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[bookmark: _Toc41928316]COVID-19
After the UK implemented a 24-Hour curfew in March 2020, UWTSD took steps to support the research student and research during the curfew and University building closures. Formal supervision meetings continued as much as possible and were arranged via suitable meeting software with documents being shared electronically.
Some research was at a greater risk of delays due to the nature of the data collection methods. As a result of this supervisors and research students urgently reviewed their research plans. UWTSD understands that some students’ projects were planned to include in-person research and data collection that is currently not possible during this period of remote learning. Digital research activities that advance the studies, were prioritised. If it was no longer possible to continue with the existing plan then consideration to changes to the project plan should be considered to offset, wherever possible, undue future delays to the project submission. All fieldwork conducted by the researcher has occurred remotely using electronic means wherever possible to do so and any issues presented to the researcher, as a result, have been documented throughout the project.
[bookmark: _Toc41928317]Abstract
This business research project will evaluate how a wide range of factors including the rise of online retailers as well as changing consumer behaviours, the increase in out of town retail parks and the rising business rates have all played a role in the decline of retailers in Swansea City Centre. The project will analyse all of these different factors to understand whether or not the rise of online retailers and the convenience they possess for the consumer is the main factor behind the subsequent decline in the number of city centre retailers located in Swansea.
The researcher conducted a significant amount of research into the available literature that discussed the topics that were significant to the research. The findings found from the literature were used to generate a series of questions that were asked to participants via an online questionnaire.
The online questionnaire was created online and sent to participants via the social media channels of the researcher. There was a total of 100 participants who took part in the questionnaire and the results generated from the questionnaires were analysed to understand how certain factors have impacted retailers located in Swansea city centre. The findings from the analysis corresponded with much of the literature that had been previously discussed and indicated that the convenience possessed by online retailers is the main factor causing the greatest impact to the retailers located in Swansea city centre.
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[bookmark: _Toc41928318]Chapter 1- Introduction

[bookmark: _Toc41928319]1.1 Introduction
This business research project seeks to understand the decline of city centre retailers, using Swansea city centre as the focus of the project. Butler (2019) highlighted how Wales was the hardest hit region with a loss of 2.3% of its high street retailers in the first half of 2019. This study seeks to identify and evaluate the key factors such as the rise of online retailers, out of town retail parks and the increase of business rates with the aim of learning about each factor to see which is causing the greatest impact on the retailers located in Swansea City Centre as well as understanding if the online retail environment is the main factor causing the decline in the number of retailers located in the city centre.
[bookmark: _Toc41928320]1.2 Rationale
Soaring business rates, online retailers and the weakening consumer demand for brick and mortar retail stores are beginning to present challenging conditions for city centre retailers (Hope, 2019). In 2019 alone, twelve chain retailers were forced to close their doors in Swansea City Centre due to the rise in costs and the lack of consumer interest (BBC, 2019).
The widespread availability of the internet has contributed to the change in consumer behaviours regarding the way that consumers now choose to shop. According to the Office for National Statistics, in 2017, online sales in the UK had risen by 15.9% compared to the previous year (ONS, 2018). By the year 2028, it has been predicted that at least half of retail sales within the UK will be from online retailers (Butler, 2019), this is a growing problem for retailers which are located in Swansea city Centre as they face readjustment if they are to stay open amid the inevitable growth of online retailers.

[bookmark: _Toc41928321]1.3 Background
Online retailers are becoming ever more popular while retailers located in city centres are impacted by their rapid growth. The online shopping market in the UK is calculated to be worth around £190 Billion (Skeldon, 2020). Major retailers have now been found to have integrated many online offerings into their current business plans, therefore eliminating the need for many of their flagship city centre stores (Jones and Livingstone, 2017). The internet has provided alternative ways for consumers to satisfy their shopping needs by allowing them to conveniently be able to shop from the comfort of their own homes (Kanjer and Bhatia, 2018), often allowing consumers to save money by offering them significant savings on the goods that they are purchasing (Montaldo, 2019).
[bookmark: _Toc41928322]1.4 Aim and Objectives
Due to the current situation regarding COVID-19, the research aim and objectives have been slightly modified from those originally proposed.
Research Aim
This project aims to critically evaluate the factors that have impacted retailers in Swansea City Centre to try and establish the impact that online retailers have had on city centre retailers in Swansea.
Research Objectives
The research objectives are as follows
· To conduct an extensive literature review discussing literature produced by key authors covering the potential factors that could be causing the decline in city centre retailers as well as analysing literature produced by Swansea City Council to aid in the understanding.

· To conduct primary research through the use of a survey in order to gain a better understanding of how consumers view the factors impacting the city centre.


· To make recommendations to city centre retailers based on the findings of this project that will allow them to ensure that they can adapt to the ever-changing circumstances and the changes in consumer buying behaviours.
[bookmark: _Toc41928323]1.5 Structure
To ensure that the project achieves the aim and objectives set out, chapter two will analyse a range of available literature produced by key authors who discuss a range of potential factors that could be responsible for the decline in the number of city centre retailers as well as analysing literature that has been produced by Swansea City Council to aid in the understanding of the issue in Swansea.
Chapter three will outline the research design and methodology used to conduct the primary research for the project to answer any questions that were raised from chapter two. As well as this the chapter will discuss limitations and ethical considerations of the project.
Chapter four will analyse the primary data that was collected via the online questionnaires and will be analysed using the SPSS software.
Chapter five will discuss the achievement of the research objectives followed by a discussion on the main findings that were found as part of the analysis in chapter four.
[bookmark: _Toc41928324]1.6 Chapter Summary
This chapter has successfully outlined the need for the project through the rationale and background discussed. As well as this the aim and objectives of the project have been set out to ensure that the research can be successful in its aim.
Chapter two will analyse a range of available literature produced by key authors as well as literature produced by Swansea City Council to gain a better understanding of the issues causing the decline in city centre retailers.




























[bookmark: _Toc41928325]Chapter 2- Literature Review

[bookmark: _Toc41928326]2.1 Chapter Introduction
The previous chapter introduced the project, giving reasoning for the need of the project as well as setting out the aim and objective that the project hopes to achieve.
This chapter seeks to explore a range of key factors that have impacted city centre retailers by discussing the available literature that has been reviewed to gain deeper knowledge into these factors.
The literature review aims to explore the vast amount of literature that is available by using a wide range of sources including, Textbooks, Articles, Journals and Documents which have been produced by Swansea City Council to gain knowledge of the main factors impacting the retailers in Swansea City Centre. As well as this a selection of theoretical concepts and frameworks will be analysed and discussed to allow for a better understanding of some of the factors which have been discussed.
Finally, the literature review will aim to identify any gaps that are available within the literature, this makes it possible to understand what areas need more research to allow for a better knowledge of the factors that are impacting Swansea City Centre retailers.
This chapter will achieve the first research objective of the project:
· To conduct an extensive literature review discussing literature produced by key authors covering the potential factors that could be causing the decline in city centre retailers as well as analysing literature produced by Swansea City Council to aid in the understanding.


