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A year is a very long time for multichannel retailers. And 12 months after writing 
the first Multichannel Now report, it was heartening to see during the research 
phase for the second that there was no need to go over old ground.

The market is moving at a tremendous pace, with a mixture of incremental 
developments and what we describe as leapfrogging activity, where retailers make 
substantial changes to their channels, services or product ranges in order to steal 
the march on their competitors.

If anything, the worsening of the economic outlook, and fears about future domestic 
growth are only increasing the pace of change. Retailers are trying to arrange their 
businesses to have the most compelling offer going into what they expect to be a 
difficult 2012, and increasingly they see their multichannel strategy as crucial to this.

In September and October 2011, we interviewed a selection of 20 board-level 
executives within retail; 16 of who work for top 100 retailers, and the other four who 
work for retailers turning over more than £100m a year. As for last year, we wanted to 
speak to a variety of decision-makers, and not just gather the views of those who are 
most enthusiastic about the possibilities of multichannel.

This gives the report real ‘legs’, and confidently allows us to predict how the trends 
the market is witnessing will play out in the next 12 months.

We are happy with the comparisons between what we predicted in 2010 using this 
methodology, and what has occurred since. A year ago, references to multichannel 
causing a reduction in demand for retail property was mentioned in hushed tones. 
We felt it would quickly become significant, and sure enough throughout 2011 retailers 
announced property reviews.

There are plenty more such insights to be gained this year, particularly around 
multichannel pricing strategies, cross channel services and, in the longer term, the 
future of store formats and design.

In addition, we had feedback that readers wanted the report to contain more industry 
facts and figures, collated together in one easy to access place. We have referenced the 
work of more third-party research, as well as summarising the benchmarking table, so 
you can see, for instance, how many of the top 100 retailers have launched mobile apps.

This report has been designed to ensure you understand how multichannel will be 
used as a key component of competitiveness in the next 12 months.

 

Foreword
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Steve Deaville 
Regional Director for Northern 
Europe, Pitney Bowes

In a highly competitive marketplace, retailers need to differentiate themselves 
and stand out from their competitors. The drive towards customer-centric 
communications has been a huge challenge but one that provides many 

opportunities to retailers. Consumers are changing, wishing to engage at different 
touchpoints in a way that suits their needs and lifestyles. The key to succeeding is 
to understand their requirements, predict their needs and communicate with timely 
and relevant messages.

To deliver this, retailers need to engage with each of their customers as individuals 
and to connect every customer communication – outbound, inbound, marketing, sales 
or service – into an ongoing dialogue where customer insight and understanding forms 
the basis for each and every interaction. The end result is that your customers, no matter  
how or where the contact was made, always go away with the feeling that you know 
them, you understand them, you care for them and you value them.  

Pitney Bowes Business Insight (PBBI) proven solutions can help retailers to develop 
lifetime value of their customer relationships through a suite of innovative and 
compelling capabilities that integrate data management, location intelligence, 
sophisticated predictive analytics, rules-based decision making and cross-channel 
customer interaction management.   

Together with PBBI, you can achieve more valuable and long-standing customer 
relationships built on trust, relevancy and outstanding customer experiences as well 
as delivering significant operational efficiencies for enhanced profitability and 
shareholder value. 
www.pbinsight.co.uk

Sponsor foreword

in association with

www.pbinsight.co.uk
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Multichannel Now has been designed to give a unique insight by allowing 
retailers to speak to us in confidence about what is really taking place in their 
business, what their pain points are and how they intend to compete across 

all the channels in which they operate.
The 20 board directors and senior executives we interviewed have helped us make 

sense of many of the Retail Week’s headlines from the past year. And, more importantly, 
to help us predict trends and retailer actions we should expect throughout 2012. 
Customer focus is beginning to turn into actions, not just words. Structural changes are 
taking place within retail businesses, and operational changes. Multichannel retailing is 
having a real impact on what retailers offer to their customers, and how they go about 
offering it.

At the beginning of 2011, who would have thought that Argos would have launched a 
TV shopping channel, Kiddicare would reveal plans for 12 superstores, Mohamed 
al-Fayed would have bought an etailer or Aurora Fashions would expand its 90-minute 
delivery service to cities all around the country.

The market is moving fast. And the retailers that are doing best are the ones that are 
adapting to this speed and not resting on their laurels, trading on the success of their 
last innovation or customer launch.

Skills shortage
The skills gap has intensified since last year, and retailers are reporting a desire for those 
with multichannel skills, as well as those with more specialist ecommerce skills. 

Proof of the shortage can be seen from the merry-go-round of appointments seen 
during 2011. Within Retail Week’s Etail Power List – published in November 2011 – 
there were 11 retailers that had moved job in the past year. That one company alone, 
Marks & Spencer, has taken the most senior online executives from Tesco, Dixons and 
New Look inside of nine months, is indicative of this.

Property’s problems
In 2010, Multichannel Now predicted that multichannel retail’s impact on property 
would begin to become an issue. The report uncovered an at the time unspoken feeling 
that many high street retailers had more property than they needed.

Within 12 months, this belief has come to the fore, and predictions are being made of 
substantial reductions in town centre property demand in the next decade. The debate 
about how many stores a multichannel retailer needs for national coverage while 
optimising profitability rages on.

Senior retailers have made estimates ranging from 50 to 150. Whichever end of this 
spectrum you favour, it’s clear that this is far fewer than many operate at the moment.

The report discusses how far retailers will move forward with disposals in the 
near-term, and retailers’ predictions for how this will polarise demand for retail space.

Our prediction from last year that retailers would begin to redefine space is coming 
true. What’s been seen in the market so far is just the tip of the iceberg, and Retail Week 
expects that to be a strong emerging trend for the next couple of years.

Is multichannel pricing right?
One of the new trends that has come through strongly this year is pricing and promo-

Executive summary
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tions in the multichannel world. It’s an area where retailers have told us that they are 
not doing what they think their customers want them to; many report they are operating 
price differentials between channels.

And there seems no end in sight for the downward price spiral, particularly for 
non-food online. Yet despite this, we hear from some retailers who think it is a 
substantial area of opportunity, particularly if they can leverage appropriate cross-
channel services.

Promotional panacea
Despite retailers reporting the pain of squeezed margins, online promotional activity is 
a tactic many retailers have become addicted to in order to drive volume. We discuss 
whether this is a trend that is set to become a permanent feature of the market.

However, there is one online promotional type that received almost universal 
negative responses from our interview subjects – Groupon. They think they can run 
better promotions themselves while sacrificing less margin.

And that the same executives who had nothing but criticism for Groupon were on the 
whole positive about other developments such as mobile and Facebook shows that they 
are embracing new channels and innovation when they think it adds something for 
their customers and their top lines.

Mobile futures
Mobile is moving at a tremendous pace. Retailers have followed their customers – 
developing mobile solutions because their customers were already interacting with 
them using smartphones.

Interestingly, it’s a trend that even those that don’t trade online say they can’t afford to 
ignore. They see customers coming to their stores and comparing their products and 
prices with the competition on their mobile phones. It’s keeping them on their toes on 
pricing, particularly at the value end of the market.

For those that are experienced online traders and have invested to tap into the 
growing mobile traffic, there is a learning curve about what good looks like for mobile 
key performance indicators. In particular, they are learning that the different way that 
mobile is used means that it’s difficult to compare online and mobile conversion rates.

We have described mobile as the ‘connective tissue’ between all other channels, and 
we examine what else consumers are using mobile for other than completing transac-
tions that makes it so valuable for multichannel retailers.

Why collecting has clicked
In 2010, online-only and home shopping retailers realised that the rise of click-and-
collect services among their competitors with stores was a real competitive threat. In 
particular, the supermarkets launching click-and-collect points for their non-food offers 
provided convenience that was attractive to customers.

They’ve hit back, with Amazon’s lockers and Shop Direct Group’s pushing of click 
and collect through Collect+ two examples of this. And N Brown Group has gone a step 
further, opening stores for its Simple Be brand to capture share of the substantial 
proportion of its market that’s tied up in store sales.

We reference retailers who are fulfilling between 10% and 85% of their online sales 
through click and collect. This and other premium delivery services are being used to 
attract customers on things other than price, yet retailers tell us that they are not yet 
clear that all these delivery options are profitable. 
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Brits abroad
More than a quarter of the top 100 retailers in our benchmarking study are fulfilling 
orders from their UK websites to customers overseas. This is a trend that will no doubt 
continue, as more retailers capitalise on international ecommerce.

But the story is already moving on, as retailers are using what they learn from 
opening their UK site to the world to inform the development of targeted country 
sites for other markets.

It’s the one area of multichannel retailing where there are few worries about the 
cannibalisation of existing sales through other channels. Even retailers with franchisees 
overseas are trying to work out how they can capture international sales online without 
damaging their partnerships.

Channel count
International websites and mobile are just two of the developments leading to channel 
proliferation. And retailers are creating new channels themselves with the develop-
ment of marketplaces, which are soaking up the sales of smaller merchants attracted by 
the brand strength and traffic of their larger competitors.

For the same reason, Facebook is viewed in a generally positive light, although the 
social network could well find that it has a big job on its hands to convince many big 
retailers to use it as a transactional channel in the near future. 

Competitive threats
Finally the report highlights how current performance is no guarantee of future success 
with the speed the market is moving at. There are two trends of note.

The first is that retailers prepared to take risks, innovate and all at pace are able to 
leapfrog competitors in terms of the proposition they offer to customers. During 2012, 
Morrisons is the retailer to watch in respect of this trend. It’s already stated that it wants 
to offer something different with its online launch. But it’s not the only one attempting 
this; big-ticket item retail is another sector where real innovation in the customer 
experience is on the cards.

The second is the tit-for-tat tactical multichannel developments being used by 
retailers to jostle for position in ultra-competitive markets. Mobile apps were an 
example of this last year, and enhanced delivery options and international delivery are 
the current flavour of the month.

Multichannel retailers are beginning to make changes within their businesses that 
move them on from offering multiple channels to delivering genuine cross-channel and 
channel-agnostic customer experiences.

As the sectors most affected by online and digital developments show – music, books 
and video games – continuous multichannel development is increasingly a key 
ingredient of survival. 
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If in 2010 retailers were full of platitudes about becoming customer-focused or customer-
centric, then in terms of their multichannel strategy, 2011 is the year when they have 
begun to put their money where their mouths are.

The strongest theme coming out of the research undertaken for this report, it also serves as a 
great way to introduce the changes that have taken place in the 12 months since we launched 
the first report.

“The trading conditions have not altered our multichannel strategy. We are more deter-
mined than ever to make multichannel a big asset for us. As things move faster it is of 
increasing importance to us,” says a supermarket director, speaking for many of his peers 
when he says that despite the economic climate the appetite for investment in the multichan-
nel strategy is actually increasing.

And the chief executive of a £100m-plus turnover business comments: “The state of the 
economy just limits customers’ discretionary income, and therefore influences your range 
rather than your approach to developing a multichannel proposition.”

Much of this work comes under the banner of evolving from being a retailer with multiple 
channels, to one that might be described as omnichannel; offering cross-channel services and 
being almost agnostic as to how the customer wants to shop. There is still much to be done in 
most large retail businesses to get to this position, but executive boards are at least mapping 
out how to get there.

Retailers are beginning to directly address customers about the new ways they can shop 
through mainstream communications. This year, Tesco has run TV advertising around its 
mobile grocery shopping apps, and the main theme of Argos’ Christmas advert is the 
convenience of its reserve-and-collect service. 

And what of the actual practical changes that have already taken place so far? As an 
example, we only need compare the trend for online sales attribution from a year ago to today.

 In 2010, retailers recognise that stores need to be credited and have a view of online sales in 
their area, especially as they become a more crucial part of the customer journey dealing with 
click and collect, customer service and returns. But few had achieved this. A year later and it 
is standard practice, even for retailers that say stores and online will continue to be managed 
and run as separate teams within the business. As a result, whereas staff buy-in was high-
lighted as a significant barrier to multichannel success in 2010, today retailers have confi-
dence that it is being overcome.

The tone around staff engagement is much more upbeat than a year ago. Here’s the view of 
one department store retailer: “Store staff now accept multichannel because we have 
allocated sales back to the stores. I think they see now that the internet captures customers, 
and that is the way customers want to shop. I think we are over the hump.”

Follow the customer
There is an acceptance by lots of the big-name retailers we interviewed that they have allowed 
customers’ desires and expectations to run too far ahead of what they have delivered. Closing 
this gap will require changes to the way they work, not just working harder, to execute plans 
more quickly in the future.

One positive of this is that retailers can clearly see the broad direction they should be 
heading with what they offer to customers. The director of one of the big four grocers says: 
“You have to follow the customer. The customer is increasingly agnostic about how they 
shop, they want seamless multichannel.” 

1. Retailers reorganising around 
the customer

“WhEN I SAy 
MultIChANNEl I MEAN  
A SEAMlESS CuStoMER 
ExPERIENCE ACRoSS 
All ouR touChPoINtS. 
It’S So IMPoRtANt  
thAt thE CuStoMER 
gEtS A SEAMlESS 
ExPERIENCE”
Commercial director of a fashion retailer

3.8%
the average online 
conversion rate for retailers 
in the IMRg Capgemini 
e-retail sales index in 2011

-55%
the fall in online conversion 
for retailers in the IMRg 
index over the past five 
years due to multichannel 
shopping journeys
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And another grocery director explains that his business is trying to work out how and 
why customers want the many different touchpoints to be linked: “There is a real 
impetus in the business to map out what multichannel means from the perspective of 
the customer.”

For another business – a big-ticket item retailer – this mapping process has led it to 
think differently about how it works out the total cost of a sale. “Our biggest success has 
been to understand the customer journey; how they interact with us online and how 
they interact with us in-store,” says one of the company’s directors. He goes on to 
explain that the retailer is now modelling the cost of these different journeys by tracking 
customers as they move between channels, and working out what the total marketing 
spend has been to achieve a sale. In this case, the cost of a staff member in a showroom 
may be considered as part of the marketing costs of an eventual online sale. 

So while retailers are determined to allow customers to shop in the ways they would 
like, they are also thinking more scientifically about the costs of these various channels 
and cross-channel services. While they say they have to have these options, how they 
are delivered in the future could change based on the profit analysis.

“From a customer perspective, being truly multichannel means being able to access 
everything they want whenever they want... Whether that is a profitable proposition for 
the retailer only time will tell. That is, whether you get the level of incremental sales to 
justify being represented in every channel,” points out the chief executive of a home 
shopping retailer.

A supermarket director agrees that there is a certain need to speculate to accumulate 
when it comes to multichannel at the moment: “You have to be economically viable, 
but we don’t know what we don’t know. Everybody I know is on a learning curve in 
multichannel, especially in non-food.”

He adds: “You have to have competitiveness, and you have to have faith. Amazon lost 
three billion for about eight years before it made a dime. But it continued to invest one 
billion a year in fixed assets and technology.”

Structural changes
The signs are that some significant structural changes are beginning to take place. One 
ecommerce director spoke of reorganising the board around the customer. The roles of 
ecommerce, marketing and IT directors are becoming blurred, partly because of the 
involvement all three have in customer-facing systems and customer data, and there is 
much stronger inter-dependency between these three departments.

Another said: “Customers think of the business as one brand, whether using online 
or going into the stores. And senior management needs to think in the same way.” 
Looking at the ratio of customers he is seeing buying through more than one channel 
in the past 12 months, it is clear why he is convinced of this: “The growth of 
multichannel customers has been quite staggering. It has been our fastest growing 
group of customers by some margin. Now they account for between 60% and 70% 
of our online customers.”

 For other retailers, this figure is even higher – 85% of Halfords’ online customers 
come to a store to have their order fulfilled.

The reason for such structural changes is simple. Retailers believe it will allow them 
to sell more. One grocer, on the subject of running its stores business separately from 

“I AM lookINg At 
othER oRgANISAtIoNS 
AND I WoulDN’t BE 
SuRPRISED IF thEy 
StARtED to ARRANgE 
thEIR BoARDS ARouND 
thEIR CuStoMERS. o2 
hAS A DIRECtoR oF 
CuStoMERS”
Ecommerce director

“EvERy MoRNINg WhEN 
tEAM lEADERS tAlk to 
thEIR tEAMS ABout thE 
PREvIouS DAy’S SAlES, 
thEy SAy WhAt WAS 
tAkEN IN StoRE AND 
WhAt WAS tAkEN 
oNlINE IN thE 
CAtChMENt AREA”
Director of a department store

“ouR BIggESt SuCCESS 
hAS BEEN to 
uNDERStAND thE 
CuStoMER JouRNEy; 
hoW thEy INtERACt 
WIth uS oNlINE AND 
hoW thEy INtERACt 
WIth uS IN-StoRE”
Director of a big-ticket item retailer
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ecommerce, tells us: “We feel there is a lot more opportunity for us in non-food and 
because it is actually moving faster than food we need a more integrated approach. That 
will allow us to go faster.”

Another grocer comments: “How do you best set up a dot com? We are set up in a 
relatively integrated way... The point is that if you start to organise around the customer, 
you start to integrate more... The customer expects consistency and they will want the 
channels to be joined up. So it makes sense to integrate function centrally to respond to 
customer needs.”

And the managing director of a specialist retailer says structural change and integra-
tion is on the cards too: “We have to ask ourselves what does the future of our structure 
look like? We run them separately because we thought that was the best way to get the 
most out of each channel; so the whole integration of multichannel shopping is not 
going to happen easily. But integration is a challenge we have on the table.”

In particular, click-and-collect services are requiring ecommerce and store teams to 
work together much more closely on an ongoing basis. Several retailers described ecom-
merce teams as a centre of skills, rather than a siloed operation within the business, 
which is how many have been run since they were created.

“The ecommerce team is separate but we all work together as one business. I mean we 
are a separate department but then so are menswear and womenswear. So what? And I 
don’t think that is going to change,” says one interviewee.

However, another working in fashion believes that though ecommerce will continue 
to be run separately from stores in his business, there’s a debate raging in the industry 
about where it should sit. “Some people see ecommerce going more into supply chain 
because of the importance of availability. Other people see ecommerce going towards 
the retail side because of the customer proposition and service side. We see it going 
towards the service side.”

And one ecommerce director says the benefit of working closely with stores but 
still being separate is that he can create the kind of culture needed to quickly move 
forward the multichannel proposition. He has the ability to experiment with 
technology; something he does not think would happen so easily if it was run by 
the store operations team.  

Process power
Processes need to be redesigned, and some parts of the business engaged better so that 
service matches product quality. “The next step is focusing on the more challenging 
integration of some of our processes and the way we deal with people. We want to put 
the customer at the heart of that. We tend to end up on Watchdog, not for our products, 
but the competence of people organising delivery and the failure to meet promises 
made to customers,” admits a big-ticket item retailer.

