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POTENTIAL FOR ONLINE GROCERY SHOPPING 
IN THE URBAN AREA OF VIENNA 

~NTRODUC~~ON 

The market for Internet shopping in the 
food industry has gained increased inter- 
est of retailers especially in Central Euro- 
pean countries like Austria. Recent expe- 
riences in the US and optimistic estimates 
(Green, et al. 1998; Kutz 1998) show that 
the potential for selling groceries online 
might be substantial - even in Europe. 
Accordingly, companies of the grocery 
industry in Austria are monitoring tech- 
nological developments to better under- 
stand when to move into this new emerg- 
ing market. Generally, the diffusion of the 
Internet and the availability of cheap com- 
puter equipment created a new type of 
customer who wants an easy and conven- 
ient alternative to regular shopping in 
supermarkets. Especially in urban areas 
online shopping offers new potentials to 
increase market shares and attract new 
target groups. These new virtual stores can 
also serve as tools for management and 
marketing research (Burke 1996), and for 
improved communication with customers 
(Bauer, et al. 1996). 

To analyze the market potential for gro- 
cery shopping via Internet in the urban 
area of Vienna an empirical study at the 
Department of Management Information 
Systems at Wirtschaftsuniversitat Wien 
(WU - Vienna University of Economics 
and Business Administration, Austria) was 
conducted. The results presented in this 
paper include 
+ demographics and shopping habits of 

'interviewees; 
+ computer equipment and Internet ex- 

perience of households; 
+ online shopping plans and market po- 

tential for the Vienna urban area. 

RESEARCH DESIGN 
Since the introduction of interactive 
Videotex, predictions about the potential 
for online retailing of groceries have been 
published (Piittrnann 1986) with little suc- 
cess. We have learnt that in order to 
achieve valid and generalizable results for 
determining market potentials it is impor- 
tant to use quantitative methods and a 
representative sampling tool. As a result, 
in this study we decided on using tele- 
phone i n t e ~ e w s  with standardized ques- 
tionnaires. The sample consisted of 483 
households in the urban area of Vienna. 
The interviews were conducted during 
November and December 1997 by students 
of the Department of Management Infor- 
mation Systems at WU. 
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The MIS department at  WU already com- 
pleted a series of empirical studies on 
Internet related topics (Hansen, et al. 1996; 
Kiessling, et al. 1996). Hence, existing ex- 
pertise and instruments were applied to 
this study. The questionnaire consisted of 
standardized questions and was developed 
in two steps. On the one hand, in order to 
provide comparability questions from pre- 
vious studies were adopted regarding com- 
puter equipment and Internet access. On 
the other hand, a set of questions was for- 
mulated to assess current shopping habits 
and future plans for online shopping of 
groceries in households in the urban area 
of Vienna. Given the goal of thii study, 
interviewees were defined as those mem- 
bers of a household mainly responsible for 
grocery shopping and those older than 
fourteen years. 

The population of the Viennese urban area 
of 2,102,488 persons or 973,303 house- 
holds was used for sampling in thii study. 
The Austrian Statistical Yearbook (1996) 
describes three clusters for the definition 
of this region: the city of Vienna, the sub- 
urban area surrounding Vienna, and the 
rural area surrounding Vienna. We used 
this clustering as well as the size of towns 
and cities in this area for drawing oursam- 
ple. This procedure led to the following 
sample distribution of interviewees in this 
study: 71% from Vienna, 7% from cities 
with 10,000 inhabitants or more, and 22% 
from smaller towns and communities. 

A random sampling technique was used 
to select names and telephone numbers of 
possible interviewees from the Vienna 
phonebook. Altogether 1,500 addresses 
were selected and 1,196 households were 
contacted. Of these contacts, 483 inter- 
views were completed successfully and 713 
refused to be interviewed. Through this 
response rate of 40.4% and by clustering 
our sample, the results can be viewed as 
representative for the urban area of 
Vienna. 
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RESULTS 
The results of this study show demographic 
characteristics of grocery buyers, current 
shopping habits, computer equipment of 
households, Internet access and usage, as 
well as intentions for online shopping. 
Based on these results we present a calcu- 
lated market potential for Internet shop- 
ping of groceries in the Vienna urban area. 

+ Demographics 
Of the 483 i n t e ~ e w e e s  of this study 73.3% 
were women. The average age was 46 
years. The age distribution matched the 
one of the Austrian Statistical Yearbook 
(1996). 40% of all interviewees had a 
secondary or post-secondary degree. In 
general, the sample was dominated by 
single (25.8%) and two-persons house- 
holds (34.5%). 

+ Shopping habits 
Average households in the Vienna area 
buy groceries three times a week in su- 
permarkets and spend ATS 454 (US$ 38) 
each time. This sums up to a monthly 
amount for groceries of ATS 5,448 (US$ 
454). 

