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Executive Summary
The assignment has chosen the option of writing the report on online shopping and high street shopping. In order to substantiate the facts, the report has collected data from published resources as well as from empirical studies. The report has interpreted the data that had been collected by means of graphs and statistical analysis. Interference has been drawn with respect to both empirical data as well as published information. Suitable recommendations have been made at the end.
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[bookmark: _Toc501381936]1. Introduction
In order to find the shopping behaviour of the shoppers at High Street and online, current assignments has taken up the study of finding facts from previously published works as well as from primary data. All these data collection and study has been aimed at finding answer to the single study question. Collection of primary data has been used fifty randomly selected results of survey among the fifty (50) respondents. The survey questions have asked specific questions about respondents’ choices over shopping online or High Street. All the data collected has been subjected to graphical as well as statistical analysis.
[bookmark: _Toc501381937]2. Study Question
This assignment is about to see answer to the following question:
· Is High Street Shopping losing its pertinence?
[bookmark: _Toc501381938]3. Gather Information 
Growing development in the digitalization has attracted many investors to look on the matter. Several researches have unfolded the negative effect of digitalization over the high street fashion and purchasing trends. From various arguments, it is extracted that one of the UK’s leading tech investors has called on the ETSE 100 and City to look for the development of internet marketing, warning that there will be more consequences if they neglect it (Carroll, 2017). According to Saul Klein, a biggest partner in Index Ventures and the prior chief executive of Skype has expressed that online businesses was presently the third largest contributor to the country’s economy, acquiring around 8% of the total GDP. Despite these advancements, city and the public sectors in the United Kingdom are not serious about this fact. On the other hand, American digital organizations like Amazon and Google have walked in and stated to invest in retail, travel, accommodation, financial sector and others. For instance, Saul Klein’s digital organization has raised almost €1bn in tech startup and growth funds (Carroll, 2017). 
Another issue comes up to the front is targeting to the fact that tax payments are not same with the online and offline stores. Many business owners are taking this fact seriously and targeting to close several stores to reduce tax rate that their organization is paying. According to Ian Cheshire, chief executive of Kingfisher, the right decision would be closing of a quarter of his organization’s stores (Harvey, 2017). The business rates are the main charges that a retailer faces, with as much as £120m going on the governmental tax every year. As per the observation of him, the online retailers are not confronting the same tax take. The suggestion shows the fact that is the organization were to decrease number of their physical stores, the government’s tax take would fall as per this. For instance, 25% less physical stores would be 25% less tax (Harvey, 2017). 
On a different note, announcement of The John Lewis reflects the fact that online extension is preferable to provide customer satisfaction. John Lewis for instance is to extend the reach of their online services through a network of thousands of corner shop. The department store of John Lewis is targeting to join the Collect+scheme that allows shoppers to collect and return items bought on the internet around 5,000 independent retailers (Butler, 2017). As a result of this step, John Lewis consumers will be capable to collect products at around 1,000 of those stores in south-west England, Scotland and Northern Ireland from this month for a charge of around £3. Important information is that around a quarter of John Lewis’s sales were taken internet over Christmas at the time when digital selling rose almost 44% (Butler, 2017). 
In this year, the United Kingdom faces one of the largest competitive environments in decades. With the developing shifts in consumer demands towards internet and increasingly mobile shopping, an unbalanced international marketplace, this demands extraordinary technical sophistication. Different from the above analysis regarding development of online services and selling, this section will be exploring the challenges of online shopping due to the Brexit decision (PwC, 2017). According to Taneja (2016), the United Kingdom’s looming exit from the EU adds further challenges to the mix. The online retail industry confronts a perfect storm regarding balancing change and enhancing cost levels while still embracing opportunities. Several researches and surveys regarding this field have unfolded the fact that there are core six areas through which the retail industry could tackle this situation. These six areas are pricing, delivery, loyalty; in-store product knowledge is power, innovative ideas and mobile shopping. In a nutshell, it could be said that to get ahead of the market competition, accepting an entire retail mindset throughout the business is the key to control both the change and opportunities (PwC, 2017). 
To be more precise, from the above analysis it could be said that all of the information are stating that the online business is taking a huge move to acquire most of the market in United Kingdom and across the globe. According to Belew and Elad (2017), many investors are taking this issue seriously and targeting to either setting up a start-up business online or operating both the high street and online businesses. On the other hand, as per the observation of Sekaran and Bougie (2016), it could be stated that the online business though reflecting several opportunities and profits have challenges in combining change and embracing opportunities from the market. Another thing unfolded through this analysis is that the governmental decision regarding Brexit is posing serious threats to several types of businesses including the online retail businesses in this country and across the world. This research thus reflects bad effects of Brexit over this sector. All these evaluation are relating to the question made in this study about decline of the High Street Shopping. Both the positive and negative of factors of online business have been discussed in this section with supportive examples and suggestions from retail businesses leaders from inside and outside the United Kingdom. 
[bookmark: _Toc501381939]4. Interrogate the data
Through the current segment of the assignment, a quantitative data collection and interpretation has been performed. The details are elaborated with tables and graphs. The data in the tables as well as their analysis respectively through charts and graphs has been presented subsequently. 
[bookmark: _Toc500867753]Quantitative Data Analysis or Survey
Q1. Which age range do you belong?
	Age Range
	Number of Respondents
	Total Number of Respondents
	Percentage

