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Introduction  
 
The distance shopping market has increased rapidly over the past five years, with consumers now  
able to purchase many products and brands online, in addition to the more traditional 
catalogue/telephone channel. Online shopping has seen a dramatic rise over the last year or so, 
with retailers like John Lewis exceeding £100m sales online, as much as one of its larger stores. In 
addition, 24 million people are expected to purchase products online in 2005 according to the 
Interactive Media in Retail Group (IMRG), who also predict that online spend in 2005 will hit £19.6 
billion, a 35% increase on 2004 figures.  
 
The emergence of multi-channel retailing has led to debate over whether new channels compliment 
the existing high street channel, or whether they merely cannibalise sales from existing channels. 
The recent downturn of the high street, compared with the continued rapid growth of online retailing 
has fuelled this debate.  There is also a school of thought that consumers who shop via multiple 
channels dip into their pockets more frequently than single-channel shoppers, a form of buying 
behaviour referred to as the ‘halo effect’.  
 
The purpose of this survey is to attempt to explore the attitudes and behaviours of 'multi-channel 
shoppers' in an attempt to identify what relationship the three key shopping channels, high street, 
online and catalogue have with each other and what impact they have on consumers. 
 
Finally, it should be remembered when reading the report that some of the findings may not be 
greatly significant statistically due to the relatively small scale of the survey, however, it is hoped 
that if nothing else, the survey highlights some interesting findings that will lead to further debate 
and investigation in this area.  
 
 
Objectives and Methodology  
 
The survey was a primarily quantitative survey (with an opportunity to include comments, see 
Section 6) and was completed by 216 people ranging from 15 to 81yrs old and of both sexes, as 
follows:  
 
 

Age Number of Respondents 
15-24 51 
25-34 83 
35-44 44 
45-54 20 
55+ 18 
Total 216 

 
 
The objectives of the survey were as follows:  

 
·  To identify trends in shopping habits across multiple channels and by sector 
·  To identify any relationship between and/or influence of different channels on each other 
·  To establish what effect, if any, shopping across multiple channels has on consumer 

behaviour 
  
For the purposes of the survey, we focused on three main channels; high street store, online site 
and catalogue. We did not include, nor ask for opinions on, mobile or Interactive Digital TV 
shopping which are still comparatively low in uptake.   
 
 
 

Sex Number  of Respondents  
Male 83 
Female 133 
Total 216 
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Summary of Findings  
 

 
“I browsed through catalogues first and selected what I wanted. I then went to the high street to 
check it out in person and get advice from the salesman in-store. I finally purchased the product 
online because it was cheaper” (Survey respondent)  
 
Section 1: Who shops across multiple channels?  
 
A large majority (80%) of respondents consider themselves to be ‘multi-channel shoppers’, with a 
slightly higher proportion of men than women and fairly even spread across age groups.  
 

·  83% of male respondents and 77% of female respondents consider themselves to be 
‘multi-channel shoppers’. 

·  25 to 34 yr olds are most likely to be multi-channel shoppers at 91%, and the least likely 
were 55yrs and over at 50%.   

 
The top three factors that would make people more likely to shop across more than one channel in 
the future are: 
 

·  Faster Internet Connections 
·  More promotion/awareness by retailers 
·  Better online security 

 
With better delivery options also cited as a key factor.  
 
Section 2: Influence of shopping channels on most r ecent purchase 
  
 

·  At 52%, catalogue purchases are more likely to be influenced by another channel than high 
street (22%) or online (38%) purchases. 

·  Where online purchases are concerned, women (43%) are more influenced by other 
channels than men (30%). 

·  One in two people whose last online purchase was clothing, DIY or health & beauty 
products are influenced by another channel.  

·  On the high street, electrical purchases are more than twice as likely to be influenced by 
another channel (50%) than in other sectors (22% average). 

·  The age group that is most influenced overall by other channels during their last purchase 
were the 45-54 year olds at 47%.  

 
 
Section 3: Awareness and expectation of channels of fered  
 

·  There is a considerable difference between the awareness and the reality of whether  
retailers offer an option to shop online, with anywhere up to 78% of respondents (in the 
case of Waterstones) being unaware that this option is available.  

·  The clothing and furniture retailers appear to be the most successful sectors for promoting 
awareness of their online channel. 

·  Retailers who do not as yet offer their customers the option to shop online are, none the 
less, thought to do so by a considerable number of their customers (Ikea 33%, and Habitat  
25%), suggesting that there is a high expectation for this channel being offered by key 
retailers.  

