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Survey reveals new attitude to delivery fulfilment

The armchair shoppers

Home shopping and multi-channel  websites they purchase from - the average {ope in twenty (4%) purchase through a
retailing is an industry where the number is 8. TV shopping channel.

customer often seems tantalisingly

elusive. That's why, every year since Consumers are very highly satisfied with t A very small proportion (2%) purchase
2000, the UK’s Royal Mail has online shopping (98%), and what drives thei{yiih 4 mobile phone, and browsing this way
commissioned the ‘Home Shopping choice of channel is convenience (69%) notg ais0 limited. However, shopping by mobile
Tracker Study’ to estimate the size  price (33%). Almost three fifths of online  yhone s likely to increase with wider rollouts
of the UK market, both in terms of ~ shoppers purchase from e-auctions and on€gpine right technology and the addressing of

customers and spend. four have sold there. security concerns.

UK Royal Mail marketing officer Val Walker Three quarters of consumers think that { Three quarters of adults (75%) have

says that these facts and figures offer insigh&1opping from home can be a good way t0 ghonped using more than one channel. As in
into changing customer behaviour and get a bargain. However 66% worry about  previous years, younger shoppers as well as
attitudes. “We always make our data widely fraud and the security of their financial more upmarket shoppers are more likely to

available so that everyone involved in the ~ details. Also consumers think that home ,se muitiple channels.
home shopping industry can use it to informshopping is better for the environment but
their decision-making and future strategies,” they are concerned about packaging. t Shoppers of social grade C2DE are more

says Walker. likely to shop in-store only. However, more
Facts produced by .the survey revealyccessible and affordable broadband and has
that 62% of adults in the UK now  meant that there has been 22% growth in

) shop from home, this represents  gpjine shopping by this group of customers ®
35% growth since 2005. The since 2005.

proportion of online shoppers has

grown by. 13_% since 2007 and NOW  t Qyer a third (35%) shop using online,
over two in five (44%) CONSUMEIS  catalogue and store — similar established
purchase items online. online shoppers (for three or more years).

Catalogge purchasi_ng (by telephonecysiomers value home shopping for being
or post) is stable, with 18% of environmentally-friendly with half of home

consumers having shopped thislwayshoppers think that home shopping is better
The most recent report commissioned by ~ The role of the catalogues as a sales driver fgf the environment than shopping on the

the Royal Mail reveals that over three in five Online and store purchases remains strong  pigh street. Home shoppers claim to have
(62%) adults shop from home — the highest with over half of consumers using a catalogyg,og green credentials. Two in five (38%) say

level ever recorded. Online shopping grew b{p inform a purchase. that they would pay a carbon offset charge
13% in the last year, meaning that 44% of . . . on the delivery of their purchases whilst
adults now shop this way. "Agency shopping has picked up again  yery high proportions of these users claim to

since 2007, driven by traditional mail order recycle catalogues.
The online spend has more than doubled ~ companies ‘re-inventing’ themselves. 8% of \\yy\ royalmail.com
since 2001, up from £751to £1502 per consumers have shopped this
year, per shopper. Shoppers continue to usevay according to the latest
multiple channels, with 75% using methods survey,” adds Walker.
other than the store alone.
Other methods of home
Walker believes that catalogues are key in shopping are less prevalent
informing purchases both online and in store2mMong consumers:
with 54% of consumers using a catalogue.
“Two in five home shoppers keep cataloguestOne in ten purchase
for over 4 months as a reference source  through a door-to-door sales
for prices, browsing and ideas. The more  person.
experienced an online shopper, the more
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