[bookmark: _Toc41928327]2.2 Consumer Convenience and Online Shopping
The rapid expansion of online retailing has caused great concern for many city centre retailers (Rao, 2019). More people now choose to shop online before visiting their local city centre. In 2019, a study conducted by the Office for National Statistics (2019) found that 82% of people living in the UK now choose to visit online retailers before visiting their local city centre retailers, a significant rise from just 53% in 2008. Similarly, in an earlier study conducted by Swansea City Council, it was found that in 2013 just 43% of people living in the Swansea catchment area used Swansea City Centre for their shopping needs (Swansea City Council, 2013).
Online retailers make it easier for consumers to compare prices and specifications (East et al. 2017), the internet can allow consumers to find the best prices as well as providing a wide range of choice of brands and products that may not be available in the city centre. An article by Ross (2016) which details twelve of the main reasons why online shopping is better than in-store shopping states that consumers use online retailers as they are able to search for the best prices when making a purchase decision. A similar study mentions that online shopping provides the consumer with a wider selection of products to purchase (Hamza and Saidalavi, 2014).
The convenience that online shopping provides for the consumer has been one of the principle factors that have paved the way for how consumers now choose to shop (Jiang, Yang and Jun, 2013). Consumers are most engaged by retailers that provide the greatest amount of convenience (Roy et al. 2020) as consumers are now looking for the easiest and most convenient ways to fulfil their shopping needs. Reimers and Chao (2014) stated that convenience is regarded as essential in order for consumers to regard their shopping trip as satisfying. Similarly, the study by Jiang, Yang and Jun (2013) argued that convenience is a key contributor in why consumers now choose to shop online as appose to visiting their local city centre. As consumers now allocate less time to shopping and more time to engaging in other endeavours, their desire for convenience has risen and therefore their wish to shop online has also increased (Kumar and Kashyap, 2018). In a similar statement by Beauchamp and Ponder (2010) it was argued by them that consumers choose to shop online over visiting the city centre in order to reduce the time and effort that would be required in order to visit the physical stores. This was again backed up by Jiang, Yang and Jun (2013) who also argue that the time, effort and costs that are associated with visiting the physical stores all play a role in the way that the consumer measures convenience.
In a study conducted by Clulow and Reimers (2009) it was stated that the consumers time and effort are infinite resources, so in order to ensure convenience for the consumer, the retail environment must be designed accordingly. Retailers located within Swansea City Centre currently operate between the hours of 9-5 (Swansea City Council, 2015), whereas the online environment allows for consumers to shop from any location, 24 hours a day, 7 days a week (Beauchamp and Ponder, 2010) therefore allowing for consumers to have full control over where and when they choose to satisfy their shopping needs, thus providing a great deal of convenience for the consumer.
[bookmark: _Toc41928328]2.3 Consumer Behaviour
Consumer Behaviour has been defined as the way that consumers buy and use goods and services as well as how they react to certain factors such as the pricing and advertisement of a product (East et.al, 2017). Similarly, Perner (2018) has defined consumer behaviour as the psychology behind the way that consumers think, feel, reason and select between the different options that are available to them when purchasing a product or a service. There have been many theoretical frameworks produced in order to aid in the understanding of the consumer behaviour concept. One of the models is the Engel-Kollat-Blackwell model.
The Engel-Kollat-Blackwell model is a theoretical model that was designed to enable the understanding of the consumer behaviour concept. The model helps the user to see different components of decision making and the relationship and interaction between them. The model describes consumer behaviour as a decision-making process which has five key stages. The five stages are problem recognition, need recognition, information search, evaluation of alternatives and finally choice (Engel, Kollat and Blackwell, 1978).
The way consumers now choose to shop has changed, in an article by Nageswari (2019) it was mentioned that consumers now make their buying decisions in a very digital environment with the intervention of technology impacting almost every stage of the consumer decision-making process. The results of a study conducted by Arora, Singha and Sahney (2017), indicate that consumers are motivated to visit traditional brick and mortar stores in order to be able to touch and feel products as well as getting assistance from staff, however, it was found that consumers then purchase the goods online, often as the price for the product is lower.
The use of the Engel-Kollat-Blackwell model as seen in Appendix A, can be used by traditional brick and mortar stores in order to be able to adapt to the changing environment and consumer behaviours. Puccinelli et.al, (2009), found that in order to continue to operate it is vital that the brick and mortar stores can adapt and fully understand the changes to that are happening with the behaviours of the consumers.
[bookmark: _Toc41928329]2.4 Out of Town Retail Parks and Parking
As well as the rise of online retailers, out of town retail parks are also another factor that has been understood to have contributed to the decline in the number of retailers in Swansea City Centre as argued by Jones and Livingstone (2017). In a study by Wise (2012) that discusses the fundamental shifts that are impacting city centre retailers, it is mentioned that out of town retailers are gaining custom at the expense of the city centre retailers and that the competitiveness and convivence that is provided by these out of town retail parks are very difficult for city centre retailers to match. Similarly, a study by Musso and Druica (2019), found that retail parks are considered to be an influence behind the decline in the number of retailers in city centres.
The city centre in Swansea has been a vital shopping channel for centuries, however, retailers are now opting to open their stores in more strategic locations (Swansea City Council, 2015). To try and counter the growth of online retailing and out of town retail parks, city centre retailers are adapting and using different strategies to try and compete (Nicholson, Clarke and Blakemore, 2011). A study by the Department of Business, Innovation and Skills found that the amount of out-of-town shopping centres has increased by 25% in recent years (BIS, 2011). While out-of-town retail parks are on the rise, city centre retailers across Britain are facing an inevitable battle to stay open. Between the years of 2000 and 2009, there was a colossal reduction in the amount of city centre retailers in the UK with 15,000 retailers moving from the city centre and into more profitable out-of-town locations (BIS, 2011).
Out-of-town shopping centres have a wide range of benefits for the consumers and the retailers. Anderson (2015) states that benefits such as free parking and a range of well-known high-street retailers located within the same space make retail parks a more desirable option for consumers who still wish to shop in-store. This was also previously argued by Guy (1994) when he stated that the free car parking provided by retail parks and the abundance of shops and other outlets make out of town retail parks a more attractive option for the consumers.
It has been argued that out of town retail parks demonstrate a retail environment that is increasingly demanded by consumers who still wish to shop in traditional brick and mortar stores (Jones, 1990). Similarly, it was argued by Turner and Corstorphine (2020) that out of town shopping centres better facilitate the needs and wants of the consumer. This was again backed in the same study by Musso and Drucia (2019) who also stated that out of town retail parks better facilitate the consumers’ needs.
A study by Jones and Vignali (1993) states that the development of out of town shopping centres ensures that a more tailored set of outlets can be provided in order to meet the needs of the consumers and therefore eliminate the need for shopping at the local city centre. This was found to be the case in a 2013 report by Swansea City Council, when it was discovered that the average spend per customer in Swansea City Centre retailers was less than the average spend per customer in the local out of town retail parks (Swansea City Council, 2013). Out of town retail parks such as ‘Parc Fforestfach’ and ‘Morfa Retail Park’ with their wide range of shops coupled with free parking for shoppers, has led to a large increase in the number of shoppers visiting out of town retail parks before choosing to visit Swansea Centre retailers. The report by Swansea Council also found that nearly half the people living in the Swansea area completely avoid shopping in the city centre due to the hassle and expense of parking in the city centre (Swansea City Council, 2013).
[bookmark: _Toc41928330]2.5 Rising Business Rates
The final factor that is going to be discussed in this literature review that could be responsible for the decline in the number of retailers in Swansea City Centre is the increasing business rates. An article by Butler (2019) states that high street retailers account for 5% of the British economy but pay around 10% of all business taxes and around 25% of all business rates. It has been argued by Greenhalgh, Johnson and Huntly (2019), that the rising business rates are one of the main factors that have caused the demise in city centre retailers as retailers are failing to make a substantial enough profit to cover their costs and therefore remaining open becomes a difficult challenge. Similarly, the same article by Butler (2019) states that high streets are undergoing a fundamental change in response to the changing consumer shopping habits and it is vital that there is an overhaul of property taxes to ensure that brick and mortar businesses in city centres are able to stay open. As well as this as the online retail sector continues to grow and consumers shift towards out of town options, the rising business rates and other costs such as staff associated with running a physical store in the city centre has put a great deal of additional pressure on retailers (Makortoff, 2019), thus potentially leading to the increase in the number of city centre retailers closing.
[bookmark: _Toc41928331]2.6 Chapter Summary
This Chapter has achieved the first research objective of the Project:
· To conduct an extensive literature review discussing literature produced by key authors covering the potential factors that could be causing the decline in city centre retailers as well as analysing literature produced by Swansea City Council to aid in the research.
In summary, this chapter has examined the range of literature that is available to understand the leading factors that have potentially caused the decline in retailers in city centres. The literature review has used a range of sources including literature in the form of reports that have been produced by Swansea City Council to understand how the some of the leading factors have effected retailers located in Swansea City Centre. The literature that has been reviewed has supported the need for further research into the factors that have impacted city centre retailers especially those located in Swansea City Centre.
Chapter three will outline the research design and methodology used to conduct the primary research for the project as well as discussing any limitations and ethical considerations taken into account.


[bookmark: _Toc41928332]Chapter 3 – Research Design & Methodology

[bookmark: _Toc41928333]3.1 Chapter Introduction
The previous chapter discussed the available literature that covered a range of factors that could be responsible for the decline in retailers in Swansea City Centre. This chapter of the report is going to be analysing and discussing the research design and methodology that was used for the project. The chapter begins by defining research followed by discussing how the project was structured following the steps of the ‘Research Onion’ that was developed by Saunders et. al, (2019). The chapter then discusses each of the layers of the research onion and explains each step that has been used to perform the research for the project with a range of academic resources that will explain the reasoning behind the steps that have been taken. Finally, the chapter discusses the limitations and ethical issues that were faced by the researcher as part of the research.
[bookmark: _Toc41928334]3.2 Research Definitions
The definition of research in literature can be very different depending on who has written it, this is because research can be interpreted differently to each person (Wilson, 2014).
The concept of research as defined by Kumar (2008) is “an intensive and purposeful search for knowledge and understanding of social and physical phenomena”, as a result of performing intensive and purposeful research, a deeper knowledge and understanding of the subject in question is made available to the researcher. However, Wilson (2014) defines research as a “step by step process that involves the collecting, recording, analysing and interpreting of information”. This definition best describes the research process undertaken by the researcher.

[bookmark: _Toc41928335]3.3 Research Onion
In order to conduct successful research, Saunders et.al (2019) developed a model that outlines the steps required when conducting any research. The model that they developed is called the ‘Research Onion’. The model consists of six different layers that allow the researcher to use a range of techniques and tools that can be used in order to complete successful research (Sahay, 2016). The Research Onion helps the researcher to organise their research by allowing them to implement each layer step by step (Melnikovas, 2018).
The six layers of the Research Onion represent Philosophies, Approaches, Strategies, Choices, Time Horizons and Techniques Saunders et al (2019).
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Figure 3.1 The Research Onion (Saunders et.al, 2019).

[bookmark: _Toc41928336]3.3.1 Research Philosophy
As shown in figure 3.1, research philosophy is the outermost layer of the Research Onion. According to Saunders et.al (2009) the philosophy that is adopted by the researcher will underpin the research strategy and methods of the research.
Again, as you can see in figure 3.1 the Philosophy layer of the Research Onion consists of ten possible options for the researcher to pick when conducting research. The philosophical approach that was used for this particular project was the positivism approach. Grey (2019), states that positivism is the natural and human sciences which share common methodological and logical principles when dealing with facts and not with values. As the aim of the research is to test what is causing the greatest impact to retailers located in Swansea City Centre by using surveys to collect data for the research, this philosophical approach was necessary.
[bookmark: _Toc41928337]3.3.2 Research Approaches
The research approach that was utilised for the research was the deductive approach. The deductive approach is seen as a more scientific approach to research, this is because a theory is rigorously tested against propositions (Saunders et.al, 2019). Therefore, using the deductive approach along with the positivism philosophy is the most suitable approach for the project as it will allow for a hypothesis to be tested against existing theory (Wilson, 2010), thus allowing for the data collected by the researcher to be tested against the existing theory.
[bookmark: _Toc41928338]3.3.3 Research Strategies
The primary data collection method that the researcher selected to collect a data sample for the research was surveys in the form of questionnaires. Questionnaires are a popular method for data collection (Sue and Ritter, 2012). It was stated by Dillman (2000) that a questionnaire begins by defying objectives and ends with data analysis which reports the results of the research. For this reason, a questionnaire was the appropriate research strategy for the project.

[bookmark: _Toc41928339]3.3.4 Research Choices
As the researcher decided to use only one method of analysing the data collected from the survey the research choice for the project was the Mono Method. As the researcher was using quantitative research, the data collected was put into numerical form and then tested by using quantitative data analysis techniques (Azorin and Cameron, 2010).
[bookmark: _Toc41928340]3.3.5 Time Horizons
Cross-sectional studies allow all the data to be collected at a single point in time (Sedgwick, 2014). The research was conducted over a three-week period during April and May 2020, as it was collected over a short period of time, the most appropriate time horizon for the research was cross-sectional. To ensure the research was completed on time and in a timely manner, the use of a Gantt chart was required. Gantt charts are a powerful and effective visual tool that can be used to strategically plan and schedule the entire project (Kumar, 2005). The Gantt chart as seen in Appendix B, clearly shows the time scale that the project followed.
[bookmark: _Toc41928341]3.3.6 Techniques and Procedures
This project utilised a mono method approach to collect the quantitative data produced by the questionnaire. Quantitative research seeks to generate knowledge and create an understanding based on the information that has been gathered to observe different occurrences that affect individuals (Allen, 2017). The questionnaire responses provide the researcher with quantitative data which when analysed allowed the researcher to understand the responses in a way that was helpful to the overall research (Nardi, 2016).
[bookmark: _Toc41928342]3.3.6.1 Questionnaire
Questionnaires are a primary method of quantitative data collection (Harland, 2020). According to (Kotler, Armstrong and Harris, 2020) the use of questionnaires is the favoured research method among researchers as they are a very flexible method for asking a range of open and closed-ended questions. This allows the researcher to limit the possible responses for some questions while letting the participant express their own opinions on other questions. The questionnaire can be seen in appendix c and their link to literature can be seen in appendix D.
The questionnaire produced using Google Forms and posted on Social Media can help gather a substantial data set that can be statistically tested in order to assist with the research. The benefit of using online platforms to produce and distribute the questionnaire to participants means that all participants are able to keep their anonymity at all times during the process of the research. As 100 participants are needed in order to create a substantial data set and for the research to be successful, using social media allows for a wider audience to be accessed more efficiently (Wright, 2017).
[bookmark: _Toc41928343]3.3.6.2 Data Analysis
Once the data was collected it was vital that appropriate statistical tests were conducted in order to look for similarities and trends that have been found from the data set. SPSS is a powerful statistical software that allows for key information to be analysed from the data set provided (IBM, 2020) and therefore was the software used to analyse the quantitative data.
[bookmark: _Toc41928344]3.4 Sample
The sample of the research collected was a convenience sample. A convenience sample is a type of non-probability sample that allows for participants to be chosen simply because they are the most convenient sources for the data collection (Lavrakas, 2008). A convenience sample allows for factors such as accessibility and geographic proximity to be considered when choosing the research participants (Etikan, 2016). As the research was focusing on Swansea City Centre, the questionnaire was aimed at those who currently live or have lived in the Swansea area.
[bookmark: _Toc41928345]3.5 Reliability and Validity
[bookmark: _Toc41928346]3.5.1 Validity
According to Heale and Twycross (2015), validity in research is the extent to which a concept is accurately measured in a study. To ensure the research is valid, the questionnaire needed to be designed accordingly, as the aim of the study was to understand the factors impacting Swansea city centre retailers and whether or not online shopping is the main reason for the decline in retailers then the questionnaire needs to ensure that these topics can be explored from the data provided by the participants.
[bookmark: _Toc41928347]3.5.2 Reliability
Again, Heale and Twycross (2015) State that the reliability of research relates to the consistency of the results. The data is perceived as reliable if the measurements of the data would have very similar results if the study was to be completed again in the future.
[bookmark: _Toc41928348]3.5.3 Pilot Study
Before the research was conducted a pilot study of the questionnaire was conducted. Pilot studies are crucial to ensure an adequate study design of the research questionnaire to ensure it is suitable for its intended purpose (Teijlingen and Hundley, 2001). The advantage of conducting a pilot study is that it can give advanced warning to the researcher about where there may be an issue within their research strategy (Teijlingen and Hundley, 2002). This allows the researcher to change some of the questions and the way they had been written to ensure that the questions not only provided the information necessary for the success of the research but also to ensure that all participants were able to fully understand each of the questions that were being asked. Upon completion of a pilot study, the researcher slightly changed the way some of the questions were worded to ensure the participants could fully understand what they were being asked.
[bookmark: _Toc41928349]3.6 Ethical Considerations
During the data collection process of the research, it is vital that the researcher ensures that ethical considerations are taken into account. Ethical considerations are set out by guidelines which are intended to ensure that the participants who have taken part in the research are protected against any potential risks which may arise as a result of their participation in the research (Krishnaswamy, Sivakumar and Mathirajan, 2009). A completed copy of the UWTSD ethics form can be seen as Appendix E.
[bookmark: _Toc41928350]3.7 Chapter Summary
In summary, this chapter has successfully outlined the research design and methodology for the project and has laid out the pathway followed using the research onion to ensure successful research. The chapter has discussed the limitations encountered by the researcher as well as the ethical considerations taken into account during the research process.
Chapter four will analyse the primary data collected from the online questionnaire using the SPSS software.









