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ABSTRACT

The aim of the study was to critically analyse the impact of online shopping opportunity on 

sales revenue of Tesco PLC. The major objective of the study was to find the relationship 

between online shopping opportunity and sales revenue. Online retail companies have 

actively participated in the social media activities in order to provide convenience and 

affordability to the customers. Due to the rapid growth of online shopping customers 

behaviours is also changing towards shopping trends, it has now become the part of their 

everyday life. Online shopping business has doubled the sales revenue and it will increase 

more in future. Shopping centres are very much affected by it if these trends continue. Big 

online shopping stores like amazon, eBay etc. have a very positive impact on their sales 

revenues. This research uses a quantitative research design as the aim of the research is to 

understand the influence of online shopping opportunity and increase in the sales revenue 

along with primary method of data collection. The participants of the study were 100 

individuals out of which 20 were employees of Tesco whereas 80 were customers. The data 

analysis technique in this study was correlation and regression to determine the impact of 

online shopping opportunity on sales revenue. The findings of the study have indicated strong

and positive relationship between online shopping opportunities and sales revenue. Online 

presence of companies such as Tesco in this case, communicates with the customers to make 

purchase decisions. Tesco has used different online platforms to generate sales. The fact that 

sales is the result of purchase decisions made by the customers; firms target the customers 

directly and through various chains in order to offer them better products and services. Tesco 

should maintaining consumer trust and engage with customers to increase sales. 
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CHAPTER ONE: INTRODUCTION

1.1. Introduction

The current research is intended towards presenting critical analysis on the influence

of online shopping opportunity on the sales revenue. The case study which has been selected

for the study is Tesco which is a largest retail company in the UK. In this chapter, the readers

will be able to grasp concept and significance of online shopping opportunity and how it is

affecting  the  sales  revenue  for  an  organisation.  The  chapter  incorporates  contextual

background and a brief discussion on the research problem which will help the readers to

understand the problems associated with the online shopping opportunity. Furthermore, the

discussion on the aim and objectives, research questions and rationale for the research has

also been incorporated in this research. 
According to Wang, Minor, and Wei (2011), there has been the rapid dissemination of

the communication technologies and information with the massive adoption of the internet by

the companies that have boosted the ecommerce activities of the retail companies. However,

the growing significance of the online activities and ecommerce has primarily resulted in the

unprecedented changes with respect to structure and operations of the company in different

industries(Koo and Ju, 2010). Furthermore, the transformation with respect to the internet has

already transformed the way in which the companies do their operations in order to meet the

business and customer needs. 
Presently, the business activities with respect to the online activities have generated a

major  reorganisation  of  the  products  which  are  manufactured  and  marketed  by  different

industries.  The  study  of  Wan,  Nakayama  and  Sutcliffe  (2012)  has  highlighted  that  the

expected benefits of the ecommerce are multifarious because it helps the organisations in a

number of ways which is associated with an increase of revenues, increase in the number of

customers and profitability boosting of the company. In addition to the above statement, the
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online  markets  enable  the  constant  modification  of  the  products  and  services  which  are

beneficial for the customers and meet their expectations within the industry.
In light of the study conducted by Thongpapanl and Ashraf (2011), it has been argued

that the rapid development of the internet has also shaped the shopping opportunities of the

consumers  because  it  has  shaped  the  consumption  patterns  with  the  diverse  product

availability on the online platforms. In addition to the above statement, the expansion of the

population  all  over  the  world  has  made  the  companies  in  shaping  their  buying

patterns(Goldmanis  et  al.,  2010).  This  has  also  led  towards  an  increase  in  competition

between the retailers and traders present in the industry that eventually influence the sales

revenue of the company. Considering the discussion above, the present research is aimed

towards critically analysing the impact of online shopping opportunity and the sales revenue. 

1.2. Contextual Background

The online shopping industry has been evidently enhancing in the retail industry as

most of the companies have shifted their patterns towards online channels in order to create

convenience for the customers. Presently, the online shopping is an ultimate requirement of

the customers because of their busy schedules, it has become difficult for them to visit the

stores physically  and purchase the products(Floyd et  al.,  2014).  However, through online

shopping, the customers are able to manage their shopping activities through social media

channels which include Instagram, Twitter, and Facebook.
 According to the study conducted by Posey et al., (2010), the online retail companies

have actively participated in the social media activities in order to provide convenience and

affordability  to  the customers.  However, such activities eventually  help the companies in

enhancing  their  profitability  in  an  effective  manner  so  that  they  are  able  to  compete

effectively within the industry. 
According to the report of Reuters (2018), the retail industry of the UK is vital for its

economy because it has generated 358 billion euros worth of retail sales. However, it is also
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considered as the largest employment provider to the people living in the UK as there are

more than 290,315 retail stores in the UK which also provides the customers with the online

services  for  the  ease  and  convenience  of  the  customers.  In  light  of  the  report  by

Euromonitor(2018), it has been highlighted that the grocery retail sector of the UK is also

continuously increasing because of the fact that the companies are shifting their operations

from the physical purchases to the online services which customers consider as favourable

because of the convenience and ease of purchases facilitated to them. 
The  advent  of  the  internet  technology  and  social  media  channels  are  made  the

shopping convenient  for  the  customers  because  of  the  wide  range  of  benefits  which  are

facilitated to the customers in the wake of online shopping offered by the retail companies

that  are  focused towards  increasing the profitability  and sales  revenue of the companies.

Moreover, the study conducted by Piercy (2010) has highlighted that the online shopping is

regarded as an activity  which is  associated with the buying of the products and services

through  the  online  platforms  and  the  social  media  channels.  In  addition  to  the  above

statement, the growing significance of the internet related technologies has been adopted by

the  retail  companies  for  the  purpose  of  enhancing  the  profitability  and  sales  of  the

company(Doherty  and Ellis-Chadwick,  2010).  The element  of  convenience  and ease  that

makes the shopping experience of the customers memorable is the core factors which can

influence the profitability and sales revenue of the company. 
The study conducted by  Kumar and Maan (2014),  has highlighted that the online

shopping has emerged from the approach of bringing revolutionary change in the industry in

terms of distribution and marketing channels that are existing in the contemporary business

environment. However, the online shopping facilities and opportunities mainly provide the

consumers with a wide variety of options in terms of products and services within a short

period  of  time along with  the  convenience  that  eventually  leads  to  the  increase  of  sales

revenue of the company. 
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In this context, the adoption of the online shopping as the business strategy mainly

provides  the  opportunity  for  the  company  to  positively  influence  the  behaviour  of  the

consumers  towards  the  company  with  respect  to  purchases  of  the  products  and services

through the online channels and the social media platforms which are used by the company

(Edwards, McKinnon, and Cullinane, 2010). Moreover, it is necessary for the company to

effectively utilise the social media channels as it is required to consider that the company

should use the social media platforms which are widely used by the companies and other

customers so that they are able to know about the product offering made by the companies.

The effective use of the social media platforms will help the companies in enhancing their

sales revenue and increase the number of customers that will also be beneficial for the image

of the company. 
According to the study conducted by Abdul-Muhmin (2010), it has been highlighted

that the previous online experience of the customers is highly significant for the retailers and

of  the  major  concern  for  them.  In  addition,  the  previous  experience  matters  when  they

purchase the products and services online and have a significant influence on the purchase

decisions. However, the study conducted by Doherty and Ellis-Chadwick (2010) has revealed

that the online retailers can get the significant advantage of the pricing policies which they

can pass to the customers directly and mainly offers the lower prices to the customers in

comparison to the offline market. The shipping charges are also the part of online shopping

which can sometimes disgruntle customers because they are already paying heavy prices for

the products and services which are purchased online. Keeping in view this discussion related

to the factors which influence the online shopping opportunity of the customers, the present

study  is  intended  towards  critically  analysing  the  online  shopping  opportunity  and  sales

revenue within the case study of Tesco PLC in the UK. 
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1.3. Research Problem

It  has  been  apparent  that  presently  a  number  of  companies  have  shifted  their

operations from the traditional mode of sales to online operations for which they have utilised

social media platforms. However, this has resulted in the increase of competitive landscape at

the retail industry of the UK as the number of competitors is increasing in the industry. This

has  often  been  overlooked  by  the  advertisers  and  marketers  of  the  company  which  is

necessary to be tackled because if this situation remains underserved then the companies will

begin to lose their market share which will be captured by their competitors(Hung, Chen, and

Huang, 2014). In addition to the above statement, the major problem is associated with the

fact that the buying pattern of the consumers is constantly changing which can affect the

long-term strategy of the company. It is apparent that the trends with respect to the retail

industry have constantly been changing because of which the companies have to continue to

update their products and services which should be in accordance with the expectations and

preferences of the customers so that they can be loyal with the company for an extended

period of time. 
According to the report of Euromonitor (2018), it has been highlighted that Tesco has

remained the strong contender in the grocery retailers which has been accounted for 21%

share of value in the year 2016. The company has strongly been benefitted by the online

presence along with the leading convenience stores and hypermarkets having around 24%

shares in the grocery retail market. In addition, the company has lost is percentage point due

to strong competition in the retail industry of the UK due to which the company closed a

number of underperforming stores for the purpose of maximising the profitability and sales

revenue of the company. In addition to the above statement, the company, therefore, has to

effectively utilise their social media marketing channels for the purpose of getting benefitted

by the online presence and increase the revenue of the company.  



