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“Every time shopping hours are extended the big retailers inevitably increase their sales… The big retailers
know that increased shopping hours will increase their
sales and so they support it.”
Alan Moss LLB
Chairman
Review of The Shop Trading Hours Act 1977
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EXECUTIVE SUMMARY
Have any small retailers benefited from the extra trading hours?
In 2010 and 2012 the State Government made substantial changes to retail trading hours
in the Perth metropolitan area.
2010 - Weekday trading hours extended to 9.00pm
2012 - Sunday trading between 11.00am and 5.00pm
A supposed key benefit of these changes was that Perth consumers would have greater
competition, choice and variety which in turn would benefit all retailers.
Independent retailers disagreed and said that the changes were not only unnecessary, but:
Would allow major national food and variety goods chains to gain market
share at the expense of smaller locally owned businesses, and reduce competition in the grocery sector with consumers the ultimate losers.
Would increase the cost of business to small retailers – penalty wage rates,
overheads etc, but would not increase profitability.
Would not result in a substantial increase in the breadth of retail offering.
Would not affect the threat posed to some retailers by online businesses.
Consumers were satisfied with the current range of trading hours.
Would not result in increased consumer spending or employment.

Four years after the introduction of weeknight trading and almost two years since the general Sunday trading began, IGA retailers commissioned an independent and respected market research company to investigate the impact on a range of small retailers (excluding IGA
stores) in Perth, Bunbury, Mandurah and Northam.
Key findings from this research came as a shock.
Overall, almost 60% said their profits had declined, while 32% said they had
not changed at all. In other words, 90% of retailers have seen no additional
business benefit.
Nearly half (49%) reported a decrease in sales while almost 40% said that sales
had stagnated.
Only 5% said that profits had risen.
Of the extra 20% of retailers who opened their doors on Sundays - two-thirds
suffered a fall in profits, almost 4 in 10 saw a fall in customer numbers while
almost 1 in 3 reported a drop in weekly sales. Only 1 in 20 said that sales improved!
Sunday trading has done nothing for consumers looking for choice. Over 8 in
10 store owners estimate that fewer than a quarter of the stores in their centre were open on weeknights (beyond Thursday night) while two thirds (65%)
estimate that fewer than a quarter of stores in their location open on Sundays.
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KEY FINDINGS

Will incremental changes or
deregulation of retail trading
hours benefit small retailers?

NO! The overwhelming majority of retailers (65%) said
that any further extensions to retail trading hours –
incremental or total deregulation - would harm their
businesses.

Are additional trading hours
needed by consumers?

NO! A study of metropolitan consumers in April this year
revealed that almost 9 out of 10 (88%) believed that current retail trading hours are adequate to their needs.

Have any small retailers benefited from the extra trading
hours?

Apart from the fact that 95% of retailers could already
trade 24/7 but choose not to because of lack of consumer demand, the survey leads us to conclude that the major retail chains have benefited from extra hours at the
expense of small retailers.

Conclusion: Extra weeknight trading hours had almost no effect on the number of small retailers
opening their doors. Most who did work the extra hours gained nothing.
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Q. Did the majority of retailers gain any benefit
from Sundays?

Finding:

No. 65% said their profits fell.
81% said their weekly sales either
decreased (29%) or remained the
same (52%).
Almost 40% said their customer
counts declined.

Q. How many extra small retailers
opened their doors on Sundays?

Finding:

Just one in five.

Conclusions:
Extra weeknight trading hours had
almost no effect on the number of
small retailers opening their doors.
Most who did work the extra hours
gained nothing

Q. Are consumers getting more variety and competition in the
retail landscape?

In the main, small retailers experienced a fall in profits, either no
change or a fall in customer numbers and sales over the course of
their trading week.
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Extensions to retail trading hours
have benefited the major national
retail chains at the expense of smaller independent retail businesses and
their owners.
Further changes to retail trading
hours will only weaken small businesses, deprive consumers of choice
and increase the marketshare and
dominance of the big retailers.

