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FROM THE EDITOR-IN-CHIE
|

Introduction

Welcome to the
InternetRetailing Top

report. Our annual reading
of how UK ecommerce and
multichannel retailers are
performing is now in its fth

' year. Over the last half-decade
this research has stood out

: because while it starts with

a Footprint ranking based on retailers’ revenues,
store networks or web traf c, it adds to that an in-
depth understanding of their performance. That’s
measured through six Performance Dimensions:
Strategy & Innovation, The Customer, Merchandising,
Brand Engagement, Operations & Logistics and
Mobile & Cross-channel. Through this approach we
aim to understand more accurately which retailers
are performing strongly, and which strategies, tools,
technologies are helping them achieve that success.
We believe that our research offers practical and
useful insights into the best practice of what we term
‘RetailCraft’, and this report will be a highly useful tool
for retailers eager to learn from the best.

This year’s ranking comes at a time of continued
turbulence in the retail market. A signi cant number
of retailers that appeared in last year’s list, such as
Toys R Us and Maplin, are no longer trading. Others,
such as House of Fraser, have failed but subsequently
been bought out of administration and continue to
operate under new ownership. Many more are going
through transformation plans that they believe will
better equip them for the future. At the heart of this
crisis, or revolution, in retail is the changing way that
shoppers now want to buy. Customers are now more
willing to complete their retail errands online, and
they’re also uncertain about spending at a time of
political uncertainty, in the light of Brexit. These shifts,
combined, will no doubt mean more challenges to
members of our Top lie ahead. We'll be monitoring
through our research and news analysis through the
year how retailers respond to those challenges.

But, for now, our congratulations go both to this
year’s Elite retailers, Amazon, Argos, H&M, John Lewis,
New Look and Sainsbury’s, and to all members of the
IRUK Top .

IAN JINDAL,
EDITOR-IN-CHIEF

INTERNETRETAILING BIET/IRUK



OUR METRICS
|

Our research covered seven Performance Dimensions
(see page 25 for more details):

. FOOTPRJKTetail turnover, ecommerce turnover, web reach and store estate of retail businesses give the ‘heft’ and a
preliminary rank. We then modify and weight that analysis through consideration of the following Dimensions:

1. STRATEGY & INM®\éxtidatto which the retailer is adapting for growth, international commerce and customer
responsiveness

. THE CUSTio@AB&®ing the experience from the customer’s point of view

. OPERATIONS & ldeld&y)@surns, collections

. MERCHANDISph$ng and describing

. BRAND ENGA@G&hitteNmeir brands familiar to the customer and connecting with them
. MOBILE & CROSS#HedyaridNditigle ecommerce or store channels

o 0o~ WD

PERFORMANCE CLUSTERS
We've ranked the UK Top in statistically similar groups. Elite retailers have performed at an exceptional level
across all Dimensions, statistically separate from the subsequent clusters. In  they are Amazon, Argos, H&M,
John Lewis, New Look and Sainsbury’s. Our congratulations to new entrants H&M, New Look and Sainsbury’s, to
returning  Elite retailer John Lewis, and to Amazon and Argos on retaining their positions from last year.

Top retailers bring us to the -retailer point and represent the current standard of UK best practice in
ecommerce and multichannel retailing, exemplifying RetailCraft at its best.

Between the Top and the Top |, retailers are grouped in a way that expresses their measured performance in
a way that goes beyond their variation in size, reach and turnover. Throughout , we will be continuing our testing
and measurement of the whole group, with our ndings contributing to the  ranking.

JUDGEMENT

Our current system started with the IRUK Top in . Since then, research methods and metrics have developed
steadily. The criteria regarded as cutting edge this year will necessarily differ from those of last year, since many one-
time innovations have now moved rmly mainstream.

KNOWLEDGE PARTNERS
We thank Edge by Ascential (formerly Brand View) for sharing data on the Top ’s price strategies and the
information they provide on product pages; BuiltWith for tracking the Top ’s websites and providing information
on the software used, such as ecommerce platform and payment methods; Hitwise for sharing data on website
interaction and visitor demographics; and Eggplant for measuring the performance and load times of Top websites
on mobile and desktop browsers.

We are also grateful to Return Path for measuring retailers’ use of emalil, including how often they send emails,
and the open, deletion and marked-as-spam rates of those campaigns. We thanks SimilarWeb for sharing data on the
visits and interaction that Top websites receive.

ELITE RETAILERS
Congratulations once more to the InternetRetailing UK Top Elite retailers for : Amazon, Argos, H&M, John
Lewis, New Look and Sainsbury’s.

IAN JINDAL, EDITOR-IN-CHIEF, INTERNETRET
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THE IRUK
|

THE ELITE OF : AMAZON, ARGOS, H&M, JOHN LEWIS, NEW LOOK, SAINSBURY'S

InternetRetailing congratulates all the members of the Top in  as leaders in UK multichannel and ecommerce retailing. This list
was put together through an assessment of retailers’ size and performance. For more detail on the research parameters see page

