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Introduction 

This report, will be critically analysing both online shopping and shopping on the high street; gathered through secondary research such as, journals, books and academic sources and primary research. The use of these methods, will seek to provide fact and figures too show concrete evidence and statistical qualitative analysis of the research to illustrate my findings for both arguments. 
Findings 

The popularity of online shopping has been rising rapidly amongst consumers and it is becoming part of their life style. The internet is increasingly gaining popularity as the preferred destination for shoppers, and this is bad news for the conventional brick and mortar retail businesses who still depend on customers making physical visits to their stores to make a purchase (Bradshaw, 2017). According to Williams-Grut (2017), whereas Britain has for a long time established herself as home to the most iconic High street fashion brands, the situation is changing as sales have dwindled due to a decline in the number of people vising such shops. Consequently, a good number of the high street shops have since closed. Conversely, online sales seem to be on an upward trajectory. For example, in 2013, UK online shoppers spent over £91bn shopping online (Digital Strategy Consulting, 2014). The trend is expected to continue into the foreseeable future. 
Primary Research 
(LLP, 2018) states that market research can be either primary or secondary. Primary research is new research, carried out to answer specific issues or questions. It can involve questionnaires, surveys or interviews with individuals or small groups. To successfully conduct a reliable source of information, a survey has been conducted to gather an understanding about consumers shopping behaviours. 


According to Figure 1, 8 participants indicated that they mainly shopped online because they were more likely to find cheaper products, while another 10 participants preferred online shopping due to ease of access. These results indicate that consumers prefer the luxury of staying at home and shopping online. 
Why do consumers prefer this?
Where else can you do shopping, even at midnight, wearing your jammies? You don’t have to wait in a line or wait till the shop assistant helps you with your purchases. You can do your shopping in minutes even if you are busy, apart from saving time and avoiding crowds. Online shops give us the opportunity to shop 24 x 7 and reward us with ‘no pollution’ shopping.
Better prices – It said that many consumers check online prices before entering the high street to start shopping. Figure one shows that price, has major part to play when it comes to shopping online. Consumers claim to have better prices from online stores because products come to you directly from the manufacturer or seller without middlemen involved. Many online shops offer discount coupons and rebates.
New products – online shopping offers you a wider selection of items. Customers can indulge in latest international brands, without paying a single penny on travel expenses. These stores offer a far greater selection of colours and sizes than you will find locally. If you find that the product you need is out of stock online, you can take your business to another online store where the product is available.

Secondary Data  
BBC Radio 4 commissioned Savvy Marketing to undertake a survey to assess shopping trend in the UK. The survey consisted of 1,000 consumers. Three quarters of the shoppers surveyed indicated that they hoped to conduct majority of their shopping online over the next decade. Moreover, 60 percent of the survey respondents were of the view that in 10 years, High Street shopping in the UK will have experienced tremendous change (Stevens, 2016). The aim of this report is to administer a semi-structured questionnaire to target consumers in the UK and assess whether they prefer online shopping High Street shopping. 
Although the popularity of online shopping is on the rise; there are consumers who still prefer the traditional shopping. What makes traditional shopping more special, is the fact that consumers can make a day out of physically going shopping. They can browse around the store, and feel more at ease because it is less risky for any errors to occur; for example, consumers can try on items and physically touch them as some items may appear different online. Traditional shoppers have many more options to pay for their items, such as card of cash. Whereas consumers online only have an option to pay online; making it riskier for fraud. 
It is also hugely important to understand the psychosocial impacts for consumers opting for traditional shopping. Some consumers prefer traditional shopping over the online shopping is because they think that they will be cheated by the seller. It is because there are scammers who are placing fake products or products which are unworthy of the price in this situation the traditional in-store shopping is advantageous than online shopping (Umar, 2004). However, there are several secure companies that provide trusted services for example PayPal and iKobo etc.
Methodology 
This research is based on a qualitative research design.  This is a form of research method that is exploratory in nature. It aims to gain insights and/or understanding of the opinion of a target population, their reasons, or motivations regarding an issue under study 
(Silverman, 2010). A key benefit of qualitative research is that it enables the researcher to uncover trends in opinions and thoughts, thereby enabling him/her to delve deeper into the issue under study (Bryman, 2015, p. 494). Besides, qualitative research enables the researcher to keep study participants engaged in the research process (Luton, 2010, p. 13). In this case, the use of a qualitative research is aimed at enabling the researcher to gain furthers insights into consumer’s preferences for High Street shopping or online shopping. 
A semi-structure questionnaire is the tool of choice for collecting data on the study participants. The process of data collection entails gathering and computing information on diverse variables of interest to the researcher in a systematic manner that allows the researcher to test the study hypotheses, answer the researcher questions, and evaluate study results (Bryman, 2015, p. 494).   A semi-structured questionnaire was preferred because it encompasses both closed and open-ended questions, thereby enabling the participants to include her/his own opinions and/or observations regarding the phenomenon under study. Consequently, this adds to the richness of data collected (Ebrahim & Bowling, 205, p. 204). 
A sample size of 31 shoppers was identified and drawn from using random sampling technique. The study participants were drawn from customer visiting High Steer shops across North London. Client’s names remained anonymous to promote participant confidentiality (Wiles, 2012, p. 41). This is also in keeping with the ethical requirements for research involving human subjects. Participants were identified using codes instead. The researcher helped to administer the research questions to the study participants. In this case, study participants were given a timeline of 30 minutes within which to complete the questionnaire. Prior to administering the questionnaire, the researcher informed all participants of the objective of the research. Moreover, participants were notified that their responses would be treated with strict confidence, and that they would be only used for purposes of informing the research findings Participants were also free to exit the study as they deemed fit. Once the completed questionnaires had been collected, the researcher used the MS Excel tool to tabulate the information in the form of graphs. 