LOOKING TO THE FUTURE

WHAT DO SMALL RETAILERS THINK?
What do small retailers think about proposals to incrementally increase or even deregulate retail trading
hours?
Question:
Respondents were asked to indicate the effect they believed three scenarios would have on their businesses, the three being:
There could be no change from where we are now;
There could be an incremental expansion of shopping hours – for example longer Sunday trading;
Or, there could be complete deregulation, allowing all retailers to open whenever they wished.
They were then asked to indicate:
From your business’s perspective can you indicate the extent to which each of these possible developments would have a positive or negative effect on your business?
Table 1

Current hours

Incremental
extension

Deregulation

Negative

13%
12%

29%
36%

43%
22%

Positive
Very Positive
Don’t Know
NET POSITIVE

9%
5%
9%
14%

4%
1%
7%
5%

5%
3%
7%
9%

NET NEGATIVE

25%

65%

65%

Very negative

Neutral

52%

22%

19%

NET

100%

100%

100%

Column n

152

152

152
*Note rounding errors

REASONS FOR RETAILERS’ NEGATIVE ASSESSMENT
Table 2

Current
hours

Incremental Deregulaextension
tion

Extra hours from big stores takes away former customers of
small stores

49%

41%

31%

Extra staff and running costs from trying to compete

41%

44%

31%

Exhaustion/extra personal working hours required to compete
with big stores

30%

22%

22%

*Note multiple responses received
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WHAT WILL BE THE IMPACT AND WHO WILL BE THE WINNERS?
As Table 3 shows consumers will not see much if any added competition – the vast majority of small retailers will continue to trade as they do. Consumers will not get greater variety or choice, while the big
national retailers will most likely grow bigger at the expense of smaller retailers. Note also the approximate number of small retailers contemplating an exit from the industry. This could result in the closure of
up to 2100 small businesses based on the ABS estimate of 11,791 small retailers in WA.

Table 3

Incremental
extension

Deregulation

Ignore the extension, trading much as you do now

64%

55%

Leave the industry

18%

16%

Trial some extended trading periods and only support them
if the business is profitable

13%

11%

Other

8%

9%

5%

14%

Don't know

*Note multiple responses received

WHAT’S HAPPENING IN THE OVERALL RETAIL LANDSCAPE?
We continue to hear from the big shopping centres that weeknight and Sunday trading is providing consumers with wider shopping choice and convenience. But what is happening to the overall retail landscape which includes suburban shopping strips, local centres and stand-alone stores?
As the table below shows – and as most people already know – the overwhelming majority of retailers
have closed their doors because consumers don’t shop on weeknights, while the substantial majority of
shops don’t believe there is sufficient benefit in Sunday trading.

As the research aimed to provide an overall picture of what was happening, rather than the narrow
view expressed by major national retail chains and large shopping centres, retailers were asked to indicate the proportion of stores in their location that were open on weeknights and Sundays.
In summary more than 8 out of 10 centres were trading with a quarter or less shops open on weeknights, while almost two-thirds of centres traded with the same proportion of shops closed on Sundays.

Table 4

Estimate of open stores
Weeknights (%)

Sundays (%)

None

38

12

About a quarter

45

53

About half

4

8

About three quarters

2

9

Almost all

4

10

All of them

2

4

Don’t know

6

3
Note: Rounding errors
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AND WHAT ABOUT CONSUMERS?

Before researching retailers, we also asked consumers whether they were happy with existing weeknight and
Sunday trading hours arrangements. This research was undertaken in April and as the table below shows, almost 9 out of 10 (88%) shoppers believe the current trading hours are adequate for their shopping needs.
Q1
“Can you now think of all shopping activity, including clothing, white goods, furniture and personal services like haircuts. Do you find that the current range of shopping hours is adequate for your shopping activities?”