He says that for this re-engineering to succeed, the executive team needs to under-
stand processes that have become critical, and uses a great anecdote to explain it. “The 
current crisis with BlackBerry is a good example of this. While it works, nobody cares. 
Now it doesn’t work, everyone is in a panic because email on the move is no longer a 
luxury, it is a core element of your business and you don’t have a backup plan. This is 
what happens when trading directors are not close to process management.”

Multichannel businesses also require more data. “It is much harder to run a mul-

“WE hAvE INvolvED 
StoRE StAFF IN ouR 
MultIChANNEl ACtIvIty 
AND thEy hAvE INDEED 
EMBRACED It”
Chief executive of a specialist retailer

“thERE IS AlWAyS 
A ChAllENgE BEtWEEN 
ExPloRINg AND 
ExPloItINg... WhAt  
hAS DAWNED oN uS  
oF lAtE IS thE 
CoMPlExIty oF WhAt 
WE ARE tRyINg to Do”
Director of one of the big four grocers
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tichannel business by your gut. With store retailing you have to deal with metrics, but 
fundamentally you can walk into a store and you can talk to your customers in real-
time. Online, there is a premium on being able to extract data and manipulate data,” 
explains a grocery retailer.

He adds: “Online is understood by data. Stores can be understood by instinct. 
Some of the challenges are around recruiting that instinct and bringing it into 
multichannel retail.”

A department store retailer adds that legacy systems are still a barrier to business 
reorganisation, but this was mentioned much less than when we conducted interviews 
a year ago. She explains that it is seen as essential to overcome in her business because 
“it will deliver the most benefit through having accurate stock files across all the 
channels. Being able to access them and fulfil demand from any channel in the future 
will be key.”

Systems were used to justify an inability to act on multichannel development last 
year, but retailers recognise much more that it is cultural issues and lack of senior 
management sponsorship that often actually holds them back.  

Cultural changes often are necessary to precede the investment that’s required to 
create systems for the future. “We are developing a platform that is truly multichannel, 
as opposed to an online channel operating in stores, which is where we are now,” 
comments the director of a top 10 UK retailer.

operational changes
Retailers are getting better at listening to their customers, and operational changes are 
beginning to occur as a result of this dialogue. In other words, they are acting on what 
they hear and the customer behaviour they see.

The director of a top 10 retailer explains: “Our customers want us to make their 
shopping easier. They don’t want us to convert them to a different way of shopping.” 

This is why the mobile channel has mushroomed once retailers realised that their 
customers were using their phones to access their websites even before they had put 
any special solution in place. A grocery director points out: “Steve Jobs was working for 
us in terms of helping customers have devices in their pockets which help them interact 
with our services.”

One chief executive is proud that his company stops selling products that consist-
ently get bad customer reviews. Of course, any retailer can do this, but the real advan-
tage comes when a business process is created to ensure it happens. This means finding 
a way of feeding bad product reviews back to the relevant merchandisers and buyers, 
and perhaps using exception reporting so they are alerted to a product when it reaches 
a threshold of bad reviews. 

Range extensions are still big news, particularly online-only ranges that retailers 
think they can’t sell profitably through their entire store estate. “Range is critical 
because customers come online with the expectation that they can find anything 
online... We have doubled our range in the last 12 months but we know even that is not 
enough,” says one supermarket director talking about its non-food offer.

Another example of a change in thinking in grocery is how out of stocks are dealt 
with. “We know now that customers hate substitutions, so if you do have to substitute it 
has to be the same quality or better,” points out another. It’s just another example of a 

“WE ARE DEvEloPINg 
A PlAtFoRM thAt IS 
tRuly MultIChANNEl, 
AS oPPoSED to AN 
oNlINE ChANNEl 
oPERAtINg IN StoRES, 
WhICh IS WhERE WE 
ARE NoW”
Director of a top 10 uk retailer

“IF WE gEt PooR 
CuStoMER REvIEWS  
oN A PRoDuCt WE  
StoP SEllINg It”
Chief executive of a specialist retailer
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small change that in conjunction with many others begin to make a retailer’s customer 
proposition quite different.

Many other themes highlighted reflect that, whether it be in-store kiosks, dedicated 
order and collection desks, 90-minute delivery or dedicated international sites, all of 
which we talk through in detail later in this report.

A knock-on effect is that those who follow the sector and value its businesses are 
looking at different measures that might indicate future business success. They are 
beginning to follow the customer in the same way as retailers themselves are.

For example, Numis Securities retail analyst Andy Wade recently downgraded 
SuperGroup from a buy rating to a sell. Wade has been using Google’s reporting 
functionality to follow SuperGroup’s customers, and says searches on the brand 
are proving to strongly correlate with sales. The Google results he is seeing now – 
compared to those from the past few years - have led him to believe that the brand 
has gone mainstream. 

the human dimension
The biggest area for concern in the report last year that seems to have subsided is around 
colleague engagement. As said already, attribution of multichannel and/or online sales to 
stores was cited by most as the reason for this.

One chief executive of a specialist retailer says: “There is a whole enabling process 
around colleague information to ensure it is provided in a helpful way. We incentivise by 
treating collective sales exactly the same as walk-in sales.”

He continues: “We should be doing more to train and encourage staff, but given that 
every colleague in the store is also a customer, and given that 90% of our customers 
regularly use the internet, it is becoming less of a problem.”

A director of a grocer adds that engagement is also taking place much further in advance 
of changes being made. Store-level staff are being shown the roadmap. “We have also 
explained to them the concept of multichannel and how it will affect them for the next 
three to five years. In 2012, we are planning a huge engagement programme.”

Several others say the reporting of internet sales to store staff is becoming ingrained 
into their store operations processes. This has required changes to finance procedures 
so that double or triple counting doesn’t take place when multiple channels participate 
in the sale.

Skills gap stretching
Last year, retailers reported a skills gap that was especially evident in their ecommerce and 
multichannel teams. Since then there has been a lot of movement of senior ecommerce 
staff between businesses, and, if anything, the developments in multichannel mean that 
the skills gap has only grown. 

Explaining the problem, the chief executive of a fashion retailer says: “It is a bit like the 
Klondike. There are various skill sets, such as optimisation and affiliate marketing, which 
are new, and everyone is scrambling to get these specialisms. People are prepared to pay a 
premium.” 

A grocer agrees that its skills gap is in more technical areas: “The biggest HR challenge is 
scarce resource. For example, think about how many people really understand search... In 
the whole world, the only people who are really good at search are probably working for 

“It IS A BIt lIkE thE 
kloNDIkE. thERE ARE 
vARIouS SkIll SEtS, 
SuCh AS oPtIMISAtIoN 
AND AFFIlIAtE 
MARkEtINg, WhICh ARE 
NEW, AND EvERyoNE IS 
SCRAMBlINg to gEt 
thESE SPECIAlISMS”
Chief executive of a fashion retailer

“WE hAvE ExPlAINED to 
thEM thE CoNCEPt oF 
MultIChANNEl AND 
hoW It WIll AFFECt 
thEM FoR thE NExt 
thREE to FIvE yEARS”
Director of a grocer
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Google. These people are highly prized. We are prepared to pay to recruit these people and 
to retain them so their skills can be developed in-house.”

A retailer that has previously worked for a pure-play and has now moved to a major 
retailer says it’s not just a skills issue, but a cultural one too. “Five years ago in pure-plays 
you hired a bunch of maths and analytics graduates who came to work in jeans and 
flip-flops. You can’t do that inside a bigger company, because it is not just a capability 
issue. There is a cultural fit and an issue about balance between store expertise and dot 
com expertise.”

Another grocery director says its problem comes more at the coal-face. Being reactive to 
customer demand in a multichannel world means it needs to be able to recruit far more 
people to work the most unsociable hours for its online operation. “People work through 
the night until six in the morning. So there are challenges in labour turnover. We have a 
huge focus on retention and employing the right kind of people,” he explains.

However, others have noted that the type of technology they are introducing to 
stores now to enable multichannel services – such as iPads – are so easy to use that they 
need little training. Their staff – especially the younger ones – intuitively understand how 
to use them.

The next 18 months promises much internal change for major retailers, but the benefits 
should quickly begin to be noticed by their customers. 

Want to understand how the most successful internet companies sort through the thousands of ideas 
they have for new products and services, deciding the winners from the losers?

Then look no further than the concept of pretotyping, a concept brought to life by two directors from 
Google and an innovation consultant.

The idea is to test the initial appeal and actual usage of a potential new product or service by 
simulating its core experience with the smallest possible investment of time and money. Extremely 
simplified versions of the product or service are tested to validate its customer appeal.

This type of innovation methodology is something that retailers will need to become more used to as 
they have to increase the pace at which they bring new multichannel services and experiences to 
market to differentiate themselves from their competition.

It differs from prototyping in that it answers questions about the appeal and usage of the product or 
service, rather than questions related to building the product. Prototyping helps you answer questions 
about whether it’s possible to build it, whether it will work as expected and how much it will cost to build. 

In their Pretotyping Manifesto, the three argue that the art and science of pretotyping helps innovators:

• Identify the core feature and core experience of potential products or services
• Decide what core features can – and should – be mocked-up (or dramatically simplified)
• Use mock-ups to systematically test and collect feedback and usage data
• Analyse usage data to determine the next step

The results should be that ideas turn into products and services that are well thought out, before they 
get to the planning and build stage. As retailers are building more and more technology that is 
consumer-facing, this type of approach could become crucial to ensuring it meets customers’ needs. 

For more information on the Pretotyping Manifesto visit www.pretotyping.org

PretotyPing 
a reciPe for innovation

“thERE IS A CultuRAl 
FIt AND AN ISSuE ABout 
BAlANCE BEtWEEN 
StoRE ExPERtISE AND 
Dot CoM ExPERtISE”
Director of a top 10 retailer

www.pretotyping.org
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last year’s Multichannel Now report uncovered a growing feeling of unease about the 
future of large store portfolios, which many executives were yet to publicly air. Online 
sales were starting to reach a level for many retailers that led them to question the 

number of stores they needed. Fashion retailers, in particular, were concerned that their online 
sales were cannibalising store sales, and with mobile commerce starting to grow this was only 
going to get worse.

A year later, and we have many examples of retailers who have come out and voiced their 
fears. Earlier this month, Blacks Leisure chairman and Asos non-executive Peter Williams 
wrote an opinion piece for Retail Week arguing that secondary sites will suffer as retailers 
inevitably slim-down their store estates, and that 100 to 150 stores is adequate when backed by 
an ecommerce offer. Blacks Leisure under new chief executive Julia Reynolds has already 
stated that an important strand of its turnaround plan will be to develop best-in-class 
multichannel capability; although she has publicly stated that she doesn’t want to close any 
of its 300 stores.

Aurora Fashions chief executive Mike Shearwood told Retail Week in September 2011 that 
he believes a retail chain may need no more than 50 to 60 stores to provide national coverage 
when backed up by a multichannel offer. 

And Halfords, Wickes and Mothercare have all announced reviews of their property 
portfolios. Meanwhile, even Argos, which until recently under Home Retail Group chief 
executive Terry Duddy, was declaring that it didn’t need to close stores, in October said it 
would align its store portfolio by taking advantage of 150 store lease renewals and 35 lease 
break clauses in the next five years. 

Javelin Group estimates that there will be 21% less retail space, and 31% fewer stores in 
town centres by 2020, due to a fall in town and shopping centre sales of 27% for the four main 
non-food categories of clothing and footwear, electrical, furniture and floor coverings, and 
health & beauty. 

These space changes are likely to take place in the next three to five years. Affected retailers 
will try to wait to divest unprofitable stores as their leases come up for renewal. However, the 
process of reviewing stores and analysing which can make money – or at least support online 
sales – will begin with earnest for many retailers within the next 12 months.

All this could be seen as a sign for doom and gloom for all aspects of the property market.
 Yet this is not the whole story. Far from it. While secondary locations are surely in for a 

tough time next year, retailers still report pent-up demand for prime sites. Re-use of space and 
new formats will also undoubtedly be a theme and there are great hopes for how click-and-
collect services and mobile channels can help to drive store footfall (for more on mobile 
see chapter 4). 

Chain reaction
First let’s deal with the difficult changes that will certainly take place on the high street. The 
feelings of many retailers about stores on less popular high streets and in secondary town centre 
locations make for difficult reading. And there is an element of a self-fulfilling prophecy about 
some of this, as if the more successful retailers move out of high streets, footfall to those left is 
likely to fall even further. 

“Most retailers need fewer outlets because inevitably some of their business has moved online. 
You just need enough stores to promote the brand, and then you can get the same level of sales 
with fewer outlets,” says the chief executive of one multichannel fashion retailer.

2. Property: what lies  
ahead for stores?

31%
the reduction in town 
centre stores by 2020 as 
predicted by Javelin group

50-150
the range of predictions for 
how many stores specialist 
retailers need for national 
coverage

£561.5m
Average weekly sales for 
online retail in october 
2011, according to the oNS

“you JuSt NEED 
ENough StoRES to 
PRoMotE thE BRAND... 
REtAIlERS WIth 
tyPICAlly 300-400 
StoRES NEED to  
SlIM DoWN”
Chief executive of a multichannel 
fashion retailer
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Echoing the views of many we interviewed, the chief executive continued by pointing out that 
demand for space will become polarised between places that can guarantee strong footfall, and 
those that can’t. “The weaker locations will become uneconomic. I am talking about small high 
street and the older shopping centres. It is the new mega malls that are drawing the crowds.”

 Another fashion chief executive agreed, adding: “The big malls like Westfield are the sites to 
place your shops now.”

For such businesses, the inevitable question is how many is the right number of stores. 
Several retailers have suggested that as few as 50 or 60 stores provide national coverage. There 
is no magic number of reductions to achieve in the near future to ensure business success, but 
rather a warning that all retailers should be looking at the issue.

“Five years ago if you wanted UK coverage as a retailer, 250 stores would be the minimum. 
But now, and I think Mothercare is a good example of this, if you have 250, you have too many,” 
says the fashion chief executive.

However, on the plus side, retailers that are looking at reductions are also considering how 
they can use the cash this strategy will free up. One specialist retailer’s managing director tells 
us: “We are leaning towards streamlining our portfolio. We will only open stores in really good 
locations like Westfield. So we will streamline and invest money in refurbishing our remaining 
stores and the internet.”

Food retailers are in the fortunate position that they don’t feel pressured to reduce space. 
They are looking at infill and adding to their portfolios with new formats. None of the grocers 
we interviewed could envision more than 15% of grocery shopping shifting online in the 
near-term, even if click and collect takes off, so they have no need to reduce food space, 
particularly if they use stores to fulfil their growing online grocery orders.

One director of a grocer says: “When you look at retailers who are closing stores you have to 
untangle how much of their problem is actually the economy and the relevance of their offer. 
People will never stop shopping in stores.”

Others agreed that retailers in some sectors are hastening the demise of their stores. The chief 
executive of a multichannel retailer says too many of his peers are still thinking about the 
customer journey in a linear manner, and it is this that makes their stores superfluous: “You 
don’t get enough information from the store to make a purchase. But if you go online you have 
rich information... The [retailer] is pushing the customer into the store to see the product, and 
then pushing them to purchase online because the customer has not been given all the 
information he needs.”

And the director of a big-ticket item retailer added that businesses in some of the sectors most 
susceptible to competition from online are doing themselves no favours with their proposition 
in stores: “HMV is still piles and piles of CDs in rows, and it is the same with the bookshops. 
The market is online. Unless these retailers can make it exciting to go into a store, the customer 
won’t come.”

Space for services
A director from a major high street retailer says: “We won’t need to go on growing the space in 
store and therefore we can use it differently, because although the population is growing overall, 
the majority of sales growth will come from online. So the question for me is how will we use 
the space in store differently?”

The grocers have been at the front of the pack of retailers expanding their non-food space in 
the past five years, and now this strategy of filling stores full of products with little service or 

“WE StIll hAvE kEy 
REgIoNS WhERE WE 
hAvE oPPoRtuNItIES to 
Put NEW StoRES. thE 
quEStIoN IS, hoW WIll 
WE uSE thE SPACE?”
Director of a multichannel retailer

“thE BIg MAllS lIkE 
WEStFIElD ARE thE 
SItES to PlACE youR 
ShoPS NoW”
Chief executive of a fashion retailer
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product expertise seems terribly at odds with what other retailers are attempting in 
order to compete.

One ecommerce director comments on the over-provision of space for non-food retail: 
“Sainsbury’s and Tesco, in particular, have an issue about what they are going to do with all 
their non-food space.”

The grocers we spoke to still feel that non-food retail is an area they can gain ground in, but 
even they admit that these are product categories that are increasingly moving online.

One grocer has already moved its music category to online only, and it is likely that there will 
be more of this when supermarkets can guarantee stock availability in store through their 
developing click-and-collect offers (rather than stuffing stores with non-food stock). Meanwhile, 
Tesco is giving over space in its stores to a growing chain of beauty salons. There won’t be a 
dramatic re-allocation of space in supermarkets in the next year, but these examples are a taste of 
a trend to watch out for in the future.

Morrisons-owned Kiddicare is another interesting example. Kiddicare plans to open 12 
superstores but will use the space in an innovative way including services to create destinations 
that people are prepared to travel to. Meanwhile, within Morrisons’ supermarkets it will 
introduce kiosks to give customers access to the range. Morrisons sells a relatively small amount 
of non-food items in its stores currently, and plans to bolster this with the launch of non-food 
categories online.

This in a way mirrors what retailers are saying about there being a strong demand for store 
space in the best shopping centres. New schemes provide a mix of leisure, dining and other 
services to entice footfall. The supermarkets can do likewise to some extent, without having to 
extend their selling space, by redeploying what’s already there and virtualising part of their 
non-food stock with click-and-collect services.

At the moment there is a tendency for click-and-collect desks to have been added to stores 
without any internal modifications – normally as an addition to the customer services desk – but 
dedicated space will need to be given over to service multichannel customers if the volume of 
non-food sales fulfilled this way is to substantially grow.

The issue of giving over space to services – and particularly click and collect is not one for the 
grocers alone.

“The size of the stores is going to get smaller. But inside the stores you are going to have to 
leave room for click and collect,” says the chief executive of a retailer that is focused on out-of-
town sites.

In with the new
The other emerging multichannel-related property trend is for completely new formats. House of 
Fraser created a great stir in the market with the announcement of its first click-and-collect store, 
which if successful, could provide a model for how department stores can expand their reach in 
areas that cannot support a full-line destination department store.

Aurora Fashions is already trialling new store design ideas with the opening of its Argyll Street 
Oasis store in the West End of London, where the focus is on providing multichannel service. 
Speaking at the Internet Retailing conference before the store opened, Aurora Fashions strategic 
development director Ishan Patel spoke of the success of the introduction of iPads to stores, to 
give staff access to better product information, central stock availability and ultimately allow 
them to convert shoppers who can’t find what they want in-store with an assisted web sale.

