivery delays. These behavioral
patterns support Chazzaoui’s (2025) argument that cross-border VAT and customs charges
create hesitation around certain product categories, particularly those that might incur

unexpected costs or logistical issues.

The finding that only 17% of respondents shop on Amazon UK very frequently aligns with

Cronk and Veenstra’s (2023) thesis, which emphasizes how Brexit’s administrative burden and
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the uncertainty surrounding fulfillment timelines have reduced the convenience factor that once
drove cross-border online shopping. The study also supports the notion that consumer behavior
has become more selective, focusing on perceived low-risk purchases that are less likely to

encounter border delays or additional fees.

The attention-catching thing is that this behavior change did not result in the outright
withdrawal. Rather, it demonstrates a response of recalibration of consumers with users
continuing to be dynamic though shaping their buying behaviour to react to changes in trade
and operations. It is in evidence of Amazon brand, as well as Amazon ecosystem and most
likely of an eventual dissatisfaction that may become even greater in case the logistical or cost-

related issues continue.

Interestingly, though in reporting the perceived rise in the number of delivery delays, price
competitiveness issues and problems of product availability were reported, these did not have
much effect on decreased overall shopping frequency. The same follows the argument of Cronk
and Veenstra (2023) that convenience inertia and comfortability with a certain platform tends
to prevail over friction drivers; at least in the short-term. It is still possible to view Amazon UK
as a reputable choice with identified flaws most likely because of its size, range, and brand

trust acquired before Brexit.

But the longer term effects are rather ambiguous. With growth of new cross border entrants and
the adoption of localized European platforms, these small changes in category mix and
shopping rates may hint at a gradual loss of market share. According to Chazzaoui (2025), such
small-scale dissatisfaction, when not resolved, may push users to switch to alternatives that
would provide them with more clarity and efficiency of operations under post-Brexit

circumstances.

The effects of Brexit on EU buying behavior is quantifiable yet subtle. Such changes, as the
frequency and the choice of product categories, indicate the response to the new reality of trade,
yet loyalty to Amazon UK is not abandoned. The observation adds weight to the need to
constantly gauge consumer expectations and make direct investments in transparency and

fulfilment enrichments to ensure behavioral drift does not transform into disengagement.
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6.4 Consumer Perceptions of Delivery, Pricing, and Product
Availability

The study's findings reveal that while EU consumers still perceive Amazon UK as functional
post-Brexit, their perceptions of delivery reliability, pricing competitiveness, and product
availability are mixed and context-sensitive. These areas—central to perceived value—have
shown varied levels of consumer satisfaction, suggesting that Amazon's post-Brexit strategy

has not been uniformly successful.

Descriptive statistics show high average scores for statements about order fulfillment
improvement (M=4.33) and communication clarity (M=4.46). These results indicate that
Amazon has been relatively successful in maintaining operational visibility and reassuring
users about service continuity. However, consumers were less positive about pricing and
availability, with correlation data showing weak or even negative associations between price
perceptions and overall satisfaction or repurchase intent. This mirrors the concerns highlighted
by Ali (2024), who observed that rising cross-border fees and price markups post-Brexit have
created perception gaps in Amazon’s competitiveness—especially for value-sensitive

shoppers.

The reported difficulty in finding desired items aligns closely with Kochnev’s (2025)
assessment of inventory strain in cross-border e-commerce. Many EU shoppers now face
limited access to certain brands or SKUs that were previously easy to source from the UK.
Although fulfillment has improved in general, product availability remains a weak spot—
especially for niche or high-demand items. These shortcomings suggest that Amazon’s
localization strategy, while helping mitigate delivery issues, may not have fully compensated

for product-level disruptions in supply chain diversity.

Reddy et al. (2023) emphasized that perceived value in digital retail hinges on a trifecta of price
fairness, product reliability, and delivery confidence. While Amazon UK performs well on
communication and logistics transparency, its score on price competitiveness (as reflected in
correlation analysis and individual response patterns) hints at latent dissatisfaction. Several
users indicated that product costs have risen, and they are more cautious about purchases due

to potential customs or VAT surprises—concerns reinforced in earlier literature.

The frequency data and open-text responses also point to a psychological shift: consumers are
less confident about what total costs will be at checkout, and this erodes perceived value.

Amazon may have implemented backend fixes to streamline customs and VAT processes, but
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the lack of perceived clarity at the customer level remains problematic. This is critical because
perception often trumps reality in digital retail. If users feel uncertain—even incorrectly—it

still drives hesitation or platform switching.

