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This paper examined the survival rate from a sample of 418 online retailers in the ten year period from January of 1994 through September of 2003. 

One of the problems of the study was due to the limited time that retailers had been in business. While many industries have historical data that goes back decades, the online retail sector could only really get started in 1994, when the first browsers became available.

The authors chose to divide the sample stores into a few different categories, which I found useful. One of the more surprising aspects that this revealed was that single-channel retailers, those that operate only online, had a 5-year survival rate of only 49%, while multi-channel retailers had a 90% survival rate on average. This was interesting because I had always assumed that online-only retailers like Amazon.com were pushing traditional retailers out of business, but these findings seem to suggest that the most successful companies were traditional retailers who added an online channel. 

One of the biggest omissions for me was a comparison to traditional retail stores. The article states, "Roughly 71% of our online retailer sample survived at least five years, " and then continues on to explain some of the survival determinants for online retailers. Some other sections of the paper seem to indicate that this is a fairly high rate, but does not explicitly compare it with traditional retailers in the same period or in any historical context. Perhaps a marketing researcher would know roughly what the survival rate for retailers should be, but I am unsure whether this is a high rate or a low one. In the conclusion they do provide some context and explain that markets have evolved in similar ways whenever a new industry opens up.