[bookmark: _Toc41928351]Chapter 4 – Analysis

[bookmark: _Toc41928352]4.1 Chapter Introduction
This chapter is going to analyse the data that was collected from participants who participated in the online questionnaire. The data collected will be analysed using the SPSS software which will allow for a range of statistical tests to be conducted on the data set.
This chapter will achieve the second research objective of the project:
· To conduct primary research through the use of a survey in order to gain a better understanding of how consumers view the factors impacting the city centre.
[bookmark: _Toc41928353]4.2 Demographics
The questionnaire began with a range of demographic questions for the participants. This was to allow the researcher to gain a deeper understanding of each individual participant as well as being able to understand whether or not demographics such as age and gender would have a significant impact on the way participants choose to shop. However, as the participants were gathered using the social media accounts of the researcher, the participants are likely to be those who have a friendship with the researcher and therefore could influence the age and gender of the participants.
[bookmark: _Toc41928354]4.2.1 Gender
The first question of the questionnaire asked the participants to specify the gender category to which they associated themselves. Figure 4.1 below displays the Genders of each of the participants. The participants were given a wide range of gender options to choose from as well as being able to self identify, however, all of the participants identified as either Male or Female.
[image: ]
Figure 4.1 Gender of Participants.
Figure 4.1 represents the gender of the 100 participants, the figure could indicate that the topic of shopping is that of which is more interesting to females and therefore would lead to an increased number of females who decided to take part in the survey. However, as mentioned earlier the higher percentage of females could be the results of the researcher's friendships.
[bookmark: _Toc41928355]4.2.2 Participant Age
The second question of the questionnaire asked participants to specify which age range they belonged to. Figure 4.2 below displays the ages of each participant. This was an important demographic question as it allows for the use of a crosstabulation analysis to better understand how online shopping has impacted the way that people of all ages choose to shop. Again, these results are likely to be linked to the social media friendships of the participant.
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Figure 4.2 Age of Participants.
[bookmark: _Toc41928356]4.2.3 Participants Shopping Behaviours
Questions 5 and 6 of the questionnaire asked the participants how often they shop in Swansea and how often they shop online. As the project is aiming to understand how online shopping has impacted retailers located in Swansea, this was a useful question that once analysed would allow the researcher to see the difference between how often the participants shop in Swansea compared to online. 
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Table 4.2 Crosstabulation analysis comparing how often participants shop online against visiting Swansea to shop.

A crosstabulation analysis was conducted using questions 5 and 6 as seen above in Table 4.2. The analysis revealed that 17 of the 100 participants shop online once a week but only visit Swansea to shop once a month. It was also revealed that 22 of the participants shop in Swansea just once every six months compared to just 6 who shop online as often. These results clearly show that the participants use online retailers to shop more than visiting Swansea City centre retailers.
This finding corresponds with the findings by the Office for National Statistics (2019) when they found that 82% of people living in the UK now choose to shop online before visiting their local city centre retailers. Similarly, a 2013 report conducted by Swansea City Council found that just 43% of people living in the Swansea catchment area use Swansea city centre for their shopping needs.
[bookmark: _Toc41928357]4.3 Demographics and Convenience
Using the demographic data collected a crosstabulation analysis was conducted to see whether or not the age of the participants impacted the way they perceive the convenience of online shopping against visiting Swansea city centre. The analysis as shown in Table 4.3 below reveals that each of the age categories either agree or strongly agree that online shopping is more convenient than visiting the city centre in Swansea for their shopping needs. This was a significant question to aid in the research as convenience had been previously discussed in chapter 2 of the project. However, the Chi-Square conducted as shown in table 4.4 indicates that there is no statistically significant link between the participant's age and whether or not they find online shopping more convenient than visiting Swansea city centre.
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Table 4.3 Crosstabulation of Age and Convenience.
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Table 4.4 Chi-Square of Age and Convenience.

Table 4.3 shows that 77 of the 100 participants either agree or strongly agree that online shopping is more convenient than visiting the city centre to shop. To gain a better understanding of why this was, question 19.1 asked the participants to describe why they believe online shopping is more convenient than visiting the retailers located in Swansea city centre. After analysing the feedback using a word cloud as seen in figure 4.3 below, the most commonly used word was ‘Time’. This finding corresponds with that of Kumar and Kashyap (2018) when they discussed that consumers now allocate less of their time to shopping and more time to other endeavours.
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Figure 4.3 Word Cloud why is online shopping more convenient.



[bookmark: _Toc41928358]4.4 Associated Costs
Further tests were conducted to better understand how the costs, time and effort associated with visiting the city centre have changed the way that consumers shop and the way they perceive the convenience of online shopping. 
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Table 4.5 Crosstabulation of costs associated with city centre shopping and convenience of online shopping.
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Table 4.6 Chi-Square of costs associated with city centre shopping and convenience of online shopping.

The results from the Chi-Square shown in Table 4.6 reveal that the P-value is 0.005, this is less than 0.05 meaning there is a statistically significant difference between the two variables tested. The results indicate a clear link between the costs and efforts associated with visiting the high street and the way that the consumer perceives the convenience of online shopping. These findings correspond with the findings by Beauchamp and Ponder (2010) and Jiang, Yang and  Jun (2013) When they mentioned that online shopping allows the consumer to reduce the time and effort that would be required to visit the brick and mortar stores, therefore allowing for greater convenience for the consumer.

[bookmark: _Toc41928359]4.5 Consumers Time
As discussed earlier, time is an important resource to the consumer and one that is limited as discussed previously by Clulow and Reimers (2009). As seen in Table 4.8 a significant statistical link was found between the participants having a lack of spare time and online retailers allowing them to shop when is most convenient for them to do so.
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Table 4.7 Crosstabulation analysis shopping online due to lack of time and online retailers allow purchase of goods when most convenient
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Table 4.8 Chi-Square test shopping online due to lack of time and online retailers allow purchase of goods when most convenient

These findings could be due to the fact that Swansea city centre operates between the hours of 9-5 (Swansea City Council, 2015), whereas the online retail environment allows consumers to shop from any location 24 hours a day, 7 days a week as mentioned by Beauchamp and Ponder (2010).
[bookmark: _Toc41928360]4.6 Pricing and Brands
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Table 4.9 Crosstabulation analysis browsing online before visiting city centre against shopping online to purchase certain brands.
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Table 4.10 Chi-Square test browsing online before visiting city centre against shopping online to purchase certain brands.

The Chi-Square test as seen in Table 4.10 shows a P value of .001, this means there is a statistically significant link between participants browsing online before they visit the city centre to shop and that they shop online to get brands which are not available to purchase in Swansea city centre. The results could indicate that the participants browse online retailers first to ensure the best prices for the products they are wishing to purchase as previously discussed by East et.al, (2017) and Ross (2016). The results also correspond to those found by Hamza and Saidalavi (2014) when they mentioned that online retailers provide the consumer with a greater range of products to choose from when purchasing goods.
[bookmark: _Toc41928361]4.7 Impact of Out of Town Retail Parks
As well as examining the convenience of online shopping and the impact this has on retailers located in Swansea, the researcher analysed the convenience of out-of-town retail parks and the convenience these posses for the consumer to try and establish if they are a factor which has impacted retailers in Swansea city centre.
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Table 4.11 Crosstabulation of the lack of suitable parking in Swansea and the free parking provided by retail parks.

The crosstabulation analysis as seen in Table 4.11 indicates that 81 of the participants either agree or strongly agree that the free parking provided by retail parks attract them to shop there, these findings correspond with the studies conducted by Guy (1994) and Anderson (2015) which were previously mentioned in chapter 2 when they mentioned that the free parking provided at retail parks make them a more desirable option for consumers who still wish to shop in-store.
[bookmark: _Toc41928362]4.8 Chapter Summary
This chapter has achieved the second research objective of the project:
· To conduct primary research through the use of a survey in order to gain a better understanding of how consumers view the factors impacting the city centre.
In summary, this chapter has successfully analysed the primary data that was collected from the questionnaire as well as presenting the findings. Chapter five will discuss the main findings that have emerged from the analysis of the data collected and will satisfy the third and final research objective of the project.





[bookmark: _Toc41928363]Chapter 5 – Discussion

[bookmark: _Toc41928364]5.1 Chapter Introduction
The data collected via online questionnaires was analysed in chapter four. The analysis concluded that the main theme found was convenience.
This chapter will achieve the third and final objective of the project:
· To make recommendations to city centre retailers based on the findings of this project that will allow them to ensure that they can adapt to the ever-changing circumstances and the changes in consumer buying behaviours.
[bookmark: _Toc41928365]5.2 Achievement of Objectives

1- To conduct an extensive literature review discussing literature produced by key authors covering the potential factors that could be causing the decline in city centre retailers as well as analysing literature produced by Swansea City Council to aid in the understanding.
This was achieved in chapter 2 of the project where the researcher conducted an extensive literature review analysing a range of academic sources as well as previously produced document by Swansea City Council.

2- To conduct primary research through the use of a survey in order to gain a better understanding of how consumers view the factors impacting the city centre.
This was achieved in chapter 4 of the project when the primary data that had been collected from the participants was used to conduct statistical tests in order to better understand the factors impacting the city centre in Swansea.