Online Shopping Opportunity 10

1.4. Aim and Objectives

The main aim of the research is to critically analyse the impact of online shopping

opportunity on sales revenue of Tesco PLC. On the basis of this aim, the following research

objectives will be achieved by the researcher:

 To study the phenomenon of online shopping opportunity
 To analyse the factors of online shopping facility affecting on sales revenue
 To examine the impact of online shopping opportunity on sales revenue, principally in

the context of Tesco PLC
 To provide recommendations to the firm that how it can increase its sales revenue by

introducing online shopping facility in the business

1.5. Research Questions

Through this  research study, the researcher is  going to address following research

questions:

 What is the phenomenon of online shopping opportunity?
 What are the factors of online shopping facility that can affect sales revenue of the

firm?
 Does online shopping opportunity have an impact on sales revenue, principally in the

context of Tesco PLC?
 What are the recommendations through which firm can increase its sales revenue by

means of introducing online shopping facility in the business?

1.6. Rationale of the Study

The  present  study  is  focused  towards  critically  analysing  the  online  shopping

opportunity and the sales revenue from the perspective of Tesco. It has been apparent that the

previous studies which have been carried out by the researcher do not take into account the

variable of online shopping opportunity and viewing it from the relation of sales revenue of

the company. The previous studies have determined the online shopping behaviours with
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respect to social media marketing and other related variables which depicts that there is an

evident gap in the present and previous researches. Moreover, there has also been a subtle gap

in the present and previous studies with respect to the literature review of the study.
 In  addition  to  the  above  statement,  there  have  been  constant  technological

advancements in the retail industry such as the emergence of the internet which has shaped

the practices of the retail companies. However, some of the retail companies are unaware of

such practices which can benefit the company operations in the long-run and also facilitates

the customers in a positive direction. Considering these factors, the present study will identify

the gaps in the literature and fill  those gaps by highlighting new concepts  and strategies

which are related to the online shopping opportunity and sales revenues with respect to the

retail companies. In this context, the Tesco PLC has been studied for measuring the influence

of online shopping opportunity on sales revenue and further provides sufficient understanding

to the company about the enhancement of online shopping opportunity in order to enhance

the sales revenue. 

1.7. Significance of Study

The  present  study  is  focused  towards  analysing  the  impact  of  online  shopping

opportunity with respect to enhancement of the sales revenue for Tesco PLC in the UK. This

study will be highly significant for the company itself as it can get benefitted by the strategies

which  are  proposed in  this  study for  the  purpose  of  enhancing the  revenue  stream with

respect  to  online  shopping  opportunity. Moreover, the  recommendations  provided  in  this

study  will  assist  the  marketers  and  advertisers  of  the  company  in  designing  effective

strategies for improving the online shopping experience of the customer that will lead to the

increase in the revenue stream of the company. In addition to the above statement, the study

can also be significant for other retail companies who can transform their strategies for the

purpose of enhancing the experience of the customers. Finally, the study can be significant
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for the future researchers who wish to pursue the research in the same field of the study. The

future implications which will be provided in this study will help the researchers in enhancing

their study in an effective manner. 

1.8. Structure of Study

The study is comprised of five chapters which are explained as, 
Chapter 1: Introduction- The first chapter of the study mainly introduces the topic to

the  readers  as  it  includes  aim  and  objectives,  research  questions  and  discussion  on  the

rationale of the study. 
Chapter 2: Literature Review: The second chapter deals with the literature review

which highlights different theories and concepts related to the topic of the research. 
Chapter  3:  Methodology:  The  third  chapter  is  related  to  the  methodology  of  the

research which is focused towards setting the direction of the research. 
Chapter  4:  Data  Analysis:  The  fourth  chapter  deals  with  the  presentation  of  data

analysis against the data which has been carried out in the research. 
Chapter 5: Conclusion and Recommendations: The last chapter of the study mainly

deals with the presentation of conclusion and recommendations that have been derived from

the data presented in the previous chapters. 
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CHAPTER TWO: LITERATURE REVIEW

2.1. Introduction

In this era, e-commerce has been rapidly adopted by the public in the developed and

underdeveloped country both to the broadcasting of new technologies; it has started to be

used as a distribution channel.  Further, it leads to extraordinary framework changes in many

businesses, such modifications result in the restructuring in the process of product making,

marketing strategies etc.  Online shopping opportunity shows high growth level in the current

economic downturn, yet more rapid development is expected in the coming years (Duch-

Brown, et al. 2017). The shopping which is done online is now considered to be a significant

activity for internet users and the main focus of the customers is on the process used in the

buying of product. Online shopping opportunity provides many factors to get more attracted

towards it rather than going physically to the market. Online shopping considered being good

when it shows the very convenient way to purchase products and also satisfy the customers

by their fast track service (Keisidou, et al., 2011). 
This study focused on the impact of online shopping opportunity on sale revenues

regarding phenomena of online shopping opportunity and effect of it on sales revenue in the

context of Tesco PCL and also recommendations related to it.  The online shopping in e-

commerce offers customers to buy different category of products with in a very short time

period which leads to the increase in sales revenue of any business. Implementation of online

shopping strategy has impacted positively to many businesses and benefits the customers as

the as the various companies. This study also explains the information about the significant

factors that motivate customers to shop online. 
Globally online shopping has become 3rd   most common and famous internet activity.

The sales revenues are increasing continuously since the previous years due to the availability

of online shopping and many countries all around the world (IMAP retail report). The value

of online shopping is linked with the operational features of the shopping context. Online
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shopping is more convenient for the customers due to the fact that it gives easy access to the

overall information and price of the product and services so that a customer can select and

compare the product with other online shops through market research without any difficulty.

Competition has also increased among all the online shopping stores as companies apply new

strategies to enhance their business because it improves their performance, productivity and

specifically sales revenues (Thananuraksakul, 2018). 

2.2. Concept of Online Shopping Facility

The internet marketing and promotion strategies are not similar to the other networks

because internet used to market products by one to one connection between the customer and

seller in the service of 24 hours. Nowadays promotions of products by this network are the

quickest developing sector of e-commerce. Traditional shopping style and online shopping

have a lot of difference specifically according to their factors and strategies they apply. Most

importantly,  such  dissimilarities  also  include  the  way  of  interaction  and  communication

between customer and seller (Ahmed, et al., 2017). Interaction and communication are done

by the customer service of the company, FAQs and emails,  so that seller  can satisfy the

customers regarding payment method, shipment process, date of product arrival, policies if

needed and other concerns (Pervaiz Ali, 2010).
Shopping regarding any product is now commonly categorized as store format and

non-store format. The format of the store is adopted rapidly more in comparison to the non-

format store so that customers can save their time more. In physical shopping, the customeris

unable to do a market search tobuying the best version of their product quality wise as there

are many brands selling the similar products. Online shops have also the option of online

money transaction with is even more convenient for the customers (Díaz, et.al, 2017). 
               Due to the rapid growth of online shopping customers behaviors is also changing

towards shopping trends, it has now become the part of their everyday life (Sarkar, 2011).

Online shopping opportunity is not limited to small or trendy products; it is also becoming
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popular for big items because products are easily delivered to the homes of customers without

any damage.  Customers still shop from the physical shops but there are mostly found in the

online shopping; it gives an option of save their timings and prevents them from travelling

because  shopping decisions  can  be  made  while  sitting  at  home or  anywhere  by  internet

service. Online shopping facility is not only provided in western and developed countries, it

is also offered in Asian and underdeveloped countries with the average framework and low

internet dissemination rates and it is also improving fast with time. However, jointly the term

buying, shopping and online is searched the most on any source of the data base (Chawla, et

al., 2015). The behavior of customers regarding using online service of shopping is due to

the  high  comfort  level  in  its  usage,  entertainment,  detailed  product  information,

availability  of past  reviews about  the shop, and trust  factor. Some customers  are  also

attracted  towards  online  shopping  due  to  the  smooth  operational  procedure  of  e-

commerce.  According to  Commerce  net  media  studies  and researches  majority  of  the

customers used online shops to window shop and to compare different prices of same

products and average percent of people decides to buy the product, while rest very less

percent of people purchase online on regular basis due to trust factor (Kim et al, 2017).
                Online shopping mainly is all about the trust of customers on the seller

regarding quality and cost of the product, if a customer gets the low quality product and

bad experience of online service that online shopping gets fail because developing trust

among customer of  any particular  company is  necessary. Various  tools,  strategies  and

activities are implemented to explain and divide that online shopping stores can adopt to

get the trust of customers (Hajli et al., 2014). Some people are specifically relying on online

shops buy books or other products to purchase at affordable or cheap prices as compared to

the high prices of physical shops.
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2.3. Importance of Increasing Sale Revenues for Retail Firms

The growth and development of any company areanalyzed by the amount of money or

their profit rate.   Retail firms utilized their profits to invest again in their business, increase

the level of financing or pay bonuses to their associated shareholders. Business growth is

commonly  dependent  on  the  rate  of  high  sales  revenues  and  that  is  linked  to  income,

employment and maintenance of any retail firm. The concept of dividends that is given to the

shareholders of retail  firms mainly contribute to  pensions,  savings and personal incomes.