	15 – 30
	12
	50
	24%

	30 – 45
	20
	50
	40%

	Above 45
	18
	50
	36%


Table of Studying Age Range of Survey Respondents
	Mean
	16.6666667

	Median
	18

	Mode
	#N/A

	Standard Deviation
	4.163332


Statistical Analysis of Studying Age Range of Survey Respondents


Graph of Studying Age Range of Survey Respondents
The population that has been surveyed are does not cluster into a majority group. Instead these populations of people belong to two majority groups. One among them falls in the age range above forty five (45) year of age. Another is the group of people belonging to thirty (30) to forty five (45). There is no repetition of values of the numbers of people belonging to different age ranges. Thus, this information lacks a modal value. The higher range of values belongs to the size of population being forty five (45) years or old. On an average seventeen people could have belonging to different age groups with a deviation of four persons.
Q2. How do you identify your gender?
	Gender 
	Number of Respondents
	Total Number of Respondents
	Percentage

	Female
	30
	50
	60%

	Male
	15
	50
	30%

	Other
	3
	50
	6%

	Unwilling to Disclose
	2
	50
	4%


Table of Studying Gender of Survey Respondents

	Mean
	12.5

	Median
	9

	Mode
	#N/A

	Standard Deviation
	13.0766968


Statistical Analysis of Studying Gender of Survey Respondents

Graph of Studying Gender of Survey Respondents
Gender of the people surveyed, largely belong to women. Thirty (30) out of fifty (50) respondents are women. Half of them are men. Very small proportion of people denied to respond to gender question while another small group has reported to belong to be other gender category. There is no repetition of values of the numbers of people belonging to different genders. Thus, this information lacks a modal value. More than twelve but less than thirteen people, on an average could have belonged to all the gender groups with a huge variation of almost thirteen people. The higher limit of number of respondents stands at nine (9) with respect to all clusters of people belonging to different gender groups respondents.
Q3. How do you shop in general?
	Shopping Choice
	Number of Respondents
	Total Number of Respondents
	Percentage

	On High Street
	20
	50
	40%

	Online
	5
	50
	10%

	Both
	25
	50
	50%

	
	
	
	


Table of Studying Shopping Choices of Survey Respondents
	Mean
	16.6666667

	Median
	20

	Mode
	#N/A

	Standard Deviation
	10.40833


Statistical Analysis of Shopping Choice of Survey Respondents

Graph of Studying Shopping Choice of Survey Respondents
Ways of shopping for most of the survey respondents belongs to both High Street and online shopping. Almost an equal number of people responding to survey of the current study have been found to shop on high street. Only a very small fraction of people surveyed has been found to shop online. Only a very small fraction of people surveyed has been found to shop online. An average of almost seventeen (17) persons with a variation of ten (10) people could have belonged to all the groups of shoppers.  Because of the high differences among the numbers of all the groups of respondents the variation factor stands at very high number. Because of lack of repetitive numbers of respondents this data set lacks a modal value. The higher range of value of the numbers of shoppers appears to be equal to the number of respondents who shops on High Street.
Q4. Where do you find price satisfactory?
	Price
	Number of Respondents
	Total Number of Respondents
	Percentage