He hinted that what’s taken place with the opening of Argyll Street is just the beginning of a 

80%
the percentage of 
uk consumers within 
an hour’s drive of 
a destination 
shopping centre

“thE SIzE oF StoRES IS 
goINg to gEt SMAllER. 
But INSIDE thE StoRES 
you ARE goINg to hAvE 
to lEAvE RooM FoR 
ClICk AND CollECt”
Chief executive of out-of-town retailer
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journey the business will have to go on with stores in all three of its fascias. Patel said Aurora is 
now rethinking the whole customer journey through the store, and with staff enabled to serve 
customers anywhere is leading it to question its store design.

Debenhams has also announced nine new stores and 45 modernisation in the next two 
years. Chief executive Michael Sharp points out that its Debenhams Extra in-store kiosks mean 
it can offer the range of a department store through a store that is as small as 25,000 sq ft, the 
size of its store in Fareham, which opened earlier this year. In comparison, its largest store is 
200,000 sq ft. 

Kiddicare also falls into this bracket with its plans for 12 new stores. Although it has an 
existing 55,000sq ft store within its head office and distribution centre site, this will be the first 
time it opens a standalone store that isn’t able to draw stock straight from its central warehouse. 
Chief executive Scott Weavers-Wright has stated that these stores must serve major urban areas 
and offer a wide range of services if he is to tempt people into their cars to visit. Such a 
footprint would also provide him with the infrastructure to more easily launch competitive 
delivery options for these areas, such as same-day.

N Brown Group provides another example with its Simply Be store trial. After working out 
that while it had the number one market share online for its sector, it was not number one 
overall, and it decided that a store presence was necessary to bolster its credentials and 
customers’ loyalty. The use of the space in the stores is interesting, and based on much 
customer feedback, and the fact that new technology and ideas will continue to be regularly 
piloted in these stores as they develop should provide food for thought for its competitors 
whose market share it intends to eat into. 

Ocado, Net-A-Porter and eBay have created pop-up stores to drive people to their websites using mobile 
phones. But are they a serious channel to market or a PR exercise?

The answer is mainly PR; but that doesn’t mean the concept isn’t valid. Though few will use the 
channel to complete transactions, it’s a little reminder to consumers what they can buy online, and it 
generate column inches in the press too.

The latest to be announced, eBay’s store, situated just off Oxford Street, will be open during the first 
week of December, and allows consumers to browse pictures of branded products and buy them with 
links to eBay’s product pages via QR codes.

Similarly, Net-A-Porter opened two pop-up stores – one in New York and one in London – to coincide 
with Vogue’s Fashion Night Out event. Shoppers had to download an app to their phone so it could 
recognise product from the pictures displayed and allow them to be purchased for next-day delivery.

In summer, online grocer Ocado took over the window of an empty unit at City shopping centre One 
New Change for its pop-up. Customers needed to have the Ocado app downloaded to their mobile 
device to be able to scan barcodes and add them to their shopping list. But with a limited range of 
products on display in the ‘shop’, this seems to have been a branding exercise crossed with promotion 
for Ocado’s mobile channel.

They all generated extensive press coverage, but the short time-frame of these stores being open 
suggests they are more about brand awareness than to directly drive sales. Whether they are repeated 
in 2012 will determine how successful they were in this aim.

online retailers PoP uP
 on the high street

25,000 sq ft
the size of Debenhams' 
smallest store

200,000 sq ft
the size of Debenhams' 
largest store
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the interviews conducted to inform this research have strongly highlighted an 
issue that has been bubbling under for the past few years.

When bricks-and-mortar retailers first began selling online, there was often not 
parity of pricing, especially for categories where etailers had come into the market and 
were scooping up market share. Then there was something of a backlash against this, 
and plenty of retailers declared that their prices were the same in-store and online.

Now, the majority of retailers we interviewed tell us they do not price the same 
online and in-store; though often this is achieved through different promotional 
activity in the channels and is a tactical move to ensure competitiveness rather than a 
strategic decision.

It is interesting to see how promotions are being used in different channels. Free 
delivery, or free premium delivery offers are essentially discounts, and are used to 
drive traffic, increase basket sizes and ensure repeat purchases. Discount vouchers and 
loyalty cards are also being used to target promotional activity to particular customers.

However one relatively recent development – providing promotional deals through 
sites such as Groupon – is not seen as something retailers value. Largely, they believe 
they can run more successful promotions themselves that require them to take a 
smaller margin hit.

This does not mean that they are not open to new multichannel models of market-
ing, and in fact it is an area that is ripe for further innovation.

Pricing prerogatives
There was a strong dichotomy between what retailers believe they should be doing 
when it comes to pricing across channels, and what they actually are doing. This 
perhaps is the result of the dichotomy between what customers say they want and 
what they do. Customers say they want consistent pricing, but are then often tempted 
by special deals in particular channels, and retailers are very aware of this.

Developing mobile channels are making this more of an issue. Two to three years 
ago, customers would complain that they had researched  a product online, and then 
found it was a different price when they came to a store to buy it. Now shoppers come 
to stores armed with a link to the internet on their phone letting them work out there 
and then whether the purchase they are about to make is the best deal.

In the mid-term of the next two to three years, some believe that this will make 
substantial price differentials difficult to maintain for retailers with stores and web 
channels. Home shopping retailers say it does not impact them so much, as their 
customers don’t necessarily expect prices to be the same online as in their catalogues.

“Customers hate it when the price varies and we agree that it is not fair,” admits one 
chief executive. However, for every retailer that says this, there appears to be another 
who will go on to say that they are being forced into tactical online pricing decisions.

One managing director tells us the business was introducing new systems 
specifically to allow differential pricing by channel, something which it is not able 
to do today.

A marketing director adds: “We have tactical decisions for each channel. We have 
slight pricing differentials between our store and online channels. To be blunt, there is 
too much difference between them at the moment.”

The big grocers all said they price consistently between stores and web for food, 
although they often price differently between their different formats – such as super-

3. Pricing, promotions and  
marketing in a multichannel world
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Director of a top 10 retailer
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markets and convenience stores. However, for non-food they have noticed particularly 
competitive pricing online, and are making tactical decisions to compete.

“A lot of people are buying trade, and then you have a lot of people trying to build 
up, or start, businesses,” says the director of a top 10 retailer. However, he adds: “You 
have to be responsive to compete, and you can’t handcuff yourself to a large store 
business and let that become a drag on what you do online. However, having said that, 
I think over time we will see a level playing field and greater price parity between 
online and stores. But right now it’s quite frothy.”

And a supermarket director says it is far more concerned with the pricing of other 
recognised retailers online, as the total value offered to customers is more comparable. 
He notes: “You can get some very keen pricing on the internet but from completely 
unknown entities... This actually works to our advantage because customers like the 
peace of mind of buying a brand they know. They want to know there is a physical 
presence to complain to if there is any problem with the product.”

In fact, a director of a major high street retailer believes it is more important for retail 
boards to understand the pricing pressures in different channels than the nitty gritty of 
internet technology. “It is essential that they have a basic understanding of the online 
channel and realise that there are completely different pricing pressures online.”

She continues: “The idea that you can be casual about your promotional structure 
when you have websites specifically dedicated to publicising the very best deals to as 
many customers as possible, is absurd. It means you have to be extremely careful; and I 
do think that is something executives should be aware of.”

One grocery ecommerce director says: “We would always carry in-store promotions 
online. But we are increasingly looking at specific promotions online in terms of the 
hot spots on the website, and directing customers to particular offers. We are experi-
menting with what drives sales online.”

Promotions
Increased competitiveness through promotions was a strong narrative running through 
the research. Clearly the level of promotions in stores is high, and visible to all. But 
there is an additional layer of promotional activity taking place around online retail-
ing, and it is beginning to become a little more targeted.

In one sense it is targeted as retailers can use their online channel to react quickly to 
outside influences that might impact demand – such as the weather. It’s possible to 
execute promotions very quickly online.

“We do make tactical decisions. You have to be able to do that to compete because 
the web is moving so fast. We often make tactical decisions at weekends depending on 
the weather. But you can only make these sort of tactical decisions online,” says the 
chief executive of a specialist multichannel retailer.

Others are trying to recruit new online customers through various means. Ocado 
and Shop Direct Group have pushed vouchers to consumers through branches of 
WHSmith, and in 2010 bricks-and-mortar retailers launched their January sales online 
on Christmas Day or even Christmas Eve.

 “There is a lot of incentivisation going on, a lot of promotion, and a lot of vouchers 
for first time shoppers,” comments a grocery ecommerce director. Certainly retailers 
are prepared to pay in order to collect information on new potential customers, and 
offering a discount in return for email addresses and other information is one way to 

“WE oFtEN MAkE 
tACtICAl DECISIoNS At 
WEEkENDS DEPENDINg 
oN thE WEAthER. But 
you CAN oNly MAkE 
thESE SoRtS oF 
tACtICAl DECISIoNS 
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Chief executive of a specialist 
multichannel retailer
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Director of a major high street retailer
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achieve this. This leads to another type of targeting, offering specific promotions to 
subsets of a customer base.

The growth in customer data and customer insight retailers are collecting across 
channels is leading many to start thinking more about their best and most profitable 
customers. “You try to see how this might increase the pool of best customers and 
drive more people into being frequent shoppers,” says one ecommerce director. This 
thinking is not new, but data and a clearer view of how the same shoppers are using 
more than one channel highlights to major retailers that they can impact the behaviour 
of individual shoppers who come into their stores.

Despite much research and anecdotal evidence that shoppers who use more than 
one channel are better customers, it is something that some businesses are only 
recently realising for themselves.

One specialist retailer explains how the insight from its loyalty scheme has sup-
ported the investment case for multichannel. “The dialogue with the members gave us 
valuable insight, particularly in their move to multichannel. And then we discovered 
that multichannel customers were more valuable to us. That was when we knew we 
were on the right track.”

group action
Almost all of the comments on Groupon and its competitors were negative, and make 
sense when you consider that retailers are trying to become more targeted in where 
they invest promotional budget. “Groupon is a flash in the pan. I think it has already 
peaked,” says one commercial director. This view was mirrored by many, with 
particular reference made to the size of the cut Groupon takes from the deal.

The chief executive of a fashion retailer says: “Groupon is a tough business model 
and it is not for us. The slice it takes from the vendor is too high, so it lends itself to 
service industries rather than retailers.”

And another director of a grocer who has experimented with it in a previous role and 
believes there is no strategic way to use such platforms.

A big-ticket item chief executive makes a good point that the best retailers are 
already experts at marketing and promotions: “I think it is a flawed model, personally, 
in the sense that if you have a mass-market retailer, you already do that job of making 
sure customers get good value.”

Marketing innovation: watch and learn
Big-ticket item retailers were beginning to think about how the internet could 
help them reduce their marketing spend last year. This is a continuing theme. 
The sector is the second biggest spender on media advertising after the supermarkets, 
and now these companies are looking at how newer forms of marketing could 
help them get across their brand values to the potential customers. With gaps of 
maybe years between transactions they struggle to maintain loyalty without a 
strong brand.

“It is difficult in a typical advertising space to explain all the options that you could 
buy to go with your new furniture. Whereas, on a multichannel site you can illustrate 
all the features and benefits of the other products. It also gives reflections and inde-
pendent views, whereas a salesman in a showroom is on commission,” points out a 
director from a big-ticket item retailer.

“gRouPoN IS A tough 
BuSINESS MoDEl AND It 
IS Not FoR uS. thE SlICE 
It tAkES FRoM thE 
vENDoR IS too hIgh, So 
It lENDS ItSElF to 
SERvICE INDuStRIES 
RAthER thAN 
REtAIlERS”
Chief executive of a fashion retailer
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PRoMotIoN, AND A  
lot oF vouChERS FoR  
FIRSt-tIME ShoPPERS”
Ecommerce director of a supermarket
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This plays to the story about customers being your best marketing medium, and 
certainly there is much interest in new ways of marketing that allow customer voices 
to be heard. This is where many believe the future of Facebook, and to a certain extent 
other social networks, may lie.

Other multichannel developments create huge publicity for retailers, even if they 
don’t lead to an immediate impact on sales. Debenhams allowed consumers to 
“virtually” try on party dresses using their iPad or iPhone in Trafalgar Square.

And eBay has just announced a store on Oxford Street in time for Christmas. 
But is this really a sales channel, or a piece of marketing designed to remind 
Christmas shoppers about what they can get on eBay while they are out and 
about? See box in chapter 2.

On social networking, one chief executive with a slightly older customer base tells 
us: “We are watching with interest and participating when we think it might be 
relevant.”

And the commercial director of another retailer with a mature audience adds that 
while it is important for the whole executive team to be aware of new developments in 
the ways retailers can talk to their customers, it is their job to ensure relevancy. “They 
need to challenge each new thing, need to ask how it is going to improve the customer 
experience for our particular sector,” he says.

We explore whether Facebook will become a transactional channel more in chapter 7.
One action several retailers mentioned was joining up their activity across different 

marketing channels better. This could mean complicated multi-platform marketing 
campaigns, but even simple moves can be extremely effective. John Lewis’ Christmas 
advert had received 1 million hits on YouTube within days of being premiered on TV.

A retailer whose brand has a big, engaged following on Facebook tells us that the 
company lets itself down by not reusing this content on its own website: “Where we 
fall down a bit is that we don’t use this valuable content on the internet. But we will.”

In the more joined-up multichannel world, where cross-channel services become 
the norm, there will be much more blurring between what is a marketing channel and 
what is a sales channel.

“WE hAvE hAlF A 
MIllIoN FRIENDS oN 
FACEBook... WE ASk A 
quEStIoN AND, My goD, 
Do WE gEt AN ANSWER”
Managing director of a specialist 
multichannel retailer

The ending of the Low Value Consignment Relief for goods sent from the Channel Islands in April 
2012 is welcomed by those with stores selling goods that it affects. It has meant fiercely competitive 
online pricing for low value goods, particularly CDs.

The loophole allows retailers to sell products priced £15 and below free of VAT, meaning they were 
able to undercut rivals, particularly smaller store-based operations selling entertainment products.

Chancellor George Osborne has said he wanted to “tackle the exploitation of Low Value 
Consignment Relief that has left our high street music stores fighting a losing battle with warehouses 
in the Channel Islands”.

The Hut Group, one of the etailers to have an operation in the Channel Islands has said it will retain 
its base there. However, it is expected that the retailer will revise its pricing once the loophole closes.

Low Value Consignment Relief is expected to remain in place for businesses operating outside of 
the EU who sell into the UK.

tax relief for stores
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I f one wants to see how quickly mobile commerce has moved in the past 12 months, 
and predict how quickly it could move in the next year, one only need consider 
how many of the largest 100 retailers in the UK have invested in it.

Of those 100, 47 have launched mobile apps, and 36 have mobile-optimised websites, 
and the number grows every month. There are many statistics to show how traffic and 
even sales via mobile devices have skyrocketed from a small base since 2010. But the 
majority of large retailers already recognise this for themselves with the traffic levels 
from mobile – and even sales from mobiles – to their main websites having been a 
wake-up call as to their customers’ desires.

If two years ago chief executives of big high street retailers were just beginning to 
understand what a mobile app was, then they have moved quickly to a position where 
they talk about the mobile channel positively and as a real complement to their website, 
stores and even catalogues.

There is a perception that mobile is changing very quickly. One director from a 
retailer that has already made great strides in this area explains: “Eight out of 10 new 
phones are smartphones. Soon everyone will have one.” He continues: “We can see 
how customers are accessing our site so we can measure the huge growth in numbers 
accessing by smartphone.”

Another director is panicking that the business is losing sales as it hasn’t launched a 
mobile solution quickly enough.  She says: “We have a huge amount of mobile traffic 
through our website but customers cannot easily transact. So we are losing our custom-
ers and hoping that they come back to our website through their PC.”

She hopes to have a mobile-optimised site up and ready in early 2012: “We are ready 
in the sense that we have a plan in place... But we should have been there six months or 
even a year ago.” 

Conversion confusion
There has been a steep learning curve as retailers get to grips with the mobile traffic 
volumes they are witnessing. Lots of them have launched some kind of solution in 
response – be it an app, mobile-optimised website or both – and have then sat back a 
little puzzled that the conversion rates weren’t matching what they see from consumers 
using computers on their main website.

We’ve now reached the stage where those with mobile solutions are ironing out the 
issues in their first attempts, which will improve conversion rates, but also accepting 
that consumers don’t use their smartphone in the same way that they use a PC. In 
fact, retailers are beginning to talk about smartphones and tablets as two distinct 
sub-channels.

The conversion rate for consumers using tablets to access sites is much higher than 
smartphones, and retailers believe that consumers are using them instead of a PC or 
even a catalogue, to shop while they are at home. Several we interviewed mentioned a 
growing trend for in-home mobile shopping, particularly on tablets, and one predicted 
that in the longer term tablets – and apps designed specifically for tablets – will sound 
the death knell for printed catalogues in a way that the internet has not managed before.

Anecdotally, non-food retailers tell us that the percentage of online traffic from 
mobile devices they are witnessing is anything between 5% and 20% – partly depend-
ing on whether they have mobile apps or a mobile-optimised site. But actual sales lag 

4. Mobile – the connective tissue 
between all other channels

“No oNE CoulD SAy 
thEy ARE ABSolutEly 
READy FoR 
M-CoMMERCE BECAuSE 
EvERythINg IS MovINg 
So FASt. you MIght BE 
READy oNE DAy AND  
Not thE NExt”
Director of a grocer

“WE ShoulD hAvE 
BEEN thERE [WIth A 
MoBIlE-oPtIMISED SItE] 
SIx MoNthS oR EvEN  
A yEAR Ago”
Director of a specialist retailer

47
the number of retailers 
in the top 100 that have 
launched a mobile app

36
the number of retailers 
in the top 100 that have  
a mobile website
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this. Halfords has reported that 15% of its web traffic is from mobile devices, but just 
over 5% of orders.

Etail trade body IMRG’s quarterly benchmarking statistics  for May to July 2011 show 
the average percentage of online visits from mobile devices stands at 7%, up from 1.4% 
in February to April 2010. Average online sales via mobiles have risen from 0.4% to 
3.3% in this time, and the highest mobile sales figure for those that participated was just 
under 7%.

Obviously how significant this level of sales is to a business depends on whether they 
are online-only retailers or a large multichannel retailer, which may have only a 
relatively small percentage of overall online sales. However, Argos proves what’s 
possible. With its reserve and collect app and mobile-optimised website, it has reported 
that 4% of total sales are through its mobile channel. 

As more non-food retailers launch decent mobile-optimised websites, conversion 
rates should improve. Retailers that have launched apps have realised that while they 
can inspire and engage, it is mobile websites that are closing sales.

