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Report on online Shopping 
[bookmark: _Toc503484391]Executive Summary 
	The report has focused in bringing facts concerning online shopping and how it has been adopted in the UK. The system has simplified complex trade instances which used to hinder business transactions over a wide coverage as outlined by Hasan, (2016). With online shopping, transactions cane be done worldwide. According to the report, UK has stood chance of showcasing the benefits of online shopping. This can be explained based on the analysis done and the trend of online growth determined. Since 2007 the online shopping has been growing tremendously a situation which enabled many companies to divert their selling criteria to online. The report entails an aggregate of secondary data concerning the number of customers who have been shopping online. The analysis revealed several measures which facilitated the growth.  The few customers interviewed said that they shop online due to its efficiency and time saving aspects. When they started shopping online, they have never changed a mind of getting back to the old ways of visiting the shopping premises. Whatever they want from any part of the world can be done online and the product delivered. 
The report draws facts from the article by the guardian concerning John Lewis online shopping centre situated in the United Kingdom. The article provided a base to view how online shopping has grown. A comparison is made between what the article entails and the facts collected. This brings a system of showing the growth rate of online shopping with minimal challenges experienced. Instance of online shopping was beneficial to customers when it started hence providing a reason why it was considered. Across the years, other countries accepted online shopping making it to be a global aspect.
[bookmark: _Toc503484392]Introduction
	Online shopping has kept a steady growth since when it was discovered (Allen, Piecyk, & Piotrowska, 2017).  This is attributed to the technological advancement which led to innovations on how online shopping can be facilitated. Developed countries adopted the system fast due to their stable security (Kuoppamäki, Taipale, & Wilska, 2017, pg. 110-117). Nothing brings a situation of cheating or stealing of customers’ money. Whatever is ordered is delivered as a greed. For instance, the report took a motive of investigating how online shopping has grown and the reasons behind it. Quantitative methods were employed in analysing the secondary data obtained. The raw data was about the number of customers who since 2007 had been shopping online. Moreover, the report incorporated the article which cantered facts concerning John Lewis centre and how it grew to be a giant online shopping mall. 
[bookmark: _Toc503484393]Methodology
	The secondary data was obtained from the UK data bank’s website regarding online shopping. The data was fed to both excel program and Minitab programs where manipulations were done to give meaningful outputs. The outputs include description summary table, regression analysis graph and histogram.
[bookmark: _Toc503484394]Analysis and discussions
	This section presents outputs resulting from data manipulations and facts drawn from an article by the Guardian. The information is meaningful as it correlates well with the article describing online shopping done in John Lewis centre. Based on the article, customers never used to value online shopping. They saw it as a false and a dangerous affair. No one was at the eve of believing that it can work out perfectly. John Lewis centre faced a challenge of explaining how online shopping was effective to potential customers in that they cannot migrate to alternative centres. The efforts bore fruits when the number of customers started increasing. This made John Lewis centre to open many centres across the streets in UK to enhance faster collection of products. 
	The article outlines that a total of five thousand online shopping centres have been opened. The John Lewis centre has a total of 1000 outlets where customers can collect their ordered products. The start of centres came into action when the number of customers grew and delivering of products to their doorstep turned out to be a challenge. The centres which were given a name by Collect+ scheme made work easier and all the customers get satisfied on the services offered. Currently, even the payments have been made online thus customers do not need to carry cash in ready to pay for the product (Bilgihan, Kandampully, & Zhang, 2016, pg. 106). Identification documents are the only ones carried to facilitate security and ascertain that the one who bought the products is the one who has come to collect them. These attributes brought trust and customers were glued to the nature of these online centres. If challenges existed they were solved amicably and no one was intrigued to have anything bad. Customers gained confidence with the online centres and preferred their services to other centres which do not support online purchases. 
	Based on the secondary data collected, the number of online customers have increased since the year 2007. The increment is associated to how people gain trust each year on online purchases.  Below is table displaying statistics.


	
	Table 1: Summary statistics 
	Measures
	Values

	Mean
	66.45454545

	Standard Error
	2.714820056

	Median
	64

	Mode
	60

	Standard Deviation
	9.004039498

	Sample Variance
	81.07272727

	Kurtosis
	-0.74901485

	Skewness
	0.675491921

	Range
	27

	Minimum
	56

	Maximum
	83

	Sum
	731

	Count
	11



	According to table 1 above, the mean of the customers was 66, median 64, mode 60, standard deviation 9, variance 81. The number of years recorded was 11. The skewness was 0. 67 an instance which meant that the number of customers was increasing each year. The data corresponded to millions of customers as it was collected from all online stores in the UK. The measures of tendency highlighted above portray a situation where customers in large numbers turned to shop online. For instance, the mode of 60 million customers is a good example that there was no decline on customers.
Table2: Regression Analysis 
	SUMMARY OUTPUT
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Regression Statistics
	
	
	
	
	
	
	

	Multiple R
	0.971101
	
	
	
	
	
	
	

	R Square
	0.943037
	
	
	
	
	
	
	

	Adjusted R Square
	0.936707
	
	
	
	
	
	
	

	Standard Error
	2.26524
	
	
	
	
	
	
	

	Observations
	11
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	ANOVA
	
	
	
	
	
	
	
	

	 
	df
	SS
	MS
	F
	Significance F
	
	
	

	Regression
	1
	764.5455
	764.5455
	148.9961
	6.66E-07
	
	
	