High  sales  revenues  impact  majorly  the  business  investment  and  economic  development

(Chen et al., 2015 And Dahlby, 2012). 
Increase  in  sales  revenue  is  the  results  of  the  implementation  of  many  advanced

technologies implementation and innovation in the marketing of online shops. Any specific

retail firm focus on the requirements of customers, offered price, expenditure of capital, good

performance of supply chain, and availability of products in this way sales revenues increases

(Watson, et, al, 2013).  The high sales revenues help the retail firms to spend more money on

the quality of products and call for wide research on spending patterns per person. It also

gives the opportunity to afford high budget application of high budget marketing strategies to

grow rapidly in the competitive market (Du, et.al, 2015). 

2.4. Prevalence of Online Shopping in the UK

According to the report of Gov.UK (2018), it has been highlighted that the consumers

are increasingly shopping online as compared to the traditional shops, which makes it easy

for the consumers and the non-EU sellers for accessing the markets of the UK. It has been

estimated  that  the  amount  of  the  VAT revenue for  the  non-EU online  internet  sales  was

estimated at 1.5 billion in the year 2016. In addition, the online shopping is considered as the

significant part of the economy of the UK. Moreover, the growth of this industry has created

opportunities for the businesses in the UK which has created challenges for the players in the

retail  industry of  the UK. Furthermore,  the key challenge has been imposed through the



Online Shopping Opportunity 17

increase  of  online  market  places  by  the  consumers  of  the  UK.  In  addition,  the  online

marketplaces have hosted the variety of suppliers that create a global marketplace for the

orders being fulfilled in the world. The previous experience of the customers for the online

shopping mainly focused towards the attitudes and motivations for the online shoppers when

buying from the online retailers. According to the report of Statista (2018), there has been a

constant  increase  in  the  projected  number  of  the  digital  shoppers  in  the  UK  which  is

estimated at 42.9% in the year 2016 that further increased to 43.5% in the year 2017. 

2.5. Sales Revenue and Significance to Organisation

Forecasting sales revenue is very important for a company to take actions for the next

period  of  competition  (Penpece  and  Elma,  2014).  For  any  profitable  organization,  sales

revenue is very critical. No matter how good other activities of the business are, in the end,

the thing that matters the most is the revenue generated. The sales department plays a key role

in the success and growth of the business. The role of sales is to identify the needs of the

customers and offer them the products and services that can satisfy their needs. According to

IMF (2001), an increase in the net worth of an organization or an individual that is a result of

any transaction is known as Revenue.
The most basic significance of revenue is that a company cannot stay feasible for a long

run without sales revenues. In order to meet up the fixed and variable expenses incurred in

the business, it  is necessary to collect sales revenues. If the equation is put forward in a

simplified manner low revenue leads to liquidation and closing of business.
Sales  play a  key role  in  building a loyal  relationship between the business  and the

customer. Sales revenue can also impact the rate of return and the market value dealings in

the industry (House and Benefield, 1995). Since the arrival of e-commerce, online sales have

resulted in an increasing amount of sales revenues (Van der Meer, Dutta and Datta, 2012) and

Growth of  the  business  have  a  direct  relationship  with a  sustainable  future  value  of  the

business (Viguerie et al., 2011).



Online Shopping Opportunity 18

Investors  examine  revenues  more  thoroughly  than  the  profits  when  evaluating  the

growth of the business as they are interested in seeing whether the business is generating

more sales revenue over time or not. Flat sales suggest that the company is declining and may

restrict future investments.
Sales people deal with individuals who are already aware of the company and the

products it sells through advertising and marketing campaigns. It is their job to close the deal

by selling the product or service to the individuals through further information about the

product and which will help in gaining customers for future. In short sales revenue leads to

business growth which builds a positive brand image in the minds of the customers. People

prefer brands that have high market share along with the quality and price factors and market

share is attained by generating sales revenue.

2.6. Online Process for Consumer Decision Making

Increase in the usage of internet has turned e-commerce into an important platform for

communication, sharing information and a forum where customers and businesses network

with  each  other  for  buying  and  selling  purpose  (Karimi,  2013).  A growing  number  of

consumers are involved in e-commerce transactions. According toZickuhr and Smith (2012)

71% individuals in the United States and 43% consumers of the United Kingdom bought

something  online.  There  are  various  Cultural,  Social,  Personal,  Economical  and

Psychological factors that influence the buying behaviour of an individual.
Consumer buying decision is basically a careful evaluation by an individual related to

the attributes of a set of brands available and logically selecting the product or service that is

offered for the least cost (Hawkins, 2007). Therefore understanding the consumers’ behaviour

is very important. Businesses can simplify the buying processes and improve the customer

experience  (Zhang et al., 2011). This will lead to increase in the revenues for a business.

Facilitating online decision making processes directly impact the satisfaction level  of the

consumers (Kohli et al.,  2004). Many types of research in the past have talked about the
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issues related to online buying by comparing the traditional purchase patterns with the online

purchase  decisions.  Where  Dennis  et  al.  (2009)  say  that  online  purchasing  patterns  are

different  from online consumer behaviour. They concluded that  the knowledge related to

online consuming behaviours is still narrow.   
Consumers research thoroughly while going for a buying. It can be both internal and

external. When confronted with a product or service selection, consumers perform an internal

search which is based on the existing knowledge about a brand and in some cases for instance

when they are about to make purchases that are a bit expensive they perform an external

search.  This includes gathering information from various sources like internet,  asking for

recommendations  from  friends  and  relatives,  etc.  Hence  every  individual  use  different

strategies while making a buying decision (Payne et al., 1993). Online shopping can change

or at least alter the way people look for information on the internet related to any purchases

they are about to make (Peterson and Merino, 2003).
Different authors have identified different buying processes of consumers. Kottler and

Keller's framework identified the factors that are involved while making a buying decision.

According to them, there are various factors that influence the consumer’s buying patterns.

This includes personal and uncontrollable environmental factors like demographics, culture,

social, economic, legal, political, etc. These are the factors that the individual cannot control,

no  matter  what  they  will  have  a  great  influence  while  making  any  consumer  behaviour

decision.  Other  than  that  there  are  controllable  marketing  factors.  The  buyer  conducts  a

research either internal or external depending on what he or she is about to buy. Different

alternatives are extracted from the research and then the final buying decision is made. 
There are several steps through which customers go when purchasing a product or a

service. Several researchers have identified the process of consumer decision making process

(Duhaime et al., 1996). The most renowned model of consumer decision making process is

the five step buying behaviour model presented by Kotler and Keller (2006). According to

them, consumers pass through five different stages while making a buying decision. 
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Based on the research conducted by Sumi and Kabir (2010) figure 1.1 show the five

different stages that a consumer passes through which are Problem Recognition, Information

search, Evaluation of Alternatives, Purchase Decision and the Post purchase Behaviour. 

             Figure 1.1
Problem  recognition  is  the  first  stage  of  the  buying  process  in  when  the  buyer

identifies the problem or need for any product or service. The need can be a result of either an

external or internal stimuli. The second stage is the information search phase in which the

consumer gathers information either internally or from an external source.  After that,  the

buyer is presented with different alternatives to choose from and the forth step is the part in

which the buyer actually purchases something. The last part or the stage is the feedback stage

in which if the buyer is satisfied by the product or service and the product is as per the

expectation he or she might pursue the same brand again and if the consumer is not satisfied,

the chances of buying the same brand again are very less.
The online decision  making process  is  not  so much different  from the traditional

decision making process. Due to advancements and penetration of internet online purchasing

has been a topic that is researching broadly. The trend of online shopping is increasing a lot.

Consumers’ intentions to buy online have led to purchasing behaviours related to the internet

(Salisbury, Pearson, Pearson, & Miller, 2001). Similar to traditional decision making process,
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online decision making process is subjective to many factors (external and internal).  The

process of buying from an e-commerce website can be differentiated into two major phases.

The first one is the selection of available products or service to narrow down the long list and

also to figure out that which products should be considered and which should not be. 
The  second  step  is  the  comparison  of  different  products  available  on  different

websites. This comparison is based on several factors like price, brand image, available of

varieties, convenience, trust, etc. After the comparison, the consumer decides which product

to  select.  The payment  can  either  be for  delivery or  prepaid through credit  card.  As the

consumer  moves  from a  low involvement  purchase  to  a  high  involvement  purchase  the

decisions start becoming complex as various important factors come into play like price and

trust. Just like the purchase is online, the feedback is also provided online on different forums

like social media or on the website from where the product is purchased. This feedback is

very important as it allows people in future to buy according to the feedback given. In some

cases or products, the items are also returned if not delivered properly or defected.