“People think an app is a licence to print money. It is a nice business to have, but it is 
nothing like a store for us,” explains the chief executive of a fashion retailer that has 
launched an app. He continues: “We are very confident that once we get our mobile-
enabled website, it will become very important for us, and give us a bigger chunk of the 
market. I do think that m-commerce and mobile sales will become vitally important in 
the next few years.”

Grocery retailers are ahead of this, breaking into low double figures with the percent-
age of online food sales completed on mobiles. However, one grocery director predicts 
that he can quickly see this hitting the 20% mark. He believes this will partly be driven 
by older, affluent customers, who own tablet computers using them to shop at home in 
place of a PC.

One grocer tells us that it has been surprised that the majority of its mobile sales are 
for food rather than non-food. But this actually intuitively makes sense for several 
reasons. Online grocery shoppers are likely to be more affluent than those buying 
non-food items from a supermarket, and they are also using the mobile channel as the 
final point in a transaction that will likely have originated as a standard computer-based 
online order. 

the mobile consumer
This point leads us well into the discussion about how mobile is seen as a complement 
to other channels, rather than as simply cannibalising web sales.  

A consumer poll for Drapers looking at attitudes to buying fashion online published 
in March this year showed that the appetite to use mobile phones as part of a mul-
tichannel purchase process outweighs the number who will complete purchases on 
their phone; for the moment, at least.

The poll of 2,000 consumers found 15% check fashion retailers’ websites on their 
phone while out shopping, and 21% do so at home. Only 10% have bought fashion on 
their mobile at the moment – 15% of men and 7.5% of women, showing a clear bias – 
but a further 22% said they would do so in the future.

A director of a high street retailer told us that though its mobile sales have doubled in 
the past year, what’s crucial is the huge volume of traffic indicating that “the mobile 

46%
uk mobile subscribers 
aged 13+ who used a 
smartphone in June-
August 2011, according 
to comScore

7%
the average percentage of 
online visits to retailers' 
sites from mobile devices, 
according to IMRg

3.3%
the average percentage of 
online sales from mobile 
devices, according to IMRg
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channel is a really good research channel while customers are out and about shopping”.
Further evidence of retailers’ belief in this comes from the new trend for installing 

public Wi-Fi in stores to allow consumers to access the internet on smartphones more 
easily in store. John Lewis and Ted Baker have said they will introduce Wi-Fi to stores, 
and Lakeland says it will include public Wi-Fi in new stores to allow customers to 
easily access the rich product content on its website, such as demonstration videos.

In addition to allowing customers to research while in stores, there is a growing 
feeling that the mobile channel is helping to drive footfall to stores in the first place. 
Many retailers report that the store finder page is one of the most visited from mobiles. 
Morrisons even has a mobile website – despite not yet being transactional online – with 
a useful store finder app. 

One interviewee tells us that while 3% of the traffic to its main website is to store 
information pages, this figure rises to 30% for mobile visits. He says: “These are people 
wanting to know local opening hours and what is happening in that particular store at 
that moment; and wanting to find out stock availability.”

1.7 million consumers had downloaded Argos’ check and reserve iPhone app by July 
this year, and the retailer says half of the items that are reserved through the online 
service are collected from stores the same day.

Conversely, home shopping retailers feel mobile is important as it in effect gives them 
a presence when consumers are out shopping, meaning their products are considered 
alongside what’s on show in the store. One home shopping retailer says: “We need a 
strategy to defend the share of customers that we are getting online who are already 
using mobile to transact. But we also have to grow share because we know that more 
and more new customers are using mobiles.”

how easy is it?
Several of the executives we spoke to felt that creating a mobile channel was relatively 
easy and inexpensive compared with when they set up web channels. However, it’s 
also becoming clear that mobile is a constantly moving feast, whether it’s refreshing 
content or functionality on an app, or ensuring that your mobile site renders well on the 
latest smartphone.

“We had no big issues with launching the mobile channel at all. It was seamless and 
not expensive, because it works off the website platform,” proclaims a director of one of 
the grocers. 

This view is quickly balanced by that of an ecommerce director who says that while 
mobile looks cheap, once you fully understand the development and testing cycles, and 
the relentless pace of change, then the total cost of ownership of a mobile solution soon 
stacks up. He says:  “We have been developing this [mobile] site for a few months and 
we were just about to launch when Apple announced a new iPhone operating system, 
so we had to postpone until we had tested on that.”

He added: “You do need the speed. You have to be quick. You have to develop it 
quickly.” In particular, the Android operating system is growing much more quickly 
than iPhone, albeit from a smaller base.

A director of one of the top 10 UK retailers points out that mobile means retailers are 
developing software for use by consumers rather than colleagues, and the lack of 
control over the devices they use makes this much more complicated: “One barrier has 

“PEoPlE thINk AN APP 
IS A lICENCE to PRINt 
MoNEy. It IS A NICE 
BuSINESS to hAvE, But 
It IS NothINg lIkE A 
StoRE FoR uS”
Chief executive of a fashion retailer

“WE NEED A StRAtEgy 
to DEFEND thE ShARE 
oF CuStoMERS thAt WE 
ARE gEttINg oNlINE 
Who ARE AlREADy 
uSINg MoBIlE to 
tRANSACt”
Director of a home shopping retailer
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been customers’ own devices, which can be distracting. When customers have old and 
slow equipment it throws up issues that have to be addressed but which have been very 
time consuming. It is frustrating, because much of it is out of our control.”

He continues: “The other barrier is a lack of key skills. It is a very fast growing area 
and it needs new skills. We are developing new skills but we need to move faster.”

local and the future of payment
Retailers are just beginning to skim the surface of what’s possible with the functionality 
inherent in smartphones.

Location-based services – those that draw on the fact the phone can determine its 
geographical location – should prove popular and tie in with the theme of the mobile 
being a personal shopping assistant for the customer, as well as an alternative online 
channel to market.

The retailer that noted that his customers are looking for store stock availability on his 
site adds: “You have to gear the mobile channel to people on the move, so they can 
transact on it first of all. You must also ensure that it can do things that will help 
customers when they are on an offline shopping mission.”

Tesco is still working on its mobile “sat-nav” app, which provides customers with 
information on the layout of a store and allows them to construct a route based on their 
shopping list. Other location-based services developments are more marketing based, 
pushing messages to customers when their phone’s position indicates that they are in 
the vicinity of a store.

The mobile network operator O2 has signed up a number of retailers to offer deals to 
its user base through the Priority Moments loyalty scheme. Offers are pushed to a 
customer’s phone when they are near a participating store and can be redeemed at the 
till by showing the mobile coupon. One retailer that has experimented with this 
location marketing service – despite not thinking her customer base yet desires the 
retailer to develop a mobile channel itself – is positive about it. She says: “The results 
are good, particularly given that for us it is relatively early.”

There is also much excitement about mobile developments that could benefit 
retailers with store estates. In particular, Google Wallet was name-checked by several as 
an innovation they could see being used in stores.

However, this is not an immediate concern, and several retailers mentioned that it  
not be clear which e-wallet providers will be successful. “Your phone will be your 
wallet, and when that happens the number of people shopping on their mobile will rise 
dramatically,” says one interviewee.

Another chief executive, who is already seeing significant sales from mobiles and 
tablets, believes that mobile wallets will be as useful for online transactions as offline 
ones, and predicts take-up could be as similarly rapid as has been seen for apps and 
mobile websites. He says: “Google Wallet is going to be interesting. We are very close 
partners with Google and we expect to exploit Google Wallet alongside them. I think it 
will take off very quickly because they have such a big base.”

However in the next 12 months, while retailers are keen to watch developments in 
the mobile payment space, deploying this technology will not be a primary concern.

44%
uk mobile subscribers 
aged 13+ who used a 
downloaded app in June-
August 2011, according 
to comScore

+123%
the year-on-year growth in 
visits by Android phones 
to Asos' mobile site

+5%
the year-on-year growth  
in visits by iPhones to 
Asos' mobile site
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“MoBIlE AND tABlEt 
SAlES ACCouNt FoR 
11% oF ouR BuSINESS, 
But IN thE NExt CouPlE 
oF yEARS I BElIEvE It 
WIll BE 30% to 40%”
Chief executive of an online retailer with 
a mobile-optimised website

Online marketplace eBay is lobbying government to support the mobile economy in order to boost 
economic recovery. It says already 10% of its sales by value are made by customers using their 
mobile phones, but reports that the infrastructure is not yet in place to match the channel’s 
potential.

Through its Mobile Manifesto, it has set out recommendations in seven areas, and also 
highlighted consumer research showing that consumers are being held back from spending as 
much as they could through smartphones due to frustrations with the user experience.
It wants government support in the following areas:

• Faster mobile broadband and better coverage 
• Supporting cross-border trade
• Optimising for mobile
• Mobile and local (mobile technology enabling local services)
• Mobile payments
• An open mobile internet (net neutrality)
• Skilling up for next generation mobile

In particular, eBay highlights that 45% of the 2,000 consumers it had polled are dissatisfied 
with the speed at which they can download data on their mobile phone. EBay suggests that 
improvements to coverage on transport routes are improved given the propensity for consumers 
to shop while they are commuting on rail (something which is backed by anecdotal evidence from 
retailers that have noticed spikes in traffic during rush hour).

73% of those in eBay’s survey said they would spend more through the mobile channel if 
retailers had optimised websites.

a manifesto for mobile
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Delivery and fulfilment remains one of the facets of retailers’ multichannel offers 
that is used in an attempt to provide competitive advantage. A year ago, this 
centred on free delivery and extended home delivery options to play to 

customers’ desires for convenience. 
Now the bar has firmly been raised. Consumers want convenient delivery, they 

expect parcel-tracking and SMS delivery notifications and there has been a strong 
take-up of click-and-collect services. At the same time, the industry has been impressed 
with the perceived success of Shutl’s 90-minute delivery service for Argos and Aurora 
Fashions, which is now being expanded outside of London to other major urban areas.

A year ago, we predicted fashion retailers would be the next group to move into 
click-and-collect services and they have not disappointed. After pioneers such as 
Aurora and Thomas Pink, Republic, Clarks, Schuh and more recently New Look and 
Ted Baker have joined the click-and-collect club. And such services are also live for 
department stores John Lewis, Debenhams, House of Fraser and Marks & Spencer 
(which recently launched a limited food click-and-collect service too).

This all seems positive. Except some retailers have niggling worries that the cost 
associated with certain delivery methods is eating into their margins. This is more acute 
for those who run their own delivery fleets and are, therefore, more directly exposed to 
the cost of fuel.

Standard delivery
Independent research among a 1,000-strong sample of regular online shoppers by 
delivery firm Hermes was published in early November. It showed that although online 
shoppers are interested in enhanced delivery options, many are not prepared to pay for 
them. 73% say cost affects the shipping option they chose.

The research showed a preference for Saturday deliveries (Sunday deliveries were 
barely more popular than those made in the week) and deliveries in the early evening. 
The preferred window for convenient evening deliveries is 5pm to 8pm. Early morning 
and late evening deliveries are actually preferred by less people than day time slots. In 
total, 44% said evening deliveries were very appealing, and this figure rises to 60% 
among those in full-time employment.

The research also showed that while consumers don’t feel particularly strongly about 
guaranteed next day delivery – particularly if they have to pay more for it – they do like 
to know what day their order will be delivered. Perhaps this is why a surprising number 
of large retailers still do not guarantee next-day delivery; although the ones we spoke to 
that don’t said that they are working towards it.

One big-ticket retailer tells us that delivery certainty is a big issue for his business. It is 
developing technology to allow customers to get a certain delivery 
slot for products ordered online, even if they have yet to be manufactured. He says: 
“Our obsession with that website is linking into well-scheduled manufacturing 
and delivery slots.”

He adds that mobile will quickly become an important channel for improving 
delivery flexibility: “For example, we will send customers a text saying ‘this is our first 
available delivery slot, do you want to pay the balance online, or do you want to pay it 
with your iPhone’. Rescheduling online will also become more common.”

Information on deliveries is beginning to be taken for granted as more retailers offer 

5. The last mile for delivery, 
fulfilment and click and collect

5pm-8pm
the preferred window 
for evening deliveries 
according to consumer 
research from hermes

“you hAvE to BE ABlE 
to FIght oN All FRoNtS. 
PRICE IS A gIvEN, But 
FulFIlMENt CoStS, 
oN-tIME DElIvERy, youR 
REtuRNS PolICy, CAll 
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ClICk AND CollECt ARE 
AlSo IMPoRtANt”
Director of one of the big four grocers

31%
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are not allowed etail 
deliveries to work
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this service as standard. 48% in Hermes’ research said SMS notification of a delivery is 
important, but 84% aren’t prepared to pay for it. And 79% say real-time delivery 
information is important, but again 81% aren’t prepared to pay for it. 

Some in the industry were surprised when Amazon announced it would trial 
delivery lockers in Land Securities shopping centres. However, 
Multichannel Now predicted last year that etailers would have to make such moves 
to head off the competitive threat from the convenience of multichannel retailers’ 
click-and-collect services. 

Insight into why pure-play etailers and home shopping retailers are experimenting 
with delivery points comes from Hermes research into delivery to work. 31% said 
their employer does not allow delivery to work, and a further 36% said that they 
didn’t know. Delivery to a work address is used by 67% of those who are allowed to.

two-track delivery
There is a growing sense that it’s OK to offer different delivery services to different 
regions. The most convenient delivery options, such as same-day and 90-minute 
delivery are only cost-effective in urban areas.

“I think the delivery fulfilment side of things is very competitive,” notes one ecom-
merce director. “It used to be important to book an AM or PM slot. Now it is down to an 
hour within the M25, and they can have it Saturday or Sunday or in the evening.”

It is inevitable that consumers within the M25 particularly continue to benefit from 
additional fulfilment services that address this hyper-convenience trend.

However, one of our retailers notes that by delivering at all to remote parts of the 
country she is differentiating herself from the competition. “Most online retailers won’t 
deliver up to Wick. The logistics are too difficult and prohibitive. We do have delivery 
charges that reflect that, but nonetheless this is a special service to our customers.”

Collecting clicks
29 retailers in the top 100 allow customers to buy online and collect from either their 
own stores, others’ stores or collection points.

In addition, 15 of the top 100 allow customers to reserve items for collection 
in-store. There is little crossover between these groups. If we exclude the 21 retailers 
who do not sell online at all, this means half of those from the top 100 that do sell 
online now offer some kind of click-and-collect service.

Last year, we wrote that there was an arms race to get click and collect up and 
running, particularly by fashion retailers, despite there being ongoing concerns about 
how to manage it operationally. Now we have reached a stage where executives are 
clear that operational complexity is no reason not to launch such offers. Retailers are 
much more confident that their store staff understand the importance of multichannel 
services. The strong push to credit multichannel and online sales to local stores has had 
a significant impact on how retail executives report how their store staff feel about click 
and collect. 

Fashion retailer Republic has stated that 10% of its online orders are now fulfilled to 
stores, and other fashion retailers offering such services concur that the take up rate is in 
the 8%-12% range. For other types of retailer the figure is much higher.

Some 85% of Halfords’ online customers visit one of its stores to collect their 
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purchase, whether it be through its reserve-and-collect or order-and-collect services. 
The retailer has found that adding an order-and-collect option to its site has driven a 
5.2% increase in web customers who visit its stores.

Sainsbury’s has said one-third of its non-food online orders are fulfilled through its 
click-and-collect service in stores. And Dixons Retail revealed earlier this year that 
while delivered-to-home online sales were down 9% for the reporting period, “clicks-
and-bricks” sales were ahead 12%.

John Lewis says its click-and-collect service has proved so popular that it is extending 
it to many more Waitrose stores. In total, it has 116 collection points, including 84 
Waitrose stores, and says more are planned.

And Argos ran an advertising campaign around the convenience of being able to 
order online and pick up from its store the same day. The ease of access to stock through 
its check and reserve service is proving compelling for its customers. It’s the retailer’s 
fastest growing channel and accounts for 22% of all sales, with half its orders generated 
this way collected from store the same day.

Tesco is now offering click and collect for online grocery orders in 15 stores, after 
trialling the service at its Baldock Extra store in Hertfordshire.

A year ago, pure-play retailers were worried about the sudden competitive advantage 
multichannel retailers derived from launching click-and-collect propositions. However, 
this fear has rescinded as they find ways to compete for customers who would prefer to 
go and pick up a delivery. 

Shop Direct Group has been able to leverage the Collect+ service – which many 
retailers now use as a returns channel – in order to fulfil deliveries too. Customers 
receive an SMS message when their goods have arrived at the convenience store of their 
choice within the Collect+ network.

Cost concerns
Offering enhanced fulfilment options costs money to set up – such as click and collect 
– even if, as some fashion retailers say, it is then cheaper to fulfil the order than it is to 
offer free home delivery. Yet despite the margin squeeze non-food retailers are feeling, 
there is still a commitment to offering customers choice, as retailers fear they will lose 
market share if they don’t.

One chief executive who said his margins have been hit by pricing pressures said he 
was still keen to innovate around fulfilment, with the opening of the retailer’s distribu-
tion facilities on a Sunday, to allow all weekend orders to be delivered on a Monday. 
“Although price is paramount we are always thinking of ways to improve our brand 
and the service,” he says.

Others such as Shop Direct Group and Next allow ordering up to 9pm in the evening 
for next-day delivery. There are costs associated with becoming more flexible for 
customers, but there is a strong sense that it’s important to do so as the delivery bar 
continues to rise.

It seems to be the grocers who are most worried about the costs of home delivery. One 
supermarket director when talking about the economics of selling some non-food 
ranges online says:  “The more you sell the more you lose because the fulfilment costs 
are not economically viable. But you have to be in it as part of the overall proposition.” 

Another grocery director echoes the issue of delivery costs, pointing out: “There is a 

“DElIvERy IS hottINg 
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perception among customers that trading online is cheaper for the retailer and therefore 
prices should be lower. But, in fact, delivering to the customers’ home is actually more 
expensive for the supermarkets.”

And a third says: “The average order value needs to be high and you need to deliver it 
over the shortest possible difference. The cost is in delivery.”

In grocery, the idea of the dark store has taken hold, and this works well in built-up 
urban environments. Otherwise grocers are fulfilling from open stores, and there is the 
worry that as sales grow they will begin to hinder store customers with their online 
picking activity.

After price, delivery and fulfilment is the area where retailers are most likely to try to 
gain competitive advantage, and therefore the area where innovation quickly sets off a 
chain reaction of competitors following suit.

If you’re having delivery problems, expect your customers to tell the world about it. When Ocado had  
a 'blip' in late October, Twitter was soon alive with tales of missed delivery slots. 