Another important insight is the disconnect between operational improvement and value
perception. Despite Amazon’s efforts to strengthen its post-Brexit infrastructure (as noted in
fulfillment and warehousing strategies), those efforts don’t always translate into improved
consumer sentiment. This echoes Kochnev’s (2025) argument that supply-side fixes alone can’t

guarantee trust or satisfaction—especially when not paired with visible, user-facing benefits.

6.5 Evaluation of Amazon’s Post-Brexit Strategies

The findings reflect a nuanced consumer evaluation of Amazon’s post-Brexit strategies. While
survey data suggests relatively high satisfaction with communication and fulfillment, VAT
handling and perceived transparency still raise concerns. This echoes patterns identified in prior
research, highlighting both strengths and ongoing friction in Amazon’s operational

realignment.

Respondents rated communication clarity about Brexit-related changes quite positively (Mean
=4.46), suggesting that Amazon has effectively kept customers informed. This supports Donn
(2024), who highlighted Amazon’s ability to mitigate confusion through consistent messaging
and interface updates. However, high-level communication does not always translate into
actionable understanding—especially around VAT and customs charges. While Amazon may
outline fees during checkout, several consumers still express uncertainty or frustration post-

purchase, pointing to a gap between informational availability and cognitive clarity.

This aligns with Harpaz (2021), who noted that VAT compliance often prioritizes legal
sufficiency over consumer readability. Even when disclosures are technically present, they can
feel buried or overly complex, especially for shoppers unfamiliar with international e-
commerce regulations. As a result, Amazon’s VAT strategy, though structurally sound, may fall

short in consumer-facing usability, leading to negative sentiment despite legal compliance.

In terms of fulfillment and logistics, results show strong user agreement that Amazon has
improved order processing since Brexit (Mean = 4.33). This improvement suggests that
warehouse restructuring, regional fulfillment centers, and customs streamlining—highlighted

in Bulman et al. (2024)—have largely succeeded in maintaining delivery reliability. Still,
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operational effectiveness alone hasn’t fully insulated the brand from criticism, particularly on
delivery delays and fulfillment consistency, which some respondents still experience. This
echoes the argument by Bulman and colleagues that while large firms like Amazon are better
equipped to adapt, scalability doesn’t eliminate all friction points, especially for cross-border

logistics under new trade rules.

The regression analysis also offers an interesting lens: although fulfillment and communication
metrics were rated positively, none significantly predicted continued shopping behavior. This
suggests that no single strategy stands out as a decisive loyalty driver. Instead, consumer
decisions appear to be shaped by a confluence of multiple touchpoints, including past
satisfaction, price perception, and frictionless navigation. Even minor weaknesses—such as
occasional stock gaps or unclear VAT—may disproportionately affect future shopping intent,

reinforcing Donn’s (2024) point that digital trust is fragile and cumulative.

A second layer that should be mentioned is the strategic disjuncture between backend
enhancements and front-end consumer perception. As an example, even though Amazon has
redirected inventory, and digitalized customs operations, its customers claim to have inaccurate
information in their headings, especially during purchase. It has shown that it is not necessarily
backend agility that is required here but front-end transparency and ease, particularly in terms
of prices and fees- something Harpaz argued was a necessity in order to maintain cross-border

e-commerce credibility.

The initiatives demonstrated by Amazon, although demonstrating well-designed techniques in
adapting to the technological changes, display an ambiguous perception by the consumer
especially in spheres where interpretive clarity is in demand but not the logistic dependability.
The communication is effective yet it fails to close the knowledge gap occasionally; fulfillment
is strong yet not immune to the outliers; and VAT treatment is the major perception issue in
spite of structural compliance. The next initiatives must be not only operational excellence but
also the intuitive user experience design such as cost breakdown, localization strategy visibility,

and easier navigation at checkout time.

Page 60 of 74

National
Collegeor
Ireland




6.6 Unexpected Results and Contradictions

One of the more surprising outcomes of this study was the weak predictive power shown in the
regression analysis, particularly when compared to the strong descriptive scores for Amazon’s
post-Brexit performance. Variables such as communication clarity, fulfillment efficiency, and
platform trust received high mean scores (4.2—4.5 range), yet they failed to significantly predict
continued shopping intentions in the regression model. This contradiction raises questions
about the underlying drivers of consumer loyalty and suggests that positive sentiment alone

may not explain behavior.

