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Driven to Shop?
Role of Transportation in Future Home Shopping

Jane Gould

This study explores some of the transportation implications emerging
from electronic home shopping and on-line commerce. It suggests that
travel activities and travel patterns are likely to change as electronic com
merce develops and as existing stores and commercial activities adjust to
future competition from on-line commerce. The study illustrates some of
the complex and unanticipated interactions that are likely to take place
between the growth of new communication systems and transportation.
In today's retail markets, most goods are shipped to stores and people
physically travel to stores to purchase goods. This tradition is likely to
change with the growth of electronic home shopping, since many goods
will be purchased on-line and consumers will not need to travel to shop.
However, many items will require delivery to the home, and this may
spur the expansion of home-delivery services. Other goods purchased
on-line will require no physical distribution, and a new class of prod
ucts, such as music CDs and software, is already being "shipped" elec
tronically over broadband networks. Another impact of future electronic
home shopping is the likely growth of entirely new types of retail
venues, since it becomes easier to establish markets that bring together
buyers and sellers who do not travel to meet, and without the movement
of physical goods either. The shipping of goods takes place only after
the transaction. All of these new market forms, which bring together
electronically buyers, sellers, and goods, raise new issues for the study
of transportation and communication interactions.

Home shopping is expected to expand rapidly over the next decade
with the spread of new, interactive media. Today, catalog and tele
phone sales represent only about 4 percent of the retail market, but
home shopping is expected to grow to about 10 percent by 2003 (7).
The development of electronic home shopping raises broad con
cerns about communication/ transportation interactions, in general,
and, more specifically, issues about home delivery, household travel
activity, and land use. Transportation and commerce have histori
cally evolved together, and this paper explores many of the trans
port issues associated with the growth of new electronic home
shopping.

Over the past 15 years, there have been many highly publicized
failures of electronic home shopping (2). However, there is a re
newed spate of interest due to factors like the recent growth of the
Internet, improvements in the speed and quality of videographics,
and confidence in the security of digital transactions.

Although new improvements in the electronic infrastructure for
home shopping are taking place, there has been little recent discus
sion in the transportation literature of home shopping. A foundation,
which precedes the current wave of popular interest, is provided by
Salomon (3), Salomon and Koppelman (4), and Koppelman et al. (5).

In this paper, we explore a reciprocal relationship between home
shopping and transportation. In the second section, we first set
forth a definition of electronic home shopping. This definition
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places emphasis on the two-way interactive, video component of the
shopping exchange in order to distinguish it from other types of
home shopping that are available today.

The form of shopping we do today, particularly in the United
States and Europe, has been shaped by the availability of automobile
travel. In the third section, we discuss how the adoption of home
shopping will depend, in part, on how people use their cars and
whether they view travelless shopping as an advantage. In principle,
the growth of home shopping would lead to a net decline in the use
of personal vehicles for shopping trips and a net increase in the num
ber of trips undertaken by commercial (or postal) delivery services.
However, this oversimplifies the issue, for people may value mobil
ity as an end in itself, and growth in one type of shopping activity
might induce growth in other shopping modes, too.

Although the transportation/communication interactions are un
clear, it is expected that the development of home shopping will lead
to new demand for home delivery. Home delivery is discussed in the
fourth section. One of the paradoxes of home shopping is that time-
busy consumers who are most likely to adopt the service may also be
those who are least likely to be at home during the day. The discus
sion of home delivery is divided into two parts in order to identify and
distinguish the growth of new electronic products.

Closely related to the development of digital distribution is a brief
discussion, in the fifth section, on the emergence of new shopping mar
kets facilitated by electronic trade. Examples of these are on-line auc
tions, consumer-to-consumer transactions, and hybrid physical/digital
products. At this point in time, it is difficult to assess their future
impact on individual or household travel activity. But, historically,
new forms of transportation and communication (e.g., the railroad
and telegraph) have changed the economics of distributing goods
and the location of both buyers and sellers. The growth of electronic
home shopping might be interpreted conservatively as a change in
communication, but it can also be viewed more radically, if digital
delivery networks begin to supersede physical transportation. Just
as the automobile is used to facilitate shopping today, is it possible
that electronic networks will facilitate different and new types of
shopping exchange?

The launch for this investigation is better understood if shopping
is viewed as a process, with both travel and nontravel elements. Our
investigation of future electronic home shopping is enlightened by
the framework of Salomon and Koppelman (4). They suggest that
shopping is not a single activity, like purchasing a good. Shopping
is a series of interrelated stages, including entry into the market,
choice among shopping modes, information gathering, evaluation
of information, and product selection. It has both in-store and non-
store components. They indicate that shopping fulfills two main
functions: it provides an economic function in which the consumer
expends time and money to learn about products to reduce the risk
or increase the utility of a planned purchase, and it is undertaken
because of its psychological benefits.
















