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Retail Industry Business Engagement Network (RIBEN)  

 

Å Encourage collaboration between academia and industry professionals 

Å Provide researchers with first-hand experience of working on issues of relevance to the retail 

sector 

 

 

 

 

 

Å Transform data collected (such as questionnaires, official registries) into actionable 

information which helps clients understand customer preferences, improve customer 

acquisition and retention, predict consumer behaviour.  

 

Å Chief Executive John Mayer  - ñ The biggest company you have never heard ofò  

 

Context - Research 

Retail Spending and Store Location during a Recession: An Analysis of 

Changing Consumer Behaviour and Interaction Patterns 



Context ï Ecommerce 

ñNo invention of modern times has extended its influence so rapidly. . 

. . Its spread is about as wonderful a thing as the noble invention 

itself.ò  
 

The Internetéé?  
 

No, the telegraph, described in an 1852 edition of Scientific American magazine. At 

that time in history, as Tom Standage (1998) shows in a book called The Victorian 

Internet, prophecies about the impacts of the telegraph were rampant: the death of 

distance and a revolution in business practices. 

 

 

Today, the Internet and related information technologies confront us with similar 

broad social effects that researchers describe in similar terms.  

 

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 of 

high street retailing across towns and cities. 

 



Context - Hypotheses 

Hypotheses 1 - Online retail has varying levels of market penetration (Stern, 1999)  

 

Hypotheses 2 - Online consumers have a distinct socioeconomic, demographic and 

geodemographic profile (Weltreveden, 2007) 

 

Hypotheses 3 - Ecommerce is an urban phenomenon, because new technology 

usually starts in centres of innovation (innovation- diffusion 

hypothesis) (Hagerstrand, 1968; Farag et al., 2006) 

 

Hypotheses 4 - Consumers are more likely to adopt e-shopping when their 

accessibility to shops is relatively low (efficiency hypothesis) 

(Farag et al., 2006) 

 

Aim: Identify whether geography matters when it comes to understanding e-

shopping in the UK?   



Analysis 

 

 



Analysis  - General Information 

ñE-shopping can be defined as searching and/or buying consumer goods and 

services via the Internetò (Mokhtarian, 2004) 
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Figure 1. UK internet retail sale estimates, 2006 to 2011 (Source: ONS, 2011).  



Analysis  - General Information 

Table 1 . Advantages and disadvantages of ecommerce (Sources: Stern, 1999; Reynolds, 1997) 

Advantage Disadvantage 

Lower barriers to entry.- Relatively easy 

and inexpensive to start. 

High customer acquisition costs  

Get products to market faster react to 

market trends much faster than 

conventional retailers. 

Website development and maintenance costs 

can be high 

Ability to touch customers often and reach 

a mass audience 

High merchandise return rates. 

Worldwide potential -  as ggeographic 

barriers are also more easily reduced. 

The internet denies consumers the essential 

sociality associated with other landscapes of 

consumption (street, shop).  

Tapping into a virtual community ï Mobile 

shopping, customer reviews, price check. 

Consumer trust - usually related to credit card 

security and privacy concerns.  

Ability to carry broader assortments - 

Internet retailers are not constrained by the 

physical limitations. 

The economics of distribution - it is 

cheaper to deliver goods to a central place than 

it is to deliver directly to a home. 



Analysis - Acxiom Research Opinion Poll (ROP) 

Figure. 2 Acxiom's Annual Research Opinion Poll ROP (Source: Thompson et al., 2010a) 



Hypotheses 1  

 
ñOnline retail has varying levels of 

market penetrationò 



Figure 4. Percentage of households that shop online by different goods and services (Source: Acxiom, 2011). 
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Hypotheses 1 ï Shopping channels 
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Figure 3. Percentage of households by shopping channel to buy goods and services (Source: Acxiom 2011). 



Hypotheses 1 ï Does it hold up over time? 

Figure 5. Percentage of households by shopping channel to buy goods and services online (Source: Acxiom 2007 to 2010) 
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Å CDs/DVDs, books and clothes remained stable  

Å Growth in grocery market 

Å Decline in wine 



Hypotheses 2  

 
ñOnline consumers have a distinct 

socioeconomic and demographic 

profileò 



Hypotheses 2 - Age 
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Figure 6 . Online shopping frequency by age, 2011 (Source: Acxiom, 2011) 



Hypotheses 2 - Age and Gender 

   

Figure 7 . Online shopping frequency by age and sex , 2011 (Source: Acxiom, 2011) 



Hypotheses 2 ï Income 
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Figure 8 . Online shopping frequency by annual household income 2011 (Source: Acxiom, 2011) 

Connection Often Sometimes Rarely Never Total 

Broadband 25.13 40.80 17.06 17.01 100 

Dial-up 12.17 30.81 19.29 37.73 100 

None 2.03 7.71 5.98 84.28 100 

Total 20.87 35.07 15.38 28.68 100 

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



Hypotheses 3  

 

ñEcommerce is a predominantly urban 

phenomenon, because new technology 

usually starts in centres of innovation 

(innovation- diffusion hypothesis) ò 



Hypotheses 3 - Internet connection 

Figure 9 . Households with internet connection 2007 to 2010 

(Source: Acxiom, 2007 to 2010) 

The innovation-diffusion 

hypothesis suggests that new 

innovations follow a conventional 

pattern from large to small 

settlements (Hagerstrand, 1968) 