3- To make recommendations to city centre retailers based on the findings of this project that will allow them to ensure that they can adapt to the ever-changing circumstances and the changes in consumer buying behaviours.
This was achieved in chapter five of the project when the researcher discussed the recommendations to retailers located in Swansea city centre.
[bookmark: _Toc41928366]5.3 Main Findings
The main findings from the data that was analysed corresponded with much of the literature that had been previously discussed in chapter two of the project. Firstly the data set that was collected and analysed in chapter four indicates that convenience is a very important factor to the consumer when they are deciding on where to shop. The findings indicate that online retailers provide the consumer with the greatest amount of convenience, these findings correspond with those of Jiang, Yang and Jun (2013) when they mentioned that the convenience provided by online retailers is one of the principle factors that have paved the way for how consumers now choose to shop.
The convenience possessed by online retailers make them a more popular choice for consumers and therefore have had an impact on the way consumers now choose to shop, in turn having an impact on the city centre retailers located in Swansea. The findings indicate that online shopping provides consumers with a wider choice of products to purchase from, cheaper products as well as allowing the consumer to save time by not having to leave the comfort of their own homes. These findings correspond with the findings by Hamza and Saidalavi (2014) when they discussed that online shopping provides the consumer with a wider selection of products to purchase.
As well online shopping and the convenience it possesses for the consumer, the findings also indicate that the lack of free parking available in Swansea city centre has discouraged consumers to shop there, often being encouraged to shop at out-of-town retail parks due to the vast amount of free parking they have available. Again these findings correspond with those mentioned previously by Anderson (2015) and Guy (1994) when they both mentioned that out-of-town retail parks are a more desirable option for consumers due to the free parking and abundance of shops available in the same place.
[bookmark: _Toc41928367]5.4 Limitations
One of the limitations that were faced by the researcher was that as the data was collected via online questionnaires which were posted on the social media channels of the researcher, this limited the potential participants who could participate in the research therefore possibly impacting the overall results of the research.
Another limitation was that due to the impact of COVID-19, participants were unlikely to be visiting the City Centre during the period of the research. Therefore, some of the responses to some of the questions received from the participants may be slightly inaccurate which could mean the reliability of the study is affected. If the study was to be done again at a later date when participants were not impacted by COVID-19, it is possible that the overall findings of the study could be different.
[bookmark: _Toc41928368]5.5 Conclusion
This study has successfully achieved the main aim of the project which was to evaluate the factors that have impacted retailers in Swansea city centre to try and establish the impact that online retailers have had on city centre retailers. The study has also provided the researcher with greater knowledge into the factors that are causing city centre retailers to decline.
The study has successfully achieved all of the research objectives that were set out at the beginning of the study. The objectives were achieved throughout various chapters of the project. Chapter two achieved the first objective by discussing a wide range of literature that was available to the author to get an understanding of the factors impacting city centre retailers. Chapter four achieved the second research objective by conducting and analysing the primary research that had been collected via the online questionnaire and finally chapter five achieved the final research objective which was to make recommendations to city centre retailers based on the main findings of the project that would allow them to ensure they can adapt to the changing consumer buying behaviours.
In conclusion, this study has found that although the city centre in Swansea has been a vital shopping channel for centuries, there is a range of factors impacting the city centre retailers. The study has found that the convenience possessed by online retailers make them a more desirable option for consumers who are now choosing to shop online as appose to visiting the city centre for their shopping needs. The findings of the study indicate that the convenience of online shopping has caused the greatest impact to the city centre retailers located in Swansea city centre.
[bookmark: _Toc41928369]5.6 Recommendations
The researcher recommends that in order to gain deeper knowledge into the individual factors that are causing the decline of retailers in Swansea city centre, further research needs to be conducted at a later date. It is recommended that further research is conducted over a longer period of time, with a greater range of participants to truly understand the impacts different factors including online retailers have had on city centre retailers.
The researcher also recommends that the retailers located in Swansea city centre try to increase the convenience they offer to the consumers in order to attract business to the city centre. As previously discussed, the free parking that is provided by out-of-town retail parks attracts consumers to shop there due to the increased convenience, because of this, it is recommended that retailers located in Swansea city centre offer reduced parking or free parking for the consumers who shop in their store. This would help to encourage consumers to shop in city centre retailers as appose to shopping online or visiting the out-of-town retail parks.


























[bookmark: _Toc41928370]Bibliography
Allen, M., (2017). Quantitative Research. The Sage Encyclopedia of Communication Research Methods. Sage.
Anderson, E., (2015). High Street Suffers as More People Favour Out-Of-Town Locations. [online] The Telegraph. Available at: https://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/11409692/High-Street-suffers-as-more-people-favour-out-of-town-locations.html [Accessed 9 April 2020].
Arora, S., Singha, K. and Sahney, S., (2017). Understanding Consumers Showrooming Behaviour. Asia Pacific Journal of Marketing and Logistics, 29(2), pp.409-431.
Azorin, J. and Cameron, R., (2010). The Application of Mixed Methods in Organisational: Research A Literature Review. The Electronic Journal of Business Research Methods. 8(2), pp.95-105.
BBC, (2019). Retail: Chain Shop Closures Outweigh New Stores Opening. [online] Available at: https://www.bbc.co.uk/news/uk-wales-49648242 [Accessed 4 February 2020].
Beauchamp, M and Ponder, N. (2010), “Perceptions of Retail Convenience for in-store and Online Shoppers”, The Marketing Management Journal, Vol.20(1), pp.49-65.
BIS, (2011). Understanding High Street Performance. [online] Available at: https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/31823/11-1402-understanding-high-street-performance.pdf [Accessed 9 April 2020].
Butler, S., (2019). Half of UK Retail Sales Will be Online Within 10 Years, Report Predicts. [online] The Guardian, Available at: https://www.theguardian.com/business/2019/jul/09/half-of-uk-retail-sales-will-be-online-within-10-years-report-predicts [Accessed 6 May 2020].
Butler, S., (2019). Retailers call for action as high street store closures soar. The Guardian. [online] Available at: https://www.theguardian.com/business/2019/sep/11/retailers-call-for-action-as-high-street-store-closures-soar [Accessed 28 May 2020].
Clulow, V. and Reimers, V., (2009). How do Consumers Define Retail Centre Convenience? Australasian Marketing Journal (AMJ), 17(3), pp.125-132.
Dillman, D., (2000). Mail and Internet Surveys: The Tailored Design Method. 2nd ed, Wiley.
East, R., Singh, J., Wright, M. and Vanhuele, M., (2017). Consumer Behaviour: Applications in Marketing. 3rd ed. London: Sage, pp.3-4.
Engel, J. F, Kollat, D. and Blackwell, R., (1978). Consumer Behaviour. Dryden Press, NY.
Etikan, I., (2016). Comparison of Convenience Sampling and Purposive Sampling. American Journal of Theoretical and Applied Statistics, [online] 5(1), p.2. Available at: https://www.researchgate.net/publication/304339244_Comparison_of_Convenience_Sampling_and_Purposive_Sampling [Accessed 14 March 2020].
Gray, D., (2019). Doing Research in the Business World. 2nd ed. London: Sage, pp.24-25.
Greenhalgh, P., Johnson, L. and Huntley, V., (2019). An Investigation of the Impact of 2017 Business Rates Revaluation on Independent High Street Retailers in the north of England. Journal of Property Investment and Finance, 37(3), pp.241-254.
Guy, C., (1994). The Retail Development Process, Location, Property and Planning. Routledge, London.
Hamza, V. and Saidalavi., (2014). A Study on Online Shopping Experience and Customer Satisfaction. [online] Available at: https://www.academia.edu/29905542/A_Study_on_Online_Shopping_Experience_and_Customer_Satisfaction [Accessed 2 May 2020].
Harland, B., (2020). How to Do a Quantitative Research Questionnaire. [online] Available at: https://sciencing.com/how-to-do-a-quantitative-research-questionnaire-12748929.html [Accessed 12 May 2020].
Heale, R. and Twycross, A., (2015). Validity and Reliability in Quantitative Studies. Evidence Based Nursing, 18(3), pp.66-67.
Hope, J., (2019). Innovation on the High Street. Property Journal. pp.30-31.
IBM., (2020). SPSS Statistics – Overview. [online] Available at: https://www.ibm.com/uk-en/products/spss-statistics [Accessed 9 May 2020].
Jiang, L., Yang, Z. and Jun, M., 2013. Measuring consumer perceptions of online shopping convenience. Journal of Service Management, 24(2), pp.191-214.
Jones, C. and Livingstone, N., (2017). The ‘online high street’ or the high street online? The Implications for the Urban Retail Hierarchy. The International Review of Retail, Distribution and Consumer Research, 28(1), pp.47-63.