·  There is considerable consumer demand for the catalogue channel from retailers who do 
not currently offer it, especially in electrical, DIY and Books/music sectors.  
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Section 4: Channels actually used for purchase and/ or research by sector 
 

·  The Health & Beauty sector is still dominated by high street shopping compared to other 
channels. 

·  The only sector where respondents claim they use the online channel more than the high 
street is Books/Music/DVDs.  

·  The electricals and DIY sectors show considerable use of catalogues as a channel 
compared to other sectors. 

 
 
Section 5: Habits of multi-channel shoppers 
 

·  Two and a half times as many people shop online on a daily basis (23%) than the high 
street (9%). 

·  Catalogue shopping is undertaken far less frequently than on the high street or online. 
·  60% of shoppers agree (38%) or strongly agree (22%) that they have made more impulse 

purchases since becoming a multi-channel shopper.  
·  Similarly, the majority of respondents agree, or strongly agree, that they shop more 

frequently (67%) and research purchases more (86%). 
·  A 55% majority believe that they spend more money as a multi-channel shopper. 
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Section One – Who shops across multiple 
channels? 

 
 
  
1a. Do you consider yourself to be a multi-channel shopper? 
 

 Yes No 
By sex   

Male  83% 17% 
Female 77% 23% 

By age   
15-24 78% 22% 
25-34 91% 9% 
35-44 70% 30% 
45-54 80% 20% 
55 + 50% 50% 
   
Overall  80% 20% 

 
Table 1: Multi-channel shoppers by age and sex 
 
 
Points of interest:  
 

·  Slightly more men considered themselves to be ‘multi-channel shoppers’ than women.  
·  The 25-34 age group had the highest % (91%), which perhaps reflects the convenience of 

the online channel for busy, working individuals. 
·  Perhaps surprisingly the 45-54 age group was the 2nd highest. This group may have more 

time to research purchases, and will have a higher disposable income than some other 
groups.  

 
 
1b. What would make you more likely to consider usi ng more than one channel for shopping 
in the future? (one or more options were selected f rom a choice of six): 
 
 

Factor % of respondents 
(one or more options selected) 

Faster Internet Connections 51% 
More promotion of channels by retailers 44% 
Increased online security 37% 
Better access to a PC 16% 
No plans to use more than one channel 11% 
Other 5% 

 
Table 2: Factors that would encourage multi-channel shopping 
 

A key factor mentioned by several respondents under ‘other’ was an improvement in delivery 
service and options.  
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Points of interest:  
 

·  Two or three years ago one would have expected ‘increased online security’ to top the list, 
however moves to reassure online shoppers by organisations such as the IMRG, and 
online fraud solutions becoming more effective appear to be having an effect.  

·  ‘Faster internet connections’ may reflect the fact that although Broadband users have 
doubled since 2004 to 9 million, approximately half of internet users have yet to sign up.  

·  There is an increasing expectancy of consumers to see more than one channel offered by 
retailers, but also a suggestion here that promotion and awareness could, and should be 
increased (see Section 3). 
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Section Two – Influence of shopping channels on mos t recent 
purchase  

 
 
 
Respondents were asked what their last purchase was , on the high street, catalogue and 
online channel, and whether this purchase was influ enced by any other channels.  
 
 
2a. By sector 
 
 

Sector High Street 
(% influenced) 

Catalogue 
(% influenced) 

Online 
(% influenced) 

% across all 
channels 

Books/Music/DVD 23 88 29 32 
Clothing & Footwear 16 51 52 34 
DIY & Garden 32 50 57 39 
Electricals 50 50 38 44 
Furniture & Homewares 27 52 47 45 
Health & Beauty 0 25 50 28 
Other 0 43 23 26 
% across all sectors 22 52 38 
 
Table 3: Influence of ‘other channels’ on most recent purchase on the high street, catalogue and 
online 
 
Points of interest: 
 

·  Just over 1 in 5 recent purchases made on the high street were influenced by a catalogue 
or website.  

·  Of every two recent purchases of an electrical item on the high street, one was influenced 
by another channel, perhaps not surprising when one considers the high level of ‘price 
checking’ that takes place for electrical and higher priced items.  

·  Over half of DIY and clothing purchases made online were influenced by another channel. 
This could be an indication of the need to touch and feel/test out before buying certain 
products. 

·  In general, catalogue purchases were more influenced by other channels (52%) than high 
street (22%) and online purchases (38%), suggesting that catalogue customers are less 
confidant about using this channel on its own. 

