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2.0. CHAPTER TWO : LITERATURE REVIEW

2.1. INTRODUCTION

The purpose of this chapter is to review both current and older academic literature  and secondary data to gain a deeper understanding of the effects that e-commerce has had on consumer buying behaviour and its contribution to the demise of the high street.  This chapter will complete the first objective of this dissertation:

“To critically analyse academic literature on the effects that ecommerce has had on consumer buying behaviour and its contribution to the demise of the high street”

The literature review is comprised of sources obtained from Journals, Books, Articles, Textbooks, Google Scholar and Academic Research Studies in order to gain knowledge regarding how ecommerce has changed and impacted consumer buying behaviour, as well as analysing whether ecommerce is in any way responsible for the demise of high street and other retail stores. 



2.2. ECOMMERCE AND CONSUMER CONVENIENCE 

In 1979, entrepreneur Michael Aldrich made the first step to discovering e-commerce by connecting a television to a computer using a telephone line. In the past three decades, e-commerce has developed to such an extent that most businesses have an online presence. Electronic commerce, or e-commerce, is the buying and selling of goods and services on the Internet (Khan, 2016). The internet has markedly changed the way businesses operate, whether it’s finding new streams of revenue, acquiring new customers, or managing a business’s supply chain (Reynolds, 2004). A study conducted by Hruska and Maresova (2020) found that the average adult spends approximately 6 hours using the internet every day, and frequently use multiple platforms simultaneously. E-commerce allows organisations to reach a wider customer base that is always available and easier to access compared to having to go to a physical store. It is a more convenient way for consumers to purchase goods and services, without having to go to the high street or shopping centres. Shopping convenience is defined as customers’ time and effort perceptions related to buying a service (Palacios, 2016). E-commerce provides significant benefits to the economy and to consumers. Consumers benefit from enhanced capacity to research and compare products. Increased transparency in e-commerce intensifies competition and oftentimes results in lower prices for consumers (Manzoor, 2010). A study carried out by The Australian Online Shopping and Future Expenditure Report (2001) found that shoppers considered convenience to be the most important reason to purchase online. This amplifies the convenience that the internet provides consumers, allowing them to complete tasks that would have before taken a significant amount of time out of their house, which is now only the click of a button anywhere in the world.  Research into the global success of online shopping conducted by Jiang et al suggested that the time, effort and costs that come with visiting a physical store contribute to the way that consumers measure convenience.  Similarly, this point was also suggested by Beauchamp and Ponder (2010) who suggested that consumers chose to shop online to save time compared to visiting physical stores.



2.3. CONSUMER BUYING BEHAVIOUR

Consumer behaviour reflects the totality of consumers’ decisions with respect to the acquisition, consumption and distribution of goods, services, activities, experiences, people and ideas by decision-making units (MachInnis et al, 2020). Due to the increasing popularity of the internet, researchers have had to update the way in which they study and predict consumer behaviours. It is now possible for consumers to provide information to others on a worldwide basis about how the products and services acquired meet their expectations and needs (Close, 2012). Hoyer et al (2012) suggested that there were several factors that held the ability to affect consumer behaviour, including situational, social, cultural and personal factors. Location, environment and timing are some factors that may influence consumer behaviour (Hoyer et al, 2012). Simple yet effective techniques such as ensuring stores have an aesthetically pleasing layout and a nice aroma can motivate potential consumers to make a purchase. Personal factors, on the other hand, include taste preferences, personal financial circumstances and related factors (Dudovskiy, 2015). Hoyer et al (2012) suggests that an effective strategy in regards to social factors is to target popular members of society. When other members of society see that a popular member of society is interested in the product or service in question, it will influence them to also make a purchase. Finally, Hoyer et al suggest that cultural factors that affect consumer buying behaviour are related to cultural differences amongst consumers. Studying consumer behaviour is important for marketers as it allows them to understand what their customers expect from them. Furthermore, consumer behaviour is constantly changing and evolving and so it is important for marketers to keep updated on current trends. Consumer Behaviour as an Evolutionary Process, featured in the European Journal of Marketing in 1992 and was written by Gordon Foxall.  In order to better understand consumer behaviour, Foxall introduced the behavioural perspective model (BPM).  The BPM portrays the rate at which consumer behaviours take place as a function of the relative openness of the setting in which they occur and the informational and hedonic reinforcement available in or promised by the setting (Foxall, 1992). 
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Figure 1 Consumer Behaviour as an Evolutionary Process (Foxall, 1992).

