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[bookmark: _Toc500721683]Introduction:
 The aim of this study is to evaluate the use of corner stores (independent retailers) in online selling from the perspective of John Lewis. John Lewis has been using corner stores facilities of independent retailers from the 2013 for implementing their click and collect model of online operation. To complete this study primary data, structured survey questionnaire, frequency table, descriptive statistics etc. will be used.

[bookmark: _Toc500721684]Aim and objectives: 
 The aim of this study is to evaluate the use of corner stores (independent retailers) in online selling from the perspective of John Lewis. Followings are the objectives of this study:
· To investigate the opinions of the costumers of this model of selling
· To investigate the strengths and weakness of this model.
· To Provide recommendation 
[bookmark: _Toc500721685]Research questions:
Following are the research questions:
· What are the opinions of customers regarding this model of selling?
· What are the strengths and weakness of this model
· What are the ways to improve the operation?
[bookmark: _Toc500721686]Research Background
John Lewis has been using corner stores facilities of independent retailers from the 2013 for implementing their click and collect model of online operation (The Guardian, 2013). Corner stores or convenience stores are those local stores which carry limited selection of everyday items. Corner stores are also called convenience store in the USA. However, using third parties in supply chain must be evaluated on the basis of cost, value creation, time reduction, logistics of the third parties, assets of the third parties, customer satisfaction etc (Murray, 2016). In this research, an evaluation on the use of corner store in online selling will be made from the perspective of John Lewis.
[bookmark: _Toc500721687]Research Methodology:
 The aim of this research is to evaluate John Lewis’s current online shopping mechanism via corner stores. This study will be done as quantitative research. Quantitative analytical tools like mean, standard deviation, cross tabulation, frequency tables, different types of chart etc. will be used in this study. Quantitative tools will be used as it will provide greater level of controls in data collection and data analysis comparing qualitative tools. In this study both primary and secondary data will be used. Primary data will be collected as cross-sectional data. Survey mechanism will be used for primary data collection.  Observation, experiments, interview etc will not be used as these ways need more resources and time. Structured questionnaire will be used as this study is mainly quantitative study. Primary data will be collected from a sample of 30 respondents who have used John Lewis online services via corner stores. These respondents will have selected as non-random sampling. More precisely, accessibility to the respondents will be the main criterion for selecting respondents. Information from friends will be used to identify the respondents. After collecting the required data, SPSS will be used to analyse the data. Frequency tables, mean and standard deviation analysis, different types of charts etc will be used.
[bookmark: _Toc500721688]Executive Summary 
 According to Chaffey (2007), ecommerce can be defined as performing commercial transactions between and among organisation and individuals. In other words, it includes all electronically mediated information exchange between different stakeholders and the organisation. According to Chaffey (2007), ecommerce has played significant roles in supply chain management in terms of cost efficiency, changing in distribution system, customer orientation, shipment tracing etc.
 According to Ecommerce News (2017), 10.7% of the total retail sales have been performed using online mechanism in the year 2014. In the year 2013, e-Commerce accounted for €110.5 billion transaction. It is forecasted that this growth will continue (Ecommerce News, 2017). Nowadays people spend a significant time (135 minutes per day) in social media (Statista, 2017). Social media have been playing a significant role in product promotion and customer relationship management (Criteria for success, 2017). In addition, the concept of social media commerce has been now more popular. It is forecasted that the growth of the user of social media will continue in the upcoming years (ONS, 2017). Therefore, it can be said that the impacts of ecommerce and social media commerce will continue to grow. Business firms are now hiring third parties in both backward and forward industry. However, efficiency, quality of the products, security, continuity etc are the main considering factors in hiring third party in supply chain activities.