This gap might reflect what Donn (2024) described as the "perception-action disconnect,"
where customers express satisfaction in surveys but behave differently in practice. Even if
Amazon scores well on various strategic fronts, consumers may still explore alternatives due
to broader post-Brexit concerns—such as cost uncertainty, delivery variability, or overall trust

in UK-EU trade systems—factors not directly captured in platform-specific metrics.

Another possible reason for the weak regression outcomes could lie in sampling limitations.
The study used non-probability purposive sampling, targeting online users engaged in e-
commerce discussions. While this ensured relevance, it likely skewed the sample toward tech-
savvy, brand-familiar users who are already inclined to tolerate platform friction. These users
may rate Amazon highly but still be open to switching or multi-platform behavior. This would
dilute any predictive relationship between satisfaction and loyalty, as highlighted by Jones et

al. (2021) in their work on digital consumer ambiguity post-Brexit.

It’s also worth noting that consumer decision-making is often multi-causal and nonlinear.
Kotabe & Helsen (2022) emphasized that brand loyalty in international markets depends on a
mix of price, experience, social influence, and perceived fairness. The regression model in this
study focused only on platform-side variables (e.g., communication, VAT handling), potentially

overlooking external market dynamics or psychological cues that drive repeat behavior.

Finally, the high mean scores in descriptive stats may be influenced by response bias—
participants might avoid selecting negative ratings, especially when reviewing large platforms
like Amazon. This could inflate overall satisfaction scores without reflecting deep behavioral

commitment, masking the true variance that regression would require to show significance.
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6.7 Theoretical and Practical Implications

The findings of this study offer both theoretical reinforcement and practical insight into
consumer behavior and strategic adaptation in post-Brexit cross-border e-commerce. At a
theoretical level, the results align with brand trust and perceived value theory, both of which
suggest that consumer loyalty is influenced not just by transaction-specific outcomes but by
ongoing perceptions of brand reliability, transparency, and responsiveness. Despite operational
disruptions reported by respondents—such as delivery delays and price competitiveness
issues—trust-related constructs such as “confidence in platform” and “communication clarity”
scored highly. This supports Kotabe & Helsen’s (2022) view that trust acts as a buffer during

periods of market uncertainty.

However, the weak regression significance complicates this view. While brand trust was
evident in the descriptive data, it failed to significantly predict continued usage in a combined
model. This suggests that strategic alignment theory—as discussed by Donn (2024)—may
provide a more fitting explanation. Donn argued that unless platform strategy (e.g., VAT
handling, delivery timelines, fulfillment) directly aligns with consumer expectations in
evolving trade contexts, loyalty becomes fragile. Amazon’s partial success in adapting its
strategy—through communication and some operational shifts—helped retain customers, but
the lack of clear strategic consistency across all fronts might have limited long-term

commitment, particularly in pricing and checkout transparency.

On a practical level, the findings offer clear signals for Amazon and similar e-commerce
platforms operating in fragmented markets. First, strategic clarity around tax charges, delivery
timeframes, and post-Brexit policy must be continuously communicated and simplified for EU
consumers. The positive perception of Amazon’s communication efforts reflects that this is one
area where brand equity can be reinforced with relatively low effort, as supported by Harpaz

(2021).

Second, platforms need to recognize that satisfaction does not always translate to loyalty.
Despite customers expressing satisfaction with post-Brexit service, they may still engage in
multi-platform shopping behavior or switch brands due to even slight pricing or availability
disadvantages. This highlights the need for consistent execution across all customer
touchpoints—not just customer service or delivery, but also pricing, returns, VAT, and product

availability.
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Third, for platforms like Amazon operating in international contexts, the balance between
localization and centralization is now more important than ever. As Bulman et al. (2024) noted
in the context of fashion and tech, establishing local fulfillment centers, adjusting pricing
models per region, and tailoring communication are no longer optional—they’re part of staying

competitive in a post-Brexit e-commerce environment.

Although brand trust will always be critical, it needs to be complemented by strategic initiatives
that add value in the minds of the consumer at every point of working relationship. Platforms
should not underestimate the possibility that not all the positive sentiment will have eventual
purchases. Rather, constant behavior measurement, in addition to perception, is the key in

ensuring the retention of EU customers in the new regulatory and logistical environment.
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7 CONCLUSION

This study set out to evaluate the impact of Brexit on Amazon UK’s strategic adaptations and
how these changes have shaped consumer behavior and perceptions among EU-based
customers. Using a quantitative survey of 112 respondents, the research addressed three main

questions, each supported by both descriptive and inferential analyses.