 
2b. By sex 
 
 

Sex High Street 
(% influenced) 

Catalogue 
(% influenced) 

Online 
(% influenced) 

% across all 
channels 

Male  20 53 30 31 
Female 23 52 43 57 
Both sexes 22 52 38 
 
Table 4: Influence of ‘other channels’ by sex 
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Points of interest: 
 

·  For high street and catalogue purchases men and women appear to be influenced by other 
channels to the same degree; however women appear to be more influenced than men 
where online purchases are concerned.  

 
 
2c. By age 
 
 

Age High Street 
(% influenced) 

Catalogue 
(% influenced) 

Online 
(% influenced) 

% across all 
channels 

15-24 12 52 41 32 
25-34 27 61 36 38 
35-44 20 47 34 33 
45-54 35 47 61 47 
55 + 22 40 28 28 

All ages 22 52 38 
 
Table 5: Influence of ‘other channels’ by age 
 
 
Points of interest:  
 

·  More 45-54 yr olds were influenced by other channels when making their last purchase 
than any other age group, which concurs with the earlier finding (1a) that this is the 2nd 
highest group (80%) of ‘multi-channel shoppers’. The % influenced when making an online 
purchase is particularly high (61%), suggesting that this age group needs additional 
reassurance/support from the high street and/or catalogues when shopping online.   
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Section Three – Awareness and expectation of channe ls offered  

 
�
Respondents were asked to state their preferred ret ailer within each retail sector (as 
indicated in Table 6 below).  
 
Respondents were then asked to list the channels (high street, catalogue, online) that they were 
aware this preferred retailer offered.  The actual channels offered by these retailers were then 
compared with the respondents’ own awareness of what channels are offered.  
 
High street  - The awareness of whether a high street channel is offered by a respondent's 
preferred retailer was, unsurprisingly almost 100% accurate.  
Catalogue  - Comparing catalogue awareness to reality we felt was too open to subjective 
interpretation, for example, potential confusion between catalogue and in-store brochure/direct 
mailings, and seasonal nature of some catalogues, to make the results meaningful.  
Online site  - Awareness of whether an online transactional channel is offered by a respondent's 
preferred retailer varies considerably by sector and flags up some interesting retailer-specific 
findings, see below.  
 
3a. By Sector  
The results in the following table and chart show the % of respondents who are aware of the 
existence of a transactional online channel by their preferred retailer.  
 
Sector (and preferred retailers that offer a transactional site) % of respondents aware of 

online channel offered by their 
preferred retailer 

Electricals  (Argos, Comet, Currys, Dixons, John Lewis) 77% 
Clothing & F/wear  (Debenhams, M&S, Next, River Island, 
Topshop) 85% 
Books/Music/DVDs  (Amazon, HMV, Play.com, Waterstones, 
WH Smith) 71% 
DIY & Garden  (B&Q, Focus, Homebase) 60% 
Furniture & Homewares  (Argos, John Lewis, Next) 88% 
Health & Beauty  (Boots, Tesco) 65% 
 
Table 6: Awareness of online channel offered by preferred retailer, by sector 
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Chart 1: Awareness of online channel by sector 
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Points of interest: 
 

·  Bearing in mind, these retailers are the preferred retailer by sector for the respondents, the % 
of people who are not aware of the existence of a transactional website is surprisingly high 
overall, for example 40% in the case of the DIY sector. 

·  In general, clothing and furniture/homeware retailers appear to be communicating the option 
to shop online more clearly than in other sectors. 

 
3b. Results for individual retailers - 
 

·  The highest scoring retailer in the electrical sector is Argos  with 80% of respondents being 
aware of an online channel. John Lewis  is the lowest with only 60% awareness of the 
online channel.  

·  Awareness within the clothing sector is generally quite high with M&S being the lowest at 
72%. 

·  Where the books/CDs/DVDs sector was concerned, unsurprisingly Amazon  and Play.com  
shoppers had 100% awareness of the online channel. However of those respondents 
whose preferred retailer was Waterstones , only 22% were aware that an online channel 
was offered, skewing the overall results. 

·  Only 63% of respondents that cited B&Q as their preferred DIY retailer were aware of an 
online transactional site.  

·  Ikea, who do not currently offer a transactional site, had 33% of respondents stating that 
they did. Habitat  showed a similar trend with 25% stating that they offer a transactional 
site.  

 
Points of interest:  
 

·  An expectation of an online transactional offer is implied by the high number of respondents 
who assumed that both Ikea and Habitat offer this as an option.  

·  It is perhaps relevant that Waterstones, who have an online offer associated with another 
brand, Amazon, have very low awareness by its customers of their online channel.  

·  B&Q have a website address that is different to the brand name (DIY.com), and this may 
have some impact on awareness and association (63% awareness). 

