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Retail Industry Business Engagement Network (RIBEN) I B E

Retail Industry Business Engagement Network

AEncourage collaboration between academia and industry professionals
AProvide researchers with firgand experience of working on issues of relevance to the |

sector

ACXIOM

ATransform data collected (such as questionnaires, official registries) into actionable
information which helps clients understand customer preferences, improve customer
acquisition and retention, predict consumer behaviour.

AChief Executive John Mayer fi The biggest company you have never heaid of

Retail Spending and Store Location during a Recession: An Analysis of
Changing Consumer Behaviour and Interaction Patterns



Contextl Ecommerce UNIVERSITY OF lj

ANo I nvention of modern ti mes
.. Itsspread is about as wonderful a thing as the nablention
| tsel f. O

The I nternet éé?

No, the telegraph, described in an 1852 edition of Scietfierican magazine. At
that time in history, a¥om Standag€1998) shows in a book called TWetorian
Internet, prophecies about the impaaiftshe telegraph were rampattie death of
distanceanda revolution in business practices.

Today,the Internet and related information technologies confromtitiissimilar
broad social effecthat researchers describe in simtlerms.

Many observers have suggested the ubiquity of the internet would render the
importance of geography in retailing to a minor role and threaten the existence ¢
high street retailing across towns and cities.
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Aim: Identify whether geography matters when it comes to understanding-e
shopping in the UK?

Hypotheses 1 Online retail has varying levels of market penetra{tern, 1999)

Hypotheses 2 Online consumers have a distinct socioeconomic, demographic a
geodemographiprofile (Weltreveden2007)

Hypotheses 3 Ecommerce is an urban phenomenon, because new technology
usually starts irtentresof innovation (nnovation- diffusion
hypothesig (Hagerstrand1968;Faraget al.,, 2009

Hypotheses 4 Consumers are more likely to adopgl®pping when their
accessibility to shops is relatively loefficiency hypothesi$
(Faraget al., 2006)
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AE-shopping can be defined as searching and/or buying consumer goods and
servicesvid h e | n(Mokhtanas 2004)
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Figure 1. UK internet retail sale estimates, 2006 to 2011 (Source: ONS, 2011).
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Advantage Disadvantage

Lower barriers to entryRelatively easy  High customer acquisition costs
and inexpensive to start

Get products to market faster reactto  Website development and maintenance cos
market trends much faster than can be high
conventional retailers.

Ability to touch customers oftemndreach High merchandise return rates.
a mass audience

Worldwide potential as gyeographic The internet denies consumers the essentia
barriers are also more easily reduced. sociality associated with other landscapes ¢
consumption (street, shop).

Tapping into a virtual communifiy Mobile Consumer trustusually related to credit carc
shopping, customeeviews, price check. security angrivacy concerns.

Ability to carry broader assortments The economics of distributiont is
Internet retailerare not constrained by th cheaper to deliver goods to a cenpiace than
physical limitations. it is to deliver directly to a home.

Table 1 . Advantages and disadvantages of ecommerce (Sources: Stern, 1889/nolds, 1997
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Research Opinion Poll

Your views are important, Companies depend on your input to help them offer the right products in the
right way, at the right price. Fleass take a few minutes to complate the Heseardh Oplnion Poll, and pleass gnore any

caestions you would prafer not to answer. Thank you for helping.

Wil arpmaers will B protscten By e Do Profecd on St and conroke Dy Aceicim L10; 1hess wil e mia i omrertian fer devoisping prooions & aendeep, marksting, ss=anh. & updaing
and soracling dalabases, Aodom mey paes e Rammetion giean W oinsr repuabls ongarisal one, widwillugein for Tel owh) merked m@esanh ard aralyele purped ae. They may comact
you, by mail o in ether weaye, withdeiales of thar prociucta andd eerdces, Tich haes H you () andéor your partnes [ ) don'twant this, Pleess chachwith wor pafrer bsdone anawaring quesstions
o thedir Db, G ertadn cuesd ore hanes been inchided in Che surnesy onshall of ) Yorkahine Foruand [Rapional Developimen Agancy] — varloie queetions abourt Yorkehine, Honda Cam Q10-
11. Hofedeh Unkon: Financil Producks O3, Ha pils Aged © Finarcial Planning 0. Kt Coffes saothi]

Thank you wery muich for your help
EB5: Don't farget the extra ME&S hamper prize draw — Lo epter, simply return pour survaey within 7 days.
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Figure. 2 Acxiom's Annual Research OpinionPoll ROP (Source: Thompson et al., 2010a)
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Figure 4. Perc Figure 3. Percentage of households by shopping channel to buy goods and services (Source: Acxiom 2011).
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Figure 5. Percentage of households by shopping channel to buy goods and services online (Soécegom 2007 to 2010)

ACDs/DVDs, books and clothes remained stable
AGrowth in grocery market
ADecline in wine
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Hypotheses 2

NOnl 1 ne consumer
socioeconomic and demographic
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Figure 6 . Online shopping frequency by age, 2011 (Source: Acxiom, 2011)
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Figure 7 . Online shopping frequency by age and sex , 2011 (Source: Acxiom, 2011)
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Figure 8 . Online shopping frequency by annual household income 2011 (Source: Acxiom, 2011)

Connection | Often Sometime: Rarely Neve Total
Broadband 25.1: 40.8( 17.0¢ 17.01 10C
Dial-up 12.17 30.81 19.2¢ 37.73 10C
None 2.0 7.71 5.9¢ 84.28 10C
Total 20.8: 35.0: 15.3¢ 28.6¢ 10C

Table 2. Households with internet connection and shopping frequency (Source: Acxiom, 2011)
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Hypotheses 3

NEcommerce Is a predominantly urbar
phenomenon, because new technoloc
usually starts Icentreof innovation
(innovation- diffusion hypothesig o



Hypotheses 3 Internet connection

The innovatiordiffusion
hypothesis suggests that new
innovations follow a conventional
pattern from large to small
settlementsHagerstrand1968)
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Figure 9 . Households with internet connection 2007 to 2010
(Source: Acxiom, 2007 to 2010)
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