+ Computer equipment 
Of the 483 studied households more than 
one third (37.6%) have a computer. Of 
these one quarter also owns a modem. 
About 8.5% of all i n t e ~ e w e e s  plan to buy 
a computer within the next year and ap- 
proximately 12% of all households want 
to have a modem as well. 

figurn 1 Internet Unknown 3.9% 
Current and planned 
lnternet access 
of studied households 

No Internet Access 
Planned 743% 

Bauer, Ch. and Schuster, A. 
'Direktmarketing ,im Internet - Einsatz 

bidirektionaler Kommunikation via 
World Wide Web (Direct marketing over 

the Internet - uses of bi-directional 
communication via WWW7, " 

Werbeforschung €t Praxis (2+3:96), 
1996, pp. 1-5. 

Burke, R. R. 'Virtual Shopping: Break- 
through in Marketing Research, " 

Hasvard Business Review, March/April 
1996, pp. 120-131. 

Green. H., DeGeorge, G., and Barrett, A. 
'The virtual mall gets real, " 

Business Week, 26 January 1998, 
pp. 48-49. 

Hansen, H. R. and Schweeger, T. 
"Austrian Home Survey: IT Infrastruc- 
ture and Market Potential of Interactive 

Services," in Proceedings of the 4th 
European Conference on Information 
Systems (EUS '96). J.D Coelho (ed.). 
Volume I, Lisbon 1996. pp. 201 -21 1 

WU-Study. NovDec 97. n-474 (Items asked separately) 

60% 

Possibly O 7 

Figure z Interest in services provided by the lnternet 

Existing lnternet Access 10.8% --, 
Definitely Planned 
lnternet Access 46% 

Possibly Planned 
lnternet Access 6.4% 

+ Internet usage 
Access to the Internet is one crucial pre- 
requisite for online shopping. This study 
shows that 10.8% use the Internet and 
another 11% plan to get Internet access 
within the next year (Figure 1). 

When asked about the location of the 
Internet access (with multiple answen 
possible), interviewees mainly name work 
(65.4%) but also increasingly home 
(46.2%) as the place where they use the 
Internet The results also show that very 
often once a penon is l i i  to the Internet 
(either from work or from home) frequent 
usage follows. Accordingly, these inter- 
viewees evaluate their own Internet skills 
as very good. It could be concluded that a 
relationship between personal Internet 
access, frequent usage, and good Internet 
skills exists. 

S e ~ c e s  provided by the Internet are 
viewed differently by interviewees (Fig- 
ure 2). Mainly products and services in 
the tourism area are very attractive. Elec- 
tronic banking is another service inter- 
viewees are very interested in. Insurance 
products are less often named as possible 
online services. 

+ Online shopping 
Buying goods electronically is conceivable 
for already 17% of households in the Vi- 
enna urban area (Figure 2). Marketing ef- 
forts can certainly increase this number. 
Especially younger and better educated 
interviewees are more inclined to use 
online shopping. Additionally, entre- 
preneurs, small business owners. free lanc- 
ers, as well as computer and Internet us- 
e n  like the idea of electronic shopping via 
Internet. 
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When asked about products to order over 
Internet, interviewees prefer cheaper and 
more "predictable" goods like compact 
discs, books, videos, and gifts. Hardware, 
software, sporting goods, and clothing are 
less likely to be bought online in Vien- 
nese households (Figure 3). One expla- 
nation might be the need of interviewees 
for service and advice before buying these 
products. 

Since special attention was paid to gro- 
cery shopping in this study, we specifi- 
cally asked about the intention to buy 
goods of this category via Internet. About 
10% of all interviewees consider buying 
groceries online (Figute 3). They would 
mostly order durable goods like bever- 
ages, cans, cleansers, fmzen products, and 
hygienic items. Fresh produce and 
perishable groceries (e.g. bread, milk 
products, meat, fruit, vegetables) are less 
likely to be ordered by households in the 
Vienna urban area. This result shows that 
the aspect of getting products delivered 
as well as the missing experience of in- 
terviewees with ordering fresh groceries 
online influence their electronic shopping 
plans and could change over time. 

Another set of questions assessed the per- 
ceived advantages and disadvantages of 
online shopping. As a result, interview- 
ees see the major benefit of online shop- 
ping in factors of convenience. They name 
the possibility to save time and the inde- 
pendence from store hours as major ad- 
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~ ~ t e ~ c h i s c h e s  Statistisches ZentraJamt 
[Ed.) "Statistical Yearbook for the 

Republic of Austria, (Central Bureau for 
Austrian Statistics), " Vienna 1996. 