Jones, P. and Vignali, C. (1993). Factory Outlet Shopping Centres, Town and Country Planning, September, pp.240-241.
Jones, P., (1990). Town Centre Management Schemes in the UK. International Journal of Retail & Distribution Management, 18(3).
Kanjer, H. and Bhatia, S., (2018). Impact of Online Shopping Expertise on Consumers’ Online Shopping Behaviour.
Kotler, P., Armstrong, G. and Harris, L., (2020). Principles of Marketing. 8th ed. Hoboken: Pearson, p.123.
Krishnaswamy, K., Sivakumar, A. and Mathirajan. (2009). Management Research Methodology: Integration of Principles, Methods and Techniques. 3rd ed. Delhi: Pearson Education, p.563.
Kumar, A. and Kashyap, A., 2018. Leveraging utilitarian perspective of online shopping to motivate online shoppers. International Journal of Retail & Distribution Management, 46(3), pp.247-263.
Kumar, C. (2008). Research Methodology. 1st ed. New Dehli: APH Publishing, pp.1-4.
Kumar, P., (2005). Effective Use of Gantt Chart for Managing Large Scale Projects. [online]. 47(7). Available at: https://search.proquest.com/docview/220442584/fulltext/B4D436C0EFAF41C8PQ/1?accountid=130472 [Accessed 9 March 2020].
Lavrakas, P., (2008). Convenience Sampling. Encyclopedia of Survey Research Methods. Sage.
Makortoff, K., (2019). Number of Shoppers on UK High Street Falls by 10% in Seven Years. [online] The Guardian. Available at: https://www.theguardian.com/business/2019/oct/14/number-of-shoppers-on-uk-high-street-falls-by-10-in-seven-years [Accessed 6 May 2020].
Melnikovas, A., (2018). Towards an Explicit Research Methodolgy: Adapting Research Onion Model for Future Studies. Journal of Future Studies, 23(2), p.34.
Montaldo, D., (2019). Is Shopping Online Really Cheaper? [online]. Available at: https://www.thebalance.com/is-shopping-online-really-cheaper-939778 [Accessed 28 May 2020].
Musso, F. and Druica, E., (2019). Handbook of Research on Retailing Techniques for Optimal Consumer Engagement and Experiences. IGI Global, pp.214-216.
Nageswari, R., (2019). The Evolution of Consumer Behaviour in the Digital Age. UGC Journal, 7(1), pp.245-250.
Nardi, P., (2008). Doing Survey Research. 3rd ed. New York: Paradigm Publishers, pp.18-19.
Nicholson, M., Clarke, I. and Blakemore, M., 2011. 'One brand, three ways to shop': situational variables and multichannel consumer behaviour. The International Review of Retail, Distribution and Consumer Research, 12(2), pp.131-148.
Office for National Statistics, (2018). Comparing “Bricks and Mortar” Store Sales with Online Retail Sales: August 2018. [online] Available at: https://www.ons.gov.uk/businessindustryandtrade/retailindustry/articles/comparingbricksandmortarstoresalestoonlineretailsales/august2018 [Accessed 25 February 2020].
Ons.gov.uk. 2019. How Our Internet Activity Has Influenced the Way We Shop - Office For National Statistics. [online] Available at: <https://www.ons.gov.uk/businessindustryandtrade/retailindustry/articles/howourinternetactivityhasinfluencedthewayweshop/october2019/previous/v1> [Accessed 7 April 2020].
Perner, L., (2018). Consumer Behaviour: The Psychology of Marketing. [online] Available at: https://www.consumerpsychologist.com/ [Accessed 7 April 2020].
Rao, F., 2019. Resilient Forms of Shopping Centres Amid the Rise of Online Retailing: Towards the Urban Experience. Sustainability, 11(15).
Reimers, V. and Chao, F., (2014). The Role of Convenience in a Recreational Shopping Trip. European Journal of Marketing, 48 (11/12), pp.2213-2236.
Ross, E., (2016). 12 Reasons Why Online Shopping is Better Than In-Store. [online] The Telegraph. Available at: https://www.telegraph.co.uk/technology/connecting-britain/why-online-shopping-is-better-than-in-store/ [Accessed 02 May 2020].
Roy, S., Shekhar, V., Quazi, A., and Quaddus, M., (2020). Consumer Engagement Behaviours: Do Service Convenience and Organisational Characteristics Matter? Journal of Service Theory and Practice.
Sahay, A., (2016). Peeling Saunders Research Onion. Research Gate. [online] Available at: https://www.researchgate.net/publication/309488459_Peeling_Saunder's_Research_Onion [Accessed 7 May 2020].
Saunders, M., Lewis, P. and Thornhill, A. (2019). Research Methods for Business Students. 8th ed. London: Pearson Education.
Saunders, M., Lewis, P. and Thornhill, A., (2009). Research Methods for Business Students. 5th ed. Harlow: Pearson Education, pp.100-125.
Sedgwick, P., (2014). Cross Sectional Studies: Advantages and Disadvantages. BMJ. [online] pp. g2276. Available at: https://www.researchgate.net/publication/275427950_Cross_sectional_studies_advantages_and_disadvantages [Accessed 12 May 2020].
Skeldon, (2020). UK Ecommerce Accounts for 19% of Total Retail, Making it Worth $233Bn. [online] Available at: https://internetretailing.net/industry/industry/uk-ecommerce-accounts-for-19-of-total-retail-making-it-worth-233bn-20971 [Accessed 14 May 2020].
Sue, V. and Ritter, L., (2012). Conducting Online Surveys. 2nd ed. Sage, pp.1-6.
Swansea City Council, (2013). Review of Retail Capacity, Investment Potential and Strategy for the City and County of Swansea. [online] Available at: <https://www.swansea.gov.uk/media/1519/Review-of-Retail-Capacity-Investment-Potential-and-Strategy-for-the-City--County-of-Swansea-2013/pdf/Review_of_Retail_Capacity__Investment_Potential_and_Strategy_for_the_CCS.pdf> [Accessed 10 April 2020].
Swansea City Council, (2015). Swansea Retail & Leisure Study 2015. [online] Available at: https://www.swansea.gov.uk/media/17380/Swansea-Retail-and-Leisure-Study-Final-Report/pdf/Swansea_Retail_and_Leisure_Study_Final_Report.pdf [Accessed 10 April 2020].
Teijlingen, E. and Hundley, V. (2001). The Importance of Pilot Studies. Social Research Update, 35. [online] Available at: https://aura.abdn.ac.uk/handle/2164/157 [Accessed 11 May 2020].
Teijlingen, E. and Hundley, V., (2002). The Importance of Pilot Studies. Nursing Standard, 16(40), pp.33.
Turner, J. and Corstorphine, T., (2020). The Role of Service Encounter as a Means of Reversing Further High Street Retail Decline. Handbook of Research on Retailing Techniques for Optimal Consumer Engagement and Experiences, pp.205-232.
Wilson, J., (2010). Essentials of Business Research: A Guide to Doing Your Research Project. Sage, p.7
Wilson, J., (2014). Essentials of Business Research: A Guide to Doing Your Research Project. 2nd ed. Sage.
Wise, D., (2012). Death of the High Street? Professional Pensions, pp.26-28.
Wright, K. (2017). Researching Internet-Based Populations: Advantages and Disadvantages of Online Survey Research, Online Questionnaire Authoring Software Packages, and Web Survey Services. Journal of Computer-Medicated Communication. [online] 10(3). Available at: https://academic.oup.com/jcmc/article/10/3/JCMC1034/4614509 [Accessed 1 Mar. 2020].



[bookmark: _Toc41928371]Appendix
Appendix A – Engel-Kollat-Blackwell Model
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Appendix B – Gantt Chart
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Appendix C- Questionnaire Raw Data
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Appendix D – Questionnaire Literature Review Matrix
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Appendix E – Ethics Form
The UWTSD ethical consideration form was completed by the researcher before any research was conducted and it was stated that all participants would be over the age of 18 and kept anonymous at all times. As the survey is voluntary with participants choosing to opt in without any obligations as well as the lack of personal information that is asked of the participants, the ethical risks that could arise as a result of the research are very limited.
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Further Testing Results
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The crosstabulation anlaysis as seen in the table above shows that 77 of the 100 participants either agree or strongly agree that they shop online to get the brands which aren’t available to purchase in Swasnea city centre. These results correspond to those found by Hamza and Saidalavi (2014) when they mentioned that online shopping provides the consumer with a greater range of products to purchase.
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The Table above represents the gender of the particiapnts and whether or not they have worked in retail in Swansea City Centre. The figure shows that 23 of the Female participants have worked in retail in Swansea City Centre, compared to just 12 of the Male participants. This could account for the higher number of female particiants who decided to take part in the questionniare.
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Probably easier for most people o buy online and currently s of roadvork.

Online Shopping

Footfall negatively impacted by competfion from online stores and retal parks who offer
quick, bassel free shopping experience with many optons in one place. Footfall o fov centre
also impacted by the expense of parking fees. Retailers impacted by over inflated rental costs
and business rates.

Choice of shops.

Flexiilty o online shopping. Cost o parking.

Lack of variety of shops and no free parking i city centre:

Online Avalabity

Due to the ncrease demand of online shopping
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s Im disabled, ificuty finding converient parking. This, for me is a huge is3Ue.Also, there
s ess choice of shops, and it s easier to shop oniine

Easier and more convenient fo shop online

Lack offooffall due to onine shopping and a lack o investment

Retailers within the Swansea ity cenire mostly offr these products and services oniine
Therefore, there is simply no need for Consumers o visit the high street store when they
have access online.

Parking. Lack of spaces at peak fimes and expense.

Out oftown shopping parks

Loss of clientele rom Oniine:

Historcally inadlsquate.yoia leadership. No vison.

‘Swansea ias ruined when they introduced the aneway system. Is not been developed for
many years eithr all funding seems {0 go to Cardt. | prefer o go o the shopping oulels to
Shop vith free parking

Funding

Poor fooffall

Easier o shop online:

High business rates

“The road system
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Questions  Responses D)

Q8. find online shopping more convenient than visiting Swansea City Centre.

I Strongly Agree Ml Agree W Neutal NN Disagree I Strongly Disagree

40

20

Answer

Q9. The costs, time and effort associated with visiting the City Centre encourage me to shop
online.

4o " Suongly Agrec NN Agree W Neural N Disagree N Strongly Disagree

30

20

Answer
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Questions  Responses D)

Q9. The costs, time and effort associated with visiting the City Centre encourage me to shop
online.

N Stongly Agree MM Agree W Neutal NN Disagree Il Strongly Disagree

40
30
20
10
0
Answer
Q10. The main role of a retailer is to provide convenience for customers. LD

60w Strongly Agree MM Agree MMl Neutral M Disagree M Strongly Disagree

40

20

Answer
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Questions  Responses D)

Q1.1 shop online as | don't have spare time to visit Swansea City Centre.

N Stongly Agree MM Agree WM Neutal NN Disagree I Strongly Disagree

30

20

Answer

Q12. | always browse online first before considering visiting the City Centre to purchase D
goods.

N Stongly Agree MMl Agree W Neutral [N Disagree I Strongly Disagree
30

20

Answer
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Questions  Responses D)

Q13. | shop online to get the Brands | like which are not available in Swansea City Centre

N Stongly Agree MM Agree WM Neutal NN Disagree I Strongly Disagree

40
30

20

Answer

Q14. There is a lack of suitable parking available in Swansea City Centre. LD

N Strongly Agree Ml Agree W Neutal NN Disagree I Strongly Disagree

30

20

Answer
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Questions  Responses D)

Q15. Retail parks such as ‘Parc Fforestfach’ and ‘Morfa Retail Park offer a wider choice of
retailers than visiting Swansea City Centre.

N Strongly Agree MMl Agree W Neutral I Disagree Il Strongly Disagree

40

20

Answer

Q16. Do you believe that out of town shopping parks such as ‘Parc Fforestfach’ and ‘Morfa D
Retail Park’ replace the need for Retailers in Swansea City Centre?

99 responses.

@ Yes
® No
© Mayve
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Everything s available inthese reailparks where parking is so much easier
Easy free parking, rarely cary cash

‘Convenience & that s nice to have a main shopping centre n the City

Better parking and better super stores.

‘Even.one does not own a car. Bus Senvice available for Gty Cenlre shopping,

Parking is easier

Only the convenience of parking

More choice and free parking

Free parking, everything in one place:

Easy parking,less trafic, no charges, close to food shop.

‘They have better shops.

Ease of access and parking.

Larger shopping spaces forthe stores, more choice of product

Although these retal parks are converient there are ireplaceable things happening in the city
centre eg the marke, st gauisday stalls, Christmas markels etc

1 prefe the city centre than those retal parks. | see why some people prefer real parks
because of the conventional

There is a ider varety out of town and free parking

Toun cenlres should have a choice of department stores.

‘They have more suitable shops n these parks rather than syansea.city centre

wa

‘Again, they have imited varity of stores, even more 50 than the city certre.

Not enough choice at parks

Easier {0 get o and park, haven' gotto pay i out oftown areas

More camgoigayre parking

1 suppose it eases cily centre congestion

Easier parking & more concenient,

Because out of fown shopping parks only have select shops/businesses, where 35 shopping
i town has a much larger range of reailers fo choose from

It the same retailersinthese parks so the choice fst s varied as the cty centre.

No smalllocal businessesiretailers (market etc) in major shopping parks.

Parking and easy access

Fforestfach has convenient parking right outside and everything is all together rather than
spread apart

Easier to park and good choice of shops.

‘Swansea city centre can be quite converient o some as there's restaurans foo not just
retalers

More local. . smallr area fo walk... asie fo park. less drunks and druggies.

1 don't crive inaccessible to me,

Parking again

QT do nof ofer independent shops or have the focallspecialist appeal of Swansea Market.
‘Convenience of parking in fron of the sore.

It just more converient.

Itis easier for me o go there.