Conclusion 
To conclude report, I can gather that both primary and secondary research determine a thriving increase in online shopping tends, it shows that this is the best option for the average shopper. The results show (see findings) contributing factor in consumer decision to choose online instead of traditional shopping seems to be the user friendly. However, the younger demographic (16-24) tend to be more fashion conscious and prefer online shopping. In terms of research, it is important the study the potential users of the online are shopping; this will be examined by respondent’s demographic information that includes gender, age group and occupation etc. However, the overall shopping experience is thriving, as retailers want to focus on providing that experience; for example, Harrods pride them self’s in proving a world class shopping experience which creates brand loyalty; Whereas online shopping is easy, quick and unique. 
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Appendix 1
Survey 
[bookmark: _Hlk502775214]Q1. What is your main purpose for shopping online? 
· Cheaper prices
· Easy access 
· New products
· Promotions
· Other (please specify) …………………………………………………………….

Q2. How much do you spend on online shopping per month (GBP)?
· £1 – £50
· £50-100
· £100- 150£
· £150 – 200
· £300 or Above 

Q3. How much do you spend on average for retail shopping per month (High Street / Malls etc.)?
· £1 – £50
· £50-100
· £100- 150£
· £150 – 200
· £300 or Above 
Q4.  How often do you shop on the high street?
· Less than once a month
· 1-2 times a month
· 3-4 times per month
· More than 4 times a month

Q5: Did you personally make any purchases on the Internet in the past 6 months?
· YES 
· NO 

Q6. Do you see yourself shopping more or less online in the future?
· Less 
· No change
· More


Q7. Do you prefer shopping on the high street or online? Why? (e.g. cost, convenience, personal habit, quality etc.)
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….
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	Q.
	Responses
	Responses
	Frequency
	Total from all questions

	Q1
	Variety of answers
	Cheaper prices
Easy access 
New products
Promotions
 Other
	
	10

	Q2
	Categories of answers
	1 – 50£
50-100£
100- 150£
>150 £
	
	7

	Q3
	Categories of answers
	1 – 50£
50-100£
100- 150£
>150 £
	
	5

	Q4
	Categories of answers
	Less than once a month
1-2 times a month
3-4 times per month
More than 4 times a month

	
	8

	Q5
	2 options to answer

	Yes/ No
	
	7

	Q6
	3 option answer
	Less 
No change
More

	
	8

	Q7
	Variety of answers
	

	
	2



Reasons from Respondents for Online Purchase


Easy access	Cheaper products 	New products	Promotions	10	8	6	7	
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