2.7. Overview of Retail sector of the UK

The retail  industry  of  the  UK plays  a  very  vital  role  in  its  economy. It  involves

spending of consumers either from physical shops or online. In 2007, the retail sector of the

United Kingdom showed growth at a faster pace than its economy. In 2017 consumers spent

around £406 billion in retail buying (Rhodes and Brein, 2018). Some of the big players in the

retail industry are Tesco, Sainsbury’s, Morrisons, Kingfisher, Amazon, Elite, etc.  According

to the report shared by Rhodes and Brien (2018), there were 4.6 million people employed in

the retail sector of Great Britain in 2016 and the retail market is the largest industrial sector in

the UK.
The rise  in the online sector  is  also very steady in the UK since 2007. The total

proportion of internet sales of the total retail store sales in 2007 was around 2.7% which rose
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to more than 17% in 2018. However, the patterns of growth might vary as per the events and

occasions like Christmas, Black Friday, etc.
Tesco is  the  largest  retailer  in  the  United  Kingdom with  more  than  3,000 outlets

countrywide.  It  has  both  physical  and virtual  presence  in  the  market.  Other  competitors

include Amazon which is a US based multi-national organization, Argos which is a catalogue

retailer (consumers select products that they want to buy from printed catalogues in the store

and fill out an order form) operating in the United Kingdom and Ireland and is a part of

Sainsbury’s, Apple, Asda, Marks & Spencer are few other prominent players in the industry. 
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2.8. Factors of Online Shopping Opportunity Affecting Sales Revenue:

Online shopping is becoming common nowadays specially in the U.K where almost

every retail store is also selling its product online. In this fast moving world, people do not

have the time to go out and purchase things instead customers want everything in their palm.

Online shopping saves their time but the trade-off is between saving time and compromise on

the quality.  
In online shopping, the e-commerce industry has to pay attention to their online user

experience, to attract the customers because when buying online customer cannot check the

quality and there is also a problem that whether the item is seen in the picture actually looks

like that or not. So, in order to attract customers, companies have to make their websites look

desirable and to give a trustworthy look. People buy what they see and to make them buy,

companies have to convince them to buy. The user experience of your website can attract

your consumers and increase their sales. The range of your customers visiting your site may

vary from the customers who actually shop from your site. Not all the customers who visit

your  website  will  buy the  products.  In  order  to  attract  more  customers,  online  shopping

industries introduce different and attractive offers and they put on different sale on special

occasions like black Friday, Christmas etc.
Putting an attractive picture and giving at a reasonable price is not enough. Maybe

most of the customers would be attracted by that but many did not settle only to the picture or

price. They are not attracted by the price only (Smith and Rupp, 2003). Many customers

believe that if they are paying enough money, so they want their desired product worth their

money, they do not compromise on the quality. Social media also plays an important part in

increasing  your  sales.  Nowadays  almost  everyone  is  on  social  networking  sites  and  to

advertise or market  your products on social  networks is  the easiest  way to reach a large

number of audiences in less time. Like all these factors mentioned above, there are many
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other factors as well that directly or indirectly affect the sales of online shopping and affect

their revenue.

2.8.1 Price
Price is a very important factor when buying online. Lower prices attract customers

because they are price sensitive (Gupta et. al 2004) and many customers buy online because

of  the  lower  prices  of  the  products  and  price  consciousness  is  seen  in  online  buyers

(Lepkowska-White, 2004). Majority of the customers who usually shop online, they always

look at the attractive prices of the products. Many products sold online have a reasonable

price in order to attract the customer. The advantage of internet is that whenever a customer

thinks of buying something online, the first thing done by the customer is that they check the

price of that desired product and compare the prices of those products with different online

shopping websites (Jiang, 2002) and when they find the right price that they desired, they buy

that  product  from  that  store.  So,  most  of  the  time  the  attractive  offers  and  reasonable

discounts  announced by the e-commerce companies are only to increase their  number of

customers and the number of customers directly affect the sales of the company and when the

sales increases it affects the revenue in a positive way. But not all customers who visit your

website are willing to buy something. People who have high income or elite class will not

buy your product just because of price (Sim and Koi, 2002) sometimes they just come to

check the prices or to check the range of products you are offering, the variety you have etc

etc. Maybe the customer was only on your website to check a certain product and the price

strikes him and it makes his/her mood to buy that.

2.8.2 Convenience
One of the reasons and a significant factor is that people buy online because of the

convenience provided by the online stores (Yang and Lester, 2004). People do not have to

step out of their homes and they can see all the products by just scrolling down or swiping

right or left. In this fast moving world, people are so busy that they do not have enough time



Online Shopping Opportunity 25

to go to the shops and buy the product. Choosing the product and bargaining for the price also

takes most of their time. Online shoppers allow customers to save their time and to shop their

desired products while also doing their other work. People are not willing to take time out

from  their  busy  schedule  and  go  shopping.  For  instance  if  a  customer  is  working  on

something important and he/she needs to buy something for his/her kid for its birthday and

they are not able to take out time from their schedule, online store might prove a sense of

relief for those customers because while doing their work or by sitting at home or office, they

look at a large variety of products, can compare their prices and can choose different options,

all at the same time. Almost over 70% of the customers suggests that convenience is the

factor for shopping online (Morganosky and Cude,  2000) because all the shops and stores

online are open every day 24 x 7 and they can shop anytime from anywhere (Quaddus and

Achjari, 2005).
Some online stores also give the facility of delivery only to facilitate the customers

and  provide  them comfort  by  saving  their  time,  so  customers  do  not  have  to  carry  the

products  by  themselves  from  shop  to  home  (Pechtl,  2003)  because,  in  this  era  of

globalization, time is equal to money. There are no queues, no crowd, no noises, just make up

and fill your baskets with your desired products and place your order and it will be delivered

to your doorstep. 

2.8.3 Trust
Only  price  and  convenience  are  not  enough  to  convince  the  customers  to  buy

something from their stores. Trust is an important factor when you buy online (Martinez-

Lopez et al, 2005). They first need to build up the trust among customers to make them buy.

Buying online has a lot of risk involved in it because you do not know the quality of the

products and you do not even know what the actual product might look like because most of

the time when buying something from online stores their  main concern is  that the actual

product delivered is not even close to the product pictured on the website. People buy only
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from those websites or stores whom they trust. These websites or stores might be old or they

have first opened a retail store to build a trust among their customers to make them believe

that the products sold by them are actually of high quality and they are not selling some

bogus products. Building trust is not an easy job to do, customers only believe what they see

and what they feel, so in order to make them believe an online store must show the right

product with the right description and the right price. Description or the price must not be

deceiving and must not be done only to attract the customers or only to gather a large number

of audience. If product starts getting bad reviews from the customers, an online store might

lose its audience because when a number of people have the same kind of issues with the

store,  people  will  believe  it  and eventually  no  one  will  buy from that  store.  But  in  the

contrast, if your product gets good reviews, an online store will gain new customers which

will be beneficial for its market and sales. It also relate to word of mouth marketing because

if a customer gets a good quality product from your store, he/she will surely come again to

your store (Corbitt et al, 2003) and also recommend your store to other customers as well and

it will ultimately increase your sales and it will prove beneficial for the revenue of your store.

2.8.4 Product Variety
Having  a  variety  of  products  in  your  store  is  a  plus  point  for  any  e-commerce

company. Customers often come to the online store because they are not finding their desired

product in an offline store (Wolfinbarger and Gilly, 2005). People always look for variety,

even if a customer had visited your website after making up his/her mind that he/she will only

buy this particular product, they will also look for the variety because a customer always

looks for different options. Having a large number of different products in your store benefits

the customer in such a way that he/she can look for all options without even leaving the

place.  Customers  can  search  from a  large  database  that  contains  a  number  of  different

products with different prices so that they can compare them and choose the right product. If

a customer shops from a physical store, he/she might not find his/her desired product, so they
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have to go shopping to shop and keep looking until they find their desired product and if the

price is high whether they have to bargain or they will have to look for an alternative for that,

so it is a lot of time consuming. Customers can do all this by just sitting in one place.

2.9. Impact of Online Shopping Opportunity on Sales Revenue

              Sales revenues are the major factor in any firm; the increased and decreased sales

rate of firm shows their  value in the competitive market.  Although sales revenue can be

elevated by implementing different strategies regarding the marketing of specific products,

rapid  and  efficient  services,  high  quality  of  product  etc.,  online  shopping  opportunities

benefit the sales revenue immediately if it is maintained properly. The magnitude of efficient

online shopping services contributes to the high growth of economics. Online shopping is

adopted very quickly in the present era (Dinner, et al, 2014). 
  In comparison with the past year's report, online shopping business has doubled the

sales revenue and it will increase more in future. Shopping centers are very much affected by

it if these trends continue. Big online shopping stores like amazon, eBay etc. have a very

positive impact on their sales revenues. The technology is also upgrading with the growth of

sales revenue as it implements advanced strategies and uses new technologies to develop

their market and maintain sales revenues (Belavina et al, 2016).  Online shopping store has

been trending a lot in the market, as customers get more attracted towards it due to the easy

and fast services so sales of online automatically increase more quickly. Online shopping has

become challenging for physical shops so more efforts have been put to grow in the market.   
The reviews of customers in online shopping are significant as it impacts a lot of the

sales revenue.  The services  should be very efficient  in it  and availability  of high quality

products because customer’s trust is developed according to it. Bad reviews on the product of

online  shop  can  lead  to  low  sales  because  in  customers  there  is  a  kind  of  trust  issues

regarding product quality is present.  Efficient logistics of online shops highly impacts sales

revenues in a positive way (Cao, et, al, 2015 andFloyd, et, al, 2014). 
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Trust and comfort level of customers is being always focused on retail firms to make

to customers prone towards online shops to buy products. The sense of privacy has never

affected the sales revenue of online shopping service because it is not much significant for

customers because clients are not worried about sharing personal data online like residential

addresses and all which are used on cash on delivery (Zhu et, al, 2010). 