Table 5
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The myth of extended trading hours and employment
Both the WA Economic Regulation Authority and the Productivity Commission have in recent reports
quoted Coles and Woolworths saying that the deregulation of trading hours in WA will create extra
jobs. It has been accepted at face value that both Coles and Woolworths have employed extra people
as a direct result of the introduction of Sunday trading when introduced in Perth and Regional WA.
At the same time The West Australian on June 23 wrote:“…there are now fewer than 100,000 full-time mining jobs in WA, the smallest number in
three years. These jobs are being offset by a lift in the construction sector, while a record
145,000 people are now working in retail.
Retail has overtaken construction and health as the single biggest employer in WA…”
Coles and Woolworths do not report sales or numbers of employees on a state by state basis, but
their national figures surely tell the true story.
Coles

Woolworths

Employees 2009

113,000
(sales - $22.5b)

107,000
(sales - $42b)

Employees 2013

103,000
(sales - $36b)

111,000
(sales - $51b)

Woolworths’ employee numbers now include their New Zealand operation so we can safely assume
that they have not been the driving force for retail employment in WA either.
The Productivity Commission report, which the ERA quoted in its draft recommendations, put retail
sector employment in WA in 2009 at 120,000 which in The West Australian’s article grew to 145,000.
Meanwhile, the Kalgoorlie Miner recently reported that there were no new positions created at Kambalda’s Woolworths following the introduction of Sunday trading. This report was confirmed by a
Woolworths spokesman, despite claims in a submission to the Productivity Commission that full deregulation in WA would create hundreds of jobs. This claim was used in both the ERA and Productivity
Commission reports to justify their call for full deregulation of trading hours in WA.

Conclusion:
Those calling for deregulation – including the ERA and the Productivity Commission – need
to accept that small business retailers created the extra 20% or approximately 25,000 jobs in
WA. None of these small businesses are petitioning the government to deregulate trading
hours.
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ABOUT THE RESEARCH
RETAILER

CONSUMER

Surveyor Patterson Research Group

Surveyor Patterson Research Group

Methodology The survey was conducted by a hybrid research
design incorporating an on-line self-completion
survey supplemented by a phone follow-up.

Methodology The survey was conducted using PRG’s monthly
FlashPoll process involving 300 Adults by quota
controlled random dial. Provides survey error of
approx. +/- 6.7% @95% confidence level.

Respondents were recruited at random from a
list covering the sectors listed below. Respondents did not self-select but were recruited by phone contact. To encourage completion an incentive of three $500 prizes was offered.

The data was collected from April 7–11, 2014.
Interviewing was conducted between the hours
of 4.30pm and 8.30pm each evening from a central phone room. The sample composition was
carefully monitored as the survey was in progress, and any sample aberrations corrected by
quota sampling.

The sample of 152—excluding IGA stores—
retailers was limited to those with fewer than 20
employees. The sample provides a theoretical
survey error of +/- 8% at the 95% confidence level.

Data Processing and Analysis
As a means of ensuring the highest quality of data, WCFS routinely validate a proportion of all
data. Effectively this means a random selection
of respondents are re-contacted and their recorded responses are checked to ensure the most
accurate recording of data is upheld by the field
team at all times.

Who
Clothing Stores (including shoes)
Convenience/Newsagencies
Food Related Produce
Hair/Personal Items
Indoor House Items
Luxury Items
Outdoor Recreation Items
Pharmacies
Specialist Retail Items

The data was carefully weighted to a 12 cell age/
gender/region weights matrix to replicate the
latest Australian Bureau of Statistics (ABS) profile
of the Perth adult population. Patterson Research Group routinely weights data to ensure
that the sample profile most closely represents
the true profile of the WA metro community, in
terms of age and gender.

Where
Perth
Bunbury, Busselton
Mandurah
Northam / other WA

Retail Environment
Suburban Shopping Strips
Small Local Centres
Major Shopping Centres
Stand-alone / Other
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