·  Overall, it is clear that some of the major retailers are not communicating the existence of 
their transactional online channel as well as they could be.  

 
 
3c. Respondents were asked which channels they woul d be likely to use for purchase or 
research if their preferred retailer made them avai lable in the future.  
 
The most significant results were the % of respondents who said that they would use a catalogue 
should it be made available, particularly in the sectors shown below (there was a similar trend 
across other sectors, but the numbers were too small to be statistically significant): 
 
 

Sector  % of respondents who stated 
they would use a catalogue if it 
were available by their 
preferred retailer 

Electricals   69% 
Books/Music/DVDs  45% 
DIY & Garden   55% 
 

Table 7 (and Chart 2 below): Respondents who would use a catalogue channel if it were made 
available  
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Respondents who would use a catalogue if it were av ailable
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Points of interest: 
 
 

·  These results suggest that there is still a demand for a catalogue channel, particularly in 
the above sectors. This may be related to the fact that there is likely to be more research 
involved in higher value items, and books and music involve ‘browsing’ by their nature – the 
catalogue channel is well suited to both these activities.   

·  This trend is backed up by the experience of retailers such a John Lewis who have recently 
stated that one of the biggest drivers to online sales is their catalogue.  
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Section 4 – Channels actually used for purchase 
and /or research by sector 

 
 
Respondents were asked with reference to their pref erred retailers by sector (as indicated in 
Section 3), which channels had they actually used to purchase and/or research items.  
 
4a. Channels used across all sectors. 
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Chart 3 (and Table 8 below): Channels used for purchase and/or research, by sector. 
 

Sector Number of respondents 
 High Street Online Catalogue 
Electricals 140 122 63 
Clothing & Footwear 174 74 40 
Books/Music/DVDs 105 108 8 
DIY & Garden 134 95 56 
Furniture & Homewares 112 35 37 
Health & Beauty 160 32 18 

 
Points of interest:  
 

·  The Health & Beauty sector is still dominated by high street shopping compared to other 
channels 

·  The only sector where respondents shop more online than on the high street is 
Books/CDs/DVDs; this may be due to the price-competitive nature of the products and the 
ability to fit through a letterbox which reduces delivery issues.  

·  The electricals and DIY sectors show considerable use of catalogues as a channel 
compared to other sectors. 

·  Following on from the findings in Section 3, which highlight a lack of awareness of some 
channels offered by key retailers, one can assume that the above results would be likely to 
change with 100% awareness of the online channel. 
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4b. Breakdown of how many channels used by responde nts with their 
preferred retailer  
 
Table 9:  Whether respondents are single or ‘multi-channel’ shoppers (two or more channels) by 
sector, based on actual purchase and research with their preferred retailer 
 
Sector No of respondents who had used one 

channel with their preferred retailer  
Respondents who 
had used two or 
more channels 

 Catalogue  HS Online Overall  
Electricals 3 49 19 71 103 
Clothing & Footwear 2 105 5 112 73 
Books/Music/DVDs 2 74 76 152 32 
DIY & Garden 2 91 1 94 42 
Furniture & Homewares 3 63 3 69 49 
Health & Beauty 3 125 1 129 36 
Total    65% 35% 
 
HS = High Street 
 
 
Points of interest: 

 
·  A sizable number of 'single' channel shoppers use the online channel exclusively within a 

particular sector for example Books/Music/DVDs. 
·  When respondents were asked whether they consider themselves to be ‘multi-channel’ 

shoppers in Section 1, 80% responded ‘yes’, and yet only 35% appear to shop via two or 
more channels when they respond specifically by sector, above. This could be due to the 
fact that in this section respondents were asked to give information about one specific 
retailer per sector, and habits may vary across both sectors and individual retailers.  
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Section Five – Habits of multi-channel shoppers 
 

 
 
5a. Survey respondents were asked to state how freq uently  they shop on the High street, 
Online and through a Catalogue. 
 
 High Street             Online      Catalogue  
 

 

Daily
9%

Weekly
54%

Monthly
28%

Quarterly+
7%

Never
2%

 
Weekly

45%

Monthly
16%

Quarterly+
10%

Never
6% Daily

23%

   

Weekly
6%

Monthly
34%

Quarterly+
36%

Never
23%

Daily
1%

 
 
 
Points of interest: 
 

·  More than twice as many people shop online (23%) on a daily basis than on the high 
street (9%). 

·  Catalogue purchases are far less frequent overall than high street or online purchases 
 

 
 
5b. Survey respondents were asked to state to what extent they agree with the following 
statements: 
  
‘Since becoming a multi-channel shopper….. 
 