2.10. Theoretical Framework

2.10.1 Theory of Reasoned Action
In 1975, Ajzen and Fishbein developed a theory of reasoned action. This theory was

developed to make predictions about the behaviour of the customer which is based on two

variables,  its  attitude  and  behaviour  (Lee,  and  Littrell,  2005).  This  theory  describes  the

relationship  between the attitude  and the  behaviour  and their  impact  on the  actions  of  a

person. For example, if your attitude says to buy something but you do not have money, so

there is  a  contradiction between your attitude and behaviour  and it  affects  your decision

making. This theory also tells us that brand loyalty is also based on the attitude and behavior,

when attitude and behaviour are both promising, the brand loyalty increases. The main focus

of  the  managers  of  the  store  should  be  whether  bettering  the  attitude  of  the  customer

concerning their brand or product or fixing their product or brand according to the social

standards.Researchers suggest that the theory of reasoned action can be helpful in measuring

the behaviour objectively without  connecting it  to the previous intentions (Yousafzai  and

Shumaila, 2010).
This theory also helps is predicting the consumer behaviour by explaining a relation

between attitude and behaviour and also interest. In the reasoned action theory, any person’s

behaviour depends on its intention and that intention is based upon its attitude that affects the

behaviour of the person. On the other hand, the sureness on a behaviour and assessment of

the aftermath regulate the behaviour of any person. (Simbolon, 2015)
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2.10.2 Theory of Planned Behaviour
The theory of planned behaviour is developed upon the theory of reasoned action in

1985  (Ramus  and  Nielsen,  2005  p.336)  by  just  the  addition  of  one  factor,  control  of

behaviour perceived. This new factor was inserted to give a much improved prediction of

performance of the user. This theory has been proved successful in predicting the many areas

of consumer behaviour (Ramus and Nielsen, 2005). It also focuses on a customer’s intention

on  the  purchase  and  on internet  shopping  as  well.  It  is  appropriate  for  figuring  out  the

behavioural intentions of the customers which are built on three variables, behaviour, and its

attitude, subjective standards and the behavioural controls perceived. Perceived Behavioural

Control  is  something  that  if  a  person believes  that  he/she  has  the  ability  and control  to

perform a certain task all by him/herself irrespective of the fact that he/she will be successful

or unsuccessful in that particular task (Ajzen, 2002). A person’s attitude is based on the result

of his/her behavior in both ways, positive and negative (Francis et al., 2004). 

2.8 Conceptual framework
The conceptual framework shows the relationship between the variables of the study.

The  five  factors  of  online  shopping  opportunity  that  affect  the  sales  revenue  of  any

organization are Price, Convenience, Trust and Product Variety. All these factors are very

important when making decisions related to consumers’ buying patterns. These factors enable

a consumer whether he or she should buy the product or not. The framework indicates that

online shopping opportunity is affected by these four factors and online shopping opportunity

impacts the sales revenue of any organization.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

In the viewpoint of Liamputtong (2013), research methodology is a crucial part of any

research for the reason that it specifies the methods and steps undertaken by the researcher in

the  course  of  accomplishment  of  aim and  objectives.  Along  these  lines,  the  aim of  this

particular research is to analyse the online customer shopping opportunity with respect to

sales revenue in the case of Tesco PLC. Hence, this particular segment of the study specifies

the research philosophy, research design, research approach, data collection method and data

analysis  technique  that  has  been  utilized  to  achieve  the  preceding  aim and objective.  In

addition, this section outlines some crucial rules that need to be taken into consideration such

as ethical guidelines and emerging limitations while conducting a research. 

3.2 Research philosophy

Research philosophy is a belief about the data collected and examined for a research

study  by  the  researcher.  As  stated  by  Smith(2015),  a  researcher  can  select  a  research

philosophy in accordance with the subject of the study from positivism, interpretivism and

pragmatism.  There  are  two  major  perspectives  as  discussed  by  Neuman  (2013)  of  the

research philosophy. These two perspectives are known as interpretivist perspective and the

positivist perspective. According to Sekaran&Bougie (2016), the positivist perspective is an

appropriate method of conducting research if the researcher of the study is trying to generate

the  hypothesis  by  the  use  of  existing  theories.  These  theories  should  be  well  tested  and

researcher by the previous authors. The interpretivist on the other hand as highlighted by

Maxwell (2012), He analysed the social construct which is an engraved part of the natural

reality.  Maxwell  (2012)  also  argued  that  majority  of  the  researcher  prefer  to  adopt
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interpretivist perspective. Furthermore, pragmatism research philosophy is deemed to be most

appropriate  for  the  reason  that  it  incorporates  the  attributes  of  both  interpretivism  and

positivism. It depends on both insights of participants as well as a numeric form of data in

order to achieve both objective and subjective outcomes and clear conclusions.
Keeping in  mind the  nature  of  the  study, the  researcher  has  opted  for  positivism

philosophy  because  it  is  focused  towards  statistical  techniques  and  analysis  which  is

applicable to examine the impact of online shopping opportunity and increase in the sales

revenue in the case of Tesco PLC. 

3.3 Research approach

The approach through which data is gathered and then examined to achieve the goals

of the study is known as a research approach. There are two kinds of research approaches that

are  widely  used  by  researcher  globally  namely,  inductive  and  deductive  approach.  The

inductive approach is based on the assumptions and these assumptions are then analysed. It

follows an interpretation model to accept or discard an assumption. 
Inductive approach is used in the qualitative research as the hypothesis is formulated

at the end(Maxwell, 2012). Inductive approach is structured and flexible as the information is

generalised. The Deductive approach makes use of hypothesis of the research, which is then

associated by the researcher. In Deductive approach, the hypothesis is made at the start of the

research on which tests are carried upon by means of findings. Quantitative research design

makes use of this  research.  As quantitative research design is  used in this  research,  so a

deductive approach has been used here because the research tends to analyse the influence of

one variable on another variable. 

3.4 Research design

 A research study, data can be collected in two ways: qualitative and quantitative.

According to Padilla-Díaz (2015, p.107), the research which follows the qualitative approach
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seeks to explain why and how the specific program or phenomenon operates as it ensures in a

specific context.  Hence,  this  research is exploratory in nature.  By itself,  qualitative study

normally explores the local understanding and knowledge of given program or issue. It also

explains  the  meanings,  relationships,  and  experiences  of  people  while  exploring  the

contextual  factors  and  social  processes.  In  addition  to  this,  qualitative  research  is  non-

numeric,  which covers text,  images,  spoken and written words of people.  In this  type of

approach, data can be collected through focus group discussions and interviews with the help

of using unstructured or structured study guides. 
In contrast, the quantitative research normally explains clearly defined questions that

are specific and which help in examining the relationship between two occurrences or events.

In this situation, the second event is the result of the first event. This type of data is often

collected  through  questionnaires  and  surveys  which  are  structured  hence  carefully

developed(Teddlie&  Yu,  2007,  p.88).  This  type  of  data  provides  the  researcher  with  a

numerical data which could be analysed statistically and also yields an outcome which could

be  generalized  to  some large  group  of  the  population.  This  research  uses  a  quantitative

research design as the aim of the research is to understand the influence of online shopping

opportunity and increase in the sales revenue that needs requires quantitative data and is the

best fit for the research study. 

3.5 Types of investigation

There are mainly three types of an investigation known as explanatory, exploratory

and descriptive. Explanatory research describes a previously researched topic in more detail

to  make it  more  valuable,  whereas,  the  exploratory  research  consists  of  discovering new

knowledge,  concepts  and  ideas(Quinlan  et  al.,  2011,  p.95).  The  descriptive  investigation

makes use of statistical analysis by using thoughts and perspectives of the participants, and

these perspectives are transformed from a raw format to a numeric format. For this research,
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the  researcher  has  used  a  descriptive  investigation  because  questionnaires  are  utilized  to

collect the viewpoints of the participants regarding online shopping opportunity and then a

statistical analysis of these viewpoints is made.  