First, regarding how Brexit has affected EU consumer purchasing behavior on Amazon UK,
the findings revealed a measurable shift. While a significant portion of users still engage with
the platform, the frequency and product categories of their purchases have changed. Consumers
showed a clear trend toward essential categories like fashion, books/media, and household
goods—aligning with prior research by Chazzaoui (2025) and Cronk & Veenstra (2023), who
noted that customs delays and rising costs made users more selective. Although Amazon
remains a key cross-border platform, occasional and rare usage has increased, indicating

reduced engagement post-Brexit.

Second, in terms of consumer perceptions of delivery, pricing, and product availability,
respondents voiced clear concerns. Price competitiveness and product availability were
consistently rated lower than delivery reliability, confirming prior findings by Reddy et al.
(2023) and Kochnev (2025). While Amazon’s communication and checkout transparency were
seen as relatively strong, many users still felt that Brexit-related complexities in VAT and
shipping fees detracted from the platform's overall value. These perceptions suggest a critical

need for ongoing platform improvements in pricing models and product stock localization.

Third, when evaluating Amazon’s Brexit strategy—including communication, VAT handling,
and fulfillment—respondents acknowledged Amazon’s operational efforts but were mixed in
their evaluations. High scores in communication and platform clarity echoed Donn (2024),
while continued dissatisfaction with pricing and product availability mirrored earlier warnings
by Harpaz (2021). Notably, while respondents appeared satisfied with Amazon’s strategy on
the surface, regression analysis showed that this did not significantly predict future shopping

intentions, revealing a gap between perception and long-term loyalty.
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The study also highlighted a few unexpected results. Although consumer satisfaction and trust
scored highly, their weak predictive power in regression analysis suggests that these
perceptions may not be stable or decisive enough to ensure brand loyalty. This contradiction
may be influenced by external factors such as pricing sensitivity, platform alternatives, or the

nature of cross-border shopping itself.

In terms of future research, several directions emerge. First, deeper qualitative research could
explore emotional and psychological factors behind platform switching behavior. Second,
longitudinal studies could assess how consumer attitudes evolve over time, especially as post-
Brexit trade conditions settle. Third, comparing Amazon’s strategies with those of its EU-based
competitors would offer insight into what adaptation models perform best in a fragmented trade
environment. Finally, further segmentation—by age, location, or shopping intent—might
reveal more nuanced behavior patterns and help e-commerce platforms customize their

approaches.

This study confirms that while Amazon has maintained a level of consumer trust post-Brexit,
challenges in pricing, availability, and strategic clarity may limit long-term loyalty. E-
commerce success in post-Brexit Europe now depends on consistently aligning platform

strategy with evolving consumer expectations across multiple fronts.
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9 APPENDICES

9.1 Appendix A: Survey Form

EU Consumer Perceptions of Amazon UK Post-Brexit

You are invited to take part in a short academic survey that explores your experiences as an EU-based Amazon UK customer
after Brexit. The survey takes approximately 5-7 minutes to complete. There are no right or wrong answers. Please answer
honestly based on your own experiences. Your responses will remain anonymous and confidential.

When you submit this form, it will not automatically collect your details like name and email address unless you provide it

yourself.

* Required

1. Voluntary Consent Statement: By continuing with this survey, you confirm that:

* You are 18 years or older

* You live in an EU country

* You have purchased from Amazon UK since 2021

* You understand that participation is entirely voluntary

* You may stop at any time without penalty

s Your responses will be used only for academic research purposes

* No personal identifying information will be collected

* 0
O Agres
O Disagree
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EU Consumer Perceptions of Amazon UK Post-Brexit
Demographic Questions i

2. What is your Age group? [T}

() 18-24
() 25-34
() 35-44
() a45-54
() 55-64
() 65 ormore

3. How frequently do you shop on Amazon UK? [T}

O Very Frequently (1-2 times a week)
O Regularly (monthly or more)
O Occasionally (3-6 times a year)

O Rarely (1-2 times a year)

4. What type of products do you usually purchase from Amazon UK? [T}

O Electronics
O Fashion/Apparel

() Books/Media

O Household Goods

O Other
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EU Consumer Perceptions of Amazon UK Post-Brexit

Main Questionnaire

Please indicate how much you agree or disagree with the following statements.
(1 = Strongly Disagres, 5 = Strongly Agree)

5. | have experienced more delivery delays from Amazon UK since Brexit. [T}

() strongly Agree
() Agree

() Neutral

() Disagree

O Strongly Disagree

6. | find Amazon UK's product prices less competitive post-Brexit. [T}
() strongly Agree
() Agree
() Neutral
() Disagree

