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The Potential Impacts of Online Shopping with Pick-up
Serviceson Chain Store L ocation Demand

— A Case Study of 7-Eleven in Taipei

Chang-Kuo Shih®  Chin-Oh Chang~  Chien-Wen Peng ™™

Abstract

Owing to the characteristic of numbers of shop fronts, widely spread and 24
hours open, chain stores in Taiwan become the last mile of online shopping.
However, is online shopping with pick-up services important to the chain stores
performance? Under the pick-up services environment, need the chain stores to be
continually expand? As for the factors of deciding store location, is there any
difference between nowaday pick-ups service environment and researches in the
past. These issues are very important to the development of chain store in the
future.

Therefore, we examined 325 7-11 shops in Taipei as case studies. By
regression model, we verify the relationship of cause effect among the store
location factors, quantity of pick-up services and the store performance. Empirical
results reveal that the quantity of pick-up services significantly affects store
performance, and store’'s revenue in the city is significant than that in the suburban
area. Furthermore, the smaller the store trade area leads to the larger quantity of
pick-up services, which means the online shoppers nearby pick-up services
demand. Finaly, unlike previous studies, stores on the crossroad do not
significantly affect the quantity of pick-up services, which aso implies the
potential impact of online shopping pick-up services on chain stores location in
the future.

Keywords Online Shopping, Pick-up Services, Chain Store, Location.
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