Elite  |Amazon Top_10{Apple Top_150Accessorize Top_25pAlISaints Top_25(Lakeland
; Top_10(Bonmarché Top 150Adid ; ] .
Elite  |Argos op_ ldas Top_25MAppliancesDirect Top_25(Lands' End
Elite  |H&M JIOREIOIESclioe:com Top_15{Andertons Music | Top_25pAvon Top_25(Lego
Elite  |John Lewis Izp—ig i?;ﬁ?venue Top_15/Beaverbrooks Top_25(Banana Republic | Top_25(Levi's
Elite  |New Look ToEHO 'Cotswold Outdodr Top_15iBlacks Top_25(Bathstore Top_25(Links of London
Elite  |Sainsbury's Topilo ICotton Traders TOpJSB:”.tO':‘ Mensweqr Top_25(Bensons for Beds |Top_25(Lloyds Pharmacy
Leading American Golf Top_10(Disney Store Top_15{Claire’s Top_25(Boden Top_25(Long Tall Sally
Leading Ann Summers Top_10iDorothy Perkins IEERECcio) - Top_250The Body Shop Top_25({L ookFantastic
Leading Ao.com Top_10(Estée Lauder Izpfi i::y Learning Centre - s(BonPrix Top_25(Louis Vuitton
LeadingB&Q (el 82U Cf"" a2l = . . . Top_25(Bravissimo Top_25(Lovehoney
. Top_ 10{Everything5pounds.com op_ 15(Ellis Brigham )
LeadingBoots Top_10{Fat Face Mountain Sports Top_25(Burberry Top_25(Machine Mart
Leading Currys PC World Topilo [Footasylum Top_15(The Entertainer Top_25(Carpetright Top_25(MajesticWine
Leading Debenhams Top_10|Fragrance Direct  |Top 15(Fashion World Top_25(Cath Kidston Top_25{Mango
Leading Evans Cycles Top_100The Fragrance Shop Top 15(Feelunique.com Top_25(Charles Tyrwhitt Top_25(Massimo Dutti
LeadingHalfords Top_10{Freemans.com Top._15{Foot Locker Top_25(Clas Ohlson Top_25(Mint Velvet
Leading House of Fraser Izpﬁg gin(;itdoors Top._15{Getthelabel.com Top_25(Coast Top_25{Molton Brown
LeadingJD Sports P_ Tob 1 Idsmith Top_250The Cotswold Compar Top_25(Musto
i o Top 10{Grattan op_15Goldsmiths .
Leadfng JD Williams Top,_10{Hobbycraft Top_ 15(H.Samuel Top_25 Eg%\:vpgghmg Top_250The North F.ace
LeadingMarks & Spencef Top_10{Homebase Top_ 15(Uoules Top 25iDiesel Top_25 ]glgto?Th:enngh
LeadingMothercare Top_10{Hotel Chocolat Top 15{L'Occitane Po eet.co
Leading Next Top_10{Hugo Boss - - Top_25(Dr. Martens Top_25(Novatech
Top_15{MAC Cosmetics Top 25(Eb Top 2500ffspri
Leading Screw x Top_10tceland Top_15{Mamas & Papas P wver.com oS s_pnng
Leading Tesco Top_10 ](aleidoscppe Top715 'Matalan Top_25(Ernest Jones Top_25(0rvis
Leading Wickes IOIO_ig iiﬁmpsgfed Top_ 15(Millets Top_25(Evans Top_25000ysho
: ) op_ ittlewoods = .
Leading Wilko Top._10{M&Co Top_15(Missguided Top_25 ]ﬁarfetch Top_25(Paul Smith
hsda Top_10(Mainline Menswear | ©P-15{Monsoon Top_25{Figleaves.com B il
Asos Top_10{Marisota Top_15{Mountain Warehpusg TOP_25{Fortnum & Masop | T0p_25 Peacock§
Axminster TopilO]VIicrosoft Top 15(Nike Top_25(Foyles Top_25(Phase Eight
Beauty Bay Top 10{Miss Selfridge Top_15{Oliver Bonas Top_25(Furniture Village| | Top_25{Pull & Bear
Carphone Wareh 0USErop 10(Ocado Top 15{Paperchase Top_250Gabor Top_25(RS Components
ghaln FEZCUOH Gycle Top_10(Overclockers UK| Top_15(Post Of ce Shop Top_25(Gant :::Op_zgiusse” & Bromley
i 0 man
une London Top_10(PartyCity Top_15(PrettyLitleThing Top_25(GAP TOP_25 .'Sstun
Dunelm Top_10(Pets at Home Top_ 150Quiz Top_25(Gear4music.con] P_. 9
Forever 21 Top_10(Radley - Top_25(Bkechers
Holland & Barret Top_10(Reiss Top_15{Reebok Top_25{Harrods Top_25(Slaters
Jacamo Top_10(sally Top_15[Richer Sounds USla s 0n EIRE NEIT Top_25 (Specsavers
Karen Millen Top_ 10(Seasalt Cornwal Top_15[Robert Dyas Top_25 ]\X,%V;Fhead Country Top_25 (SportsBikeShop
Top_10{Selfridges u
Laura Ashley Top_ 10i5hoe Zgone Top_15{Route One Top_25(Hobbs London Top_250Ted Baker
Morrisons Top. 10M8ize? Top_15 SkatthF-CO-Uk Top_25(Home Bargains Top_25(Tessuti
’,\\,A-OZS Bros. o 0 T (5 Top_15{SportsDirect.com Top_25(Hughes Electrical | Top_250Thomann
S -ets Top_10{Superdry L sl Eely Top_25(lkea Top_250Thomas Sabo
8?5'3 Top_10{Topps Tiles Top_150TK Maxx Top_25(Inter ora Top_250Thorntons
<l :ep o Top_10{Topshop Top_15{Toolstation Top_2501TS Top_25(Tiffany & Co.
_ P |Top 100Travis Perkins Top_15{Topman Top_25(ack & Jones Top_250TJ Hughes
River Island Top_10(Ugg .
= > Top_15(Vans Top_25@ack Wills Top_25(UK Ecig Store
Schuh Top_10(Uniglo o
Simply Be Topilo | Urban Out tters Top_15WVictoria's Secret Top_25QJessops Top_250USC
Space.NK Topilo 'Wex Photographic | | ©P-L5{Victorian Plumbing Top_25@igsaw Top_25(wallis
Superdrug Top_10{White Stuff Top_15{The White Company | TOP_25(0Jo Maman Bébé | Top_250Watch Shop
Very Top_ 10{Wiggle Top_15/Whittard of Chelsea | TOP_25{Kurt Geiger Top_25pWayfair
Waitrose Top_10Yours Clothing Top_15pVHSmith Ui la_ Redt_)ute Top_25pWhistles
Waterstones Top_10{Zara Top_15{The Works Top_25{Laithwaite’s Top_25(Zalando
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Top_35PAbercrombie & Fitch | Top_350ronmongeryDirect |Top_500& Other Stories Top_500Garmin Top_50@Photobox
Top_35QAldo Top_35Qaeger Top_500Abel & Cole Top_500Geox Top_50@Planet Organic
Top_35AliIExpress Top_35Qimmy Choo Top_500Adobe Top_500Glasses Direct Top_50(Playstation Store
Top_35PAnthropologie Top_35(Jones Bootmaker | Top_50DAgent Provocateur (Top_500Google Top_50(Plumbase
Top_350Arco Top_35(QYSK Top_500Aldi Top_500GoPro Top_50(Prada
Top_35Aria Technology Top_35(L.K.Bennett Top_50PAmerican Eagle Top_500Grailed Top_50(Pretty Green
Top_35(Bershka Top_35(Lacoste Top_50PArmani Top_50(Graze Top_50(Printing.com
Top_35(Blackwell's Top_35(Leekes Top_50MAsics Top_50(Habitat Top_50(Ralph Lauren
Top_350The Book People Top_35(Lush Top_50MAspinal of London | Top 50(Hattons Top_50(Rapha
Top_35(Bose Top_35{Made.com Top_50MAsus Top_50(Hawes & Curtis | | Top_50{RedBubble
Top_35(Bottega Veneta Top_35(MandM Direct Top_50PATS Euromaster Top_50(Heal's Top_50(Regatta Outdoor
Top_35(Burton Top_35(MatchesFashion|com Top_500Austin Reed Top_50{Hermés Clothing
Top_350Calendar Club Top_35(Max Spielmann Top_50(Bang Good Top_50(Hobby Link Japan Top_50@Rich Tone Music|
Top_350Calvin Klein Top_35(MenKind Top_50(Barbour Top_50(Home, Beauty & Gift Top_50(Romwe
Top_35(Cass Art Top_35(Mobile Fun Top_50(bareMinerals Shop Top_500The Royal Mint
Top_350CeX Top_35(Moda in Pelle Top_50(Barker & Stonehpuse Top_500n The Style Top_5005cotch & Soda
Top_350Chaos Cards Top_35(Mole Valley Farmers | Top_50(Belkin Top_500] Crew Top_5005cribbler
Top_350Charles Clinkard Top_35(Monki Top_50(Bettys Top_500Jewson Top_5008cS
Top_35(Cloggs Top_35MMontblanc Top_50(Build-A-Bear Top_50QIML Top_50(05ee Tickets
Top_35(Costco Top_35(Moonpig OIS Top_50(Joe Browns Top_5008elect
Top_35(CycleSurgery Top_35(Mr Porter Top_50(Card Factory Top_500J0hn Smith's Top_5006evenoaks Sourld
Top_35(Deichmann Top_35(Mulberry Top_500Clinique Top:50 OTE and Vision
Top_35(Demon Tweeks Top_35(Myprotein Top_500The Co-operative |14, 500,n0 Records Top_50(Bneakersnstuff
Top_35(Desigual Top_35(Nespresso Electrical Top_50 (K §rcher Top_5005team
Top_35(DFS Top_35(Net-A-Porter Top_S0pConverse Top__50{Kate Spade Top_50(Btudio (Express Gifts)
Top_35(Dior Top_35(Nordstrom Top_50(COS Top_50fKenzo Top_5005unglass Hut
Top_35(Dreams Top_3500utdoor & Country | TOP_S0fCrabtree & Evelyn Top_50 Kiehl's Top_5008upreme
Top_35 ]8ulux Decorator| | Top_35(Pandora Top_50{(Craghoppers Top_ 50{Kithag.com Top_5008watch

entres Top_35(Puma Top_500Cromwell Top_500Tate Shop
Top_350The Edinburgh Top_35(QVC Top_500Cult Beauty Top_50 lfanovo Top_500Thomas Pink