The BPM states that the rate of behaviour responding is explained by both discriminative stimuli in the behaviour setting and levels of informational and utilitarian reinforcement (Wells, 2011). Foxall suggests that consumer behaviour can be understood with this straight-forward model that shows how consumers’ choices are impacted by the consequences of consumption. The model can be used to interpret consumer behaviour as a choice that is linked with managerial concerns. Behaviour settings are proposed establishments that provide an explanation of the relationship between individuals and the environment, particularly the social environment. Different settings allow consumers different levels of control over their behaviour. For example, a place of worship would be a rather closed consumer behaviour setting as there are certain rules and mannerisms in which people must follow whilst there. An outdoor festival, however, is an example of an open behaviour setting as it allows consumers to act in a way that is up to them. The other element of the consumer situation, the learning history, refers to the similar or related experiences a consumer has had before encountering the current behaviour setting (Foxall et al, 2012). This previous experience allows consumers to understand the behaviour setting by predicting how their behaviour in this situation will incur. Utilitarian reinforcement mediates the benefits that come as a direct result of the product or service. Secondly, Foxall et al (2012) describes informational reinforcement as  the more indirect consequences of behaviour, such as social consequences. Therefore, all products and services contain an element of utilitarian, informational and aversive reinforcement. Additionally, the reinforcement patterns of the BPM are arrayed as a continuum from high to low utilitarian reinforcement and from high to low informational reinforcement (Foxall et al, 2012).


2.4. THE DEMISE OF THE HIGH STREET

UK High Streets are facing a period of turbulent change. The global economic crisis of 2007-2009 along with the development of out-of-town and online retailing have directly affected the vitality and viability of high streets, leading to store closures and unemployment (Hart et al., 2013).  The high street has been left with the highest number of empty outlets in five years after 25,700 shops closed their doors in the past year (Ashford, 2019).Founder of Alibaba Group in China, Ma Yun, has proposed that online stores will have replaced physically stores completely by 2016. Without doubt, the increasing penetration of e-retail will have major effects on physical stores (Maat and Konings, 2018). However, Cui (2016) argues that online and physical stores are both essential and offer their own unique sets of characteristics. Online and physical should therefore become complementary rather than mutually exclusive (Cui, 2016). However, 85% of UK consumers aged 18 or over already shop on the internet and this percentage and the regularity of e-commerce use to expand over the coming years (Sanderson, 2019).  A study carried out by Maat and Konings (2018) found that consumers who had less access to local shops were more likely to buy on the internet. This is understandable considering that these consumers face greater inconveniences, such as time and cost, when visiting shops, and therefore may use online shopping to reduce the number of trips (Maat and Konings, 2018). However, the results of this study were similar for consumers who had greater access to shops also, as it was found that they too were more likely to buy on the internet. This could be explained by demographic and socioeconomic factors. People with greater shopping accessibility, who live in the city centre are often younger, higher educated and internet-oriented which makes them more inclined to buy online (Maat and Konings, 2018). Overall, the study concluded that shopping accessibility had no major impact on consumers’ online shopping and e-commerce proved to be popular across the board. The study concluded that e-shopping behaviour remains primarily shaped by households who are open to new technologies (Maat and Konings, 2018). Compared to shopping online, consumers find shopping in a physical store a chore and attempt to avoid where necessary. Rigby (2011) suggests that, in order to bring the appeal back to physical retail stores, businesses must make their stores more entertaining and emotionally engaging. By making stores a fun and exciting experience, they would be able to provide consumers with an experience that is simply not available online. However,  only 18.1% of retail purchases in the UK are made online (Office for National Statistics, 2019). This indicated that the internet alone is not the sole responsibility for the failing of retail stores.

2.5. CHAPTER SUMMARY 

This chapter achieved the first objective:

“To critically analyse academic literature on the effects that ecommerce has had on consumer buying behaviour and its contribution to the demise of the high street”

To summarize, this chapter has reviewed a wide range of literature that describes how much of an impact e-commerce has had on consumer buying behaviour whilst also examining how this has lead to the demise, or at least the decrease in revenue, for the high street. A wide range of sources were used throughout the literature review in the form of reports, book, journals and academic research studies that have helped to explain how e-commerce has changed consumer habits and led to the high street decreasing in popularity for many. 
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