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IMPACT OF ONLINE SHOPPING ON THE UNITED KINGDOM’S HIGH STREET
Introduction
Online shopping has literally transformed where consumers shop. Consumers can now order goods at the comfort of their sofas. They no longer trudge to the high street to look for the most sophisticated goods and services according to their needs. However, the nature of shopping remains constant. The consumers can make a choice, pay and collect or wait for the products to be delivered at their doorsteps. Most of the online retailers such as amazon offer loyalty scheme programs in order to appease the consumers. For instance, the amazon membership scheme that enables the consumers to access spontaneous videos, kindle books and low charges on delivery (Mendelsohn, 2004). The different online sites showcase products that are appealing to the shoppers attached with special promotions. They will also give the consumers an opportunity to tailor their own demands that are cost effective and less time consuming. Amazon Company is determined to be the best online retailer in the United Kingdom (Fernie, 2007). The company has initiated an ambitious testing programme that will make the products available to the consumers quickly. However, it will keep on facing stiff competition from upcoming online sites. The paper attempts to provide detailed response to the following questions
· What types of persons, in terms of demographics and attitudes are most likely to become internet regular shoppers?
· Will the internet really replaces the high street shopping?
· Will the retailers manage to implement the desired strategies for online shopping in terms of promotion, pricing and segmentation?
Objective
The main aim of the paper is to determine the effect of online shopping on the United Kingdom’s high street.
Literature review
From the onset, the internet has revolutionized the world in various business aspects. The internet has provided the most effective means of communication globally, improving interface and suppleness in the daily life of human kind. It has been incorporated in various aspects such as banking, defence, education and the health care system worldwide. All the nations in the world are endeavouring to be techno savvy. It has been realized by the business persons as the most effective avenue of providing data, interrelating with the consumers, enhancing supply and demand. The increase in technology has opened an avenue for the retailers to interact with the consumers spontaneously. According to the National Statistics (2009), the internet is the medium through which online activities are accessed by most persons. The relationship between the electronic media has led to the emergency of E –commerce. It is an aspect that leads to two-way communication with the ideal consumers (Leek, 2004). It gives the consumers an opportunity to make their own research before making the desired decision to satisfy their needs. Online retailing is growing at high pace in the United Kingdom. Most consumers are now opting for online shopping. The research will pay attention on consumer’s choice to shop to the internet.
Online shopping is desired by many retailers and consumers in the21st Century. The online retailers provide vast benefits to the consumers compared to the traditional techniques of selling products.
Convenience
Online shopping is the most expedient method of making purchases. Most of the consumers use their mobile phones or laptops to access the different avenues for the preferred products and services (Jacobs, 2007). The consumers can make purchases without moving from one place to another. The mode of payment is instant and the order is delivered at the door step without much struggle.
Pricing policy
Most of the retailers get advantage in product and services pricing. The burden of paying rent and other bills is history to them. Thus, making the consumers get quality products at a lower cost. However, the pricing aspect determines the demand of the product from the consumers. The lower the price, the higher the demand for the product.
Variety
Online retailers stock various products that give the consumers a wide range of choices. Variety is an aspect that has led to the success of online shopping especially with the millennials (Jones, 2014). The loftier the variety of products being sold the higher the sales.
On the other hand, online shopping has its own limitations to the consumers.
Information
The purchasing sites mostly expose information that is incorrect or inappropriate for the consumers to trust. The most appropriate data concerning the product quality may not reach the consumers thus impacting online purchases. The information on the products is mostly variant after its delivery to the consumer.
Delivery Time
Online shopping takes approximately six to seven days before delivery to the relevant consumer. Most consumers want to possess the purchased products instantly or within the shortest time possible. Thus, duration is the chief factor that affects demand in online shopping.
High street shopping is also desired by numerous consumers due to its convenience. The physical high street shops have their own strength and weakness that are desired by consumers. High street shopping has been present since the evolution of mankind.
Authenticity
High street shopping is regarded as authentic since the consumers can physically feel the products. The consumers can ascertain the worthiness of the product before making the final decision.
Taste and Preference
High street shopping gives the consumers the prospect of trying different products and services. It gives the most desired flexibility. Thus, caters for the changing tastes and preferences for the consumers.
Bargaining
High street shopping gives the consumers an opening for products bargain. The consumers can get the most desired products through negotiating with the retailer.
High street shopping has its own limitations in the trade industry. It is a type of shopping that is time consuming to the consumer. It is cumbersome since the consumers have to go through several products before making the final decision.
Online shopping is highly influenced by the psychographic and demographic factors. Demographic factors denote aspects such as gender, age and race. They affect consumers in terms of income, education and lifestyle (Gralla, 2009). The psychographic factors refer to the behavioural attitudes and perception of the consumers. The behavioural features such as knowledge, attitude direct the consumer’s intention to shop.
Online retailing is an aspect that is on the rise regardless of the uncertainties. The behaviour of the online shoppers clearly ascertains the future of online marketing. According to stastics26.9 million consumers engage in online marketing in the United Kingdom. Thus, making it the most anticipated retailing avenue. The upsurge of online marketing continues to impose a threat on high street shopping.
Methodology
The researcher incorporated primary and secondary sources of data. The primary techniques entailed observation method, interviews and administering of questionnaires.
Sampling
The target group for the research is persons of different age, diverse age groups who are mostly involved in online shopping. The sample size selected is 25 people from the different age groups. Random sampling is incorporated to select the most viable persons.
Demographic profile of the study area
The demographic features refer to the sex, income, education levels and age of the respondents.
Sex ratio of the respondents