“They have most things that you need, and are more convenient
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Allthe shops i retail parks are in a smallr prosimity compared to the fown centre. The same
Shops are in these retail parks and are closer to my home. Parking i easier and isfree, they
provide over low car parks too.

more convenient

Not everyone is able to travel to the out of own shopping parks

It makes shopping at multple bigger brands i person more accessible

‘Convenience of getting to and parting there

Everything you need in 1 area

Itwiouid be a eal shame to see the city centre deerorate any furer

ity centre more accessible by pubic transport. Other services in City Centre such as banks -
also then visi shops. More specialised shops in City &g Waterstones.

Convenience

“The convenience o fee and plentiul car parking and not having o dive ino the ity centre
Easier {0 get o and parking 5o a mix of reail parks and online is best

Because some things can only be found inthe ceater,

Car parking

much easier o park and more convenient

Morfa and Fforestizch incude many of the same shops that are in Swansea City Cene.

Do not have to pay for parking

1 only visit the retal parks s it is easier and cheaper to park

More convenient parking, quicker t just get what you need

Not everyone can easily access fown

‘Always easierto park but there s aiso the market in the ity cenire forlocal produce (s}
perhaps you woulahget a the retal parks

Free parking, easy access and a wide 1ange of shops.

Personal transport restritions stops me getting o out of tov shopping areas easily
‘convenient parking, less busy, smallsh area {0 get around

‘Shopping parks seem to be a ot more convenient for Swansea residents, however visitors
Who come {0 the city would st beneit rom the reaiers in the centre.

More convenlent and more places fo park

Because of the convenience of having all your favourte bighsiiees stores n one place and not
‘spread over a larger groundidistance. | also feel this ype of environment encourages.
‘consumers to browse longer and potentially spend more due 1o the fact they are more fkel to
visitthe majory of shops wihist walking through the complex.

‘Convenience of ree pariing and less traffc. | would drive o Carcif hough for more choice:
over Swansea ofrefal parks.

More convenient, shops are closer ogeher and parking free and more available.

s everything is all n one location, parking i free more store opions.

Convispience

‘There are a ot of diferent shops in th city centre compared fo flrestfach and Morfa

Other than the Market, which in Swanse s a wonderful lace to shop for fresh food fruit and
vegetables,there i verylte choice of sores. | ind it quite boring actually

ity centre shopping is st needed just needs improving.

There is more selection of goods in the ity centre
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‘Consumers'are quite I22y. No on wanis to be walking large distances befvieen each shop.
Retail pars provide althe shops wihin a small area as vl as hospitalty businesses that off
food and beverages. Free parking within a cerain ime frame.

They don' provide everything you need and there are unique shops wilhin the cy centre that
can't be found elsevhere.

“They often have less shops but more desirable brands,

Because shopping i the City Cenre gives the consumer good exercise and fresh ai for
fonger_ Other, smallr stores can catch thei eye through sales in their windows and could
make a potential sale. Big shopping parks can somefimes cause an inconvenience through
ack of paring, long queues and lack of pedestianisafion throughout the park. Whereas i the
centre o town, fs pedestian fiendy, consumers will be more than ikely a the big parks so.
the centre vil be quiety wilh less queues, congestion and overall a better experience

Large generic stores only

‘Convenient fee parking better shops:

would il need shops in the centre fo balance,

“They provide free parking and most o the shops required

Because the high Street has shops that retalparks 6o not have and vice versa

“They often have a wide enough range of shops to not warrant the journey ifo fown

People may shop there more as itis near a supermarket where they would do their weekly
food shop. tis more convenient

Because |love the independent retaers.

B H B -t

Dfocus

@) P

1526

01/06/2020

k4

50%

B




image25.png
B The Impact of Different Factors ¢ X+ - X

<« C @ docsgoogle.com/forms/d/1ROEXZxNoROtKhyA3zrInAZKxmbfBqs1-GEKUfnuNAM/edit#responses Qa % O Qo

B The Impact of Different Factors on Swansea City Centre Ret [3 % aichanges savedin Drive ?® © @ m H e

Questions  Responses D)

Q17. Free parking provided at retail parks such as ‘Parc Fforestfach’ and ‘Morfa Retail Park’
attract me to shop there.

N Stongly Agree MM Agree WM Neutal NN Disagree I Strongly Disagree

40

20

Answer

18. Online retailers allow me to purchase goods when | find it most convenient

N Stongly Agree WMl Agree W Neutal NN Disagree Il Strongly Disagree

40

20

Answer
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Questions  Responses D)

...

Answer

19. Do you believe Online shopping is more convenient than visiting retailers in Swansea City
Centre?

99 responses.

@ Yes
No

® Maybe

15.2%

191 Why?

86 responses.

No shopping around is required it's the immediacy which is so attractive .
Comfort of being at home and my time away from work is nt eaten up with shopping

Can order what you need without having to leave your house, most of the time now next day delivery is
available too so it's convenient (]
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No shopping around is required it the immediacy which s so atiractive.
‘Comfortof being at home and my time away from work s gt eaten up vith shopping

‘Gan order wihat you need vihout having to leave your house, most ofthe ime now next day
delivery is avaiable 100 50 's convenient

Dot anytime from comor of home

Modem People are getting lazy, and it becomes the norm

Not enough variety n the centre

Saves time.

It not alays possible o buy things in Syasea.

‘Greater choice, orders delivered 10 your door and retums are geting easier

‘Swansea City Cenire are inky open 8.5 and I work those hours. | don't ahuays have time 0 go
Shopping on weekends as | have chidren and hat' the last pace they want o be so | ahuays
pop o Morfa etc afer hours. They are open il 7 o &

ou can do t from home.

Trafic and parking is unnecessary siress.

1 viork ful ime in a remote location, | need to shop at fimes that st me and at stores/brands |
prefer

‘Sometimes online has a better range of products

“The weather s a factor. Varity is another

Because | can do t drunk, in my pants at 2am

‘Swansea has hardly shop's anymore.

‘Sometime people can't attend or access shopping i the ity cenire whichis uhy shopping
online s more convenient.

wa

1 can get anything | want, whenever | wart

You can shop any time of day or night without isturbing your free time.

‘Convenient for some maybe but ke to actually see vihat | buy

No parking costs. Dopt have to get ressed

Because you can shop anytime, anywhere.

Can do it anytime!

It can be done quicker without having to worry about paying travel fees, parking fees, whether
o not the product wil be avaiable or weather condilions may also effect hether or not a
person viould want 0 go out fo town,

It can be done 24/7 and usually ofers a wider varity of goods than stocked in the shops

‘Gan check stock of products online before potential purchase.

Candoit any time of day.

It at your fingertips

‘The effor o driving and parking makes it seem mre of a chore.

Befter cholce of brands and clothes. Also get online discounts.

Online shopping is there 2477 and gets delivered rightto your doot step so you don'thave fo
go and browse.

1 prefer to see the fems before buying,

Parking yet again

Quicker, more choice, cheaper

1 can shop online in my paiarmas.
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‘Stock is shown, delivery fimes are published and saves you searching the ftle shops we have
available in Swansea.

‘Can dotfrom the comfort of your own home.

You can fiter your search therefore s quicker to find the e you are looking for

I dislke having to visit shops

1like o fouch and see a product before purchase .

Online shopping can take merely § minutes somefimes; you go on the site, find what you
need, pay for i, then get on with your day.

Lack of time.

No stress of parking defivered o your door for penny's

You can shop at any ime and search fo the exact tem that you require.

‘Some of the ity centre stores only have a small range of goods but there are more avallable:
oniine.

‘Dont have to leave house so easier when youea carer for disabled ppl

Quicker and not fullof homeless men

11 can buy something inthe ciy centre Ia my wil ry and do so.

2477 rom home

depends on what tis your buying

There is alot more variety online

A8 you can do t wherever and whenever you wan.

Less fime consuming and somefimes stock in shops it as good a5 online.

1like o see things before {buy.

Donithave to find and pay for parking

Gan do it anywhere, easier than carrying a ot of heavy Hems, can shop in places not in
suasea

You can shop fom home and get it delivered o the house. Easier forless able people.
Because it d delivered fo your door

Hassle free, doot need to leave the house, free delivery (in some cases) and  wide range of
products.

ou can shop at any ime of day

1 you work full fme fike myself, ifs hard to find fime f0 go o the etallers. ifs much easier to
order onlne and get it he next day.

1 personally prefer {0 visit a retallr on many occasions such as rying on clothes fo make sure.
they i, a5 well as buying make up.

Donit have to pay forthe bus and 1 don't have fo go anyuhere.

Not necessary because somefimes | want fo see / experience / fry on an fem in the flesh
before | commit to purchasing

1 iork fulltime so fmited fime to vsit shops when they are open.

‘A5 most onine etailrs ofer free delivery and returns which make shopping online easier and
siress free.

“Time, Cost & Parking

It easier because you dort have to leave your house. Swansea city centre can get very
busy and you have fo pay for parking

1 6ot have to shop at any partcular time. 'm aviake during the night and | often shop then.
Easier and less fime consuming

You don't have to leave the house

Available anytime and any place. No restrictions
1 can shop anytime and anyvihere and.in.m:pyiamas, | don't need to worying about parking
or geting ready 1o go out | can search fo terally anything, there's some things | need that
arent stocked anywhere in Swansea.

Wider range of poducts, eviews avallabie fo see and nex! day delivery videly availabl.
Because you can have your goods deivered {0 your door when it most convemient. Or order
to click and collect whenever suis the consumer.

Lack of choice in Swansea

Free parking

s the same thing really online may be out o stock

More choice, less efort

Because | work on the high Street, certain customers find it more converient fo have retail
staffto speak fo when 1a need of assistance.

More choice, done in a few clicks, no jourey needed

1live in the city centre so | canjust pop .o shop. s only converient fo use oniine shopping
when the shop is notin Swansea

Because s easier o get fems defivered {0 your house compared 0 driving fo Swansea and
ey e
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TECHNOLOGY IS TAKING OVER OUR LIFE.
Are you considering the poor choose optons of etail outes i the fown cenire... Al the.
relative safety of shopoers. My student daughter works in city centre fast ood outiet and the-
‘amount of gangs and drug users i the Gty puts me off going more frequenty

1see physical shopping as more of a socia thing fo do with a possibilty of  purchase
involved where on i purchases for me are a targeled purchass...but uless we use shops:
they will soon be a thing confined to history books.. fact!

Q12 viould not allow me to click on neutal for my answer had fo cick on agree wihich is ot
my answer

1ts a good survey

Would peoples’responses be largely determined by how far they live from the cty centre?
Bring 2 wider variety of shops to our city, improve access, people wil come back.

1 think free parking would afract more Customers and a wider range of shops

1liked this survey, probably the best survey I've done all year. Absolute iotfom start fo
fnsh. Thanks ben

Na

‘Swansea needs investment betier parking {0 get Swansea back o what it was

What's non binany?

would consider the Fikes of McArhur Glen in 2 study also or the impact iscount brands have
on shopping. Also whether SWANSEA marke! afracts people o the ity cenlre wihich |
personally feel it would for many of the weekly shoppers. Good luck

“The lack of invesiment n the Gity Centre is shocking with very it change since the.
‘Quadrant opened in 1975.. The Kingsway and High Steet stores and appearance are an
embamassment

‘When planning a viit o foun, | have tothink o the parking issue and now thatthe car park
by leeland has very it parking spaces there are very e parking cholces for disabled. Ifs
ase of dring round and round various car parks and I'v offen had to abandon my shopping
tip because o his.