And when MP Louise Mensch had an online order cancelled without notification by Argos, after it 
had confirmed a Saturday delivery slot, she also took to the social network to vent her frustrations. The 
ramifications of this went much wider than being relayed to her 40,000 followers on the site, however. 
By Monday morning she was live on BBC Breakfast alongside a Trading Standards officer discussing 
how she felt let down by the standard of customer service and communication.

Similarly in December 2010, retailers who were struggling with delivering in the snow found that 
their customers were only too happy to broadcast the fact. In particular, Amazon was criticised for 
delayed orders on social networking sites. Retailers including John Lewis, Carphone Warehouse, Boots 
and Jessops were forced to suspend premium delivery services or bring forward their cut-off dates for 
Christmas delivery in order not to disappoint customers and risk their wrath.

When it does occur, proactive communication of delivery problems – using the same channels that 
consumers voice their concerns through – is the only way to tackle this.

Delivery bliPs 
anD the social meDia fallout
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W ith UK retail growth rates continuing to be sluggish, and tough times 
domestically predicted for next year, it is no surprise that more retailers have 
tuned into the emerging trend of last year and opened up their websites to 

international orders.
Within our top 100, 27 are now delivering internationally from their UK ecommerce 

site. But this is a trend that’s already evolving, and retailers who have seen their brand 
gain traction online with overseas customers are beginning to take their strategy to the 
next stage with specific country websites in local languages and even, in some cases, 
local assortments. 

It’s one of the reasons some retailers cite for introducing new web platforms, and the 
revenue opportunity helps retailers make a case for ecommerce systems investment. 
“International sales amount to less than 1% today... [but] will be a very important part 
of our programme over the next three years,” says the director of a multichannel retailer.

At the same time, a parallel trend is to support international store expansion with 
a multichannel offer. There will be plenty more examples of both these in the year 
to come, as well as more retailers opening up their sites to overseas business for the 
first time.

However, there are a few potential spanners in the works for UK retailers wanting to 
exploit the relative maturity of their international operations with customers abroad, 
but nothing that can’t be overcome by those who so choose.

There are also still limitations to this model due to what it is practical to send abroad. 
So for the moment, clothing and smaller homewares, for example, where the UK has a 
very good product quality reputation are where the market is at.

Casting the net
Last year, retailers had begun to cast their nets, making their websites multi-currency 
and seeing what sales they could pick up from abroad. Asos has been a great example of 
a retailer that’s been successful in this way.

But now Asos and others are moving on to the next level, with dedicated interna-
tional sites tailored to the preferences of individual countries. Its Australian site has an 
assortment targeted to that market and Asos has recruited many foreign language 
speakers to make sure that its editorial-style content translates well for customers 
abroad. It’s currently developing its ecommerce platform to handle all character sets 
in preparation for launches in China, Russia and India in 18-24 months.

Those which have been most successful selling abroad through their UK site are 
finding international has hit double figures in terms of web sales. But to push on to the 
50% and more ratio that Asos has now achieved, it is almost certainly necessary to set 
up dedicated sites. 

A fashion chief executive says delivering abroad is giving his business a good feel for 
different markets and a head start for further international development such as 
dedicated country websites or stores. “From shipping internationally you get a sense of 
what market places your product is going to work in. But we are taking the low hanging 
fruit first.” He adds: “10% of my business is now international and it is growing fast, 
and we are thinking about foreign language websites as well.” 

Another retailer feels that the best opportunities could be had by targeting interna-
tional expansion on countries further afield, rather than going for the ones which other 

6. International expansion  
moves from passive to active

“ECoMMERCE hAS 
CERtAINly ChANgED 
ouR AttItuDE to 
INtERNAtIoNAl 
ExPANSIoN”
top 10 retailer

27
the number of retailers 
in the top 100 that allow 
international delivery from 
their uk website

“FRoM ShIPPINg 
INtERNAtIoNAlly, you 
gEt A SENSE oF WhAt 
MARkEt PlACES youR 
PRoDuCt IS goINg to 
WoRk IN”
Chief executive of a fashion retailer
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UK retailers have made a success of delivering to. This director of a specialist retailer 
says: “We have bought international back onto the table and are starting to do quite a 
piece of work about what it could look like... Once we have the new web platform up 
and running, we will make sure we go international via the web.”

She continues: “The best markets in the original research we did were the west coast 
of America, Australia and Scandinavia. But they are difficult markets and I’m not sure I 
agree with that.” Instead, she thinks that emerging markets could be the place to go for 
the maximum opportunity in the longer term, despite the relative difficulties in trading 
in these countries. 

Ecommerce is still viewed as a relatively cheap way to deliver international expan-
sion, especially as for many it has been achieved without the need to even set up their 
own distribution facilities in other countries.

“About 10% of all our online sales are international. That is the way to do interna-
tional expansion; with low investment because you don’t have to pay for bricks and 
mortar,” says another fashion retail chief executive.

However, once you begin to launch country-specific sites then you do need to employ 
people who can speak the language – and who ideally understand the culture too – or 
you risk making yourself look ridiculous. Pixmania executive director Ulric Jerome 
says his business made a mistake when it first launched websites for other European 
markets because it outsourced the translation. The quality of the content on these sites 
wasn’t good enough, and the function was quickly brought in-house.

And another director of a specialist high street retailer adds that although cost-effec-
tive, done properly ecommerce-focused international expansion is not as cheap as 
some may believe, especially for retailers selling branded products that local competi-
tors can also sell.

 He says: “We are not looking at active international expansion at the moment 
because of the economy and wanting to get our own house in order first. When we do 
expand internationally, ecommerce will spearhead it, [but] it is not cheap or easy to do, 
and we might end up paying a lot of money to companies like Google for marketing and 
to make sure we were getting our share of the traffic.”

Another adds that he would only consider selling online in a country where he 
already has a physical presence, to better leverage brand awareness. “A lot of retailers 
thought that once they had ecommerce they should dip a toe in the water internation-
ally. I think that’s madness. In reality you need to have a presence in a market.  Brand 
awareness is very, very expensive to buy if you don’t have a presence.”

However, this has not put him off the idea of trading online internationally; if 
anything it has given new impetus to the whole idea of expansion overseas: “So for us 
you get a store presence first, then you follow with ecommerce. However, ecommerce 
is really a great way for expanding your brand equity in a market where you already 
have a presence. And it absolutely changed our business’ attitude to international 
expansion.”

Multichannel around the world
For those businesses who already have an international presence, and are developing 
their multichannel propositions in the UK, there is a desire to translate this internation-
ally with the expectation that consumers in other countries will develop demands for 

“WE ARE NoW lookINg 
At hoW WE CAN lAyER-
IN thE ECoMMERCE 
ElEMENt to FRANChISE 
StoRES. WE WIll BE 
tEStINg NEW MARkEtS 
IN thAt WAy”
Director of a uk retailer with an 
international presence

“WE WEIgh uP IS It 
NECESSARy to BuIlD A 
StoRE FIRSt, oR CoulD 
WE tRy oNlINE FIRSt? It 
IS A DIFFERENt AttItuDE 
to thAt WhICh WE hAD 
IN thE PASt”
Director of a uk retailer with an 
international presence
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retailers to offer multiple ways to shop in the same way their UK customers have.
“Ecommerce is critical to international expansion. We have ambitions in the next six 

months to roll out to the rest of the EU. And we are going to have a store presence in 
many of those places,” says the chief executive of one multichannel retailer.

Marks & Spencer launched a website for the French market this autumn at the same 
time as re-gaining a physical presence in the country with a store in Paris. It also 
delivers internationally from its UK website.

Tesco is looking at international multichannel for its supermarket business through 
localised ecommerce offers in countries where it has stores. Already up and running in 
Ireland and Korea, it has plans for Poland and the rest of Europe in the new year. It has 
also opened up its online clothing offer to customers across the EU with the launch of 
www.clothingattesco.com which the company feels will serve pent up demand from 
expats, particularly in Spain, and customers in Eastern Europe who are aware of the 
F&F label through its stores there. 

Meanwhile, in October 2011, Home Retail Group announced that it would enter 
China with a multichannel joint venture. The general merchandise retail business 
in China will be developed with local partner Haier Group, a home appliance 
manufacturer, and the Argos branded operation will launch in 2012 targeted at 
the Shanghai region.

For other international retailers with franchisees, there have been concerns that 
opening up their sites to international custom would see them competing against their 
business partners. However, some are trying to find ways around this. 

“We are now looking at how we can layer-in the ecommerce element to franchise 
stores. We will be testing new markets in that way,” says the director of a UK retailer 
with an international presence.

Another with international stores says the success of other recognised UK brands 
online internationally has changed its mindset to further overseas expansion: “We can 
now see ecommerce as part of our international expansion and it is more a question of 
which is the best mix of the territories and countries we want to be in. We weigh up is it 
necessary to build a store first, or could we try online first? So in this sense it is a 
different attitude to that which we had in the past.”

There is no one-size-fits-all approach to international ecommerce or multichannel 
expansion. It very much depends on the strength of individual retailers’ brands 
internationally, and also their existing international sales channels. But one thing is for 
sure, the number investigating how they can exploit these trends will only increase in 
the next 12 months.

“ECoMMERCE IS REAlly 
A gREAt WAy FoR 
ExPANDINg youR 
BRAND EquIty IN A 
MARkEt WhERE you 
AlREADy hAvE A 
PRESENCE. AND It 
ABSolutEly ChANgED 
ouR BuSINESS’ AttItuDE 
to INtERNAtIoNAl 
ExPANSIoN”
Director of a fashion retailer

“WE hAvE AMBItIoNS IN 
thE NExt SIx MoNthS to 
Roll out [ECoMMERCE] 
to thE RESt oF thE Eu. 
AND WE ARE goINg to 
hAvE A StoRE PRESENCE 
IN MANy oF thoSE 
PlACES”
Chief executive of a multichannel 
retailer
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China has more online shoppers than the US. And by 2015, the value of its online sales could have 
passed that of the US ecommerce market too, says Boston Consulting Group.

In its November 2011 report on the opportunities for selling online in China, the consultancy 
draws on research among 4,000 Chinese online shoppers from across the country’s different 
economic regions. It says urban Chinese, and particularly the middle and affluent classes (MACs), 
are quickly adopting multichannel behaviour. The report has shown the following:

• The Chinese ecommerce market was worth nearly double that of the UK’s in 2010
• The market is moving extremely quickly. Less than 10% of China’s urban population 

shopped online in 2006. This jumped to 23% in 2010 and is expected to hit 44% by 
2015. 329 million Chinese are expected to shop online by 2015

• China has an internet penetration rate of 52% in urban areas, 18% in rural areas, and  
had a total of 457 million internet users in 2010

• Ecommerce in China will go from representing 3.3% of the country’s total retail value in 
2011 to 7.4% in 2015. It took the US 10 years to achieve that growth

Boston Consulting Group believes that while ecommerce usage and spending levels will grow in 
all categories, certain ones are poised for substantial change. It says retailers wishing to take 
advantage of this must understand the unique behaviour of customers and market challenges, 
and customise their ecommerce strategy to account for this.

Chinese shopping portal Taobao (described as a Chinese version of Amazon) has overcome the 
payment issues with its Alipay escrow accounts, which hold payments from consumers until their 
goods are delivered. More than 60% of consumers use it on Taobao and 20% of consumers use it 
on other business-to-consumer sites.

The geography of the country means that internet penetration has outpaced store retail growth. 
Within the next four years, there will be 365 cities with populations including 100,000-plus MACs. 
It may not ever be appropriate to have physical stores in all of these locations. Even the largest 
retailers in China are not expanding into them all, making for a fragmented physical retail market 
(the top 20 retailers’ share of total retail sales in urban China is only 13%).

The consultancy estimates that up to a quarter of current ecommerce demand is for products 
that consumers can’t find in stores. Chinese consumers also use the internet to find the best 
prices, and as retailers operating in China have used the web to sell-through stock the online 
apparel market has thrived. It estimates that apparel inventory accounts for about 50%  
of the total ecommerce market value. The skincare and cosmetics market online is similarly  
going strong.

However, with Taobao accounting for 79% of the ecommerce market by value in 2010,  
UK retailers wanting to compete with the Chinese market will need to differentiate themselves 
from the merchants who may already be selling their product through the portal.

Boston Consulting Group recommends that retailers looking to establish an online presence  
in China must use the current window of opportunity to establish brand recognition and offer 
unique product offerings. They should also think about targeted services, and differentiate 
themselves through their customer interface and last mile customer fulfilment.

china 
the ecommerce sleePing Dragon
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F irst came stores, then catalogues, then TV shopping and the web. But it hasn’t 
stopped there. Now retailers must think about whether they should set up a 
dedicated clearance site, create a mobile channel, transact through Facebook or one 

of the big online destinations pitching itself as a marketplace such as Amazon or eBay. 
This channel proliferation makes retailing more complicated, and at a time when 

retailers are on the whole trying to move from running discrete channels to ones that 
interconnect with cross-channel services, it gives them many more consumer touchpoints 
to think about integrating into a cohesive consumer offer.

In particular, this trend is turning pure-play etailers into multichannel retailers. 
Online-only and home-shopping retailers were among the most enthusiastic about the 
mobile channel in our research (see chapter 4 for more on mobile) and don’t have the 
same worries as those with stores about new channels cannibalising sales from the most 
expensive channel – a store estate. Plus, retailers of all kinds are exploring international 
expansion through ecommerce, with the most advanced launching dedicated websites to 
serve international customers (as discussed in chapter 6).

Just to make the situation more complicated and competitive, major UK retailers are 
using their status as online destinations to try and get in on the marketplace act. Tesco has 
revealed plans to launch an Amazon-style marketplace in 2012, and others have already 
done it. Both Play and Asos style themselves as the online destination for their respective 
categories online; Asos with Asos Marketplace and Play with PlayTrade.

Retailers which have made a success of their presence on social networking sites such 
as Facebook must consider whether they want to embed a transactional element into this 
channel, or keep it as only a marketing or customer service medium.

New thinking, new channels
The retailers we interviewed were mindful that they must explore how they can use new 
channels as they arise. Often this harks back to many major retailers being slow off the 
ground with ecommerce; they don’t want to be caught out as laggards again – something 
which particularly holds true for the mobile channel and explains why so many have 
launched mobile apps and/or websites in the past year.

The director of a big-ticket retailer explains: “Despite the current recession in big-ticket 
retailing, there is massive investment in our website. It is one of our top three projects. It is 
transactional at the moment, but like most websites there is a need to keep pace with 
advances in shopability – linking into new marketplaces and social websites. Mobile 
apps are not supported either and we have increasing interest in that particular market. 
We need to tie them all in together.”

One retailer mentioned that his business has acquired a new channel almost by stealth, 
with the addition of tablet computers in store to encourage customers to order variations 
of products not on display there and then. “The younger assistants use tablets to show the 
full range. The tablet also shows availability. For me that is a hidden channel and the staff 
have embraced tablets and enjoy using them,” he says.

Indeed, lots of retailers have reported success with in-store devices – whether tablets or 
kiosks – that have allowed their staff to bring retailers’ entire stock availability into the 
store. Debenhams has announced it has almost completed a project to install kiosks on 
every floor of each of its stores; and says this doubles the range on offer in an average store, 
and increased it by five times in its smallest stores. Retailers as diverse as Republic, Asda 

7. Channel proliferation and  
the rise of the marketplace

“thE olD MoDEl oF 
‘you hAvE A StoRE AND 
thEN you hAvE thE 
INtERNEt oN A PC’ hAS 
NoW BECoME MuCh 
MoRE vARIED”
group chief executive of a top 50 retailer

“thERE IS A NEED 
to kEEP PACE WIth 
ADvANCES IN 
ShoPABIlIty –  
lINkINg INto NEW 
MARkEtPlACES AND 
SoCIAl WEBSItES”
Director of a big-ticket retailer
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and Marks & Spencer have begun to experiment with internet-enabled touchscreen 
devices of various kinds in their stores.

In the longer term, many believe that these devices will become less necessary, as 
consumers will use their own smartphones to assist themselves in stores. There is some 
evidence of this occurring already. Furniture retailer Dwell has launched a mobile site 
and explicitly stated that it expects consumers to use it in stores. It says of the site: 'If you 
see something you like [in store] but it isn’t the right colour, simply use the mobile site to 
easily browse related items and see which of Dwell’s stores stock it.'

And don’t think catalogues have yet had their day. They were mentioned by several as 
still being a useful route to market, especially at seasonal times such as Christmas. 
Catalogues are still being launched by retailers for the first time; Debenhams, for example, 
has launched one to try and increase its furniture and homewares market share. It expects 
the catalogue to drive traffic to its website and mobile channels and will be mailed to 
195,000 cardholders as well as being made available in stores.

However, in the next couple of years we believe there will be much more experimenta-
tion with using new mediums for catalogue content. In particular, applications for tablets 
allow retailers to display pictures, words and even video in a slick manner on a device 
that consumers will sit on a couch and view, just like they would with a catalogue.

“Tablets can be better than a catalogue, and are a way of reducing our printed material. 
You can have exactly the same image as you have in the catalogues, but then you can 
enhance it by touchscreen and video,” comments a home shopping chief executive.  

TV shopping is also enjoying renewed interest, particularly with the ongoing develop-
ment of internet TV. Argos launched a home shopping TV trial on the Sky digital platform 
in June 2011. It’s since launched the channel on Freesat too. It says there has been a good 
customer response and the trial will continue over the peak trading period.

For the supermarkets, channel proliferation also comes about through the development 
of different formats. Marks & Spencer and Waitrose are doing convenience within petrol 
stations. Sainsbury’s has launched its Sainsbury’s Kitchen concept, and M&S is now 
trialling an M&S Food To Go concept. This puts them more squarely up against the likes 
of EAT, Pret A Manger and a whole host of other coffee shop competitors.

And it doesn’t end there. One interviewee mentioned how teenagers buy digital 
entertainment products through the browsers on their game consoles, and others 
talked about a future for internet TV as a sales channel. Neither of these will become 
significant to retailers in the next couple of years, but they are a sign of things to come 
in the longer term.

A future for f-commerce?
One grocery director said he believed that Facebook would become very important 
whether retailers actually chose to transact within the platform or not. “By giving 
personal details about yourself and revealing your thoughts and telling retailers what 
matters to you, you change the status quo. The more people disclose about themselves the 
more retailers can help them with choices.”

A chief executive was able to talk to us about the developments on the Facebook 
platform that it is pushing to retailers that it wants to engage on the site. And the fact that 
retail bosses know about what’s going on in itself says something about the site’s growing 
importance; though he cautions it is much less of an opportunity than mobile commerce.

