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reader information

Technology exists to revolutionise many aspects of our lives.
Whether we choose to let it, however, is a different matter.
After all, just how successful has online shopping become
since the initial boom of the internet revolution?

What customers
want is groceries
when it’s
convenient to
them, not when
it’s convenient

to the delivery
company. So
what we have
seen is a rapid
growth of
24-hour shopping
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ive years ago | was sitting in the back of a cab

with an IT professor from Cranfield School of

Management. We were on our way to the Sky
TV studios in West London to take part in a live
debate about the affect the then-booming internet
revolution would have on large companies.

It was April 98 and the dotcom bubble was just
about to inflate. As we bumped along in traffic on
the Great West Road we passed a large Tesco
supermarket. The professor looked at it and
remarked how retailers were still buying plots of
land and yet in five years the majority of grocery
shopping would be done online. So what were they
going to do with all the empty buildings?

| replied that I didn’t think conventional retail
would die that quickly, that people still enjoy going
shopping and handling the things they buy. Besides,
| reasoned, even if retail does migrate to the web in
five years, Tesco will still need local depots from
which to deliver. The stores will be converted to
warehouses and the car parks, instead being full
of customers’ cars, would be full of delivery vans.
We agreed that this would be the likely scenario.

No-go area

Five years on, Tesco is still there and so are

the customers’ cars. Were we so wrong? The
professor’s estimated timescale was way out

even though, at the time, the hype and the promise
of the internet lent force to his argument.

But it soon became apparent that the problem of
buying groceries online was the same as any mail
order operation: fulfilment. What customers want is
groceries when it’s convenient to them, not when
it’s convenient to the delivery company. So what we
have seen is a rapid growth of 24-hour shopping and
gradual growth of online grocery shopping.

| still drive to a supermarket because | know
| can go when | like. But there are some things —
for example, CDs and tickets for entertainment
and long-distance travel — | wouldn’t consider
buying anywhere but online. There’s an array of
video-conferencing equipment available, but | still
travelled to the CeBit computer show in Hanover
to see people and products first hand.

The technology exists to revolutionise our
lives, but culture and society changes at a much
slower rate. =

Andrew Charlesworth

Competition rules of entry

The following rules and conditions apply to all competitions
and giveaway offers in the magazine. The judge’s decision is
final and no correspondence will be entered into. There is

no cash alternative to the prize or prizes offered. Employees
of IDG Communications, the company or companies donating
prizes and their relatives are not eligible for entry. Winners’
details will be printed at the bottom of this panel in the next
available issue of the magazine. Neither PC Advisor nor IDG
Communications can be held responsible in the unlikely event
that a company is not able to fulfil its obligation and provide a

prize, for whatever reason.

Liability

While every conceivable effort is taken to ensure that all
details printed in the magazine are correct at the time of
going to press, the publishers cannot accept any responsibility
for the accuracy of the information contained in the editorial,
nor for the consequences of any actions taken as a result of
this information. The views of contributors do not necessarily

reflect those of the publisher.

Cover disc

The publisher shall have no liability without limitation for

any losses or damage arising from using software on cover
discs, including any loss of profit, damage to equipment or
data, interruption of business, or any other damage, direct

or accidental. It is recommended that you make a full backup
of all the programs and data on your hard disk before installing
any new software. Telephone numbers or website addresses
given for cover disc software registration may only be valid for
a limited period. If you experience problems with the cover disc
call our helpline on 0870 739 7630.

Product reviews

Products submitted for reviews in PC Advisor are accepted
on the basis that the same product will be available to
the consumer. This ensures we give our readers the most
accurate analysis of commercially available products. If,
after reading a review in PC Advisor, you contact the
manufacturer or vendor and find the specific model is

not being offered, please let us know at reviews@idg.com.
Prices quoted throughout the magazine exclude VAT except
where otherwise stated.

Technical helpline

We cannot answer technical queries over the phone, except via
our Expert Advice Hotline (see page 135). Calls are charged at
£1.50 per minute, up to a maximum of six minutes. PC Advisor
offers a full money-back guarantee. If you are dissatisfied with

the service, please contact us on 020 7291 5970.

Consumer hotline

Whether it's consumer-related or a general enquiry, our

experts can help with all your legal problems. The PC Advisor
Consumer Hotline costs £1.50 per minute. Call 0906 906 0276,
8am to 10pm, seven days a week. English law apples to all

advice given.

March competition winners
Brother MFC-9760: Mrs S Leigh, Dorset; Mr G Mosely, Derby.
Brother MFC-890: Mr M Cuffe, Stockport.

iDynamics Speednet: Miss C Henderson, Newcastle upon Tyne.
Adaptec VideOh DVD: Mrs H Carter, Wilts; Mr J Hackett,
Sunderland; Mr E Marshall, Newcastle upon Tyne;

Adaptec VideOh PCI: Mr A Angus, Aberdeen; Mr T Wheeler,
Rugby; Mr S Taylor, Middlesborough.

Logitech Internet Navigator Keyboard SE and MX 500
Mouse: Mr D Glover, Newcastle; Mr J Clark, Lincs; Mr T
Charles, West Sussex; Mr C Davies, Suffolk.
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