Online shopping has become more popular because it is more convenient in many ways. It
‘opens a whole world of goods, Hteraly you can buy anything from anywhere in the world rom
wherever you are. And at any time. You can compare prices more easily and ind goods far
cheaper than in sore. But, | il ke going o the city centrefor shopping. 1l go with frinds
and enjoy a meal o coffee. And | always go at Chiisimas, | like the atmosphere. Some shops
aren't online lie Primark and Tiger which are two of my preferred shops. | lso like fo go the
cinema o1 do a e bitof shopping at the same.

‘Good sunvey

Good survey, lad! @

Poor bus service in some areas to Swansea. ity i run down and diry
Aight mate?
1 only go into town i have feftt oo late to be something and order it onne
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Questions 1-7 are mainly demographic and hope to gain a better understanding of the participant
and will aid in the collection of relevant data to be tested.

Grammarly  Table Design

Question

Acceptable Answers

1. How Would You describe your Gender?

Male, Female, Non-Binary, Prefer to Self
Describes as..., Prefer Not to Say

11 if Prefer to self-Identify Please Specify

2. Whatis Your Age Range?

1825, 2534, 35-44, 45-54, 55-64, 65+, Prefer

‘worked within retail in Swansea City

Not to Say.

3. Do you Currently or have you Ever lived Yes, No
in the Swansea Area

2. Do you Currently or have you Ever Yes, No

Centre
5. How Often do you Visit Swansea City Daily, once a Week, once a Fortnight, once a
Centre to shop? Month, once every Six Months, once a Year,

Never, Other

6. How Often do you Shop Online?

Daily, once a Week, once a Fortnight, once a
Month, once every Six Months, once a Year,
Never, Other

7. In your Opinion what is the main
reason for the decline of retailers in
Swansea City Centre.

Open Question

“Parc Fforestfach’ and
“Morfa Retail Park’
offer a wider choice of
retailers than visiting
Swansea City Centre.

Disagree, Strongly Disagree
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Question Acceptable Answers Related Theory
8. Ifind online shopping | Strongly Agree, Agree, Neutral, | Jiang, Jun and Yang (2013)
more Convenient than | Disagree, Strongly Disagree Beauchamp and Ponder (2010)
visting Swansea City
Centre.
5. The costs, time and Strongly Agree, Agree, Neutral, | Jiang, Jun and Yang (2013)
effort associated with | Disagree, Strongly Disagree
visiting the City Centre
encourages me to
shop online.
10. The main role of a Strongly Agree, Agree, Neutral, | Reimers and Chao (2014)
retailer is to provide | Disagree, Strongly Disagree
convenience for
customers.
11. I'shop online as | don't | Strongly Agree, Agree, Neutral, | Beauchamp and Ponder (2010)
have spare time to Disagree, Strongly Disagree
vist Swansea City
Centre.
12. lalways browse online | Strongly Agree, Agree, Neutral, | Office for National Statistics
first before Disagree, Strongly Disagree (2019)
considering visiting the
ity Centre to
purchase goods.
13. I'shop online to get ‘Strongly Agree, Agree, Neutral, | Engel, Kollat & Blackwell
the brands | like which | Disagree, Strongly Disagree (1978-1990)
are not available in Hamza and Saidalavi (2014)
Swansea City Centre,
14. There is a lack of ‘Strongly Agree, Agree, Neutral, | Swansea City Council (2013)
suitable parking. Disagree, Strongly Disagree
available in Swansea
City Centre.
15. Retail parks suchas | Strongly Agree, Agree, Neutral, | Anderson (2015)

02:14
01/06/2020





image30.png
Benjamin John (1707698)

File  Home Insert Design Llayout References Mailings Review View Help Grammarly Table Design Layout & Share T Comments
o 1 LOFind ~
- Calibri Body)  +/11 < AT A" Aav Ao AaBbCcDd AaBbceDd AaBbC( AaBbCcl AQ B assbeen & Replace ®
bese v d v v A TNormal  TNoSpac.. Heading 1 Heading 2 Title Subtitle [ ‘ Bragiz Open
v Sromatpanter | B I Y v x X A-£-4A P 9 9 [ select v Grammarly
Clipboard ~ Font ~ paragraph ~ Styles ~ Editing Voice Sensitivity Grammarly ~
Business Research Project Questionnaire Questions 8-19 are being used to understand the factors that are influencing the retailers in -
Swansea City Centre by understanding how participants shop and the factors that influence them.
Question Acceptable Answers Related Theory
8. Ifind online shopping | Strongly Agree, Agree, Neutral, | Jiang, Jun and Yang (2013)
Questions 1-7 are mainly demographic and hope to gain a better understanding of the participant more Convenient than | Disagree, Strongly Disagree Beauchamp and Ponder (2010)
and will aid in the collection of relevant data to be tested. visiting Swansea City
Centre.
Question Acceptable Answers 5. The costs, time and Strongly Agree, Agree, Neutral, | Jiang, Jun and Yang (2013)
1. How Would You describe your Gender? Male, Female, Non-Binary, Prefer to Self effort associated with | Disagree, Strongly Disagree
Describes as...., Prefer Not to Say visiting the City Centre
encourages me to
shop online.
10. The main role of a ‘Strongly Agree, Agree, Neutral, | Reimers and Chao (2014)
L1 If Prefer to self-Identify Please Specify retailer is to provide | Disagree, Strongly Disagree
convenience for
customers.
11. Ishop online as | don't | Strongly Agree, Agree, Neutral, | Beauchamp and Ponder (2010)
have spare time to Disagree, Strongly Disagree
2. Whatis Your Age Range? 1825, 25-34, 35-44, 45-54, 55-64, 65+, Prefer visit Swansea City
Not to Say Centre.
3. Do you Currently or have you Ever lived Yes, No 12. lalways browse online | Strongly Agree, Agree, Neutral, | Office for National Statistics
in the Swansea Area first before Disagree, Strongly Disagree (2019)
4. Do you Currently or have you Ever Yes, No considering visiting the
worked within retail in Swansea City City Centre to
Centre purchase goods.
5. How Often do you Visit Swansea City Daily, once a Week, once a Fortnight, once a 13. I'shop online to get Strongly Agree, Agree, Neutral, | Engel, Kollat & Blackwell
Centre to Shop? Month, once every Six Months, once a Year, the brands | like which | Disagree, Strongly Disagree (1978-1990)
Never, Other are not available in Hamza and Saidalavi (2014)
Swansea City Centre,
6. How Often do you Shop Online? Daily, once a Week, once a Fortnight, once a 14. There is a lack of Strongly Agree, Agree, Neutral, | Swansea City Council (2013)
Month, once every Six Months, once a Year, suitable parking. Disagree, Strongly Disagree
Never, Other available in Swansea
City Centre.
7. In your Opinion what is the main Open Question 15. Retail parks such as ‘Strongly Agree, Agree, Neutral, | Anderson (2015)
reason for the decline of retailers in ‘Parc Fforestfach’ and | Disagree, Strongly Disagree
Swansea City Centre, ‘Morfa Retail Park’
offer a wider choice of
retailers than visiting
Swansea City Centre,
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16. Do you believe that | Yes, No, Maybe Jones and Vignali (1993)
out of town shopping
parks such as ‘Parc
Fforestfach’ and
“Morfa Retail Park’
replace the need for
Retailers in Swansea
City Centre?

16.1Why?

17. Free parking provided | Strongly Agree, Agree, Neutral, | Anderson (2015)
at retail parks such as | Disagree, Strongly Disagree | Swansea City Council (2013)
“Parc Fforestfact’ and
“Morfa Retail Park’
attract me to shop
there.

18. Online retalers allow | Strongly Agree, Agree, Neutral, | Beauchamp and Ponder (2010)
me to purchase goods | Disagree, Strongly Disagree
when I find it most
convenient

15. Do you believe Online | Yes, No, Maybe Kumar and Kashyap (2018)
shopping is more. Seiders, berry and Gresham
convenient than (2000)
visiting retailers in Clulow and Reimers (2003)
Swansea City Centre?

151 Why?

20, Any Questions of
Comments relating to
the survey would be
very welcome.
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APPLICATION FOR ETHICAL APPROVAL

I order for research to resul in benefit and minimise risk of harm, it must be conducted
ethically. A researcher may not be covered by the University's insurance if ethical approval
has not been obtained prior to commencement.

“The University follows the OECD Frascati manual definfion of research activity: creative work
undertaken on 3 systematic basis in order fo increase the siock of knowledge, induding
knowledge of man, cuture and society, and the use of this stock of knowledge {0 devise new
applcations”. As such this covers aciiiles undertaken by members of staf, posigraduae
research students, and both taught posigraduate and undergraduate students working on
dissertationsiprojects.

“The individual undertaking the research actiiy is known as the “principal researcher”

Ethical approvals notrequired for routine audit, performance reviews, qualiy assurance studies,
testing ihin normal educational requitements, and erary or atstic ricism

Please read the notes for guidance before completing ALL sections of the form.
‘This form must be completed and approved prior to undertaking any research activity. Please

see Checkit for detals of process fordiferent categories of application.

SECTION A: About You (Principal Researcher)

Full Name: Benjamin Jonn
Tick all boxes which apph

Memberofstatt | D Student ® | Honoray researcn felow: | 3
Faculy/SchoollCentre Business School

Campus:
E-mail address:

Contact Telephone Number
For student

Swansea Business Gampus
1707698 @student it ac uk
07453610557

Student umber. ) Undergraduate
Programme o Sudy. HID Business Management oo
Diecor o SudiesSuperisor. | Caroine Jawad Reseacn | D

SECTION B: Approval for Research Activity

Fias ihe research aciiy received approval n prnciple?
(please check the Guidance Notes as to the appropriate approval process
fo diferent levels oftesearch by diferent categories of individual)

ves| ®|nof

Dote
7 Ves, please indicale 0UTe o | Resoarch Degross Gammiios
approval (and date where known): R Mm@ e a

Facuty Research Commities o

Or (write ) - —

Aoprovaln pricois st be oBtaned for I reevant Source pror 2 Sasking ical sparoval

sty ' Etnial Apy

View

Paragraph &

Help  Grammarly

z2loq

Normal | TNoSpac..  Title Subtitle

Styles
PG2/ E1FORM

“‘A, iversity of Wale

SECTION C: External Ethical Guidance Materials

Please listihe core elhical quidance documents ina have been referred 1o dung the completion
ofthis form (including any discipine-speciic codes ofresearch efhics, and also any specific
ethical guidance relating o the proposed methodology). Please fick {0 confirm that your
research proposal adheres to these codes and quideines

Project Handbook

‘Advice from Supervisor

ojm|=

SECTION D: External Collaborative Research Activity

Does the research acivi involve collaboralors oulside of e
University?

ves | @ [wo| ®

IfYes, please provide the name of the extemal organisation and name and contact detals for the.
main contact person

Instiution

Contact person name

Contact person e.mall address

Where research activityis carried out in collaboration with an external orgar
ves [ @ [ no| B
al from the oroanisalion

Does tis organisation have fs own efhics approval system?