“I thINk It CAN BE A 
hugE DIStRACtIoN FoR 
BuSINESSES IF thEy 
thINk thAt EACh AND 
EvERy oNE oF thESE 
PotENtIAl WAyS oF 
gRoWINg SAlES IS 
goINg to WoRk. FoR 
ME, It All BECoMES  
A BIt DIlutED AND 
CoNFuSED”
Chief executive of a general 
merchandise retailer

“tABlEtS CAN BE 
BEttER thAN A 
CAtAloguE, AND ARE  
A WAy oF REDuCINg  
ouR PRINtED MAtERIAl”
Chief executive of a home  
shopping retailer
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He says: “Facebook commerce is emerging. I think it is too early to say that there is a real 
value to it. There are interesting experiments such as the ‘Like’ button. But I wouldn’t say 
Facebook commerce is nearly as important as mobile commerce.”  

Another retail director, whose business does not trade online, also sees the importance 
of Facebook, though not as a transactional channel: “It is essential to have a presence on 
Facebook. And it is important to keep it updated. It is hard to measure the tangible worth, 
but it is an important information stream for our customers.”

This is a view echoed by others, who worry about overstepping the mark in Facebook 
and facing a backlash. “Trying to make the space transactional would be like me 
rushing into your living room and setting up a small shop. But the Facebook site 
drives many customers to our site and into our stores. And for now we will have to 
be satisfied with that.”

This does not mean that retailers have no plans to develop how they use social net-
working though. An ecommerce director talking about Facebook and Twitter tells us: 
“We use them for brand awareness. We have long-term plans to use Facebook as an 
inspiration centre.”

Few retailers have yet launched transactional capabilities within the Facebook 
platform, and it is likely that most will look on it as a developing marketing and customer 
interaction channel, rather than a direct sales channel, for at least the next couple of years.

In the market
Other strong online brands have also being pushing hard to gain credibility as a new sales 
channel for retailers. In addition to eBay, Amazon is employing this strategy, particularly 
with its work in the fashion and food space in the UK in the past 12 months.

In the next 18 months much land-grab activity will take place, as these different 
marketplaces try to secure the business of the best quality brands and merchants. Whether 
they will succeed will depend on the traffic they can generate, their ability to position 
themselves as an online destination and the value adding services they offer to the third 
parties they work with.

It isn’t just small merchants that they are interested in attracting – they want big names 
to help strengthen the proposition for all the merchants they work with.

Some major retailers have used these marketplaces with success as a way of getting rid 
of excess and terminal stock. “I see our sales on Amazon as just another concession,” says 
the chief executive of a fashion retailer. 

Amazon is now trying to leverage its fulfilment expertise to offer services to its third-
party sellers. More than 35% of the units it sells are from third parties, and it says 
merchants achieve between 30% and 300% uplift in conversion by using the Fulfilment 
by Amazon service. Merchants that use this service ship their goods to Amazon’s 
warehouses, and then Amazon is able to display the products on its site with guaranteed 
delivery information.

Amazon also allows UK-based merchants to list their products on its international sites 
and they can then make use of its global fulfilment capabilities in the same way.

Another retailer creating channels for other businesses is Pixmania. In addition to 
running a Marketplace for third parties on which it takes a cut of the sale, Pixmania 
encourages the brands it sells to spend their marketing budget on creating ‘shop-in-shops’ 
on its site. Pixmania executive director Ulric Jerome says some brands’ shop-in-shops on 

“I AM vERy INtEREStED 
IN FACEBook CoMMERCE. 
AND I thINk It WIll  
gRoW BECAuSE It IS  
No MoRE CoMPlICAtED 
thAN googlE”
Director of a major high street retailer

“thERE ARE INtEREStINg 
ExPERIMENtS SuCh AS 
thE 'lIkE' ButtoN. But I 
WoulDN't SAy FACEBook 
CoMMERCE IS NEARly  
AS IMPoRtANt AS  
MoBIlE CoMMERCE”
Chief executive of a top 50 retailer

“I SEE ouR SAlES oN 
AMAzoN AS JuSt 
ANothER CoNCESSIoN”
Chief executive of a fashion retailer
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his site are bigger than their own corporate websites and give them a presence they could 
never achieve in-store. “A lot of brands lack the space to tell their story in the physical 
world,” he says.

However, for brands who also have concessions and sell through other retailers there is 
an issue of controlling things like price across their many customer touchpoints, both 
online and offline. “We try to have one rule on price, promotions and sales, but the reality 
is we are concession-based... We make sure our online and offline offers are in line. But if 
House of Fraser is having a promotion, we have to promote with them. That is just the 
reality of our distribution channels,” explains a fashion retail director. 

But these web giants aren’t the only ones styling themselves as sales channels for other 
retailers. Others have got in on the act too. After a successful launch in the UK, Asos has 
opened up its Marketplace to international customers, and Tesco will launch a market-
place in 2012.

The Tesco Marketplace will be introduced as part of a significant upgrade to the Tesco 
Direct website, which is being undertaken to improve the site’s range and functionality. 
Customers will be able to buy from selected third-party sellers on Tesco’s site, and city 
analysts have been positive on the move, believing it could be a big driver of growth for 
the business, which has seen falling like-for-like sales this year.

It seems likely that the first phase of Tesco’s Marketplace will see it open its sites up 
to recognised fashion and beauty brands. However, there have been some doubts raised 
about Tesco’s ability to recruit the quality of brands it would like to see using the 
channel, and it has been reported that premium brands such as Clarins are reluctant 
to sell through the site.

Another recent development includes Mydeco transforming itself from a social space 
with links to other retailers into a marketplace for smaller furniture and homewares 
manufacturers that don’t have a great internet presence individually.

Aurora Fashions is also investigating selling other brands on its new German 
website, and says that if successful it could provide a template for future developments 
in its UK online offer.

And Argos is also trialling a new route to range extension whereby third-party products 
are embedded within the Argos web shopping experience. This offer allows Argos to sell 
third-party products on a fully integrated basis through its website and earn a commission 
on the sales. The first trial was in the books category with around 5,000 titles being 
displayed on the internet. This has now been extended to video game software and 
technology accessories.

Channel proliferation makes partners of competitors and gives retailers and brands a 
chance to reach audiences that might never otherwise consider them. However, while 
much experimentation with new channels will take place in the next two years, it will be 
most beneficial to the top and bottom lines of those that can dominate online – whether 
that be Amazon, Tesco or Facebook – as they will be taking a cut of others’ sales.

35%+
Amazon's unit sales that 
are from third-party sellers 
on the site

30%-300%
the uplift in conversion 
that third parties see 
on Amazon's site when 
offering Fulfilment by 
Amazon
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M orrisons’ plans to launch online, Amazon entering new categories, plus 
continued rumours about Primark launching a transactional site are just three 
examples of the competitive developments keeping retailers on their toes.

Many are mindful that new multichannel initiatives or services can quickly give 
another retailer competitive advantage;  and those who are less developed at the moment 
have the opportunity to turn their position on its head if they can quickly harness 
technology and manage cultural revolution.

More common than significant changes are the smaller tactical developments that 
retailers can relatively quickly and easily match each other on. Some of these generate 
PR, especially for the retailer that goes first, but other businesses will only copy if they 
prove popular.

The director of a major retailer comments: “There is room for innovation just for the 
sake of being interesting but, on the whole, the customers’ feedback is that if we are going 
to introduce a new system or process, or a new way of shopping, it actually has to add to 
the shopping experience in a positive way, and not just be a nice-to-have.” 

New kids on the block
While fears have rescinded of completely new market entrants coming in and shaking up 
sectors of retail in the way Amazon or Apple have in the past, a few retailers have the 
opportunity to leapfrog their competitors.

This involves fairly substantial changes to a retailers’ business model or strategy to 
achieve. And therefore does not come without risks.

Next year, Morrisons will attempt this with the launch of its non-food online offer. Its 
managing director of non-food online, Scott Weavers-Wright – also chief executive of 
Kiddicare – is tasked with delivering this launch. He tells Retail Week he hopes to begin 
with categories that Morrisons can quickly own, rather than a ‘me too’ proposition.

Alongside this, Kiddicare has revealed plans to open 12 superstores offering a 
whole range of child-related services as well as a multichannel experience. Keen 
pricing and product range is a given. This is happening at the same time as main 
competitor Mothercare is considered to be struggling in the UK with too many stores 
in the wrong places and a review spearheaded by chairman Alan Parker underway. 

Kiddicare has the opportunity to go for its’ competitor’s jugular if it can execute this 
strategy and deliver an experience that is compelling for customers. Large store bases are 
a drag for parts of the industry, particularly specialists retailers, and is one of the reasons 
they are more at risk from other retailers entering their categories.

Of course, this leapfrogging does not always work out as planned. US consumer 
electronics and home entertainment retailer Best Buy came to the UK with the idea that it 
could deliver a step-change in the level of service compared with existing players. But it 
took so long to deliver its proposition that the market had moved on in the meantime. In 
fact, by the time it launched some say its UK competitors – particularly Dixons Retail – 
had more than closed the gap.

Either an element of surprise – as with Amazon, which denied it would launch 
a food category right until the point it went live – or speed are essential for leapfroggers 
to succeed. Even better if you can manage both.

8. Leapfroggers and other 
competitive threats

“I WoulDN’t SAy It’S 
A RACE BEtWEEN uS 
AND thE othER 
SuPERMARkEtS, 
Although It FEElS lIkE 
It MuCh oF thE tIME”
Director of a big four grocer

“WE hAvE BENEFItED 
FRoM BEINg A lAtE 
ADoPtER AND WE hAvE 
lEAPFRoggED ovER thE 
MIStAkES, AND AvoIDED 
thE BlIND AllEyS thAt 
othER REtAIlERS hAvE 
goNE DoWN”
Chief executive of a value retailer

“thERE IS RooM FoR 
INNovAtIoN JuSt  
FoR thE SAkE oF BEINg 
INtEREStINg But, oN 
thE WholE, thE 
CuStoMERS’ FEEDBACk 
IS thAt... It ACtuAlly 
hAS to ADD to thE 
ShoPPINg ExPERIENCE”
Director of a major retailer
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killer developments
There is an acceptance that retailers must continue to invest in their multichannel 
development. One grocery director tells us that it feels like a race with his competitors. 

Copying is rife. And retailers are not too proud to admit it. “Because we have watched 
the market evolve, we have been able to immediately launch something that is appropri-
ate for our customers,” says the chief executive of a value retailer.

Often tactical developments bring short-term advantage over the competition. One of 
Tesco’s latest is offering free Wi-Fi in stores to Clubcard holders. It’s not innovation in its 
truest sense, there are few technological barriers to any retailer doing likewise, but what 
prevents others doing so are cultural barriers and a lack of ability to execute. 

Retailers are looking for ‘killer’ developments – propositions or services that allow 
them to out-manoeuvre their competitors. They often talk of multichannel developments 
– and particularly cross-channel services – as allowing them to create better value for 
customers, and move the conversation on from purely price. 

One home shopping retailer describes value as being about price plus free delivery, 
rewards for loyalty and the quality of the product too.

Past killer developments have included catwalk videos, product ratings and reviews, 
and click-and-collect services. The respective competitors of those who were early to mar-
ket with these developments now have one or all of them. The grocery director is right to 
say that it is not really a race with the other supermarkets though it feels like one. It is 
actually a race to keep up with consumer expectations. In the multichannel world, the 
‘nice to haves’ quickly turn into imperatives. The lightning-fast adoption of the mobile 
channel – in relative retail terms – is proof of this. 

 “Economic conditions have been tough and, if anything have bought our multichannel 
strategy to the fore because we see it as a growth opportunity,” says the director of a 
big-ticket item retailer. He points out that none of its competitiors has made much 
progress with multichannel, and this is something it can exploit for competitive advan-
tage. In this case it might not mean technically leapfrogging them, but being much more 
innovative about how it uses online and mobile within the marketing and customer 
service mix.

Another area where he sees competitive advantage is on delivery. “The first question 
people ask is: ‘How quickly can I get it?’... It used to be important to book an AM or PM 
delivery slot. Now it is down to an hour within the M25. And they can have it Saturday, 
Sunday or in the evenings.”

A competitor retailer believes it can gain competitive advantage by allowing customers 
to retrieve quotations generated in-store online, joining up the experience between the 
different channels in the way retailers in other sub-sectors have.

Even retailers that only trade through stores recognise that these developments impact 
upon them. One explains the significance of others’ m-commerce developments: “I have 
to keep the competitive edge on my products. I have to maintain that more than ever, 
because I know that people in the shops are constantly checking the prices.”

Personal touch
One of the next likely must-haves is personalisation of the offer. This might mean sending 
marketing emails that are unique to each customer or group of customers, or allowing 
personalisation of an ecommerce site so consumers can quickly edit down the increasing 

“WE hAvE BEEN ABlE 
to DRAW oN ExtERNAl 
SuPPoRt, WhEthER  
It IS DEvEloPERS oR 
CoNtRACtoRS, to MAkE 
SuRE WE ARE MovINg 
AS quICkly AS WE CAN”
Director of a department store

“AS FAR AS ouR 
MultIChANNEl StRAtEgy 
IS CoNCERNED... WE ARE 
SERIouSly thINkINg 
ABout A tRANSACtIoNAl 
WEBSItE”
Commercial director of a value retailer

“BECAuSE WE hAvE 
WAtChED thE MARkEt 
EvolvE, WE hAvE BEEN 
ABlE to IMMEDIAtEly 
lAuNCh SoMEthINg  
thAt IS APPRoPRIAtE 
FoR ouR CuStoMERS”
Chief executive of a value retailer
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range offered online. Crucial to this will be actionable customer insight. Nearly all of the 
top 100 are interested in collecting customer data, even if they haven’t quite worked out 
what to do with it yet.

“If you look at the top 50 retailers’ websites, there is not a huge amount of difference 
between the layouts... the winners will be those who capture the customers’ attention 
quickly,” says the chief executive of a multichannel fashion retailer. He believes that this 
will be achieved by displaying to consumers that which is most relevant to them.

“What will become important over the next few years is the use of data. The customer is 
actually looking for relevance, and that comes from the email they have been sent or what 
is showing on the retailer’s homepage when they log-in.”

Much, if not all of the technology to achieve this already exists, but as for many other 
developments that have taken place in the past 10 years, retailers will only get serious 
about adopting it if they think they will lose customers if they don’t.

This jostling for position through multichannel developments will continue to be a 
feature of the industry in the next couple of years. And in fact the way that the industry 
has embraced the internet, with its culture of continual development, this type of tactical 
development will become as natural to retailers as tactical promotional activity or 
continual product development. 

+16%
IMRg's estimate for annual 
growth in online retail 
sales in 2011

It comes as no surprise to hear that music and books are two of the categories hardest hit by the 
growth of ecommerce, but which others are likely to experience pain from sales migrating online in 
the near-term?

Research by PwC into multichannel shopper behaviour reveals which categories are most at risk 
from moving online. It asked consumers about their preferred customer journey for different 
purchases to see which categories are most likely to benefit from retailers offering cross-channel 
services, which will shift entirely to the web and which will retain a store focus.

Unsurprisingly, books music and movies were the categories where the research-to-purchase 
portion of the journey was likely to be entirely on the web. But electricals isn’t far behind. And almost 
half of those polled said sport and leisure, and toys were categories where research-to-purchase 
could all be completed online. In comparison, less than a quarter of consumers said so for fashion.

When PwC asked about preferred channels for the purchase-to-receive element of the customer 
journey again books, movies and music came out as the category they would most like delivered to 
home following a web purchase. And again electricals came second, with toys, and sport and leisure 
not far behind.

Retailers of entertainment and electricals with store estates have the most to change to stay 
relevant to the way consumers want to shop, and are therefore most at risk of failure. But it’s likely 
that sport and leisure and toy retailers with stores will soon face the same challenges.

However, this does not mean that retailers focused on other categories can get away without 
making changes. Though stores will remain a core part of the proposition for fashion and furniture 
retailers, they may well have too many. They also need to link their store and other channels together 
tightly to ensure that they can deliver a cross-channel customer experience.

struggling sectors
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S o what should you take away from the many strong and interconnecting themes 
that have emerged from the report?

Most of all, what the customers says and does is really starting to count. It’s 
leading to actions and change in businesses. And the threat from others gaining a 
competitive edge is forcing everyone in the same direction at a quicker pace than they 
have done in the past.

The gap between leading-edge and laggard may not have closed much, but the gaps 
between leading-edge, fast followers and the mainstream certainly is. The fact that nearly 
half of our top 100 retailers have launched a mobile app or website is one of example of this.

Smart customers
If you want to know where mobile is going, look at what consumers are doing now. They 
were using mobiles to browse retailers’ websites, and the more forward-thinking retailers 
were quick to respond, with more and more following every month. Now retailers are 
wising up to consumers using mobiles in their stores, so the more forward thinking 
are introducing free Wi-Fi. Again, more businesses will follow in the next 12 months. 

Looking further ahead, it’s likely that retailers will work out what shoppers are trying to 
do on their phones in stores – other than price check. They are using their phones as a 
shopping companion. Retailers are likely to introduce tools on their mobile websites to 
make this easier – quick access to product information, stock information or nearby stores 
that have a particular product in stock – and HTML5 will assist with this task.

Jump ahead again and the smartphone will become an alternative point of sale in stores. 
This is off in the distance, but something that should be informing the decisions retailers 
are taking today.

Profit dynamics
Retailers are still very much at an experimental stage when it comes to the channels they 
use and delivery and fulfilment choices they offer. This is why there is so much jostling for 
advantage with tactical developments, and there is nothing wrong with that as it shows that 
culturally retail is evolving into an industry that isn’t afraid to try new things with custom-
ers to see what sticks.

But, and this is a big but, not everything will prove popular with customers; or even if it 
does it won’t prove to be profitable. Retailers are going to have to start analysing the 
underlying profitability of their channels, and integration of channels will only take place 
where they are confident that there is a business model with legs. That’s why mobile has 
been so quick to be adopted and integrated, it’s relatively cheap compared with other 
channels and its benefit to the sales figures of other channels is clear to see.

It’s not only new channels and services that need to be assessed. Stores – from a property, 
staffing and stock point of view – are a huge fixed cost. Property reviews will begin to take 
place even in retailers that are trading well in the next 12 months. The whole industry will 
need to assess valuations for different type of stores based on changing footfall patterns.

For stores that strongly support other channels, there is a chance for reinvention and 
reinvigoration, especially when they are in premium sites. This doesn’t just hold true for 
specialist retailers.

The grocers have expressed a keen desire to expand further into non-food space online; 
using new ranges, click-and-collect services and ruthless price competitiveness. But they 

Conclusion
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will need a step change in how they treat online customers when they come into stores. 
We might find that they give over some non-food selling space to this task, improving the 
last part of the customer’s click-and-collect experience.

And while landlords haven’t cracked the model for engaging with home shopping 
retailers and etailers they will continue to experiment to ensure they stay relevant as some 
markets move much further online.

the simple stuff
Last but by no means, the list of simple changes retailers can make to move their multichan-
nel businesses forward has not been exhausted. The prime example of this is retailers 
finally cottoning on to the importance of attributing sales from other channels to stores, 
particularly where the store is involved in the fulfilment on that order.