O Strongly Disagree

1. | frequently notice that items | want are unavailable on Amazon UK. [}

() strongly Agree
() Agree

() Neutral

() Disagree

O Strongly Disagree

8. Amazon clearly explains VAT and customs charges at checkout. [T}
O Strongly Agree
O Agree
O Neutral
O Disagree

O Strongly Disagree

9. | trust Amazon UK to handle my cross-border purchases efficiently. (1}

O Strongly Agree

O Agree
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10. Amazon communicates clearly about Brexit-related service changes. [T}
O Strongly Agree
O Agree
O MNeutral
O Disagree

O Strongly Disagree

11. Amazon has adapted well to post-Brexit operational challenges. [T}

() strongly Agree
() Agree

() Neutral

() Disagree

O Strongly Disagree

12. Amazon's order fulfillment has improved since Brexit. [}

() strongly Agree
() Agree

() Neutral

() Disagree

O Strongly Disagree

13. The checkout process on Amazon UK is simple and transparent. (T}
O Strongly Agree
O Agree
O Meutral
O Disagree

O Strongly Disagree

14. | shop less frequently on Amazon UK since Brexit. [T}
O Strongly Agree
O Agree
O Meutral
O Disagree

O Strongly Disagree
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9.2 Appendix B: SPSS codes

National
Collegeor
Ireland

Variable Variable Label Measurement Value Labels
Name Level
AgeGroup | Age Group Nominal 1 =18-25,2=26-35,3 =36-45,
4 =46-55
Gender Gender Nominal 1 =Male, 2 = Female, 3 = Other
ProdType | Main Product Category = Nominal 1 = Electronics, 2 = Fashion, 3 =
Purchased Books/Media, 4 = Household
Goods
Q1 Delivery Reliability Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q2 Price Competitiveness | Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q3 Product Availability Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q4 VAT/Customs Ordinal 1 = Strongly Disagree — 5 =
Transparency Strongly Agree
Q5 Confidence in Platform | Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q6 Communication Clarity | Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q7 Operational Adaptation | Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q8 Fulfillment Ordinal 1 = Strongly Disagree — 5 =
Improvements Strongly Agree
Q9 Checkout Process Ordinal 1 = Strongly Disagree — 5 =
Simplicity Strongly Agree
Q10 Change in Purchase Ordinal 1 = Strongly Disagree — 5 =
Frequency Strongly Agree
Q11 Product Category Shift | Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q12 Platform Switching Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q13 Overall Experience Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q14 Expectations vs. Ordinal 1 = Strongly Disagree — 5 =
Reality Strongly Agree
Q15 Repurchase Intention Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q16 Brand Loyalty Ordinal 1 = Strongly Disagree — 5 =
Strongly Agree
Q17 Recommendation Ordinal 1 = Strongly Disagree — 5 =
Likelihood Strongly Agree
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Q18 Alternatives Ordinal 1 = Strongly Disagree — 5 =
Consideration Strongly Agree
9.3 Appendix C: SPSS Syntax
&5 *Syntax1 - IBM SPSS Statistics Syntax Editor
File  Edit View Data Transform  Analyze  Graphs Utilities  Bun  Tools  Extensions  Window  Help

SHexEIAPO &
1700 = e | Q

M @

Active DataSet:

1 alue labels for 1ent options
WVALUE LABELS 2 VALUE LABELS IhaveexpenencedmoredelwerydelaysfromAmazonUKsmceBrexn
3 5 "Strongly agree’
VALUE LABELS 4 4 Agree’
VALUE LABELS g S_E?SUE‘;LE_
ALLELEEE S 7 1 "Strongly disagree’.
g
9
10 Value labels for ag ups
11 O VALUE LABELS WhahsyourAgegroup
12 118-28"
13 2'26-35°
14 33645
15 4°'46-55°
16 O 5 =55
17
18 ) VALUE LABELS WhattypeofproductsdoyouusuallypurchasefromAmazonUK
19 1 'Electronics’
20 2 'Fashion/Apparel
21 3 'Books/Media’
22 4 'Household Goods'
23 0O 5 'Other’
24
25 © VALUE LABELS HowfrequentlydoyoushoponAmazonUK
% b 1 Very Frquently (1-2 times a week)’
27 2 'Regularly (monthly or more)
28 3 'Occasionally (3-6 times a year)
2 @ 4 Rarely (1-2 times a year).
an
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