	Residual
	9
	46.18182
	5.131313
	
	
	
	
	

	Total
	10
	810.7273
	 
	 
	 
	
	
	

	
	
	
	
	
	
	
	
	

	 
	Coefficients
	Standard Error
	t Stat
	P-value
	Lower 95%
	Upper 95%
	Lower 95.0%
	Upper 95.0%

	Intercept
	-5237.91
	434.5567
	-12.0535
	7.41E-07
	-6220.94
	-4254.87
	-6220.94
	-4254.87

	X Variable 1
	2.636364
	0.215982
	12.20639
	6.66E-07
	2.147778
	3.124949
	2.147778
	3.124949



	The table 2 above brings out the regression analysis of data resulting to ANOVA table and correlation coefficients. Based on the correlation coefficients found out, R square is 0.94 which can be translated to 94% and the adjusted R is 0.93 or 93%. This indicates that the number of customers strongly associate with the number of years. As years kept changing the number of customers kept doubling an instance meant to increase the rate in which online purchases were made. With the ANOVA table, the F-value is greater than the table value that is 148.9 > 6.67, an instance showing that customers had positive views regarding online shopping. The rumours of dangers posed by the purchases were mere myths which were proved wrong as time went by. The first rumour was that robbers were included in the online business and were aimed at stealing people’s assets.
[image: ]
		Figure 1: Line graph of online customers against years
	The line graph in figure gives an evidence on how the number of customers grew each year. The number of customers is directly proportional to years. That is, as years increased the number if customers doubled.  Based on the figure above, it is evident on what transpired all the years since the introduction of online purchases came into action.
[bookmark: _GoBack] Technology brought about the start of online purchases (Wolfinbarger, & Gilly, 2001, pg. 34-38). The innovation continued to gain popularity and now it stands a chance to be the best way of connecting traders across the globe. Sometimes it is shocking and surprising on how customers gain trust and confidence on products they do encounter the seller. Scholars have been on the eve to bring into book the views of many customers who have purchased products online. The UK is among the developed nations which have given permission to online centres and have encouraged its growth (Pappas, et al, 2016). Openness and quality of products are the key attributes to the growth of these centres. When products do not meet customer demands, there are channels of raising complaints thus solving the problem amicably (Kawaf, & Tagg, 2017).  There are no serious problems which have been raised concerning ineffectiveness of online shopping.  Petty and small cases which get raised are solved with utmost respect and concern. The UK government at the start had issues with credibility of the business going online. It was not that taken into consideration. After a try, the government found out that selling products online posed no threat to security instances.
The graph displays a small number of customers at the start of online selling. This was due to fear ignited at first that, the selling critique was used by robbers to gain entry to people’s premises. Few people had trust on purchasing products. As times went by, in the year 2008, the number of customers grew (from 56 million in 2007 to 57 million in 2008), due to rumours concerning existence of robbers diminished. The number kept on increasing to a maximum of 83 million in the current year 2017.
[image: ]
Figure 2: Histogram of the number of online customers
	Based on the histogram in figure 2 above, the number of customers who gave in for online shopping is positively skewed a situation which portrayed many customers were turning to online shopping. The histogram also, shows that 60 million customers had the highest frequency, which is 3 while 70 and 80 had a frequency of 1. The frequency was an evidence of how customers grew each year and the numbers kept on adding and doubling.
[image: ]
Figure 3: Trend analysis of online customer growth 
	The trend line shown in figure 3, has weight to how customers kept on increasing. The MAPE MAD and MSD are 2.85, 1.87 and 4.19 respectively. The trend analysis shows there is a potential of the online shopping to be more developed and the number of customers increasing greatly. UK has many people working and they tend to have tight schedules. The online shopping will be at their help since they will only order for products at their comforts and pick them when they want. 
[bookmark: _Toc503484395]Conclusion
	In conclusion, the report has concentrated on bringing into focus the introduction of online shopping in the UK and how customers perceived it. There report also analysed an article presenting how online purchasing of products from John Lewis stores kept on increasing.  This was advantageous to the shopping stores since customers kept on having a good taste with the kind of services given. To give online shopping shape, many centres came in and brought a stiff competition to firms giving the same services. This led to quality services being given, a situation which attracted many customers.
	Based on the report, UK customers believed on rumours circulated with a message of warning concerning the situation that robbers were using online shopping strategy to reach and rob people (Stouthuysen, et al, 2017).  The sentiments ignited fear among people and no one was willing to participate. Those few people who plucked up courage to try and see how it works found out that the rumours were pure lies. The instance gave others an opportunity to try and see the good side of online shopping. Many people turned up to have online purchases since this seemed more convenient and stress free to many people. The report gave examples based on the rise of number of online shopping centres to 5000 whereby John Lewis centre had up to 1000 centres where people could collect there ordered products. The growth of online purchases and doubling of the number of online customers gave a true picture of how the industry was winning the hearts of many in UK.
[bookmark: _Toc503484396]Recommendation
	UK firms which have embraced online shopping should extend the favour and allow customers from other countries purchase their products. This will be possible through expanding the collection centres to other countries and not UK alone. The instance will increase and support global trade.
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[bookmark: _Toc503484398]Appendix
	Year
	Online Customer “millions"

	2007
	56

	2008
	57

	2009
	60

	2010
	60

	2011
	61

	2012
	64

	2013
	67

	2014
	70

	2015
	75

	2016
	78

	2017
	83
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