	High Street
	22
	50
	44%

	Online
	5
	50
	10%

	Both
	23
	50
	46%


Table of Studying Price Choice of Survey Respondents
	Mean
	16.6666667

	Median
	22

	Mode
	#N/A

	Standard Deviation
	10.1159939


Statistical Analysis of Price Choice of Survey Respondents

Graph of Studying Price Choice of Survey Respondents
Almost equal number of people among the surveyed population has found that price is almost equally satisfactory at both online and High Street as well as on High Street. However, this number being distinct and not being same the population does not have a modal value. The higher range of all the numbers of respondents stands at the equal number of respondents who exclusively shops on High Street. An average of almost seventeen people could have belonged to all the groups of respondents with a variation as large as that of ten people. The variation is so high because of the greater range of differences among the numbers of people shopping only online as well as the number of respondents belonging to other groups. The higher range of values is equal to number of the respondents who finds price being satisfactory at High Street. 
Q5. Where do you find quality satisfactory?
	Quality
	Number of Respondents
	Total Number of Respondents
	Percentage

	High Street
	21
	50
	42%

	Online
	5
	50
	10%

	Both
	24
	50
	48%


Table of Studying Quality Preference of Survey Respondents
	Mean
	16.6666667

	Median
	21

	Mode
	#N/A

	Standard Deviation
	10.214369



Statistical Analysis of Quality Preference of Survey Respondents

Graph of Studying Quality Preference of Survey Respondents
The respondents that has found quality being satisfactory at High Street are a little less in number that the respondents that has found quality being satisfactory both at High Street as well as online. A very small population has found quality being satisfactory online. Due to lack of equal numbers of respondents across different groups it has been found the population lacks a clear mode. The higher range of value has appeared to be equal to that of the number of respondents among who finds quality is satisfactory only at High Street.
Summary
The interpretations in the Graph 3, point towards that most of the shoppers prefer shopping both at High Street as well as online, though majority of the shoppers prefers shopping at High Street. All the following tables of data and Graphs 4 and 5 reiterate this rhythm of data. Therefore, it can be inferred that a very small amount of shoppers prefer shopping online while majority of the shoppers prefers a mix of shopping at High Street as well online. Still a significant amount of shoppers prefer shopping on High Street with respect to both price and quality.
[bookmark: _Toc501381940]5. Conclusion and Recommendation 
From the research and survey regarding the online and the High Street shopping factors, it is noticed that there is a dilemma exist regarding the online and High Street Shopping factors. The customers’ preferences are in both type of shopping. The survey and questioners are reflecting the fact that most of the customers are looking for the offline shops as they could judge their products in person, which they are mostly lacking in the case of online shopping. On the other hand, research shows that majority of the business holders and leading businesses in the retail industry are preferring online shopping and retail business due to various reasons. 
In this regard recommendations could be structured around four key points that the online businesses should adopt to tackle this challenges. The online retailers should adopt strategies regarding development of customer loyalty, developing delivery quality and others. On the other hand, the dynamic pricing strategies could be helpful in this situation. Mobile shopping option is also useful to attract more customers from overseas and making profit in the upcoming years. 
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Quantitative Data Analysis or Survey
Q1. Which age range do you belong?
· 15 – 30
· 30 – 45
· Above 45
Q2. How do you identify your gender?
· Female
· Male
· Other
· Unwilling to Disclose
Q3. How do you shop in general?
· On High Street
· Online
· Both
Q4. Where do you find price satisfactory?
· High Street
· Online
· Both
Q5. Where do you find quality satisfactory?
· High Street
· Online
· Both

Gender 	Female	Male	Other	Unwilling to Disclose	30	15	3	2	Shopping Choice	On High Street	Online	Both	20	5	25	Price	High Street	Online	Both	22	5	23	Quality	High Street	Online	Both	21	5	24	Age Range	15 – 30	30 – 45	Above 45	12	20	18	