3.6 Data collection method

Data  collection  is  considered  as  the  most  significant  part  of  any  research  as  the

conclusions and the recommendations are drawn on the basis of data analysis. Data collection

should be done by fair means as it signifies the subject which is being researched. The data is

either  primary  or  secondary(Padilla-Díaz,  2015,  p.107).  Primary  data  is  obtained  by

conducting  in  depth  interviews,  surveys.  polls  focus  groups  and  observation  of  the

environment. The researcher gathers primary data directly. On the other hand, a collection of

secondary data is done from sources such as literature, reports and online resources. This

indicates that secondary data is gathered indirectly by the researcher and someone’s else work

is utilized by the researcher if  he uses secondary data in his research.  Also,  refences are

required to be given when secondary data is used. The data collection for this study will be

collected through primary data collection(Teddlie& Yu, 2007, p.88).
 The primary data  collection for this  study will  provide up-to-date  information in

relation to the point of views of the participants in relation to the online shopping opportunity

and increase the sales revenue. The main participants in the study were 100 employees of

Tesco PLC who have reflected about the online shopping opportunity and sales revenue.

Other than the surveysfrom the participants, the data will also be collected from different

journal articles and research papers in order to also include various point of views of different

authors. 

3.7 Sampling size

Sample size specifies the no. of people who are taking part in the research and giving

their opinions regarding the topics under discussion. For this research, the researcher made a
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selection of 100 participants who completed the questionnaires and gave their viewpoints

regarding online shopping and sales revenue. 

3.8 Sampling method

 There  are  two  techniques  of  sampling  namely,  probability  and  non-probability

sampling. In probability sampling technique, there are same chances of participants to get

selected.  On the  other  hand,  in  non-probability  sampling,  the  participants  do not  have  a

similar chance of being selected. Furthermore, random, cluster and systematic sampling are

known as the sub types of the probability sampling, whereas, judgemental, quota along with

convenience sampling are types of the probability sampling(Teddlie& Yu, 2007, p.88). For

this research, the researcher has employed a non-probability convenience sampling technique

because of the limitation of money and time and in this technique the samples are easily

available.

3.9 Data analysis

The data analysis in a research study includes a summarization of mass data which is

collected while presenting the outcomes in such a manner which communicates the most

significant features or findings of the research (Quinlan et al., 2011, p.95). In addition, the

SPSS tool is used to process the viewpoints into the statistical format and then represent it in

a graphical form, for instance, bar charts or frequency tables. Thematic analysis is used to

make qualitative data meaningful and to understand the perspectives of the participants and

content  analysis  utilized  to  convert  these  perspectives  from a  raw  form into  a  numeric

format(Neuman, 2013). In this research, the researcher has used SPSS for transforming the

raw data into a statistical format to carry out the analysis precisely. Moreover, regression

analysis  is  also  utilized  to  study  the  effect  is  caused  by  dependent  variable  due  to  the

independent variable which was tested.
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3.10 Ethical guidelines

Taking  care  of  ethical  guidelines  is  very  important  throughout  the  research.  The

elements  of  ethical  research  consist  of  maintaining  the  confidentiality  of  the information

provided by the participants during the research. The researcher has taken great care of the

ethical guidelines in this research and has not used any sort of plagiarised work to maintain

the integrity of the research. The data and information used in this research are obtained by

complete  honesty  and  no false  means  has  been  used.  The researcher  has  refrained from

influencing the research from his personal views to ensure that research is reliable.  

3.11 Limitations of research

The scope of the research can be limited by some limitations. In this research, time, as

well as money, was the main restrictions. As a result, the researcher was unable to collect the

viewpoints of all population, which resulted in making use of sample for the responses. The

outcomes of the research could have differed if the analysis of population would have done

instead of a sample. The research was carried out in a specific area. The outcomes would

have been different if it was another area. Moreover, the interest level of each participant was

not same, while completing the questionnaire that indicates that some of them could have

given incorrect answers.
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CHAPTER FOUR: FINDINGS AND ANALYSIS

4.1 Introduction

The  following  study  was  conducted  in  order  to  determine  the  impact  of  online

shopping opportunity on sales revenue of Tesco PLC. The purpose of conducting this study

was to analyse whether how online shopping opportunity can affect the overall revenue of

any  firm  because  online  shopping  plays  a  vital  factor  in  assessing  the  behaviour  of

consumers.  The researcher  had highlighted in the previous section that  the study will  be

conducted by means of quantitative research design along with a primary method of data

collection.  The  participants  of  the  study  were  100  individuals  out  of  which  20  were

employees of Tesco whereas 80 were customers. The data analysis technique in this study

was correlation and regression to determine the impact of online shopping opportunity on

sales revenue.

4.2 Demographic Analysis

The graph above shows the gender of total respondents who participated in the study. 

On the basis of the results shown above, it is evident that out of 100, 55 were females and 45 

were males.
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The graph above shows the age of all respondents. Out of 100, 30 were aged between 

18 years to 24 years, 35 were aged between 25 to 30 years, 15 were aged between 31 to 36 

years, and 10 were aged between 37 years and above.

4.3 Descriptive Statistics

The table above shows that out of 100 respondents; 12 strongly agreed, 27 agreed, 36 

remained neutral, 21 disagreed whereas only 4 strongly disagreed. This means that this is true

that high level of internet penetration provides online shopping opportunities. Since internet 

has become a common medium for consumers to interact with the firm hence, online 

shopping opportunities are now extracted through online presence of firms like Tesco. 
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The table above shows that out of 100 respondents; 10 strongly agreed, 35 agreed, 31 

remained neutral, 20 disagreed whereas only 4 strongly disagreed. It is evident that customers

know about Tesco through social media platforms. When the respondents were inquired about

how they know about the different offerings of Tesco's products and services so, most of them

stated that they know about the company through its social networking websites which 

clearly mean that social media platforms help to increase the online presence of firms like 

Tesco. 

The table above shows that out of 100 respondents; 28 strongly agreed, 34 agreed, 24 

remained neutral and 41 disagreed. This means that companies like Tesco communicate with 

their customers about product offerings and services through online platforms. It also means 

that firms like Tesco use online mediums to interact and communicate their message to the 

customers. Therefore it enhances their shopping opportunities for customers. 
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The table above shows that out of 100 respondents; 17 strongly agreed, 39 agreed, 28 

remained neutral, 13 disagreed whereas only 3 strongly disagreed. This means that online 

platforms play a significant role in influencing customer behaviour.  The purchase decisions 

made by consumers and the behaviour they show towards products and services available 

online shows that they intend to purchase products more easily which are present on online 

websites of the company. Once the products are available online, the customers are eager to 

purchase them. 

The table above shows that out of 100 respondents; 15 strongly agreed, 41 agreed, 29 

remained neutral, 12 disagreed whereas only 3 strongly disagreed. This means that the 

products and services that are offered by Tesco help to increase online shopping opportunities

for the customers in order to purchase more.
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The table above shows that out of 100 respondents; 9 strongly agreed, 41 agreed, 21 

remained neutral, 24 disagreed whereas only 5 strongly disagreed. It is evident from the 

results that Tesco has created an online platform for their customers through different social 

media sites in order to provide them with various online shopping opportunities. 

The table above shows that out of 100 respondents; 29 strongly agreed, 34 agreed, 14 

remained neutral, 20 disagreed whereas only 3 strongly disagreed. This shows that through 

online shopping opportunities and facilities, the firms are able to generate their revenue 

through enhanced sales. 
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The table above shows that out of 100 respondents; 24 strongly agreed, 31 agreed, 32 

remained neutral and 13 disagreed. It is evident from the results that online shopping 

opportunities provide customers with the access to evaluate information regarding different 

products and services that help to enhance sales of the overall company. Therefore, different 

social sites are used by Tesco so that the customer purchase more products, avail services and

ultimately revenue will be increased.  

The table above shows that out of 100 respondents; 19 strongly agreed, 44 agreed, 24 

remained neutral, 11 disagreed whereas only 2 strongly disagreed.  This shows that online 

social sites and portals help organisations to get high sales revenue because of high customer 

footfall on social media platforms.

The table above shows that out of 100 respondents; 29 strongly agreed, 35 agreed, 20 

remained neutral, 14 disagreed whereas only 2 strongly disagreed. The results show that 
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Tesco and other firms use social media platforms as a way to increase sales by offering 

services to customers and facilitating them with a selection of suitable products. 

The table above shows that out of 100 respondents; 21 strongly agreed, 39 agreed, 27 

remained neutral, 12 disagreed whereas only 1 strongly disagreed. This means that customers 

demand one thing and that is convenience and online shopping provides this convenience and

ease to the customers. Therefore, customers are able to make wise purchase decisions and 

repeat purchase from the same company due to ease of shopping and product availability. 