According to the statistics more females are involved in online shopping approximately 70 percent while the males involved in online shopping are about 30 percent.
Age of the respondents
	Age
	Sample
	Percentage

	18 to 25
	12
	48

	25 to 35
	7
	28

	35 and above
	6
	24

	Total
	25
	100





The above graphical representation shows the age category of individuals who use online shopping. According to the graph the consumers who mostly use online shopping due to their technology revolution range amid 18 to 25 representing 48 % of the sample size. The next age group is those between 25 to 35 years old due to their knowledge in technology. Those above 35 years lack the desired acquaintance in the use of machinery.
Education level
	Qualification
	Sample
	Percentage

	Diploma
	10
	40

	Bachelors
	9
	22

	Masters
	4
	16

	Ph.D.
	3
	12




Education is an important aspect since a qualified person has the desired knowledge and expertise to access the internet.
Income levels
	Income level
	Sample
	Percentage

	Less than 15,000
	3
	12

	15,000 -30,000
	5
	20

	30,000-40,000
	1
	4

	40,000 and above
	2
	8

	Student
	12
	48

	House Wife
	2
	8





The maximum income for the shopping sites comes from the students representing 48%. The second group comes from those between 15,000 to 30,000 which takes around 20% The followed by those less than 15,000 representing 12%. The house wives and those earning 40,000 and above represent 8%. It gives a clear representation of those that engage more on online shopping.
Preference of the different online shopping sites
	Flip cart
	50

	Snap deal
	15

	Amazon
	10

	Myntra
	12

	Jabong
	10

	others
	3




The most preferred online site for shopping is flip cart since its marketing is done in the most appropriate and efficient way to satisfy customers. It is a site that most quality products compared to other sites. The next site that is used by consumers is the snap deal that represents 15 percent. It is the current online shopping sites and has an assurance of giving the best services to consumers. Amazon comes next with 10%. It is a vast online shop that is still endeavouring to penetrate the market. The next site is mantra and Jabbing 12% and 10% respectively.
The following table showcases the effect of online shopping on retail trade
	List of questions
	Yes
	No

	Does a consumer ask for a discount before buying?
	20
	5

	Do retailers keep variety of stocks to satisfy customer needs?
	18
	7

	Do the different sites provide home deliveries?
	19
	6

	Are there discount offers made by the different sites to the consumers?
	23
	2

	Do retailers get the most desired profit margins?
	17
	8

	Do the retailers provide after sale services to the customers?
	4
	21




Conclusion
[bookmark: _GoBack]Online shopping is considered to a hub of every retail business in the world. Most of the businesses are striving to adapt online shopping in order to reach out to numerous consumers. Internet represents the most fundamental wave of information upheaval. It is a revolution that is shifting from the supply to the consumer side. Internet marketing is erudite and vivacious in meeting the needs of the consumers in different parts of the world.
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