It’s essentially an accounting change, and yet the effect retailers have reported it has had 
on the way their store staff view their multichannel initiatives is profound. 

Similarly, retailers are beginning to equip store staff with devices to give them access to at 
least the same knowledge that customers are walking into store with on their phones. 
Whether you choose iPads or kiosks or some other device, it’s a tipping point for multichan-
nel based on a relatively simple change. The web has well and truly entered the store and 
created a cross-channel link that has been missing until recently.

There is very much a feeling that a huge amount is up for grabs, especially with the fading 
success, and outright failure, of big name retailers who have not kept up. This explains the 
land-grab for customers online through non-food pricing and promotions, the move into 
marketplaces for retailers with high online traffic and the exploration of overseas markets 
using ecommerce.

Speed of execution and a focus on customer experience and value will separate those 
who have something to show in a year’s time for all this change from those who don’t.
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The following pages outline the channels to market, multichannel services, delivery 
options and international ecommerce offers of the largest 100 retailers in the UK.

It’s something of a moveable feast, with retailers launching mobile sites and expanded 
delivery options on almost a weekly basis. Where we know of planned developments, we 
have tried to include these with timescales for launch.

For the delivery section we have included only services and options above and beyond 
the standard delivery offered by each retailer. For the international ecommerce column we 
have made a distinction between overseas delivery from UK sites, and UK-based retailers 
that have launched dedicated international sites, which they are running from the UK, 
outlining both.

The table shows both the breadth of the channels and services provided by some 
retailers, as well as the stark differences with other companies that ostensibly provide 
a multichannel offer. 

Top 100 retailers multichannel 
benchmarking table
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NAME FASCIAS ChANNElS to  
MARkEt

MultIChANNEl  
SERvICES

DElIvERy INtERNAtIoNAl 
ECoMMERCE

99p Stores Stores 
Non-transactional site

None

Aldi Stores 
Non-transactional site 
iPhone app 
Android app 
Photo service site

None

Amazon Transactional site 
iPhone app 
Android app 
Mobile site 
Andriod MP3 player  
Javari fotwear site

Collection kiosks (buy and 
collect) 
E-gift vouchers

Amazon prime 
(membership 
scheme, one day 
delivery)
Next day
Evening deliveries

UK site delivers 
worldwide

Arcadia Group Topman Stores 
Transactional site 
Blogs site (CTRL)

Return to store 
Store stock check online 

Nominated day 
Saturday

Worldwide delivery

Burton Stores 
Transactional site 
Formalwear catalogue

Return to store 
Check stock at nearby stores 
Return by collect+ 

Nominated day 
Next day 
Saturday

Dorothy 
Perkins

Stores 
Transactional site

Store stock check online 
SMS delivery notifications 
(with nominated day, includes 
text with delivery time)

Nominated day 
Saturday

Worldwide delivery 
and French website

Evans Stores 
Transactional site 

Return to store 
Store stock check online 
Return by collect+ 

Nominated day 
Saturday

Worldwide delivery

Miss 
Selfridge

Stores 
Transactional site

Return to (standalone) store 
SMS delivery notifications 
(with nominated day, includes 
text with delivery time)

Nominated day 
Saturday 
Next day

Worldwide delivery

Outfit Stores 
Non transactional site

None None

Wallis Stores 
Transactional site

Return to store 
Return by collect+ 
SMS delivery notifications 
(with nominated day, includes 
text with delivery time)

Nominated day 
Saturday 
Next day

Worldwide delivery

Topshop Stores 
Transactional site 
Mobile site imminent

Return to store 
Check stock at nearby stores 
Return by collect+  
SMS delivery notifications 
(with nominated day, includes 
text with delivery time)

Nominated day 
Saturday 
Next day

Worldwide delivery 
from UK site plus 
US website 

Top 100 retailers multichannel 
benchmarking table
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NAME FASCIAS ChANNElS to  
MARkEt

MultIChANNEl  
SERvICES

DElIvERy INtERNAtIoNAl 
ECoMMERCE

Argos Stores 
Call centre 
Transactional site 
iPhone app, Andriod app 
Mobile site 
Catalogue  
Argos TV channel 
Secondary sites: affiliates, 
insurance comparison, gift list, 
spares, entertainment, Photo 
site, DVD rental (lovefilm), 
Tool hire 
EBay outlet

Online stock checker 
Reserve and collect 
In store kiosks 
Deliver, Connect & Recycle 
service 
Recycling of old appliances 
QR codes in catalogues to 
direct to mobile site 
SMS reminders 
Order by SMS

Home delivery 
bookable online, in 
store, by phone and 
iphone app 
Next day
Saturday AM and 
PM delivery slots 
Courier 
90 minute in London 

Local sites for 
Ireland and Spain

Asda Stores 
Transactional grocery site 
Transactional non-food and 
fashion site 
Mobile grocery site 
Transactional iphone app 
Secondary sites: photos, 
finance/insurance, personalised 
cards, flowers, mobile phones, 
package holidays, gifts, trade 
in, gift cards, contact lenses 
EBay entertainment outlet

Buy and collect (non-food) 
Return to store 
Return by collect+  
In-store kiosks 
"Live chat" technology on site

Named day 
Next day 
Named day with 
time slot (direct and 
grocery)

Asos Transactional site 
Marketplace 
Facebook store 
Mobile site 
Transactional iPhone app 
Transactional iPad app 
iPad magazine app 
Magazine 
Secondary sites: Video site 
(urban tour), Blogs site, 
Crooked Tongues (sports 
shoes), Fashion Finder,  
Asos follows fashion  
(social media site)

Return by collect+ Next day 
Nominated day 
Next day - evening 
Same day (limited 
postcodes)
Asos Premier

Worldwide delivery 
and local sites 
for: US, France, 
Germany, Italy, 
Spain, Australia

Aurora Fashions Coast Stores 
Transactional site 
Mobile site 
iPhone app

Reserve and collect 
Returns via Collect+ 
Mobile gift vouchers

Next day 
UK tomorrow 
evening 
Nominated day  
Same day (limited 
postcodes) 
90 minute delivery 
(limited postcodes 
only) 
  

Worldwide delivery 
plus German site

Oasis Stores 
Transactional site 
Mobile site 
iPhone app

Reserve and collect 
Returns via Collect+ 
Mobile gift vouchers

Next day 
UK tomorrow 
evening 
Nominated day  
Same day (limited 
postcodes) 
90 minute delivery 
(limited postcodes 
only) 
  

Worldwide delivery 
plus German site
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NAME FASCIAS ChANNElS to  
MARkEt

MultIChANNEl  
SERvICES

DElIvERy INtERNAtIoNAl 
ECoMMERCE

Warehouse Stores 
Transactional site 
Mobile site 
iPhone app

Reserve and collect 
Returns via Collect+ 
Mobile gift vouchers

Next day 
UK tomorrow 
evening 
Nominated day  
Same day (limited 
postcodes) 
90 minute delivery 
(limited postcodes 
only)

Worldwide delivery 
plus German site

Aurum Holdings Goldsmiths Stores 
Transactional site 
Outlet site 
iPhone app

Return to store 
Buy and collect

Next day 
Saturday

Mappin and 
Webb

Stores 
Transactional site

Request an appointment online 
Return to store

Watches of 
Switzerland

Stores 
Transactional site

Return to store Next day 
Saturday 

B&M Bargains Stores 
Non transactional site

Bargain Booze Stores 
Non transactional site

Barratt Priceless Barratts Stores 
Transactional site
iPhone app 
Secondary sites: Mini Barratts, 
Discount Shoe Store, Petit 
Feet, Big Shoe Boutique, Love 
Your Shoes 
EBay outlet

Return to store 
Reserve and collect 
Live chat on website

"Premium" - 3 day 
delivery 

Priceless Stores 
Transactional site 
Secondary sites: Discount 
Shoe Store, Petit Feet, Big 
Shoe Boutique, Love Your 
Shoes 
EBay outlet

Return to store 
Reserve and collect 
Live chat on website

"Premium" - 3 day 
delivery 

Blockbuster Stores 
Transactional site 
Marketplace 
iPhone app 
Magazine

Rent online 
Pre-order 
Reserve and collect 
Blockbuster rewards loyalty 
programme

Booths  Stores 
Transactional site 
Separate orders site

Christmas food ordering 
Reserve (with deposit) and 
collect in store

Boots Stores 
Transactional site 
Eye test iPhone app 
Transactional mobile site 
Secondary sites: Treat Street, 
WebMD site, photos, hearing 
Catalogue 
Order by phone

Online repeat prescriptions 
Request an eye test 
Catalogue quick-shop 
Multichannel loyalty scheme  
In store ordering 
Buy and collect in store (free 
over £20) 
Online parenting club 
Return to store

Named day 
Next day 
Saturday 

Local sites for: 
Bahrain; Ireland; 
Canada, Kuwait, 
Netherlands, 
Norway, Qatar, 
Suadi Arabia, 
Singapore, 
Sweeden, Thailand, 
UAE, USA

BrightHouse Stores 
Non-transactional site

Repair, return, restart service
Apply for credit on website

7 day delivery 
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NAME FASCIAS ChANNElS to  
MARkEt

MultIChANNEl  
SERvICES

DElIvERy INtERNAtIoNAl 
ECoMMERCE

Budgens Stores 
Non transactional site 
Local iPhone app for 3 stores

Carpetright Stores 
Transactional site 

Buying guides 
Book a measuring appointment 
Return to store (rugs) 
Order samples

Fast track delivery 
on certain products

Carphone 
Warehouse

Carphone Stores 
Transactional site 
Call centres 
Catalogue 
Store finder iPhone app 
(augmented reality) 
Mobile website 
Call centre 
YouTube channel (Help)

Trade in service 
Buy and collect in store 
Web exclusives 
Upgrade reminder service 
Geek squad tech support 
Return to store

Next day Local sites for 
Belgium, France, 
Germany, Ireland, 
Netherlands, 
Portugal, Spain, 
Sweden, USA (Best 
Buy Mobile)

Best Buy Stores (soon to close) 
Transactional site 
Mobile site 
Buy back iPhone app 
Novelty time iPhone app 
Mobile site 
Music Cloud Android app

Return to store 
Installation service

Clarks Stores 
Transactional site 
Mobile site

Buy and collect in store Delivery to UK, 
Europe

Local sites for 
USA, Germany, 
Spain, France plus 
a general European 
site

Clinton Cards Clintons Stores 
Transactional site

Celebrity Fastcard - Video 
greetings cards (sent via email) 
Reminders service (email) 
Personalisation service (cards 
and gifts)

Next day 
Next day - Saturday 

Birthdays Stores 
Non transactional site

Reminders service (email)

Comet Stores 
Transactional site 
Mobile site 
Call centre 
Clearance site SMS vouchers 
site 
EBay outlet

Exclusive online offers 
Reserve and collect in store  
(30 minutes) 
Return to store 
Repairs service 
Order in store for home 
delivery

Next day delivery 
Morning/Midday/
Afternoon 
Saturday 
Delivery guarantee 
(if they don't come 
on time charge is 
refunded) 
Express delivery 
(within 2 days) 
Recycling service 
Installation service
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NAME FASCIAS ChANNElS to MARkEt MultIChANNEl  
SERvICES

DElIvERy INtERNAtIoNAl 
ECoMMERCE

Co-operative 
Group

Stores 
Transactional electricals site, 
travel site, pharmacy site,  
Non-transactional food, 
banking, funeral, legal, 
insurance, motors 
EBay outlet (motor group 
only)

SMS delivery notifications Next day 
Saturday 
Morning/Midday/
Afternoon 
90 minute delivery 
slots 
UK and Ireland only 
Recycling service 
Installations service

Costcutter Stores 
Non transactional site

None NA

Debenhams Stores 
Transactional site
Mobile site 
Transactional andriod app 
Transactional iPhone app 
Beauty iPhone app 
Debenhams TV 
Catalogues

Beauty club loyalty card 
(Online only points rewards) 
Rewards card loyalty card 
Buy and collect in store 
Book a personal shopping 
appointment 
Return to store

Local site for 
delivery to Ireland, 
Sweeden, France, 
Germany, Spain, 
USA, NZ and 
Australia

DFS Stores 
Non-transactional site 
Call centre 
Mobile site 
DFS TV 
Clickable online brochure 
Secondary sites: DFS dining

Phone ordering 
Request a call back 
In store ordering

Delivery options 
disclosed when 
purchase is made 

Local site for 
Ireland

Dixons Retail Currys Stores 
Transactional site 
Know How cloud iPhone app 
Know How cloud iPap app 
Know How cloud Android app 
EBay outlet store

Reserve and collect 
SMS delivery notifications 
Pre order 
Pre order out of stock items 
Return to store 
Know How support

Next day 
Up to a week 
Weekend delivery 
Installation service 
Recycling service 
2hr delivery slots 
4hr delivery slots on 
large items

Dixons Stores 
Transactional site 
Know-How cloud iPhone app 
Know-How cloud iPad app

SMS delivery notifications 
Know How support

Next day 
Up to a week 
Weekend delivery 
Installation service 
Recycling service 
2hr delivery slots 
4hr delivery slots on 
large items

Dixons 
Travel

Stores 
Non transactional site

Reserve and collect (Reserve 
before you fly) 
Reserve by phone

Local sites for 
Denmark and Italy

PC World Stores 
Transactional site 
EBay outlet store

Reserve and collect 
SMS delivery notifications 
Know How support

Next day 
Up to a week 
Weekend delivery 
Installation service 
Recycling service 
2hr delivery slots 
4hr delivery slots on 
large items

UK only
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NAME FASCIAS ChANNElS to MARkEt MultIChANNEl  
SERvICES

DElIvERy INtERNAtIoNAl 
ECoMMERCE

Pixmania Transactional site 
EBay store 
Call centre 
Secondary sites: photo 
printing, wholesale, 
marketplace

Loyalty card 
Gift wrapping

Installation service 
Recycling service

Local sites in 25 
European countries

Dreams Stores 
Transactional site 
Call centre 

Book your own delivery slot 
Dream analyser

Delivery options 
disclosed when 
purchase is made 
Delivery to UK, 
Ireland, Rest of 
Europe when 
ordered in store

Dunelm Stores 
Transactional site

Reserve and collect SMS alerts 
when ready for collection

Everything, 
Everywhere

Orange Stores 
Transactional site 
Call centre 
Orange film to go iPhone app 
Your orange iPhone app 
Orange Wednesdays iPhone app 
Orange maps iPhone app 
Orange wifi iPhone app 
Contacts back up iPhone app 
Your orange android app 
Orange Wednesdays android 
app 
Orange maps android app 
Orange wifi android app 
Contacts back up android app 
Orange film to go iPad app 
Orange Wednesdays iPad app 
Orange wifi iPad app 
Secondary sites: Flirtomatic, 
photo site,  
YouTube channel

Upgrade service 
Recycling service 
Tech support 
Collect in store 
Film to go 
Orange wednesdays 
Exclusive offers 
Vouchercloud

T-Mobile Stores 
Transactional site 
Call centre 
iPhone app (for existing 
customer) 
Android app (for existing 
customer) 
Top apps android app 
Socail service android app 
YouTube channel 
Ebay store

Upgrade service 
Recycling service 
Tech support

Farmfoods Stores 
Non-transactional site

Fenwick Stores 
Non-transactional site

Delivery on in-store 
purchases

Findel Kitbag.com Transactional site 
Call centre 
YouTube channel

Personalise football shirts Worldwide delivery 
Next day delivery

Different currency
Worldwide delivery

Kleeneze Transactional site 
Call centre 
Catalogues 
Virtual cataloges 
Podcast 
YouTube channel

Request a catalogue From local 
distributors
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Freemans 
Grattan

Freemans Transactional site 
Call centre 
Mobile site 
Catalogues 
Secondary sites: Curvissa, 
Kaleidoscope, Bon Prix, Witt

VIP area on site Next day  
Weekend 

Grattan Transactional site 
Call centre 
Mobile site 
Catalogues

VIP area on site Next day  
Weekend

Game Stores 
Transactional site 
iPhone app

Buy and collect in store 
Trade in 
Multichannel loyalty card 
Pre order 
Game wallet (to pay for online 
gaming) 
Return to store 
Digital downloads 
Stock alerts

Express delivery  
(1 business day) 

Worldwide delivery 
and local sites in 
France, Spain, 
Portugal, Sweeden, 
Norway, Denmark, 
CZ and Australia

Gap Stores 
Transactional sites 
Mobile site 
Secondary sites: Banana 
Republic, Old Navy,  
Piper Lime, Athleta 

Return to store 
Book a stylist

Expidited delivery 
(2 days or less)

EU site delivers to 
Austria, Belgium, 
Czech Republic, 
Denmark, Estonia, 
Finland, France, 
Germany, Hungary, 
Republic of 
Ireland, Italy, 
Latvia, Lithuania, 
Luxembourg, 
Malta, the 
Netherlands, 
Portugal, Slovakia, 
Slovenia, Spain and 
Sweden

Garden Centre 
Group

Stores 
Non-transactional site 
Hire station 

Gardening club (multichannel 
loyalty scheme) 
Reserve for store pick-up 
Hire service 
Grow-your-own plots scheme

H&M Stores 
Transactional site 
Mobile site 
Non-transactional Android app 
Non-transactional iPhone app 
Non-transactional iPad app

Online only ranges (available 
in few stores) 
Order from catalogue 
Order a catalogue 
Virtual dressing room  
Return to store

Halfords Stores 
Transactional site 
Mobile site 
Transactional Android app 
Transactional iPhone app 
Secondary sites: Autocentres 
YouTube channel

Reserve and collect
Buy and collect 
Text to reserve 
Online advice centre

Next day delivery 
Named day
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Harrods Stores 
Transactional site 
iPhone app 
Secondary sites: Harrods 
by appointment, bus tours,  
property, interior design 
Online magazine 
Magazine 
Video 
YouTube channel

Order in store for home  
delivery 
Phone ordering

Worldwide delivery 
Next day delivery 
Saturday delivery

UK only

HMV Stores 
Transactional site
HMV On Demand site 
Re/play android app 
HMV digital MP3 android app 
HMV.com iPhone app 
HMV rewards iPhone app 
Re/play iPhone app 
Mobile site 
Music venues (with websites) 
Cinema 
Secondary sites: Gamerbase 
(gaming forums) 

Tickets 
Multichannel loyalty 
Digital downloads
Digital Movie rental service 
In store kiosks (some stores) 
Pre-order 
E-gift vouchers 
Online exclusives