Woollen Mill Top_50(Liberty - .
Top_350The Range Top_50(Dell i Top_500Timpson

Top_35(END. Top_35(Rohan Top_50(Denby Top_50(LightinTheBox Top_500Tommy Hil ger

Top_35(Esprit
Top_35(F.Hinds

Top_50(Lindex
Top_50(Logitech

Top_35(Roman Originals Top_50(Digikey Top_500TomTom

Top_35(Field & Trek B oP- cgntrleess arden Top_50(Mennace Top_SOflunder Armour

- Top_35(BoleTrader = : Top_50@United Colors of
Top_35(Fitness Superstare | Top_35(Staples Top_50(Dover Street Market | Top_50{Michael Kors Benetton
Top_35(Fossil Top_35(Btella McCartney | Top_50(Ecco Top_50{Mobile Phones Direcitop 500/ersace
Top_35(French Connection | Top_35(Btradivarius Top_50(Epson Top_50(Monica Vinader Top_500Viking
Top_350Games Workshop  |Top_35(Superga Top_50(Farrow & Ball Top_50Muji Top_500Virgin Wines
Top_350Gucci Top_350Burfdome Top_50(Firebox Top_50Muscle Food Top_500VitalSource
Top_350Guess Top_35(Bwarovski Top_50(Fired Earth Top_500Music Magpie Top_50pwWarren James
Top_350Guitarguitar Top_350T.M. Lewin Top_50(Fitbit Top_50(Naked Wines Top_500Watch nder
Top_35(Hackett Top_35(Toolstop Top_50(Flannels Top_50(Neptune Top_500Nedgwood
Top_35(Hamleys Top_35pTrespass Top_50(Footpatrol Top_50(New Balance Top_500Weekday
Top_35(Harveys Top_350Tripp Top_50(Forbidden Plane Top_50(Nintendo Top_500Neldricks Pharmacy
Top_35(hmv.com Top_35pvape Club Top_50(Fraser Hart Top_5000akley Top_500Nest Elm
Top_35(Hollister Top_35pWarehouse Top_50(Fred Perry Top_500The Original Factory |Top_500Wish
Top_35(Hotter Top_35(Watches of SwitzerlandTop_50(funkypigeon.com Shop Top_50pNyevale Garden
Top_35(HP Top_350Nynsors World of|Shog Top_500G-Star Raw Top_500The Outnet Centres
Top_350The Idle Man Top_350yankee Candle Top_500GAK Top_500Philips Top_500YesStyle
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ELITE AND LEADING RETAILERS

Leading the way

In this sixth year of the IRUK Top , we take a look at which retailers top this year’s ra
picture has changed over the years — and discover which one name has been in the

It's now more than half a decade since the rst IRUK

Top index was produced and since the UK’s ecommerce
and multichannel traders were rst grouped into
categories, led by the Elite and Leading retailers of the
year. These retailers won their places for both the size of
their ecommerce and multichannel businesses, and for
their performance across InternetRetailing Performance
Dimensions. Just one retailer has appeared in the cutting-
edge Elite group every year. So far, retailers have won
the title of Elite and have appeared in the list of Leading
retailers, exemplifying the standard of what we term
‘RetailCraft’. Here we take a look at how these groups have
been made up.

ELITE RETAILERS
Amazon retains its place in the Elite of the IRUK Top

for the fth consecutive time. The mammoth US
merchant is the only retailer operating in the UK to
win this distinction. In | it is joined by Argos, H&M,
John Lewis, New Look and Sainsbury’s. Argos and John
Lewis both feature in the listing for their fourth year,
but H&M, New Look and Sainsbury’s all win the top
ranking for the rst time. And while New Look (four
times) and Sainsbury’s (three times) have both previously
been repeatedly ranked in the Leading group, H&M has
moved straight to the Elite. Last year it was ranked as a
Top retailer. It's worth noting here that what it means
to be Elite changes every year, most notably because
the metrics measured in the Strategy & Innovation
Performance Dimension vary. Argos and Sainsbury’s are
part of the same group and both bene t in this year’s
research from their ability to use each other’s stores to
enable their customers to pick up online orders. This may
ultimately prove to be a temporary effect.

Three of this year’s Elite, Amazon, John Lewis and
Argos, can be classed as ‘department’ retailers, selling
products from several different categories. Sainsbury’s is
predominantly a grocer, and Amazon can also be classed
as one following its own expansion into grocery delivery, a
fact that underlines the virtuosity of this retailer. New Look
and H&M are rmly in the fashion and footwear categories.
The Elite group has consistently featured four department

8 INTERNETRETAILING.NET/IRUK

stores since . Prior to that, ve department stores
featured. This year the number has fallen to three, perhaps
as fashion retailers — selling their own-brand goods — have
successfully challenged for a place for the rst time.

LEADING RETAILERS

To date, retailers have appeared in the Leading group of
the IRUK Top . Retailers that have not yet fallen below
Leading in the index include Debenhams, Halfords and
House of Fraser, which has overcome administration and
temporary website closure to retain its place in the Leading
group this year. New-for-the- rst-time entrants to this

year’s Leading group include American Golf, JD Williams,
JD Sports, Ann Summers and Evans Cycles.

&€& WHAT IT MEANS TO BE ELITE CHA
EVERY YEAR, MOST NOTABLY BECAL
METRICS MEASURED IN THE STRATE
INNOVATION PERFORMANCE DIMEN

VARYY

“How we assess the IRUK Top retailers, and therefore
judge which are the Elite and Leading companies, changes
from year to year as we drop metrics that are no longer
relevant, and recognise the importance of new features,
functionality and strategic priorities through new metrics,”
said Martin Shaw, head of research at RetailX. “Despite
this, it's notable that the membership of the top groups has
remained consistent over the years. It’s likely that re ects
the consistent performance of the retailers themselves, as
they adapt and improve in order to meet the new challenges
of the market. Those who were always innovative have
mostly remained so, while others are raising their game to
win inclusion in the higher reaches of the ranking for the

rsttime.” W



NEW AND BUBBLING UNDE

New and bubbling under

New retailers enter the IRUK Top each year, but many more lie just on the other

borderline. Here we list the new members for

and the ‘bubbling under’ British |

close to featuring in the index. This ‘bubbling under’ group is the largest in the Gro

for more), and its

NEW THIS YEAR

American Eagle
Beauty Bay
Bottega Veneta
Clinique

Cult Beauty
Denby
Desigual
Digikey
Distinctive Doors
Epson

Geox

BUBBLING UNDER

Acne Studios
AllBeauty
American Apparel
Angling Direct
APC

Approved Food
Armani Exchange
Baker Ross
Balenciaga

Berry Bros. & Rudd
Black Circles
Blinds2Go

Bodum

Bondara

Box.co.uk
Bradfords

Brandon Hire
Browns Fashion
Bulk Powders

The Cambridge Satchel Company
Camper

Carhartt

CCL Computers
Chemist Direct
Christian Louboutin
Clintons

Coach

Complete Care Shop
Corsair

Crocs

Cruise

Dolls Kill
DronesDirect
Dunnes Stores
EMP
EnvatoMarket
eSpares

Euronics

members will feature in the

GoPro

Grailed

Hermés

Hobby Link Japan
In The Style
IronmongeryDirect
JML

JTF

JYSK

Kate Spade
Lenovo

Eve Sleep
Eventim

Fashion Nova
Feather & Black
Find Me A Gift
FitFlop

Gamiss
GearBest
Gemporia

Get Me In
GettingPersonal.co.uk
Green Man Gaming
Gymshark
Hawkin's Bazaar
Heinnie Haynes
Hema

Hornby

Hotline

HTC

I-sells

Ideal World
iHerb

Instant Print
Japan Centre
Joy

Just Last Season
Kwik Fit

La Perla

Leisure Lakes Bikes
Linzi

Liz Earle

Loaf

Loro Piana
Loveknitting.com
Lyle & Scott
Magic Madhouse
Manfrotto

Marc Darcy

Logitech
Lululemon
Mennace
Michael Kors
Moda in Pelle
Music Magpie
Nintendo
Nordstrom
Oakley
Philips
Romwe

Massdrop

Merlin Cycles
Military 1st

MissPap
Mobiles.co.uk
Nasty Gal

National Trust Shop
Newegg

OKA

OnePlus

Oponeo

Patagonia

Patrol Base

PC Specialist

Pepe Jeans London
Personalised Gift Shop
PeruvianConnection
Peter Christian
Premier Man
Pro-Direct
Professional Music Techology
Protyre

QD Stores
Rajapack

Razer

Reserved

Reverb

Rokit

Rose Gal

Rowlands Pharmacy
Samuel Windsor
SecretSales
ShopTo

Skagen

Smythson

Snap sh

Society6

SockShop

edition of that research.