1Yes. please altach a cooy of any final anoroval fo nferi anar

SECTION

etails of Research Activity

A Crifical Evaluation of the Impact Online Shopping has had on Swansea

Indicaive e Ciy Cene Retaiers

23 March 2020

Proposed start date:

Proposed end date: | 2 April 2020

Purpose of research activity (including aims and objectives)
Outine the purpose, aims and objsciives of the research aciiviy, including key research questions.
Show brifly how existng research has informed the proposed aclivy and explain what the
research actity wil add and how it addresses an area of importance. (Maximum 300 viords)

The purpose of the research activity i to discover i onine shopping has changed consumer
behaviour which has resuited i the closure of shops in Swansea ciy centre as well2s looking at
ways the Highsireet has been affected by the ise of onine retaers.

| Aim- The aim of this project s to criiclly evaluate how th rise n the amount on oniine retalers
has changed consumer behaviour which has impacled retalrs located vitin Swansea Gity
Centre.

The research objectives are as fllows:
- To conduct primary research through the use of questionnaires in order fo be able fo befter
understand how consumer behaviour has changed n regard fo shopping habits
- To conduct secondary research to understand how retaiers have been impacted by the rise
in the number of onlne refaers.
- Tomake recommendations to retailers within Swansea City Centre in order forthem o
adapt with the change in consumer behaviours.

his b shous expans a5 you pe)

sty

Etnical Approval Form 6

ambcend| ambcend QDB assbcen aasbcens aasbeena
Subtle Em...

Benjamin John (1707698)

& Share
LOFind ~ 6’
b
- Replace
Emphasis G Rep Dictate Open
[ select v Grammarly
~ Editing Voice Sensitivity | Grammarly
Wal PG2/E1 FORM

“Lm\‘

Proposed methods
Provide a brief summary of all the methods that may be used in the reseach activity, making it
clear what specifctechniques may be used. If mefhods ofhe than hose listed in i section are
decmed appropriate later, additional ethical approval for those methods vill be needed. (Maximum
600 words)

Online Questionnaires
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Location of research activity
dentity all ocations where research activity wil take place.
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Questionnaires will be posted on social media channels.

Research activity outside of the UK
I research actity wil take place overseas, you are responsible for ensuring thatlocal ethical
 considerations are complied with and that the relevant permissions are soughi. Specify any local
quidelines (c.g. from local professional associations/leamed socieies/universities) that exist and
uhether these involve any ethical stipulations beyond those usual in the UK. (provide details of any
licenses or permissions requied) Also specify whether there are any specific ethicalissues raised
by the local context n which the ressarch actity s taking place, for example, particular cultural
sensitiios or vinerabilfes of parlspants.

NA

SECTION F: Scope of Research Activity

Wil the research activity include:

»

Use of a questionnare or simiar research instrument?

Use of nterviews?

Use of diares?

Partcipant observation wilh thei knowledge?

Parlcipant observation without their knovledge?

Use of video or audio recording?

“Access (o personal or confidental information wihout he pariipans’ speciic
consent?

‘Administaiion of any questons, est ST, presentation thal may be
experenced as physically. mentally or emotionally hamful /offensive?

Performance of any acts which may cause embarrassment or affect sef-estcem?

Investigation of paricipants involved in legal activities?

Use of procedures that involve deception?

‘Administration of any substance, agent or placebo?

olo|o|alalo|o|a|o|alala|s
@ [ | | | | | || |0 [

‘Working with ve vertebrate animals?

ther primary data collecion methods, please explain n s box.

o
=

1 NO to every question,then the research actty i (ethicaly) low risk and may be exemt from
Some of the following sections (please refer o Guidance Notes).

1 YES to any question, then no research activiy should be undertaken unti full stical approval
has been obtained.
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SECTION H: Anticipated Risks|

‘Gutiine any anticipated risks that may adversely affect any of the participants, the
researchers andior the University, and the steps that wil be taken to addreas them.

Disclosure and Barring Service

I the research actvy involves chiren or vulnerable aduls.
Disclosure and Baring Service (DBS) cerificate must be obiained
before any contactwith such paricpants.

SECTION I

eedback, Consent and Confidentiaity

Feedback
What feedback will be provided to partiipants, how il hs be done and when?

ves | wo | wa

ifyou have completed a ul sk assessment fr example as required by a laboratory, or extemal o “The inal fesearch projectwil be avalabe o 3l paricipants after compieton. The completed
research collaboralor) you may append that fo tis form. e DS osr ks oo siained] g o L project wil be posied on a WordPress website so rat any participans who wish fo read the project
Full sk 3ssessment completed and appended? are abe o read t without having o contact me as tiswil nsura anonymity is confinued.

Yes o (v b shid expa s o o)

e b nformed consent

ks o participants Describe the arrangements 1 inform pofentia paricipants, before providing consen, of vhat is
e TPV I CE T e invalved in palcpating. Descrbe the arangements for prtcipants o provide full consent before
e e s o data collecion begins. f gaining consent nthis way is inappropriate, xplain how cansent will be
7y obiained and recorded.

i - Participants wilbe asked fo fck a bax before fhey submit their uestionnaire responses.

research aciity may nclude sensiive, embarassing of upsatiing opics (e.0, sexul acivy
drug use) o issues liel 10 disclose informaton requirng furher acton (e g_criminal actty), give 8 b should expand 2 youtyoe)
details of the procedures to deal withthess fssues, including any support/advice (¢.0. helpline

numbers) to be offered to parlicpants. Note that where applicable, consent procedures should
make i clear that i something pofentially o actuall flegal s discovered in the course of  project,
it may need o be disclosed to the proper authorties

NA

‘Confidentiality [ Anonymity
‘Set out how anonymity of partcipants and confidentialty wil be ensured in any outpus. If
anonymily is not being offered, explain why this s th case.

“The names of each partiipant will not be included i the questonnaire. This allovs the parfcipants
- to'stay anonymous at all fimes during the collecton of the data. The daia will be then stored on
password protected memory sick o ensure fhat i kept safe and inaceessible to anyone other
than of hose that t s infended for

b

Risks to investigator
For example: personal safety, physical harm, emotional distress, ik of accusation of
harmiimpropriety_confictof inerest b

All participants including the researcher will b freated with respect and consideration.

i o shovis

gond 3 you type)

Universityinstitutional risks.
For example: adverse pubicty, inancial loss, data protection

Good standing of UWTSD considered at all times.

b

‘Rdverss outcomes
List measures put in place 1o fmit any adverse effcts or outcomes of research activity where
appropriate. Include any emergency protocols

Allinformation wil be stored securely, and confdentialty il be ensured at allimes. Anonymity wil
be ensured at al fimes.

i
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PG2/E1 FORM

In compleing this secfion refer to the Uriversiy's Research Data Management Polcy and the
extensive resources on the Universitys Rescarch Data Management web pages
(btp:Jutsd ac ulibraryresearch-data-management)
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s b shoud expand 25 you pe)

Wil the research actvty involve any of the following aciiies:

]

YEs [ wo.
Does the research actvity ivolve personal data (as defined by the Data

Profecton Ac)?

“pereonal dafa” mesns dats which refae o 8 lving indvicusl who can be

dented—

() from those dsfa or o =

{6) from thoss data and ohr information whih = in th possession o, o s el o
‘coms nto the possasion o, data controler, and ncludes any Expression of
‘opinion sbout he indidualand any idication of th infenfons o he Gata coniroler
o any ofher person n espect of the indidual

Electronic ransfer of data in any form?

Shating of data with others at the University?

Sharing of data with other organisations?

Exportof data outside the European Union of importing ofGata from outside.
the UK?

Use of personal addresses, postcodes, faxes, emals o telephone numbers?

11 YES, provide a description of the data and explain why this data needs {0 be colected:

Publication of data that might allow identiication o individuals?

olojo|o|o|o|o

Use of data management system?

Does flinvoive sensitve personal data (as defined by the Data Prolection

Acty?

“Sensitive personal data” mesns personsldata sonsising o information ae o~
(s) the racis!or et oign of th dta subjec,

5 i poltcalopiions,

() is relgious belct o othr belfs of a smiarnature,

() whthar he s 3 member o  rac union (i the meaning o the Trade Union

3nd Labour Relations (Consolidstion) Act 1952),

(2 is physicalor mentelheslth o condion,

{8 his sexual e,

(9 fhe commission or alaged commission by him of any ofiance, or

) any procescings for any ffance commited o allagéd o have besn commited by

im the csposalof such procesdings or the senfance of any court n uch
rocesainge

Data archiving?

o

1 YES to any question, please provide fulldetals, explaining hovi tis will be conducted in
accordance wit the Data Protection Act (anor any inferafional equivalen):

11 YES, provide a descrption ofthe data and explain why this data needs {0 be colected:

List all vho will have access 0 the data generated by the research activiy:

Researcher

sk

Wil The research aciviy involv sioring personal data on one of e YES [ WO

Manual fies (Le. n paper form)?

Uit o vill ave contol o, and ac 25 custodians) for, data generaled by fhe research actviy

University computers?

Privale company computers?

Researcher

sk

Fome or oiher personal computers?

Laplop computers! CDS/ Portable disk-drives! memory Sicks?

Give detals of data slorage afrangements, ncluding where data wil be siored, how 1ong for, and n
what form. Wil Gata be archived —f so how and if ot wh:pot

®| ®| @ of of o
o/ oo =8| 8

“Cioud storage or websies?

Oiner —speciy E o

For all stored Gata, explain the measures in place 1o ensure data confdentalty, Incuding detais of
password protecion, encryption and anonymisaion:

Al data wil be securely stored by researcher. Advice willbe faken on what fo do n order fo dispose
the data in a secure and fimely manner. There will be no paper siorage of th data that has been
collected.

sk

Al the data vil be stored on sources that are password profected and only accessible o those that
it intended for at al times.
Devices such as memory sticks wil be kept in a secure safe when not being used
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SECTION K: Declaration
“The information whic | have provided is correct and complet tothe bst of my knowecge. | have.
atlompled 10 ienty any rsks and issues reizied o the research acivy and acknoviedge my
abligaions and he nghts of e partcipants.
In submiting tis applicaion  hereby confim that 1 undertake to ensure that the above named
teseatch aciy il meet he Universy s Research Encs and inieary Code of Pracice
Signature of pplicant: Date:
For stugents:
Diectorof Studies/Supervisor
Signature:
Date
Forstar:
Heao of SchoolAsstant
Dean
Signature:
Date
‘Checkist: Please completethe checklst below fo ensure tha you have completed the form

according to the guidelines and attached any required documentation

B | 1 have read the guidance notes suppiied before completing the form.

1 have completed ALL RELEVANT sections ofthe form in ful

®
8 [ 1 confim that the research activity has received approval in principle
®

1 have attached a copy of finalinterim approval rom external orgarisation (where appropriate)

s | 1 nave attached a ful ik assessment (and have NOT completed Section H oftis form)
(where appropriate)

@ | 1 understand that tis my responsibilty to ensure that the zbove named research actiiy vl
meet the Universiy's Research Ethics and Integrity Code of Praciice.

1 understand that before commencing data colletion all documents aimed at respondents
& | (inclucing information sheefs, consent foms, questionnaies, inferview schedules etc.) must
be confimed by the DoS/Supenvisor, module futor or Head of Schoal.

RESEARCH STUDENTS AND STAFF ONLY

Allcommunications relating 1 this application during s processing must be in writing and emaled fo

‘paresearch@uwisd ac uk , vith the il Ethical Approval folowed by your name.

You will be informed of the outcome of your caim by emai; therefore it s important that you chieck
jour University and personal emal accouns requlary.

'STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES Should submi_
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