 
….I have made more impulse purchases’       ……I shop more frequently’   
       

 
                           
 

Agree
38%

Disagree
31%

Strongly 
Disagree

9%

Strongly 
Agree
22%

Strongly 
Agree
18%

Agree
49%

Disagree
29%

Strongly 
Disagree

4%
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…..I research my purchases more’                               …..I spend more money’ 
 

 
 
Points of interest:  
 

·  The majority of respondents agree or strongly agree that they make more impulse 
purchases (60%), shop more frequently (67%), and research purchases more (86%), 
since becoming a multi-channel shopper  

·  A slightly lower majority of respondents (55%) agree or strongly agree that they spend 
more money since becoming a multi-channel shopper. The fact that this % is 
comparatively low suggests that respondents, despite shopping more frequently and 
making more impulse purchase, are paying less for their purchases and/or finding more 
bargains through more research! 
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Section Six – Respondents’ Comments from the Survey  

 
 
The following are some examples of additional comme nts given in the survey, grouped by 
subject for ease: 
 
Price Comparison/cost-saving  
 
“I check for the best deal on the web first” 
 
“I saw the item online but did not want to pay delivery charge” 
 
“I can save time by checking the prices through other channels first” 
 
“I will look on the Internet for possible places to buy and compare prices” 
 
“Sometimes I have negotiated lower prices with retailers on the high street by saying I can get 
exactly they same product for cheaper on the Internet” 
 
“I tend to check Internet prices and guarantees before I look around on the high street” 
 
Convenience  
 
“I look for items whilst out shopping, but I prefer the convenience of catalogue and online shopping” 
 
“I carried out the order online as it’s easier and more convenient than phone” 
 
“Shopping on the Internet is often better as you get less hassle than you do shopping on the high 
street” 
 
“I went online and ordered the items. It was less hassle, more efficient, and I didn’t have to move 
from my desk” 
 
Choice  
 
“I cannot get the size that I require from the high street” 
 
“I saw an item in-store but they didn’t have my size so I ordered from the catalogue” 
 
“When purchasing some footwear all the stores on the high street had run out of stock, the mail 
order catalogue was the only place I could find the item available” 
 
“If stores do not have the item I require, or size/colour, then I purchase them through the catalogue” 
 
“I could not find what I wanted on the high street, so I looked online” 
 
“There is a lack of choice within retail where you cannot buy full ranges, so I purchased from the 
catalogue which offered all sizes and colours” 
 
 
 
 
 
 
 



  

Zendor Multi-channel Shopping Survey January 2006 
 

- 16 - 

 
Research  
 
“I use the Internet for ‘technical’ information gathering, finding suppliers and details of pricing” 
 
“I will often research online and then go in and purchase in-store, if the store is not within easy 
reach I’ll go ahead and order online” 
 
“The website allows me to look at what products the retailer sells, but then I refer to the catalogue 
as the photographs allow you to see the products in more detail” 
 
“I use the Internet to view product reviews and customer forums to see which products have a 
recommendation” 
 
Reputation/trust  
 
“I trusted the website because I had heard of the retailer’s name on the high street” 
 
“I do prefer to shop online with reputable well-known companies rather than ones I have never 
heard of as you know your credit cards/money are safe!” 
 
“I only shop through websites that are from established retailers or those that have been 
recommended to me” 
 
Promotions/offers  
 
“Sometimes websites will offer money-off vouchers for you to use in-store, whether on certain 
products or just on total spend. I have occasionally used these on the high street” 
 
“I bought several products online instead of in-store because the retailer was running an online 
offer” 
 
“Looking through the ‘sale’ sections of websites would prompt me to visit the high street to see what 
bargains are available!” 
 
“The marketing that retailers undertake remind you of the other channels that they offer” 
 
General/miscellaneous  
 
“I browsed through catalogues first and selected what I wanted. I then went to the high street to 
check it out in person and get advice from the salesman in-store. I finally purchased the product 
online because it was cheaper” 
 
“The catalogue was easier to read than the website, and reinforced the ‘bricks and mortar’ feel of 
the retailer” 
 
“I dislike being spammed by companies. If they pester me, then I shop elsewhere” 
 
“The touch and feel aspect of the online shopping experience is missing. This can be replaced by 
visiting a shop and viewing/touching and then ordering online” 
 
“Online tends to be my main channel for making purchases. Catalogues and the high street suggest 
ideas for purchases that I can explore further on the web” 
 
“Shopping online offers me another opportunity to purchase. I saw an item on the high street but did 
not purchase it, later on that evening I changed my mind and went back onto the retailer’s website 
and purchased the product.”  