Scotch & Soda
Scribbler

Studio (Express Gifts)
Supreme

Virgin Wines
VitalSource
Weldricks Pharmacy
West Elm

YesStyle

Sofa.com
SofasWorld
SportPursuit
SportsShoes.com
Ssense

Stanley Gibbons
Sterling Furniture
StubHub

SuperBuy

Super

Tails

Teespring
Thompson & Morgan
Ticketmaster

Tiso

TLC Electrical Supplies
Toast

Tredz

UK Flooring Direct
Urban Industry
Vero Moda
Viagogo
VictoriaPlum.com
Vivienne Westwood
Wacom

Walls and Floors
WeirdFish

Western Digital
The Whisky Exchange
Wolf & Badger
Wolseley

Wordery

Yoox
YvesSaintLaurent
Zawi

Zee & Co
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FOCUS ON BRANDS

Brands selling direct

The success of direct-to-consumer brands is reflected in the latest IRUK Top rese

number are included

The rise of direct-selling brands continues in . The
IRUK Top includes a record number of brands,

listed both for their size and for their performance. In

the IRUK Top report, —or % — of those

listed were brands, selling their own products direct to
consumers, rather than retailers selling products produced
by third-party businesses.

The number of brands dippedto  ( %) in , but ever
since then has grown steadily, rising to  brands ( %) in

brands ( %)in ,andin there are
brands, accounting for % of all those included in the index.
Direct-selling brands that have long been listed in the IRUK
Top include Apple, New Look and H&M, the latter two
names named as Elite retailers this year for the rst time.
Clinique is among the new arrivals in this year's index.

This slow but steady growth is also seen in the IREU
Top index of European retailers. That list featured
brands in both and ,butin grewby . %,
compared to the previous year, to  brands. That's
equivalent to . % of all those listed.

The steady growth of this group suggests that the
presence of brands in the IRUK Top is growing at the
expense of retailers that sell products made by other
businesses. Since last year, for example, retailers including
Toys R Us and Maplin have gone out of business, while
still more have slipped out of the Top — the largest

ecommerce and multichannel retailers are chosen
according to criteria shown on page four. As brands have
gained ground within the index, retailers have, conversely,
lost ground. If back in  they accounted for % of
the index, today % of those listed are retailers which
predominantly sell goods that don't carry their own brand.

Allied to that is the related suggestion that brands are
becoming more effective in their selling techniques. That's
likely to be leading to higher sales, pro ts and performance
—and an IRUK Top listing.

HOW BRANDS HAVE IMPROVED

Research carried out for the upcoming InternetRetailing
Brand Index — IRBX  — of European direct-selling
brands shows some of the metrics on which brands
are improving their performance. These extend across
Performance Dimensions. Product presentation is

10 INTERNETRETAILING.NET/IRUK

improving in the Merchandising Dimension, for example,
where RetailX research found more brands enabling
visitors to their mobile web to zoom in on images. There
was a percentage point (pp) growth in the use of this
feature among the  retail brands that appeared in the
IRBXinboth ( %)and ( %).

&£ BRANDS ARE BECOMING MORE EFI
IN THEIR SELLING TEPJHNIQUES

The use of next-day delivery grew too — by ppto % in
—while pp more brands enabled shoppers to return
their online orders to store in (%) than in
( %). However, the use of next-day collection fell, to %
in from %in ofthe retail brands measured
in both periods. This drop, however, is broadly in line with
what we've measured across non-brands as well.
Another fall was seen in the proportion of direct-selling
brands enabling shoppers to share an item with their
friends via social media. Among  brands measured
in both years, pp fewer enabled social sharing on the
product page in (%) thanin (%), while the
use of social ‘likes’ to illustrate a product also fell to % in
from %in . |



PARTNER PERSPECTIVE

Only the smoooth survive

The biggest retail trends of

are going to be driven by two key things: choice and co

to keep shoppers interested in, and loyal to, your brand remains a pressing priority, b
Klarna mantra of smoooth (yes, so smoooth we need 0’s) will find a significant payof

The most successful online retailers — those that appear

in the IR UK — know the dedication and customer- rst
focus that it takes to win. Here are our recommendations for
retailers to boost sales and take your retail business to the
next level in the coming year:

EXPAND THE PAYMENTS PORTFOLIO
Retailers can't afford to ignore the more innovative payment
options in the market. And the lack of exible and fast
payments is especially frustrating to online and mobile
shoppers, who want to be in and out of a transaction swiftly.
Having more nancial choice is proven to be bene cial for
both retailers and shoppers alike. In fact, a recent study we
carried out revealed that over half ( %) of shoppers want
new and easier ways to pay online, while % would buy
more online if there was more variation in payment options
available. Alternative payment methods such as Klarna —
which lets shoppers pay later for their items after they've
arrived on their doorstep — ful Is the shopper’s desire to “try
before they buy.” Klarna seamlessly bridges the infamous
of ine-online gap, removing a key barrier to purchase.

BOOST EXPERIENCE WITH EXCEPTIONAL BASICS
Retailers are increasingly realising that they need to offer
consumers more than just an outlet to shop. They need

to provide an exciting and convenience-centric overall
experience, starting with the basics.

Many make the mistake of thinking that to make a real
difference, they must roll out the latest buzzy tech tools and
platforms to wow consumers — often at great expense. But
the fact remains that no ashy technology can compensate
for inconvenience in the customer journey.

It's crucial that retailers consider the whole shopping
experience — from browsing through to purchase, delivery
and returns. This journey needs to be simple and frictionless,
otherwise consumers will turn to a competitor out of
frustration. Perfecting the basics such as a fast checkout,
mobile-optimisation, one-click repeat purchasing, easy
returns and multiple payment options is fundamental to
customer retention.

Only once retailers are con dent that they have an
exceptional foundation, should they consider enhancement
via next-gen tech. Our research into the future of fashion
technology revealed that half of fashion retailers want to
invest in high-tech features such as Augmented Reality (AR)
and Virtual Reality (VR), even though in shoppers say they
wouldn't be interested in using it.

PERFECT THE MULTI-CHANNEL JOURNEY
Multi-channel retailing isn’'t new. Whether through
catalogues or online, retailers have always had ways of
reaching their customers outside of physical stores. What is
changing, however, is the heightened demand for a seamless
shopping experience within and between the different
channels. Our research revealed that % of shoppers think
online shopping is more convenient than in-store, and that
almost half ( %) miss the personalisation that online offers
when shopping in-store — this rose to % amongst -

year olds. Retailers must take note that no one channel
holds the key to success; diversifying the journey — and
recognising and integrating the most attractive elements of
both routes — is what matters.

Ultimately, the goal for retailers is to build a great
experience that is convenient for customers, no matter how,
where or when they are choosing to shop. Andin , only
the smoooth will survive. B

ABOUT KLARNA

.'/

o>

It's all about smoooth (yes, with 000's). Klarna is
Europe’s leading payments provider and a newly-
licensed bank, which wants to revolutionise the
payment experience for shoppers and merchants
alike. Founded in Stockholm, Sweden, in , the
fintech unicorn gives online consumers the option to
pay now, pay later or over time — offering a trusted,
frictionless and smoooth checkout experience.

»

LUKE GRIFF|THS Klarna now works with , merchants, including

GM, KLARNA UK A505, Topshop, H&M and JD Sports in the UK, to

offer payment solutions to users across Europe and North America. Klarn:
employees and is active in  countries.
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STRATEGY & INNOVATION

Thinking across channels

Leaders in this field offer joined-up services, from start to finish of the shopping journe

The retailers that stand out in the IRUK Top Strategy &
Innovation Dimension deploy new techniques and services to
offer shoppers a exible and convenient shopping experience

— however they choose to buy. These traders get ahead of the

crowd by innovating, and they maintain that leading position
by consistently building on their performance, developing
services that work to join up their sales channels, and to
improve the way that channels and sales processes operate.
RetailX researchers assessed Top retailers against
more than wide-ranging metrics that they consider
strategically important and which take the customer
from the beginning to the end of the shopping journey.
That starts with judging availability and quality of service
across different channels — how quickly it loads on mobile
and on desktop — and whether a retailer offers an Android
or iOS app. Next, researchers judged how easy it was to
nd a product on the website, using search and navigation
tools and assessed the level of personalisation present
in recommendations. Merchandising metrics such as
how the quality of product information and the number
of product images illustrate how easily customers can
see whether an item is the right one for them. Retailers’
responsiveness to customer queries if assessed through
its use of social media and other communication
channels. The research concludes the shopping journey at
the point of delivery, collection and return, assessing how
easily a shopper can rst take possession of the item, and
potentially return it if necessary.
Innovative services included same-day delivery and
collection, as well as visual search.