The table above shows that out of 100 respondents; 28 strongly agreed, 36 agreed, 24 

remained neutral and 12 disagreed. On the basis of the above-shown results, it was evident 

that revenue is the result of various factors out of which positive word of mouth is one. When

customers receive product or service with good quality, they tend to spread positive feedback 

with others which ultimately results in more people purchasing it. 
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4.4 Correlation Analysis

The table above shows the results of correlation analysis. Correlation is described as

the  method  for  determining  the  impact  of  a  dependent  and  an  independent  variable.  In

statistical  studies,  correlation  analysis  is  mostly  used  to  find  out  how two  variables  are

associated with each other. According to the study conducted by Sota and Kolaneci (2013), it

was  found  that  statistical  techniques  such  as  correlation  an  regression  are  conducted  by

researchers where one or more variables are present and it is assumed that they have a strong

association. SPSS and Excel are some of the common tools used for extracting the results. 
Correlation  analysis  conducted  above  shows  Pearson  correlation  value  and

significance  value.  The  sample  size  of  the  study  was  100  as  mentioned  above.  Pearson

correlation value indicates the association. The Pearson correlation value should ideally be

above 60% in order to  validate  the strong association between variables and below 60%

shows a weak association. The above table shows that the Pearson correlation value was 89%

which indicates a strong correlation between online shopping opportunity and sales revenue

of  Tesco.  On the other  hand,  the significance value should be less  than 0.05 in  order  to

validate that there is a significant impact of the independent variable on the dependent. The

significant value in the table is 0.000 which indicates that there is a significant association

between online shopping opportunities and sales revenue. 
On the basis  of the results  above, it  is  validated that there is a strong association

between  online  shopping  opportunities  and  sales  revenue.  The  results  of  the  study  also
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validate  the  study  conducted  by  Dinner  et  al  (2014)  in  which  positive  association  was

observed between both the variables. Different marketing strategies and tactics are used to

generate sales, however; the most evident has been the use of social/online media platforms.

Since the emergence of online platforms, firms have started relying on them in order to boost

their sales. The major social media platforms such as Facebook, Instagram and Twitter are

used by firms in order to communicate with the customers. However, it  was critiqued by

Belavina et al (2016) that not only the social media platforms but attractive websites of firms

also play a significant role in influencing the customers. 
In addition to this, the results of correlation analysis also show that online presence of 

companies such as Tesco in this case, communicate with the customers to make purchase 

decisions. Tesco has used different online platforms to generate sales. The fact that sales are 

the result of purchase decisions made by the customers; firms target the customers directly 

and through various chains in order to offer them better products and services. According to 

the study conducted by Floyd et al (2014), it was found that online shopping opportunities 

provide ease and convenience to the customers and help them to make better purchase 

decisions. Despite the fact that online shopping opportunities attract customers towards 

buying products or services but this cannot be ignored that the purpose of online shopping is 

to tap the target audience and force them to make purchase decisions. Hence, the results of 

correlation analysis validate the studies conducted in this domain that online shopping 

opportunities have a significant association with sales revenue of Tesco. 

4.5 Regression analysis
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Regression analysis was conducted in order to determine the impact of one variable 

over another. In most of the statistical studies, regression analysis is used to find out the 

extent to which independent variable impacts dependent variable. In this case, the 

independent variable was online shopping opportunity whereas the dependent variable was 

sales revenue of Tesco. Regression was run through SPSS and the results above and below 

show three types of tables which are of utmost importance. The first table above is a model 

summary which shows how fit is the model. The R-value was 89% and adjusted R-square 

was 79.2% which indicates that the model is fit and can be and shows how closely related are

two variables. The R-square value also indicates that how close the values are to the line of 

regression. The R-square shows that online shopping opportunity can help in explaining 

79.2% variation in sales opportunity at Tesco whereas 20.8% is explained by unknown 

variables that are not part of this study.

The two tables above also show results  of regression.  Table of ANOVA shows F-

statistics  value  of  373.173 and significance  value  of  0.000 which  indicates  a  strong and

significant relationship between online shopping opportunities and sales revenue of Tesco.

On the basis of the study conducted by Watson et al (2013), it was found that sales revenue of

any firm is affected by the overall online presence of the company and the extent to which the

company is associated with the customers. The online presence of firms like Tesco on social
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media  platforms  and  website  provide  an  opportunity  to  the  customers  to  make  purchase

decisions. 
Another table of coefficients shows significance value of 0.000 which indicates that 

overall, there is the strong impact of online shopping opportunities on sales revenue. The 

results of regression and correlation analysis indicate that there is a strong relationship 

between both the variables because customers are attracted and influenced by the different 

offerings made by the firm hence, purchase decisions are made on the basis of these. 

Furthermore, it was also found that advancement in technology and use of social media 

platforms engage customers in different activities and increasing traffic on websites. It is 

another way of communicating with the customers. Regression analysis has validated the 

study conducted by Karimi (2013) that with the increase in internet options and opportunities,

the customers have found a simple way of shopping. Tesco, being in the retail sector,  has 

ensured to tap the right customers through the right platform because the competition for 

Tesco has increased due to which it provokes its customers to make the best possible 

purchase decisions. Hence, the overall results of above analysis indicate that there is a strong 

and positive relationship between online shopping opportunities and sales revenue.

4.6 Discussion

In  the  following research  project,  the  researcher  has  used  quantitative  analysis  in

order to analyse the impact of online shopping opportunity on sales revenue, particularly in

the  context  of  Tesco  Ltd.  The  United  Kingdom.  The  following  section  is  based  on  the

discussion that how the researcher has successfully achieved objectives of the research:

Objective 1: To study the phenomenon of online shopping opportunity
In the following research project, the first objective of the research was to study the

concept  of  online  shopping  opportunity  that  was  theoretical  in  nature.  The  researcher

achieved  this  objective  through  reviewing  existing  literature  and  past  conducted  studies
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relevant to the online shopping and sales revenue. It has been found that the concept of online

shopping opportunity has great importance in the internet marketing and promotion. Online

shopping opportunity is different from traditional shopping style due to the difference in the

way of communication and interaction between customer and seller. Communication and

interaction  are  done  by  means  of  the  customer  service  of  the  company  and  satisfy  the

customers  in  relation  to  the  payment  method,  date  of  product  arrival,  shipment  process,

policies, and other concerns. 
In this regards, online shops have the option of online money transaction which is

considered more convenient channel for the customers. The rise of growth of online shopping

behaviour is changing shopping trends of customers that is not only limited to trendy or small

products but also popular for big items as products can be easily delivered to the customers’

homes  without  causing  any  damage.  Online  shopping  opportunity  provides  an  option  to

customers to save their time and prevents from travelling and make shopping decisions while

sitting at home based on internet service. In this regard, Ling, Chai, and Piew (2010) stated

that online shopping facility is not only provided easiest and convenient way to customers,

but  also  providing  the  high  comfort  level  in  its  usage,  detailed  product  information,

availability of past reviews regarding the shop, and lastly the trust factor.

Objective 2: To analyse the factors of online shopping facility affecting on 
sales revenue

The  second  objective  of  the  research  was  to  analyse  the  main  factors  of  online

shopping facility affecting on sales revenue. This objective was achieved through reviewing

existing literature and previous studies and found that online shopping is becoming common

for selling and buying products online. Several factors have been identified that can affect the

sales of online shopping and thus affect their revenue. One of the major factors that can affect

sales revenue of online shopping is the price. As regards to this, Moshrefjavadi, et al. (2012)

stated that price is considered as the important factor when a customer buys a product online.
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Customers  are  attracted  towards  those  products  that  have  lower  prices  as  they  are  price

sensitive. Most of the customer buys online due to the lower prices of the products and price

consciousness influence customer to buy online products. Hence, the lower price of online

products can increase sales revenue of the firm. The benefit of providing online shopping

opportunity is that when a customer buys a product online, customer first looks at the price of

products of that desired product or brand and evaluate the prices of those products with other

different products present through a variety of online shopping websites. 
It has also been identified that convenience is another major reason and significant

factor that influence people to buy online due to the convenience of online stores provided for

the customers. Online shopping facility offers a convenient way of shopping as they can

evaluate  product  information while  sitting in their  homes and just  swipe left  or right for

evaluating  and  comparing  the  product  information  easily  and  conveniently.  Price  and

convenience are convincing customers to buy a product from online stores. However, trust is

also a significant factor that influences customers to buy from online stores. In this regard,

brands are required to build the trust between them and customers to convince them to buy

online.  Trust  development  also  enable  the  firm  to  avoid  risk  involved  in  the  business

operations  and  enable  firm  to  enhance  their  position  in  the  business  environment.  This

reflects that trust also influences customers to buy online and thus increase sales revenue of

the firm that provides increased profitability to the firm. Product variety is also an essential

factor that can influence sales revenue of the firm. Having a products variety in the online

store is a plus point for a firm that intends to commence e-commerce activity.

Objective 3: To examine the impact of online shopping opportunity on 
sales revenue, principally in the context of Tesco PLC

The third objective of the research was to analyse the impact  of online shopping

opportunity on sales revenue, principally in the context of Tesco PLC. This objective was

practical in nature that was achieved through analysing data based on regression analysis. It
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has been found that online shopping opportunity has a great impact on sales revenue and

enable the firm to increase their position through providing online facility and convenience to

their  customers. Sales revenue is also one of the major factors in the organisation as the

declined or increased rate of sales reveals their value and competitiveness in the competitive

market. For increasing sales revenue, firms are required to implement different strategies and

tactics relevant to the online marketing or sales of specific products, high-quality product,

and rapid and efficient services. Online shopping opportunities provide benefit to the firm in

terms  of  increased  sales  revenue  increases  if  it  is  maintained  appropriately.  The  high

magnitude of efficient online shopping services contributes significantly to the high growth

sales revenue of the firm. Tingchi et al. (2013) support this statement and stated that online

shopping opportunity can increase the sales revenue and likely to increase more in future. 
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CHAPTER FIVE: CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter ends the research at a proper sensible conclusion and recommendations.