Offers overseas 
delivery but does 
not specify to which 
countries

Homebase Stores 
Transactional site 
Transactional iPhone app 
Online brochures 

Reserve and collect 
Spares and accessories 
Tool hire 
Ecohome advice 
Home delivery from store 
In store ordering 
Design appointments

Homestyle Harveys Stores 
Transactional site 
Call centre

Phone ordering 
Request a call back 
In store ordering

Bensons for 
Beds

Stores 
Transactional site 
Call centre 
EBay outlet

Phone ordering 
In store ordering 

House of Fraser Stores 
Transactional site 
Mobile site 
Ebay outlet 
EBay outlet

Multichannel loyalty card 
Buy and collect in store 
In store kiosks 
Return to store
Wedding list service

Iceland Stores 
Non-transactional site 
Video channel

Home delivery on in store 
purchases

Ikea Stores 
Transactional site 
Catalogue 
Android catalogue app 
iPhone catalogue app 
iPhone game 
Online catalogue/brochure 
Van hire site

Live chat on website 
In store picking service 
Van hire 
Kitchen and bathroom 
installation 
Order in store for delivery 
Online stock checker for stores 



Multichannel Now 2012  53www.retail-week.com

NAME FASCIAS ChANNElS to MARkEt MultIChANNEl  
SERvICES

DElIvERy INtERNAtIoNAl 
ECoMMERCE

Inditex Bershka Stores 
Transactional sites 
Non-transactional sites 
Spanish language iPhone app

Buy and collect in store 
Return to store

Express delivery

Massimo 
Dutti

Stores 
Transactional sites 
Non-transactional sites 
Mobile site

Buy and collect in store 
Return to store

Express delivery

Pull & Bear Stores 
Transactional sites 
Non-transactional sites 
Mobile site 
iPhone app

Buy and collect in store 
Return to store

Express delivery

Zara Stores 
Transactional sites 
Non transactional sites 
Mobile site 
Fashion iPhone app 
Home iPhone app 
iPad app 

Buy and collect in store 
Return to store

Express delivery

JD Sports 
Fashions

JD Sports Stores 
Transactional site 
Mobile site 
YouTube channel

Buy and collect in store 
Multichannel gift card 
Return by collect+ 
Return to store

Next day
Saturday

Worldwide delivery

Bank Stores 
Transactional site 
Mobile site

Buy and collect in store 
Multichannel gift card 
Return by collect+ 
Return to store

Next day
Saturday

Worldwide delivery

Scotts Stores 
Transactional site 
Mobile site

Buy and collect in store 
Multichannel gift card 
Return by collect+ 
Return to store

Next day
Saturday

Worldwide delivery

Size Stores 
Transactional site 
Mobile site

Buy and collect in store 
Multichannel gift card 
Return by collect+ 
Return to store

Next day
Saturday

Worldwide delivery

Jessops Stores 
Transactional site 
Photo printing Android app 
Photo printing iPhone app 
Photo printing iPad app 
Call centre 
Advice site, photo site, training 
academy 
Catalogue

In store photo printing kiosks 
Reserve and collect 
Request a catalogue

Next day
Saturday

JJB Sports Stores 
Transactional site 
Call centre 
Mobile site 
Teamwear site

Buy and collect in store 
Return to store 
Pre order

Express
Saturday

Delivery to Europe
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John Lewis (department 
stores only, 
Waitrose 
separate 
profile)

Stores 
Transactional website 
Secondary UK websites - 
JohnLewisGiftList.com, 
JohnLewis-insurance.com 
Catalogues 
Mobile site

Return to store 
Buy and collect from store 
Multichannel loyalty 
In-store kiosks 
 

Next day 
Named day 
Weekend 
Express (2-day 
delivery on selected 
products/areas) 

Deliver to 
33 countries 
worldwide

Kingfisher B&Q Stores 
Transactional website 
Catalogues (PDF download) 
iPhone app 
Mobile site 
Secondary websites - diy-
spares.com, jobsorted.com, 
jcbdiy.com

Return to store 
Reserve and collect 
Check local store stock 
availability 
In-store kiosks
YouTube How To guides

Next day 
Bookable delivery 
dates 
Delivery from store 

Screwfix Stores 
Transactional website 
Catalogue 
Secondary websites - 
screwfixflooring.com, 
screwfixwardrobes.com,  
screwfixappliances.com, 
jobsorted.com, 
Mobile site

Buy and collect 
Return to store 
Return by post 
Multichannel loyalty (Trade 
UK card) 

Next day 
Weekend 

Laura Ashley Stores 
Transactional website 
Call centre 
Catalogue 
Secondary website - mto.
lauraashley.com (made to 
order site) 
Transactional iPhone and iPad 
apps

Return to store 
Return by post 
Returns collection service 
Multichannel loyalty

Next day Delivery to four 
European countries

Lidl Stores 
Non-transactional website 
Secondary websites - 
lidlmovies.com, lidl-photos.
co.uk 
International websites

Local store/offers locater

Lloyds 
(Pharmacies)

Stores 
Transactional website 
Online prescription ordering 
Secondary websites - 
onlinedoctor.lloydspharmacy.
com 
Betterlifehealthcare.com 
Lloydspharmacyservices.co.uk 
HealthVillage.co.uk 
Diabetes Check Up iPhone, 
iPad and Android app 
Sun Care risk assesment 
iPhone, iPad and Android app 

In-store photo printing kiosks 
Returns by post

Recorded delivery

Londis Stores 
Non-transactional website 
Printable special offers 
brochure
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Majestic Wine Stores 
Transactional website 
Secondary websites - 
majesticinfrance.com, 
laywheeler.com 
Catalogue 
Video 
Call centre

Free glass loaning service 
Chiller loaning service 
Returns collection service 
Order in-store to be delivered 

Weekend and 
evenings delivery

France outlets

Marks & 
Spencer

Stores 
Transactional website 
Call Centre 
Catalogue 
Mobile site 
iPad Investor Relations app 
Secondary websites - money.
marksandspencer.com, 
marksandspencer-appliances.
com, 
marksandspencerpersonalised.
com 
M&S TV

Reserve and collect 
Order online for delivery to 
store 
Return to store 
Return by post 
M&S Money 
Multichannel Loyalty 
In-store kiosks

Next day 
Weekend 
Named day delivery

Deliver to 82 
countries plus 
French website 

Martin McColl Stores 
Non-transactional website

Store locater

Matalan Stores 
Transactional website 
Catalogue

Return to store 
Multichannel loyalty 
Return by post

Next day 

Midlands Co-
operative

Stores 
Non-transactional website 
Secondary websites - 
coopelectricalshop.co.uk

Travel services 
Motoring services 
Funeral services 

Monsoon 
Accessorize

Monsoon Stores 
Transactional website 
Call centre

Multichannel loyalty 
Online order for delivery to 
store 
Return to store 
Return via Collect+ stores 
Return by post

Next day Deliver to 
40 countries 
worldwide 

Accessorize Stores 
Transactional website 
Mobile site

Multichannel loyalty (Monsoon 
card)  
Return to store 
Return by post 
Return via Collect+ stores

Next day Five different 
language websites 
Deliver to 
25 countries 
worldwide

Morrisons Stores 
Non-transactional website 
Mobile site 
non-transactional iPhone app

28 Kiddicare in-store kiosks 

N Brown Group Figleaves Catalogue 
E-Catalogue 
iPad catalogue 
Transactional website 
Transactional iPhone app

Live chat 
Return by post

Next day 
Express delivery

US website plus 
deliver to 
115 countries 
worldwide

Gray and 
Osbourne

Transactional website 
Catalogue

Collection returns service 
Return by post

Next day

High & 
Mighty

Stores 
Catalogue 
Transactional website

Collection returns service 
Return by post

Next day

House of 
Bath

Catalogue 
Transactional website

Collection returns service 
Return by post
Home assembly service

Next day 

 Jacamo Transactional website 
Catalogue

Collection returns service 
Return by post

Next day
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JD Williams Transactional website 
Catalogue

Collection returns service 
Return by post

Next day 
Home assembly 
service

Julipa Transactional website 
Catalogue

Collection returns service 
Return by post

Next day 
Home assembly 
service

Marisota Transactional website 
Catalogue

Collection returns service 
Return by post

Next day 
Home assembly 
service

Nightingales Transactional website 
Catalogue

Collection returns service 
Return by post

Next day 
Home assembly 
service

Shoe Tailor Transactional website 
Catalogue

Collection returns service 
Return by post

Next day 

Simply Be Transactional website 
Catalogue
Stores

Collection returns service 
Return by post

Next day 

Viva la Diva Transactional website 
Catalogue

Collection returns service 
Return by post

Next day N/A

NBTY Europe Julian 
Graves

Stores 
Transactional website

Return over phone Free delivery over 
£50, UK only

Republic of Ireland 
stores

Holland & 
Barratt

Stores 
Call Centre 
Catalogue 
Transactional website

Multichannel loyalty 
Return by post 
Order by fax

UK, RoI and Europe 
delivery only

Republic of Ireland 
and Netherlands 
website

Net-a-Porter Net-a-Porter Transactional website 
e-Magazine 
Net-a-porter TV - four online 
channels 
Call centre 
Mobile site 
Secondary website - 
fashionfix.net-a-porter.com 
theoutnet.com outlet site 
Magazine iPad app 
Transactional iPhone app 
Non-transactional Android app 
(The Window Shop)

Collection returns service Same Day (London)
Weekend delivery 
Business hours 
delivery

Deliver to 
170 countries 
worldwide plus 
US site 

Mr Porter Call centre 
Transactional website 
Video manuals 
Mobile site 
iPhone app (with GQ 
magazine)

Collection returns service Same Day (London) 
Weekend delivery 
Business hours 
delivery

Deliver to 
170 countries 
worldwide plus 
US site 

New Look Transactional website 
Stores 
Mobile site 
Transactional iPhone app 
Secondary website - daily.
newlook.com

Buy and collect 
Order in store for home 
delivery 
SMS order notification 
Return to store 
Return via Collect+ 
Multichannel loyalty

Next Day 
Weekend 
Bookable delivery 
slots

French language 
website plus 
deliver to 
120 countries 
worldwide
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Next Stores 
Catalogue 
Transactional website 
Mobile site 
Transactional iPhone and iPad 
app 
Call Centre

Buy and collect 
Return to store 
Return by post 
Multichannel loyalty 
Collection return service 
 

Next day 
Weekend 
Bookable slots 
Delivery to stores

46 international 
language websites 
and deliver to  
40 countries from 
UK site

Ocado Transactional website 
Transational Android/
catalogue app (Voice search, 
offline search) 
Transactional iPhone and iPad 
app 
Magazine iPad app

Return through delivery driver 
SMS notification

Same Day 
Next Day 
Bookable slots

UK only

Peacocks Stores 
Transactional website

Return to store Express delivery

Pets At Home Stores 
Transactional website 
Non-transactional PetCare 
iPhone app

Reserve and collect 
Collection returns service 
Return to store 
Return by post

Next day

Phones 4U Stores 
Transactional website 
Call Centre

Return by post Bookable delivery

Poundland Stores 
Non-transactional website

Poundstretcher Stores 
Transactional website

Collection returns service Next Day 

Primark Stores 
Non-transactional website

QVC Britain Transactional website 
iPhone app 
TV channel (and watch online) 
Call centre

Collection returns service 
Return by post

Express delivery Deliver to 17 
European countries 

River Island Stores 
Transactional website 
Transactional iPhone, iPad 
apps

Return by post 
Return to store 
Collection returns service 

Next Day 
Express 
Weekend

Deliver to over 
100 countries 
worldwide 
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Sainsbury’s Stores 
Transactional website 
Secondary websites - 
sainsburysbusinessdirect.
co.uk, 
sainsburysgifts.co.uk, 
sainsburyscompareandsave.
co.uk, 
sainsburys-tu-clothing.co.uk, 
sainsburysbank.co.uk, 
sainsburysrecycle.com, 
sainsburysenergy.com 
sainsburys-convenience.co.uk 
Loyalty management Android 
app (Nectar) 
Mobile site 
Transactional iPhone app (Not 
for groceries)

Buy and collect 
Return to store 
Return by post 
Collection returns service 
Other services -  
Sainsbury’s Bank, financial and 
insurance services 
Sainsbury’s energy services 
Telecomms comparison 
services 
Recylcing services

Next day 
Named day 
Weekend

SCS Stores 
Transactional website 
Non-transactional mobile site 
Call Centre

Return by post (small items 
only)

Fast delivery (actual 
timeframe not 
specified) Home 
assembly

Off-shore UK 
delivery

Selfridges Stores 
Transactional website

Return to store 
Return by post 
Order in store for delivery 
Collection return services 
International telephone  
ordering 
Other services - Selfridges 
Celebration sevice

Weekend 
Nominated day 
Same Day

Shoe Zone Stores 
Transactional website

Buy and collect 
Return to stores 
Return by post 
SMS order notification

Next day 
Weekend

Shop Direct 
Group

Non-transactional website 
Video

Littlewoods Catalogue 
Stores 
Transactional website 
Video - YouTube channel 
Call centre 
Mobile site

Buy and collect 
Returns via Collect+ 
Multichannel loyalty 
Collection return services 

Next day 
Nominated day 
Weekend 
Installation and 
removal services

European website 

Isme Catalogue 
Transactional website 
Secondary website -  
coffeelounge.isme.com 
Call Centre

Buy and collect 
Collect in store via Collect+ 
Return via Collect+ 
Return by post

Next day 
Nominated day 
Weekend 
Installation and 
removal services

US website planned

Very Call centre 
Transactional website 
Catalogue 
YouTube channel 
Transactional iPhone, iPad 
apps

Insurance and financial services 
(Loans) 
Buy and collect 
Collect in store via Collect+ 
Return via Collect+ 
Return by post

Next day 
Nominated day 
Weekend 
Installation and 
removal services

US and Australian 
website due in early 
2012
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Woolworths Transactional website 
Secondary website - 
woolworthsentertainment.
co.uk

Ladybird clothing brand 
Buy and collect 
Collect in store via Collect+ 
Return via Collect+ 
Return by post

Next day 
Nominated day 
Weekend 
Installation and 
removal services

Signet H. Samuel Transactional website 
Stores 
iPhone app 
Secondary website -  
hsamuelbuying.co.uk (gold 
buying service)

Return to store 
Multichannel giftcards
Buy online collect in-store

Next day 
Weekend 

Leslie Davis Non-transactional website 
Stores

Ernest Jones Stores 
Transactional website 
iPhone app

Return to store 
Buy online collect in-store 
Multichannel giftcards

Next day 
Weekend 

Spar Stores 
Non-transactional website 
Secondary websites -  
smartsavings.co.uk 
sparacademy.co.uk 
Spar iPhone app 
Spar Ireland Android app

Specsavers Stores 
Transactional website 
Non-transactional mobile site 
YouTube

In-Store kiosks 
Buy online collect in-store

Delivery to store 
only

Sports Direct Stores 
Transactional website 
Catalogue 
Secondary websites -  
www.lillywhites.com 
www.cyclesdirect.com 
www.fieldandtrek.com

Online pre-order Deliver to 
64 countries 
worldwide

Staples Stores 
Transactional website 
Call centre 
Catalogue 
Secondary website -  
staplesadvantage.co.uk

Multichannel loyalty 
Collection returns service

Next day

Superdrug Stores 
Transactional website 
Secondary website -  
superdrugfeedback.com

Multichannel loyalty 
Return by post 
Online only products

Next day
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Tesco Stores 
Transactional website 
Mobile site 
Secondary websites -  
tescobank.com 
tescoentertainment.com 
phone-shop.tesco.com 
clothingattesco.com 
tescorealfood.com 
tescodiets.com 
tescomagazine.com 
tescohomeefficiency.com 
nutricentre.com 
tescogoldexchange.com 
tescopricecheck.com 
isold.com 
tescocompare.com 
tescotravelstore.com 
tescoopticians.com 
tescophoto.com 
tescocars.com 
tescofreshflowers.com 
Transactional Android, iPhone, 
Nokia OVI and Windows 
phone apps

Multichannel loyalty 
In-store kiosks 
Buy online and collect in-store 
for non-food and grocery 
(limited stores)

Tesco Groceries:  
Nominated day 
Next day 
1 hour slots 
Weekend 
Tesco Direct: 
Express  
Premium 7 days a 
week 
Bookable

European delivery 
for Tesco clothing

The Range Transactional website 
Stores 
Call Centre 
Secondary websites -  
therangeprepaidmastercard.
co.uk 
themoneyrange.co.uk 
therangecustomerservices.
co.uk

TJ Morris 
(Home Bargains)

Stores 
Transactional website

Collection returns service Weekend 

TK Maxx Stores 
Transactional website 
Secondary website -  
homesense.com

Return to store Next Day 
Weekend tracked 
delivery 

Toys R Us Stores 
Transactional website 
YouTube channel 
Geoffrey Giraffe iPhone app 
iPad Toyfinder app 
Hong Kong iPhone app

Live chat 
SMS order notification 
Reserve and collect 
Multichannel loyalty

Next day 
Nominated day 
Weekend

Vodafone Stores 
Transactional website 
Call Centre 
Mobile site 
Secondary websites -  
Parents.vodafone.com 
rewardz.vodafone.co.uk 
EBay outlet 
iPhone and iPad app for 
different regions 
Android customer app

Collection returns service 
Loyalty rewards

Delivery 
information subject 
to item purchased

21 transactional 
international 
websites
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Waitrose Stores 
Transactional website 
Secondary website -  
waitrosewine.com 
 iPhone app 
Mobile site

Multichannel loyalty 
In store kiosks 
Waitrose Cookery School 
Return by delivery driver

2 hour slots 
Bookable delivery 
Weekend 
Next day

Waterstone's Stores 
Transactional website 
Secondary website -  
waterstonesmarketplace.com 
francisfrith.com 
Mobile site 
iPhone app 
eBook Android, iPhone and 
iPad app 
YouTube channel

Multichannel loyalty 
Buy online collect in-store 
Return to store

Courier delivery Shipping to 
113 countries 
worldwide

WHSmith Stores 
Transactional website 
Secondary website -  
funkypigeon.com 
eBook Android, iPhone and 
iPad app 
Podcast (Richard and Judy) 
YouTube Channel

Deliver to store 
Return to store 
Return by post

Courier delivery 

Wickes Stores 
Transactional website 
Call Centre 
Catalogue 
Wickes delivery iPhone app

Multichannel loyalty 
Return to store

Next day 
Weekend 
Morning delivery

Wilkinson Stores 
Transactional website 
Catalogue 
Mobile site 
Secondary website -  
wardrobes.wilkinsonplus.com

Buy and collect 
Collection returns service 
(subject to conditions)

Weekend

World Duty Free Stores 
Non-transactional website 
Secondary websites -  
alphaairportshopping.com 
autogrill.com 
shopbiza.com 
gloriousbritain.co.uk 
worldofwhiskies.com

Return by post