[bookmark: _Toc500721689]Analysis:
In this section collected data have been analysed and interpreted. Collected data have ben analysed and interpreted using frequency table, mean and standard deviation analysis etc. have been used. In addition, chart has been used to present the analysed data. To analyse the collected data defined research objectives have been used as the main remainder.
Online operation using corner stores facilities reduces product receiving time
		
	Count
	percent

	Totally Disagreed
	
	

	Disagreed
	6
	20.0

	Nothing special
	6
	20.0

	Agreed
	12
	40.0

	Totally Agreed
	6
	20.0
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	Report

	Online operation using corner stores facilities reduces product receiving time

	Mean
	Std. Deviation

	3.6000
	1.03724


[bookmark: _Toc500721694]Table 2  A report on receiving time

	
[bookmark: _Toc500721705]Figure 1 The reduction of time



The high mean value (3.6) suggests that most of the customers have found that this model of online purchasing is time saving. In other words, they can collect the ordered product within less time period comparing the traditional approach. However standard deviation 1.04 indicates that their perceptions is not uniform. The above frequency table also shows the similar result. 20% have claimed that this approach reduces overall time in product receiving. Moreover other 40% have said that they are somewhat agreed that his model reduces the overall time. However, 20% have found this system nothing special. On the other hand, 20% have disagreed with the statement that this model reduces the time of product receiving.
 Online retail services using independent corner store does no increase the cost of the price
		
	Count
	percent

	Totally Disagreed
	3
	10.0

	Disagreed
	3
	10.0

	Nothing special
	6
	20.0

	Agreed
	12
	40.0

	Totally Agreed
	6
	20.0
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	Report

	 Online retail services using independent corner store does no increase the cost of the price 

	Mean
	Std. Deviation

	3.5000
	1.22474


[bookmark: _Toc500721696]Table 4 corner store does no increase the cost: Mean and Standard deviation


	
[bookmark: _Toc500721706]Figure 2 corner store does no increase the cost



According to the report table the mean value in regard to cost is relatively positive. The man value 3.5 with the standard deviation 1.22 shows that most of the customers feel that this model does not increase the overall cost. However high standard deviation indicates opinions of most of the customers are heterogeneous. This trend can be further observed in the above pie chart.




 It provides comfortability in product return or after sale service receiving

		
	Count
	percent

	Totally Disagreed
	0
	0.00

	Disagreed
	6
	20.0

	Nothing special
	3
	10.0

	Agreed
	12
	40.0

	Totally Agreed
	9
	30.0
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	Report

	 It provides comfortability in product return or after sale service receiving 

	Mean
	Std. Deviation

	3.8000
	1.09545


[bookmark: _Toc500721698]Table 6 product return or after sale service receiving: Mean and standard deviation


	
[bookmark: _Toc500721707]Figure 3 product return or after sale service receiving



 The above chart shows that most of the customers are agreed with the claim of this question. 30% have totally agreed while 40% have somewhat agreed with claim that using corner store in online operation increases comfortability in product return and after sale services. This can be further observed in the mean value of this question. The man value 3.8 indicates that customers perception is very positive in terms of comfortability in product return and after sale services. 



[bookmark: _Hlk498646981] It increases trust about the firm
		
	Count
	percent

	Totally Disagreed
	0
	0.00

	Disagreed
	6
	20.0

	Nothing special
	6
	20.0

	Agreed
	9
	30.0

	Totally Agreed
	9
	30.0


[bookmark: _Toc500721699]Table 7 trust about the firm
	
	Report

	 It increases trust about the firm 

	Mean
	Std. Deviation

	3.7000
	1.11880


[bookmark: _Toc500721700]Table 8 trust about the firm: Mean and Standard deviation
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According to the mentioned frequency table and bar chart maximum customers feel that this model of ecommerce increases trust among the customers in online purchasing. the mean value 3.7 on the scale of 5 show that customers opinions are very positive about this model in terms of trust building. However standard deviation 1.1 indicates perceptions of customers are relatively heterogenous. This scenario can be further observed in the above frequency table. 30% have totally agreed and the other 30% have somewhat agreed with the claim that this model increases trust among the customers. However, 20% have found the model nothing special in terms of trust building while the other 20% have somewhat disagreed with the claim of this question.