After all the analysis of data collected through questionnaires, such analysis is required to be

concluded through a summary and highlighting major points found during the research. This

study  is  based  on  quantitative  data  extracted  through  close-ended  questionnaires  to  be

analysed through SPSS tool to assess the impact of online shopping on revenue of Tesco Ltd.

100 employees were provided with these questionnaires to give evidence in relation to the

impact of online shopping opportunity on revenue of the company. it is normally observed

that online shopping has become increasingly common in every industry and due to online

shopping,  it  is  assumed  that  revenues  of  companies  that  deal  in  online  selling  must  be

impacted. The research has properly designed a questionnaire through which employees who

are aware of the impact of online shopping on revenue are asked to provide their views in

order to reach a conclusion. 
This chapter is important for the whole research because it comprises of a summary of

the  whole  research  in  theory  i.e.  the  theoretical  results  of  SPSS  findings.  Through  this

chapter, a layman not aware of the concepts of SPSS, regression and correlation would be

able to understand what has been included in the research and what the findings of the study

are. The chapter additionally includes a link between findings and research objectives which

made  it  clear  that  the  result  has  achieved  research  objectives  and  answered  research

questions. On the basis of findings of the study, recommendations are provided to Tesco ltd in

relation to online shopping and revenue which is also a part of this chapter and finally, future

implications  are  also included to  assess  the direction provided by this  research to  future

researchers.  This  implies  that  this  chapter  provides  an  overall  summary, achievement  of

objectives, recommendations and how this research can work for future researchers. 
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5.2 Summary of findings

On the basis of responses of respondents and findings of the research, it is concluded

that online shopping opportunity has a significant and positive impact on sales revenue and

likely to increase sales revenue and profit for the firm. It has also been identified through

responses of the respondents that the online shopping opportunity can only be possible with

the  high level  of  internet  penetration  and interaction  with the  firms possible  with  online

platforms.  It  includes  other  elements  as  product  information  communicated  by  means  of

online channels that enhance the online opportunity for the customers and influence them to

buy online on the basis of convenience, price, trust, and product variety factor. This reflects

that online shopping opportunity provides customer access to evaluate information of the

product or brand that result  significantly in increased sales. Online shopping facility also

provides an opportunity to the firm to increase their sales revenue. 
The  most  important  factor  that  affects  sales  revenue  is  the  website  over  which

products are to be sold. Just as consumers look for a well-maintained shop, same is the case

with online shops i.e. websites, therefore, it is very important for companies to maintain their

websites in a way that attracts customers. Further, the sale is another component to affect

sales revenue; people get attracted to websites where there is an opportunity to buy products

at discounted prices such as on black Friday etc. Only price and a good picture of the product

are not enough for most of the people, they want good quality and good experience with the

brand  so  become  its  loyal  online  consumer.  All  in  all  major  components  include  price,

convenience, trust, and product variety which affect sales revenue of the company.
In addition to this, responses of the respondents also revealed that the rise and growth

of online shopping behaviour are changing shopping trends of customers that is not only

limited to trendy or small products but also popular for big items as products can be easily

delivered to the customers’ homes without causing any damage. Online shopping opportunity

provides an option to customers to save their time and prevents from an excursion and makes
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shopping  experience  pleasant  for  the  customer  while  sitting  at  home  based  on  internet

service. This is likely to increase the revenues for a business and impacts on the satisfaction

of the consumers. This satisfaction leads customers to remain loyal towards particular brand

or product and thus affect sales revenue of the firm.
It is noted that people are increasingly using online shopping sites to shop because of

increased opportunities and competition. Currently, people are not using online shopping only

for luxurious products but they are also shopping online for their daily needs. The reason for

increased use of online shops is its facility because most of the housewives or working ladies

do  not  find  time  to  go  shopping  for  groceries,  therefore,  they  use  online  shops  for  the

purpose. People are also attracted towards online shopping because they get to know different

products  and  can  compare  prices  as  well.  Experience  of  consumers  also  hold  great

significance, they never purchase again from an online page with which they have any bad

experience.
On the basis of the correlation and regression analysis and findings of the research, it

has been indicated that there is a strong relationship between online shopping opportunities

and sales revenue. The findings of the study also signify the positive relationship between

both  online  shopping  opportunities  and  sales  revenue.  This  reflects  that  firms  can  use

different marketing tactics and strategies in order to generate sales, however; the most evident

is the use of social/online media platforms in order to provide an online opportunity to the

firms and thus increase sales revenue of the firm. This indicated that the development of

online platforms, firms have initiated a significant opportunity for firms to boost their sales

and  performance  in  the  competitive  business  environment.  Online  shopping  opportunity

provides trendy stores to the customers in the market;  in order to attract more customers

towards the brand that will also increase sales revenue of the firm. It has also been identified

that online shopping has increased competitiveness for physical shops in order to grow in the

market and maintain their image in the customers’ perception.
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In the context of Tesco, it is noted that sale of products online provides consumers

with an opportunity to get the products of their favourite brand online. Consumers who were

already loyal to the organization get regularly involved in online shopping because they have

good experience with the products of the company. Tesco Plc. has experienced a rise in sales

revenue through the use of online sales as people who were not able to shop on physical

stores also got to purchase the products easily. In case of Tesco, it is further noted that its

online  portal  is  a  great  source  of  the  increase  in  its  revenue  implying  that  people  are

interested to shop online from Tesco’s website.

5.3 Recommendations

In relation to online shopping and its  impact on revenue, it  is  found that it  has a

significant impact on sales revenue and Tesco plc.’s sales revenue has increased due to its

online sales. Therefore, it is recommended for the company to focus on the availability of its

products on its website so that customers do not get irritated while shopping and they get all

the products available in stores to be available at its website as well. Further, the company

should also focus on the presentation of its products on its website so that new customers get

attracted to its products and get motivated to order. For online shopping, people think many

times before making an order because the quality of the product is unknown and sometimes

consumer experience becomes very bad with the product. Therefore, the presentation, as well

as the quality of the product, must be high and satisfactory. Further, the company must get

involved in discount packages and sales so that customer gets to buy the products at low

prices, this will also enable consumers to visit the website again to look for any discount. 
Tesco Plc. is a well-known multinational company and already has a good reputation

around the world, therefore, its products on its website must also ensure quality otherwise it

will lose consumer trust. Maintaining consumer trust in the online sale is a very difficult job,

Tesco Plc. has an advantage of its already built reputation due to which consumers of the
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company will buy online without any doubt and new consumers will feel safe while ordering

from Tesco’s website. The website of the company should be active, quick, convenient and

simple so that consumers do not find it difficult to order something online. Tesco has a great

opportunity to enhance its sales revenue through its online sales; it must continue to work for

its website and online consumers just as it focuses on its physical stores.

5.4 Future implications

This research is helpful for future researchers as well because of Tesco Plc. is a well-

known multinational company and online shopping is becoming increasingly common around

the  world.  Further  researchers  over  the  topic  of  online  shopping  are  expected  in  future.

Specifically,  multinational  companies  operating  online  are  expected  to  be  the  focus  of

researchers  so  this  research  will  provide  them  evidence  regarding  the  impact  of  online

shopping opportunities on sales revenue in general. The study does not only focus on the case

of Tesco but it also describes the concept of online shopping in general which will be a source

of reference for future researchers.  Researchers in  future can target profit  through online

shopping to assess the extent of profit that a company generates through its online sales. This

study was based on quantitative data; researchers can use qualitative data as well for the same

purpose by interviewing sales managers and finance person in different organizations to find

out about their experience of online sales and profit. 
Furthermore,  consumers can be interviewed or surveyed through questionnaires to

determine their interest in relation to online shopping; this will let us know what factors are

more  important  for  them  in  an  online  purchase.  This  topic  has  become  very  important

because consumers are spending more and more amount year by year on online purchases.

Once they purchase a product and gets satisfied, they regularly make purchases. Specifically,

companies  are  now  providing  free  shipping  which  has  increased  the  scope  of  online

purchases even more because they are not paying any extra charges. Researchers can use this
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research as secondary data on the topic of online shopping and its impact in the same way as

this study used the researchers by previous researchers. It can be carried out using thematic

analysis as well to make results even more clear and accurate.  The scope of the topic of

online shopping and its impact is very wide and can be carried out through different measures

such as the impact on profit, impact on the reputation of the company, impact of customer

loyalty and impact on overall financial performance. Therefore, the future implication of the

topic is also very wide, all of the researchers working on the topic of online shopping can use

the data and findings of this study. 
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