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A Research problem

4 The vulnerability of UK retail centres to online sales

» Extent to which retail centres are exposed to populations with
variable engagement in online retall

» Impact of online sales on town centres performance
and their evolving function

» Other forces shaping town centres configuration
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Competition from out-of-centre large
retail developments

O ‘Free for all’ approach
d  ‘Town centre first’ policies
d Adaptive response of major retailers

policy reform (PP GB6)
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Shock of the economic crisis
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Changing demographics and
consumer culture

1 Ageing society =
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d Impact of convenience culture on UK high streets

» Rapid growth of convenience stores (all types of retailers)
» Potential adverse impact on small specialist retailers




Rapid growth of online sales

O Online sales reached 12% of total Online penetration by sector in 2013 (%)
sales in the UK
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The e-resilience project
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A Business Need

A better understanding of the drivers of
retail centres performance and future
challenges

» Of which use of the Internet engagement is
widely attributed

1 Estimation of catchment areas for town
centres

 Capturing multiple dimensions of town
centre attractiveness
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Buy online.
Collect direct.




E-resilience concept

d E-resilience measures the vulnerability of British
retail centres to the impacts of growing online sales

 More specifically e-resilience is about the balance
between retall supply at local level and the exposure of
particular centres to online shopping




Dimensions of e-resilience

d Connectivity - available
Infrastructure to get online

O Behaviour - propensity to use
Internet for shopping

d Demographics (ethnicity, age,
gender, disability)

O Retail supply - attractiveness,
accessibility & convenience

Online sales

Connectivity Consumer Behaviour

infrastructure Engagement with ICT
speed Shopping online

rurality

5
i

S . &
© Retail 3
b ags

>| Retail/service| e-Resilience | catchments o
= Offer Demographics g‘
= 4 -
w [y ]

retail/service mix socio-economic status
attractiveness age

shopping convenience

Vulnerability/adaptation



Research methodology

 Defining retail centres and delineating their
primary/secondary catchment areas

O Estimating consumers engagement with information and
communication technologies at small area level

 Creating a framework for measuring e-resilience

O Conducting sensitivity analyses on retail centre
catchments and their e-resilience




Estimating town centre catchments

d Catchment area estimation techniques

» Simple methods — buffers, drive distance/time
» Spatial interaction approach — gravity and probabilistic models

O Major components of the

model
» Attractiveness
» Distance/decay parameter
» Study area

1 Catchment models for
regional/national scale




The Huff probability model
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Town centres classification

L Multidimensional measure of town centres attractiveness
» 15 supply-related factors & 1300 observations

Dendrogram

 Six distinctive clusters Ward Lnkage, Eucicean Diance
» Major shopping and leisure hubs B
» Second tier (clone) town centres
» Specialist market towns
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Internet Use & Engagement patterns

IUGC Group

[ e-unengaged elderly
' e-marginals: not a necessity
e-marginals: the choose nots
" next generation users
I e-experts
B e-mix
young and mobile
e-students
© e-fringe
constrained by infrastructure
- low density high connectivity
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Next steps

1 Validation of catchment models with customers’ insight
data

 Estimation of ‘e-resilience’ patterns for the UK

O Providing the characteristics of ‘e-resilient catchments

1 Updating town centres boundaries
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