WHAT THE TOP500 DO

Top retailers win their place in the index by delivering a

well-thought out shopping experience to their customers.

Here we take a look the tools they use in order to do that,

starting with the speed with which their websites load.
Desktop websites were visually complete in an average

of . s, while mobile websites were visually complete in an

average .s. Among the retailers whose mobile websites

were measured bothin  and , visual completion

took % longerin  (s)thanin  ('s), while page

sizes, measured in bytes, increased by %. Shoppers spent

an average of seconds —or . minutes —on a Top

website, and a median of s-or . minutes.
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Retailers enabled shoppers to get in touch via an average
of . communication channels - from email and by phone
to a range of different social media platforms. On Twitter,
shoppers had an average of , followers: larger
retailers have much larger followings however, since the
median number was just over , .

Considering how easy retailers made it for shoppers to nd
an item on their mobile website, % offered autocomplete
dropdown suggestions when shoppers searched, while %
had the hamburger button - the three-line navigation aid
that makes it easier to get around mobile websites. That was
down from % last year but remained the clear standard.

At product-level, shoppers could view an item through
an average of . images on a desktop website, and four
images on a mobile website. More than half of retailers ( %)
enabled shoppers to zoom in on product images. Cross-
selling, by recommending similar products, was offered by

% of retailers. Well over half ( %) enabled shoppers to
save items to a wishlist.

Almost half of retailers ( %) had an iOS app, slightly more
than the % that had an Android app.

Across the Top , % of retailers offered next-day
delivery. Of the retailers that offer delivery and that were
included in the Top both this year and last year, % offered
next-day delivery in , up by six percentage points from the

% that offered itin . The proportion of retailers offering
same-day delivery stayed in line with last year, at %, while

% offered nominated day delivery — up from % last year —
and % offered nominated time. Almost a third ( %) offered
Saturday delivery, while % offered Sunday delivery.

Well over half ( %) of Top retailers also offered
collection, and % offered same-day collection. While
the proportion of retailers offering collection stayed at,
compared to last year, those offering same-day collection
was signi cantly down. Of those retailers that offered
collection in both years, % offered a same-day service
last year, compared to % this year. Among those offering
collection, items were ready to pick up in an average of
three days from the time of delivery, a gure that stayed
the same as last year. Only % of Top retailers enabled
shoppers to collect from their own lockers in their store, or
another store, in  : that's down from % last year. Some

% enabled shoppers to return an item bought online to
the store, while % enabled them to return an item via
pick-up from the house.



STRATEGY & INNOVATIOI

YEAR ON YEAR PERFORMANCE OF THE TOP

The Aggregated Index Value for each Performance Dimension for  and

@@®® G Retailx 2019

We score performance in our tests and create an index value. The Aggregated Index is the sum of the test results and — w
meaning — it gives us a way to compare performance between years, since an increase in AlV represents an increase in n
This chart shows the areas in which performance has most markedly improved, and the overall quantum of improvement f

WHAT LEADING RETAILERS DO

Argos and Tesco both stood out in the research for
comprehensive delivery and collections services. They both
offered services that most retailers did not, including same-
day delivery and collection, as well as nominated time delivery.

Next combined a exible delivery and collection promise,
that included same-day delivery and collection as well as
nominated time delivery, with a highly innovative visual
search capability.

Debenhams stood out for a exible delivery offer — which
included nominated time and day options — and for the way
it in which it made it easy for shoppers to nd the items they
wanted to buy, through tools including a store stock checker
and predictive search on the Debenhams mobile app.

A varied range of cutting edge services helped to keep
Amazon ahead: customers could collect from its own
collection lockers or opt for same-day delivery. They could also
use visual search and live chat to aid their shopping mission.

Fashion retailer H&M also offered visual search and
predictive search, as well as a barcode scanner in its
mobile app. It also stood out for offering returns via pick-up
from the house.

B&Q'’s range of exible services included returns via
pick-up from the house, nominated day delivery a store stock
checker and predictive search.

A robust customer journey from health and beauty
retailer Boots included nominated day delivery and same-
day collection. It had an Android app, and offered predictive
search through its iOS app.

Halfords made it easy for shoppers to nd the products
they were looking for from its app, where it had a store
stock checker, a barcode scanner and offered predictive
search and daily deals.

Sainsbury’s had a strong delivery promise - including same-
day, nominated time and nominated day delivery. It also
offered predictive search in its mobile app. B
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THE CUSTOMER

Putting the customer first

Shoppers enjoy good service and the customer experience when they visit retailers

Customer dimension

Traders that combine a rst-rate customer experience with
responsive service stand out in The Customer dimension.
These leading retailers ensure that their customers’
shopping journey works for them, across the full range

of touchpoints. Whether shoppers visit their websites,
download and use their apps, contact them through
customer service channels or decide to return an item,
it's important that they can achieve their aim easily and
effectively. That's likely to be a deciding factor both for
whether they buy on the rst occasion, and whether they
are likely to come back to buy in the future.

RetailX researchers assessed the customer service
promises that Top retailers make, and the quality of
the customer experience through more than metrics
that, taken together, give a multilayered picture of how well
retailers respond to shoppers’ needs.

This starts with how many communication channels retailers
offer customers, and continues with an assessment of the
quality of service across the channels. Customer service is
measured through an assessment of both how fast and how
effectively traders respond to shoppers’ queries. Customer
experience is measured by how quickly websites — both mobile
and desktop — load and by considering how well retailers
inform customers about the products they sell, and how easily
they enable them to nd them. Researchers also gauged how
easy and convenient the returns process was for shoppers.
InternetRetailing Knowledge Partner SimilarWeb contributed
data measuring website visits, duration and page views.

WHAT THE TOP500 DO
On average, Top retailers enabled customers to get in
touch via . channels. Those selling homewares, drinks,
fashion footwear and children’s toys and accessories
were among those that offered shoppers a median of
channels to get in touch, including email, phone, web
submission form, in-store, live chat, and a variety of
popular social networks. At the other end of the spectrum,
those selling automotive goods and utilities had a median
of eight.

Retailers responded to a customer email in an average of

hours — suggesting some instances of very slow service.
The median response time was hours. Of retailers
measured both this year and last year, % responded
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more quickly this year. A third ( %) responded slower;

and % were almost the same. The fastest response times
came from those selling music, Im and TV, while the
effectiveness of customer service by email was ranked
highest in the grocery sector.

&€ SAINSBURY’'S STOOD OUT IN THIS
DIMENSION FOR THE SPEED OF ITS
RESPONSE TO CUSTOMER ENQUIRII

FACEB@@K

Facebook enquiries had a somewhat faster response,
in an average of hours, and a median of ve. Although
faster than email, this was still several times slower
than the median of minutes for the same retailers last
year. We aren't sure of the reason for this change but
will continue to measure this aspect of customer service
over the year ahead. Retailers selling children’s toys and
accessories were highest rated for service, while consumer
electronics retailers were most highly rated for resolving
issues. The fastest response times on Facebook came from
those selling footwear.

Turning to customer experience, desktop websites loaded
in an average of . s, while mobile websites loaded in . s.
Among the mobile websites measured both this year and
last year, sites loaded in an average of sin ,, and in

in an average of s, while page size, measured in
bytes, increased by %.

Visitors to Top websites spent an average ve minutes
viewing an average of nine pages, according to analysis
from InternetRetailing knowledge partner SimilarWeb.

More than half of retailers shared product ratings ( %)
and reviews ( %) on their desktop websites, while on their
mobile websites, % featured a ‘hamburger’ navigation
button — down from % last year. Focusing on the end
of the shopping process, researchers found that retailers
enabled shoppers to return items for up to . days from
the point of purchase, and then took an average of .
days to process a refund. Some % said they would fully



THE CUSTOMER

THE TOP 'S MOBILE WEBSITES ARE BIGGER AND SLOWER

Q@ ® G Retailx 2019

Retailers face competing demands to make their websites smaller and faster to appeal to a time-poor generation, and full of f
consumers. Top websites — including in desktop browsers, not shown here — have slowed down while also increasing in siz
measure of load time, incorporating the time taken to load each stage of the website. Lower values correspond to faster load

with InternetRetailing Knowledge Partner Eggplant

refund an unopened item, and % would refund original
shipping costs.