 I prefer this type of ecommerce
		
	Count
	percent

	Totally Disagreed
	3
	10.0

	Disagreed
	6
	20.0

	Nothing special
	6
	20.0

	Agreed
	9
	30.0

	Totally Agreed
	6
	20.0
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	Report

	 I prefer this type of ecommerce 

	Mean
	Std. Deviation

	3.3000
	1.29055


[bookmark: _Toc500721702]Table 10 prefer this type of ecommerce: Mean and standard deviation


	
[bookmark: _Toc500721709]Figure 5 prefer this type of ecommerce




 The above pie chart indicates that maximum number of customers who have used this model of ecommerce have preferred this model. 20% have totally liked this model while the other 30% have somewhat liked this model. 20% have said that this model of ecommerce is nothing special.  in contrast 20% have somewhat dissatisfied with this model. Moreover 10% have totally dissatisfied with this model. The mean value 3. 3 indicates that perceptions of the customers are somewhat positive about this model in terms of preferences. However, the high standard deviation (1.29) suggest that the opinions of the customers are extremely heterogenous.
 This method does not hamper product quality
		
	Count
	percent

	Totally Disagreed
	6
	20.0

	Disagreed
	3
	10.0

	Nothing special
	6
	20.0

	Agreed
	9
	30.0

	Totally Agreed
	6
	20.0
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	Report

	This method does not hamper product quality 

	Mean
	Std. Deviation

	3.2000
	1.42393


[bookmark: _Toc500721704]Table 12 does not hamper product quality: Mean and standard deviation


	
[bookmark: _Toc500721710]Figure 6 does not hamper product quality




Quality is a big issue in using third party in forward supply chain. However proper planning, control and strategic relationship can ensure quality of the product. In response to this question related to quality, most of the customers have given positive feedbacks. Mean value 3.2 with a standard deviation 1.42 suggest that customers feedbacks on the use of corner store for click and collect model of online operation are relative positive. However, the high standard deviation indicates that perceptions of the customer are very heterogeneous. Frequency table also suggests similar trends. 50% of the customers have agreed that using corner stores do not hamper the quality of the products of the firm. However, 20% have said that it has ignorable effects on quality of products. On the contrary 30% have disagreed that quality of products and services are hampered due the use of corner store model of ecommerce.


[bookmark: _Toc500721690]Conclusion:
This study was done    to evaluate the use of corner stores (independent retailers) in online selling from the perspective of John Lewis. This study was done as quantitative research. Quantitative analytical tools like mean, standard deviation, cross tabulation, frequency tables, different types of chart etc. has been used in this study. Primary data has been collected from a sample of 30 respondents who have used John Lewis online services via corner stores.   After conducting analysis of collected data it has been found that customer’s opinions are relative in favour of   this click and collect model of online selling using third party. According to customers, it reduces waiting time, provides more flexibility in after sale services or product returning, etc. However standard deviation among the perceptions of the customers are also very high. It provides clear sign that the firm must need to adopt some more strategy to reduce the number of variations of the opinions in favour of the firm
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[bookmark: _Toc500721692]Appendix:  A questionnaire
Online operation using corner stores facilities reduces product receiving time
· Totally Disagreed
· Disagreed
· Nothing special
· Agreed
· Totally Agreed
Online retail services using independent corner store does no increase the cost of the price
· Totally Disagreed
· Disagreed
· Nothing special
· Agreed
· Totally Agreed
It provides comfortability in product return or after sale service receiving
· Totally Disagreed
· Disagreed
· Nothing special
· Agreed
· Totally Agreed
It increases trust about the firm
· Totally Disagreed
· Disagreed
· Nothing special
· Agreed
· Totally Agreed
I prefer this type of ecommerce
· Totally Disagreed
· Disagreed
· Nothing special
· Agreed
· Totally Agreed
This method does not hamper product quality
· Totally Disagreed
· Disagreed
· Nothing special
· Agreed
· Totally Agreed
percent	




Totally Disagreed	Disagreed	Nothing special	Agreed	Totally Agreed	10	10	20	40	20	
Totally Disagreed	Disagreed	Nothing special	Agreed	Totally Agreed	0	20	10	40	30	


percent	Totally Disagreed	Disagreed	Nothing special	Agreed	Totally Agreed	0	20	20	30	30	


percent	




Totally Disagreed	Disagreed	Nothing special	Agreed	Totally Agreed	10	20	20	30	20	
percent	Totally Disagreed	Disagreed	Nothing special	Agreed	Totally Agreed	20	10	20	30	20	


Totally Disagreed	Disagreed	Nothing special	Agreed	Totally Agreed	0	20	20	40	20	
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