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Water colour David Murphy with Spear, his installation which reaches 30 meftres across Semerwater in North Yorkshire

‘Vampire’

retailers

target shoppers in
middle of night

Danlelle Sheridan

Insomniacs, late-night drinkers and
those suffering from mental health
issues are being targeted by online re-
tailers encouraging them to spend
when they are at their most vulnerable,

a report suﬁfsba

It found that retailers including Am-
azon, GAP and easylet were sending
out marketing emails in the middle of
the night, when customers were more
likely to make impulsive decisions they
might go on to regret.

About 90 per cent of people with
mental health pmhiﬂ;l:nméi;hat they

are un-
well, Iilesh.ldymet?ne Money and Men-
tal Health Policy Institute found.

Itadded thatwithin this group nearly
half said it was particularly hard to re-
sist shopping at night-time, with four in
ten people most likely to go “crisis shop-
ping” at that time.

Smartphones have made it easier to
shop late at night and more people are
using them for that than they
are laptops or desktops. Seven out of
ten late night online shoppers said that
they did it because they could
not

Members of the focus group that the
institute worked with for its study had
different reasons for their compulsive
late-night shopping. Some said they
waould stay up late to shop online as a
e ool

ers or sai
that la?léﬂ.lght shopping was often a
source of comfort when they were

struggling to sleep.

Critics have described night-time
online shopping as a “vampire eco-
nomy” which draws in consumers by
encouraging them to splurge on clothes

and gadgets by accessing websites on

smartphones and laptops, often while
they are still in bed.

Polly Mackenzie, director of the insti-
tute, said: “The retailers use an algo-
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to s in
the middle of the night.

“It seems to work for a group of cus-
tomers. We know that there is a group
of peoplewho are trying to change their
behaviour but find themselves bom-
barded by these emails that get them at
their most vulnerable.”

She added: “Compukive shopping
has long been recognised as a problem,
in particular among those with mental
health problems. But in the online envi-
ronment, where the shops never close,
consumers who struggle to control
theirspending find themselves at great-
er risk than ever before”

The institute is calling on retailers to
allow people to put in place controls on
their shopping behaviour, from allow-
ing customers to opt out of late-night
muketmg emails to delaying the proc-
essing of night-time orders until con-
firmed in the morning.
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at purchasmg an wsing
peaked between 10pm and midnight.
One in ten consumers continues to buy
items between midnight and 3am.

A spokesman for Quideo — a cash-
back website on which customers can
access a retailer’s store through a link
— said the company took steps to en-
sure allits promotional emailswere dis-
patched between 6.30am and 8pm.

A spokesman for easylet said while
its promotional emails were Emera
sent to customers during the day there
were “rare occasions” when customers
could receive them in the early hours.
Amazon and Lastminutecom declined
to comment.