WHAT LEADING RETAILERS DO

Sainsbury’s stood out in this dimension for the speed of
its response to customer enquiries on Facebook, replying
more quickly than % of the Top , and for the choice

of communication channels that it offered to customers. It
also shared product ratings.

Marks & Spencer won recognition for the extent to
which it shares feedback. It enabled product reviews and
star-ratings on its mobile and desktop websites. The food-
to-homewares retailers also scored highly for its use of
personalisation.

Tesco was highly rated across a diverse range of
metrics, from its use of personalisation to the time it took
to process a refund and to respond to a Facebook query.
Reiss performed strongly on mobile and on social media:

its mobile search was deemed highly relevant, while its
navigation featured the hamburger button. Its service and
issue resolution on Facebook were highly rated, and it
processed returns quickly.

B&Q supported a wide range of communication channels
— responding quickly on Facebook — and it shared reviews
and ratings on its desktop website.

New Look offered fast responses to both Facebook and
email enquiries and shared product ratings. Its web visitors
looked at a high number of pages per visit.

Wilko shared products ratings and reviews and supported
a high number of communication channels. It responded
quickly to customer emails.

Iceland shared product ratings and reviews, and
shoppers looked at a high number of pages per web visit.

Debenhams supported a wide number of channels,
shared product reviews and returned relevant search
results. Both Iceland and Debenhams responded quickly to
Facebook enquiries. ®
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OPERATIONS & LOGISTICS

Delivering joined-up logistics

Traders that meet demanding customer expectations stand out in the Operations &

Fast, free and convenient collection, delivery and returns
are at the core of the ful Iment service that online and
multichannel shoppers have now come to expect. It's by
meeting those exacting service expectations that retailers
stand out in the Operations & Logistics Performance
Dimension this year.

It's notable that there’s little change at the top of the
rankings this year, compared to last. Perhaps that's
because having gained an advantage through logistics
processes that work, retailers are then more able to build
on their success in the years that follow. Perhaps for the
retailers that do not offer these services, it's harder, or
takes more time, to build the logistics processes that are
needed. Indeed, some have stepped back from offering
faster delivery and collection services. That said, across the
Top , more retailers now have comprehensive delivery
services than do not. This will shape shoppers’ expectations
of the service they receive. In other words, customers’
expectations have been met by increasingly premium and
joined-up services, raising standards in an area that has
become a real point of differentiation in a competitive
market. But where once retailers stood apart when they
offered the speedy services that customers aspired to, now
it's more noticeable when they don't offer them.

RetailX researchers looked at retailers’ delivery,
collection and returns promises for the  edition of this
research. As well as assessing the number and cost of
the different options they offered, researchers also looked
at how quickly Top retailers promised to deliver to the
home or for collection, and at how easy they made it to
return an unwanted item, and to gain a refund.

WHAT THE TOP500 DO: DELIVERY

Top retailers offered an average of three delivery
options. Standard delivery cost £. and took ve days
on average.

More than half ( %) of retailers offered next-day
delivery. That's down by ve percentage points from %
last year. In most sectors, at least half of retailers offered
next-day delivery within the UK. Notable exceptions were in
the trade tools, garden and books categories. By contrast,
fashion and clothing retailers were more likely to do so,
especially those selling sports clothing ( % of these
retailers offered next-day delivery) or footwear ( %).
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The proportion of retailers offering same-day delivery
stayed in line with last year, at %, while % offered
nominated-day delivery, and % nominated-time delivery.
Grocers were especially prominent in this area. Some %
of Top retailers offered Sunday delivery.

Saturday delivery was steady, with % offering the
service at the beginning of , the same as last year. The
median delivery cost stayed close to last year at £ .. , as
did the threshold for free delivery (£ ), and the standard
delivery time frame ( ve days).

WHAT THE TOP500 DO: COLLECTION
Sixin (%) Top retailers enabled their customers to
collect a paid-for online order from a store, while a falling
proportion — % — enabled them to reserve and collect,
without paying. Those who offered collection did so from
an average of  stores, and a median of . The number
of retailers offering next-day collection ( %) fell from last
year according to analysis that tracked the change among
retailers included in both the andthe Top .
In , % offered next-day collection and in
% did so. In , % ofthe Top offered same-day

pick-up. Contrasting those retailers that were included
in the indexes both years, in , % offered same day
collection, and in , %did so.In , the average
standard fee for collection was £ . , although most made
no charge: the median charge was zero, unchanged from
the previous year. Retailers enabled shoppers to collect
their items in an average — and median — of three days,
a gure that remained stable since last year. Just % of
retailers offered shoppers the ability to collect their product
from a locker that they own. That's down from % last year.

A third ( %) of retailers enabled shoppers to see stock
availability on their mobile website, while % enabled
them to check if stock was available in-store.

WHAT THE TOP500 DO: RETURNS

Top retailers enabled shoppers to return their unwanted
online orders for an average of days, although the median
returns window stood at  days, down slightly from days
in . Most ( %) enabled returns of unwanted online
returns through the post, while % supported returns to
their store, % to a third-party returns point, and % via



OPERATIONS & LOGISTIC

THE DELIVERY COST PRICING STRATEGY OF THE TOP

Direct-selling brands are the retailers that subsidise delivery the most, with % offering free delivery with a minimum spenc

free delivery option for every purchase

pick-up from the house. The biggest year-on-year change
was for those offering returns to a third-party point: of those
retailers included inthe and Top , % offered
this service in , butonly % in

Almost all ( %) promised to fully refund an unopened
returned item in , while % refunded the original
shipping costs, and % offered pre-paid returns. Retailers
took an average . days to process a refund.

WHAT THE LEADING RETAILERS DO

Argos and Tesco were among the few retailers that
promised same-day delivery, reserve and collect as well as
nominated time delivery.

New Look offered nominated day and time delivery,
Sunday delivery and also had a store stock checker on its
mobile website.

AO.com’s comprehensive delivery promise included
Sunday delivery, next-day collection and returns via pick-up
from the house.

€

:
:
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Sainsbury’s was among the minority of Top
retailers that offered same-day delivery, nominated day
and time delivery, and returns via drop-off at a third-
party location.

Carphone Warehouse offered nominated day delivery
and Sunday delivery alongside next-day collection, while it
also had a store stock checker on its desktop and mobile
website.

Screw x offered same-day collect and Sunday delivery
alongside a store stock checker.

The Perfume Shop was among the % of retailers that
promised same-day collection, and the % that offered
next-day collection. It also supported nominated time
delivery and returns via drop-off at a third-party location.

Next's broad delivery promise included same-day
collection, same-day delivery as well as nominated time
delivery. It also enabled shoppers to check stock from its
mobile website.

American Golf offered reserve and collect, same-day
collection, alongside nominated day and Sunday delivery.®
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MERCHANDISING

Showing products in their best light

Leading retailers use effective merchandising techniques to help shoppers find ar

Tools from visual search to product reviews, ratings and
high quality images are deployed by retailers that stand
out in the Merchandising Dimension.

When such technologies are used effectively, shoppers
nd it easier to use a website to nd the product that
meets their needs — and then nd out all about that item.
That's even more important when they are using the
relatively small screen of a smartphone to buy.

RetailX researchers analysed leading retailers’
performance in merchandising through their use of
search and navigation to help visitors nd an item on
a mobile or desktop website, and through the way they
enabled those visitors to explore products further. They
assessed websites on their use of product descriptions,
imagery, word-of-mouth social sharing, reviews and
ratings, and the use of banners and information on
promotions. Metrics on how long shoppers spent on a
website and how many pages they viewed, as well as the
website bounce rate, were also taken into consideration.

InternetRetailing Knowledge Partner Edge by Ascential
(formerly Brand View) shared insights into how effectively
the largest Top retailers used product images, videos,
descriptions, as well as their promotional activity.

WHAT THE TOP500 DO

Merchandising tools that are widely used by Top
retailers include those that make it easier for shoppers
to nd a product, whether by name or by narrowing down
their search through the use of lters.

RetailX research found that ( %) offered dropdown
search suggestions on their desktop website — % did
so on their mobile website.