Piittmann, M. "LanqFistige Auswir- 
kungen von Bildschinntext, Kabel- und 

Satellitenfmehen auf den Lebens- 
mitteleinzelhandel - Ergebnisse einer 
Delphi-Prognose (Long term effects of 

Videoter, cable 775 and satellites on food 
retailing: Results fTom a Delphi study), " 

in Neue Kommunikationstechniken - 
Grundlagen und betriebswirtschafCliche 

' Perspektiven (New communication 
technologies), A. Hermarins (Ed.), 

Munich 1986, pp.153-158. 

vantages of buying groceries over the 
Internet. Additionally, the Internet allows 
to compare prices easily and offers up-to- 
date product information. 

The main disadvantage of online shopping 
in Viennese households are high'telephone 
costs. New and much cheaper fees and 
tariffs for online services provided by the 
public Austrian telephone company estab- 
lished at the end of 1997 could change 
this problem of online shopping. Other 
disadvantages of Internet shopping per- 
ceived by i n t e ~ e w e e s  are needed Internet 
skills and computer equipment, problems 
with complaints, high costs for delivery 
and inferior quality of delivered products. 

MARKET POTENTIAL 
FOR ONLINE GROCERY SHOPPING 

The results of this study point to a poten- 
tial for online grocery shopping in the 
Vienna area. Predictions of future mar- 
kets for this new business and calculations 
about the market potential can be done 
by analyzing the interviewed households 
of this study. For this prediction we. used 
two results. It is important to include the 
number of interviewees (Figure 3) who 
intend to buy groceries online (9.9%) and 
the number of households (Figure 4) who 
are at least planning to buy the necessary 
computer equipment (44.1%). This group 
can be regarded as consisting of potential 
online customers. In our sample more than 
half (55.9%) of the i n t e ~ e w e d  households 
fail to meet these minimum requirements. 

WU-Study. Nov/Dec 97. 11-474 (Items asked separately) 

l4% 

Figure j Interest in online shopping by products I 
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Figure q 
Plans br online 
of inteffiewees 

Technical 

Definite Intention to Shop Online Possible Intention 
I grocery shopping % to Shop Online 

Missing 
Equipment 

55.9% No lntention 
to Shop Online 
36.6% 

Within those households meeting the 
minimum requirements 4.6% expressed 
their definite intention to shop groceries 
online and 2.9% possibly want to elec- 
tronically buy these goods in the future 
(Figure 4). 

Additionally, we asked how often inter- 
viewees would order groceries online. 
Taken the results from interviewees with 
definite and possible intentions to shop 
via Internet together (7.5%), this group on 
average considers future online shopping 
of two orders per month. The average 

amount spent online for shopping grocer- 
ies by each household will be ATS 731 
(US$60) per order or ATS 1,462 (US$120) 
per month. Potential online shoppers 
would pay up to ATS 65 (US$5.5) for de- 
livery. 

In order to calculate the potential for 
online grocery shopping in the urban area 
of Vienna, we used these results and pro- 
jected them for the whole population of 
the Vienna area by using the real number 
of households from the Austrian Statisti- 
cal Yearbook 1996 (Figure 5). 

Subgroups of Percentage of Projection Projection of monthly 
interviewed house- interviewed number of households spending volume 
holds households in the urban area average amount: 

of Vienna ATS 1.462 

"definite intention 4.6% 44,772 ATS 65,456,664 
to shop online" (us$ 5.455.000)* 

"possible intention 2.9% 28,226 ATS 41,266,412 
to shop online" (US$ 3,439,000)' 

"no intention to 36.6% 356.229 
shop online" 

"missing technical 55.9% 544.076 - 
equipment" 

Total 100% 973.303 ATS 106,723,076 
(US$ 8.894.000)* 

Figure 5 shows that the monthly poten- 
tial for online shopping in the food mar- 
ket could be roughly 8,9 million US$. This 
would predict a yearly market potential 
for electronic grocery shopping via 
Internet of approximately 107 million US$ 
in the urban area of Vienna. 

A more conservative estimation would be 
to include only those interviewed house- ' holds with a definite intention to use the 
Internet for grocery shopping in the near 
future (4.6%). Based on this number, the 
market potential would still reach 65 mil- 
lion US$ per year in the Vienna area. 

CONCLUSION 
This study shows that there is a potential 
market for selling groceries over the 
Internet in the Vienna urban area. With 
the steady diffusion of telecommunication 
infrastructure in thiS region, better com- 
puter equipment and Internet access of 
households, cheaper telephone rates, more 
experience of customers with stores de- 
livering goods, and marketing efforts of 
companies in the grocery business inform- 
ing customers about new services, online 
shopping could become an attractive and 
lucrative alternative for buying and sell- 
ing groceries in the near future. 

1 Figure 5 
Market potential 
for online grocery shopping 

'Average Appmximate Exchange Rate 1998: 1 US$ = 12 ATS 
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