A variety of navigational lIters were in use: % of

Top retailers enabled ltering by product type,

% by price, and % by brand. Search by price was
slightly less widely used among those retailers who were
inthe Top bothin and .Lastyear, % of
that group used the lIter, while % haditin . There
was greater uptake, however, of search by brand (+
percentage points) to %) and by product type (+ pp to

%). On mobile websites, % used a ‘hamburger’ easy
navigation button, while % used in nite scroll.

Retailers showed an average of . product images —
rising to four on mobile websites. Well over half ( %)
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offered zoomable images on mobile — up from % last
year.

Many offered product recommendations either directly
or by enabling other customers to share their opinions.
Some % recommended products that were similar
products to the one on view — cross-selling — while %
used up-selling. Most featured product reviews ( %) and
ratings ( %), while % enabled sharing with friends on
social media, and % offered the ability to ‘like’ products
on social media through links on the product page.
Almost two in ve ( %) retailers that were members
ofthe Top in and enabled liking on social
media last year. Only % did so in

& SEVEN IN 10 (70%) OFFERED DROP
SEARCH SUGGESTIONS ON THEIR DE
WEBSITE 58% DID SO ON THEIR MOE
WEBSHE

Just over half ( %) featured obvious promotions on
their websites, but only % featured a ‘bestseller’ ribbon
on popular products. Use of the ribbon fell by almost a
third between early , when % usedit,and ,
when only % of retailers ranked in both years used it.

Four in used banner advertising on their mobile
website. More than half ( %) enabled customers to
save an item to a wishlist, and % had a store nder
on their mobile website. Just under half ( %) required
registration before checkout. Of the retailers that
were members of the Top this year and last year,

% required registrationin ,and %in -—-a
signi cant move towards making it easier for shoppers
to buy. Almost two-thirds ( %) offered alternative
suggestions where a search term generated no results.

Looking at retailers’ mobile apps, visual search was
supported by . % ofthe Top retailers that had
iOS apps, and augmented research by . %. One in ve
( . %) had a barcode scanner, while . % supported
product reviews.



HOW TOP PRODUCT PAGES CHANGED BETWEEN

MERCHANDISING
|

There was significantly less emphasis on social media integration on the average Top
popularity, with a percentage point increase in take-up over the period.

WHAT LEADING RETAILERS DO

Individual retailers perfomed strongly in the merchandising
dimension when they deployed effective but as yet less
widely used tools, and when they extended functionality
across their mobile and desktop websites.

Argos stood out for its use of merchandising tools on its
mobile website, including a physical store stock checker,
written product reviews and rating through a star system.
Argos also scored highly for its use of personalisation.

Boots stood out for the way it deployed merchandising on
mobile, where zoomable images and a store stock checker
sat alongside product reviews, star ratings and predictive
search, making it easier for customers to nd products via
a small screen.

H&M also used predictive search. It also stood out as one
of the % that offered visual search on mobile apps, while a
barcode scanner enabled shoppers to nd out more about a
product from the home or the store.

Wickes performed strongly across both desktop and
mobile websites, both of which featured a store nder. It
offered alternative suggestions when a product search
found no results.

retailer’s product page in
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Marks & Spencer was recognised for the use of
merchandising on its mobile app. Features included
product reviews and ratings, the use of predictive search,
and daily deals.

Amazon won its place for its approach to merchandising
products on both its mobile app and desktop website. The
retailer shared product videos and social media likes on
its app, which also featured visual search. It also used a
‘bestseller’ ribbon on its desktop website.

Currys PC World was recognised for its efforts to help
customers nd a product that suits their needs. A relatively
high percentage of its products had explanatory videos,
while it also offered alternative answers when a search of
its website found no results and it deployed upselling. It had
a store nder on its mobile website.

Halfords’s mobile app shared social media likes and
product ratings, while it also helped customers nd
products and product information easily through the use of
predictive search and a barcode scanner.

Screw x also performed strongly on mobile, sharing
product opinions through reviews and ratings, and offering
predictive search and a store nder on its mobile app. B
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BRAND ENGAGEMENT

Talking to customers

Leading retailers give shoppers more choice in how they get in touch and ask ques

Retailers that enable conversations that both inspire
shoppers and answer their questions stand out in the
Brand Engagement Dimension. At the forefront are traders
that engage with existing and potential customers across a
variety of channels. This matters because it's by enabling
shoppers to learn more about products and services that
traders can foster trust both in what they are selling, and
how they deliver on their promises.

In this Dimension, RetailX researchers focused on the
communication channels — from social media to email
and phone - that retailers provide for shoppers, and on
how they help customers learn from what others thought,
or share their own thoughts with others. They evaluated
retailers’ reach and interaction on Twitter through metrics
including how many followers, retweets, and favourites they
had, as well as how often they updated their status.

Researchers also looked at whether Top retailers
required shoppers to register before checking out,
something that helps retailers to improve their single view
of the customer but may deter shoppers from buying,
and certainly adds an extra point of friction that can slow
down the nal transaction. They also considered how
many website visits Top retailers received during the
course of a year, as well as the bounce rate using data
from InternetRetailing Knowledge Partner SimilarWeb.
Researchers deemed both to be key measures of shopper
interest in the brand.

WHAT TOP500 RETAILERS DO

The  analysis of Top retailers found that traders
enabled shoppers to get in touch with them via an average
of . and a median of communication channels. That's
up from a median of eightin , and suggests that

most retailers added more options during the course of
the last year. Those selling homewares, drink, fashion
footwear, clothing, children’s toys, cosmetics and health
products communicated through a median of channels,
while those selling utilities and automotive goods used a
median of eight.

Most stayed in touch with existing and potential
customers through a Facebook page ( %) and a Twitter
account ( %). On Twitter, Top retailers had an average
of , followers: larger retailers have much larger
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followings, however, since the median number was just
over

But there’s also strong interest in using other social
media channels as well. Among the Top of , %
had an Instagram pro le, while % were on YouTube,

% on Pinterest and % on Snapchat. What other people
thought about a product makes a difference to shoppers
as they decide whether to buy, and most Top retailers
showed product reviews ( %) and ratings ( %) on product
pages. Retailers selling sports and outdoor equipment
were the most likely to share product ratings ( %) and
reviews ( %). These features were least commonly
deployed among those selling ready-made food, where %
shared reviews and % ratings.

Fewer enabled customers to share their opinions via
social media than used product reviews and ratings. Almost
athird ( %) of Top retailers enabled users to
share a product with friends on social media, while %
enabled them to ‘like’ a product on social media through
a link on the product page. That's changed since last year
when % of retailers included in the Top in both
and Top enabled sharing via social media, and %
enabled social media likes. In , more than half ( %) of
retailers showed obvious promotions on their website.

How easy do Top retailers make it for shoppers
to buy? Almost half ( %) required registration before
purchase in

The average Top retailer enjoyed . m website visits
a year — although the median gure was closer to . m,
which demonstrates the disparity between ecommerce
giants and the other retailers to feature in the Top
Software retailers had an average of . m website visits
a year, and a median of . m, followed by those selling
music, Imand TV ( . m average, . m median). At
the other end of the scale, retail websites selling sports
footwear saw an average of . m visits a year, and a
median of . m.

WHAT LEADING RETAILERS DO

Boots enabled shoppers to easily engage with it via its
mobile app, where it offered the ability to see, and share,
product reviews, ratings and ability to share products on
social media.



BRAND ENGAGEMENT
|

HOW DIFFERENT SECTORS WITHIN THE TOP USE SOCIAL MEDIA

Facebook Twitter Instagram YouTube Pinterest snapchat
Children's toys and accessories 3%
Footwear: Sports and leisure 499 3%
Home and industrial appliances 549 0%
Sports and outdoor equipment 43 2%
Trade tools and equipment and DI 44 0%
Q@ ®E Retailx 2019

Facebook and Instagram are the most common communication channels and are supported by the vast majority of the Top

Pinterest are also widely used, particularly among fashion retailers

Sainsbury’s appeared to foster good relationships with Wickes shared product ratings and reviews and made
loyal customers, as measured through its friends count promotions clear. It also allowed customers to complete
on Twitter and the number of times shoppers visited its their transaction without registering.
website in a year. It also enabled customers to share their New Look shared daily deals on its mobile app, and
opinions, through product ratings and through sharing product ratings on its site. It stood out as an active Twitter
products with friends. user. It did not require registration before checkout.

Argos was highly rated for the use of personalisation. In Dunelm shared product ratings and reviews on its
addition, it shared product reviews and ratings, and had live website and supported a relatively high number of
chat on its app. communication channels. It agged up deals through clear

Amazon shared a range of information about products use of promotions on its site.
via its mobile app, which hosted product videos, live chat, Next helped shoppers nd the best prices by sharing
written product reviews and daily deals. daily deals and agging up promotions on its website. It

Marks & Spencer scored highly by enabling customers to showed what other customers thought through the use of
review and rate their products via their mobile app, as well as product ratings, and supported an above average number of
allowing users to share products to their social media accounts. communication channels. &
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MOBILE & CROSS CHANNEL

Convenient cross-channel services

Joined-up channels help shoppers to browse and buy more easily from a range of

Retailers stand out in the Mobile & Cross-channel
Dimension when they help shoppers to buy in the way
that is most convenient for them. That means enabling
shoppers to shop in-store or online from their smartphone
via intuitive and responsive mobile and desktop websites
and mobile apps, or any combination of the above. Once
the order is placed, stand-out traders enable customers to
collect, or return, their order at a store or at another point
through effective and well-planned cross-channel services.
The work that traders do to make their mobile websites and
apps highly useful to shoppers also boosts their standing.
Thus those that enable shoppers to nd their local shop,
via a store nder, and to check whether an item is in stock
bene t, just as do those that offer augmented reality in
order to enable shoppers to visualise how an item will look
before they buy it.

RetailX researchers included in their assessment
retailers’ promises around ful Iment and returns,
where these take place across channels. They assessed
the responsiveness and usefulness of websites, and
particularly for this Dimension, how useful websites were
in directing customers to retailers’ physical stores. They
considered whether apps had bugs, whether they were
transactional, whether they featured augmented reality,
visual search, store nders, and stock checkers, and
enabled retailers to send push noti cations.

WHAT TOP500 RETAILERS DO

In  more retailers offered services such as click and
collect and return of an ecommerce order to a store, but
it's notable that the number that improved on the basic
promise through faster or more convenient services was
lower than last year.

This latest research found that most retailers offered
shoppers the increasingly-popular option of collecting
their orders in store: % offered itin . That's broadly
similar to last year. Among the retailers that were included
inthe Top ofboth and , % offereditin ,
and % in

The latest research showed retailers provided the service
for an average fee of £. —down by p on last time.
However, the median fee was zero, since most retailers do
not charge for this service. Perhaps that's because click
and collect services are more likely than delivery to bring
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shoppers into stores and increase incremental sales.
Retailers took an average of three days to ful | collection
orders, level with last year. With the majority now offering
collection, traders can differentiate by offering the service
faster than the average, or from a wider variety of convenient
places, but it's interesting that fewer opted to do so in
than the previous year. In , % of the Top offered
next-day collect, and % same-day collection. But of the
Top retailers that offered click and collect services
in and , % offered next-day collection in
and %in —afallof percentage points (pp). The
proportion offering same-day collection fell as well, from
%to %,an ppfall.In , % of the Top offered
reserve and collect services, but there was an pp fall
from % to % in those offering the service in both years.
Perhaps many retailers see no advantage in offering a
collection service that is faster than three days. At the same
time, the proportion of those offering their own collection
lockers in stores fellto % in  from % previously.
Features that support cross-channel shopping journeys
include store nders and stock checkers on mobile
websites and apps. In  research, some % of the
Top had an Android app and % an iOS app, of which
% had no notable bugs.The research showed that of
Top multichannel retailersin , % had a store
nder on their mobile websites, and % of those with
mobile apps included one in their app. Some % of
retailers with iOS apps enabled shoppers to see stock
availability from the app, while stock availability was visible
on mobile websites run by % of the Top , and % of
multichannel retailers also had a store stock checker.
Of retailers with an app, just % had an augmented
reality feature.

In, mobile sites were visually complete in an
average of s, up from . s last year, and a median of . s.
Some % ofthe Top enabled shoppers to return
an online order to the store, while % enabled them to
return it to a third-party drop off point, using dedicated

services in locations from convenience stores to train

stations. Among the multichannel retailers measured in

both and , returns to store increased by pp from
%in to %in .Returns to a third-party drop-

off point, however, stood at % of Top in and %

in among the retailers that were assessed on this

metric in both years.



MOBILE & CROSS CHANNE

TOP RETAILERS WITH STORES MAKE RETURNS EASIER
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Returning an online purchase to a physical shop is an option offered by % of multichannel Top

increase over last year's figure

WHAT LEADING RETAILERS DO

Argos offered a convenient range of collection options, from
same-day collection to the less widely offered reserve and
collect option. It also gave customers the ability to check
store stock via its mobile app.

Sainsbury’s enabled shoppers to both collect and return
items they ordered online, choosing from options including
a same-day collection service, or return via drop-off at a
third-party location, as well as in its stores.

Tesco also made it easy for its shoppers to collect their
online orders, whether through reserve and collect, same-
day collection or next-day collection.

Marks & Spencer enabled shoppers to return their
unwanted online orders at a variety of locations, from the
store to a third-party location. It also offered a next-day
collection service.
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retailers. All sectors show ¢
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Euro Car Parts helped buyers to check stock via mobile
apps that include an Android app, and then reserve for
collection, and collect it same day.

Next gave a choice of collection options, including same-
day and next-day, and made that easier by including a store
nder in its Android app.

John Lewis offered multichannel services that make
it easy for shoppers to see, and to check, availability in
their local store before ordering for next-day collection. Its
sister supermarket Waitrose also stood out for convenient
collection, as early as same-day or through reserve and
collect, and it enabled returns at a third-party location.

Asda made collection easy: shoppers were able to nd
their nearest store in the store nder on its mobile app,
before collecting an online order via an in-store locker, or next-
day — and dropping off unwanted items at a third-party location. B
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DEFINITIONS

WHAT CONSTITUTES A RETAILER?

The multichannel landscape is more complex than merely
‘having a website’ or ‘operating a store’. In choosing which
companies to include in the Top , we have considered
companies’ intent, capabilities and activities around the
recruitment and monetisation of customers. The de nition
of a ‘retailer’ for inclusion in our research is:

DESTINAT&stailer has created a destination that, in

the minds of customers, is a source of product, service or
experience. Whether this destination is a shop, a site, a
place, a time or an event, it's the sense of ‘locus’ that counts.

FASCIA-FOQGhEEsBessment focuses on individual trading
names, rather than a parent company that may operate
more than one brand. Since the group structure is invisible
to customers, it does not have a bearing on the position of
brands owned by a group. The challenge is to turn group
capabilities into trading advantages that the customer
would notice across brands.

PURPQBdretailer has created goods and/or services
for the speci ¢ purpose of selling, for consumption by the
purchasing consumer.

MERCHANUDHel hégailer actively sells and is not just
a portal for taking customers’ money. This means the
selection, promotion and tailoring of retail offers for
customers.

ACQUISITH®tétailer actively markets, recruits and
attracts customers with a promise or proposition to the
destination.

SALfhe retailer takes the customer’s money. The retailer
owns the transaction as the merchant of record.

RECOURSIetailer is responsible for the service,
ful Iment and customer satisfaction owing from the sale.

EXCEPTIi@B\ery good list there’s an exception, where
we may include a certain business due to its in uence
upon retailers and retailers’ customers. Some of these
companies will be included within the Top and others
are tracked for information on their impact on retailers. W

COMPANIES EXCLUDED FROM THE TOP500

MARKETPLAK&tSa candidate retailer is simply a
marketplace, the company is not featured. Where a
marketplace undertakes customer acquisition, manages
payment, customises offers and recommendations

and offers recourse on purchases, then the company will be
eligible for inclusion.

PURE TRANSACTIGWMErABtbfBierce is ancillary to
the primary purpose of a business, we will not necessarily
include them. Online payment for gas or electricity is
excluded since the purpose here is to supply

energy. Travel companies are not included in the Top .
We have also excluded media-streaming services.
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BUSINESS-TO-BUSINESS AND DIREGhigHhd ING BRANDS:
scope of retail is normally direct to consumer, two trends

are challenging this — the move for brands and previously

sol