
November 2022         1    © 2022 retailx.net, distributed by InternetRetailing.net 

in partnership with

The
United
Kingdom

2022

Growth2000
RXGUK22RP

www.retailx.net

https://internetretailing.net/


Join RetailX today and access  
exclusive research and webinars  

RetailX exists to help the retail professional navigate the complex world 
of multichannel retail. We offer the data, analysis and authoritative 
insight needed to build successful and profi table businesses. 

Our meticulous research ecompasses data from ecommerce and trade 
associations, with national and European government data, our own 
research and other sources. 

Also join our exclusive webinars for up-to-the-minute updates on the 
performance of ecommerce markets and sectors.

Better yet, all this information is free to retailers -  just sign up using your 
work address to get started. 

Country Level Market Analysis 
RetailX Country and Regional Reports zoom in on the state of ecommerce 
in more than 20 of the most prominent B2C markets around the world. 
From ecommerce trends, to unique case studies with leading retailers; each 
report is jam-packed with the key analysis required to triumph in any given 
ecommerce territory. 

Sector Insight Reports 
Our Sector Reports combine in-depth company performance research 
with analysis of sector dynamics to equip retailers with a lucid 
understanding of the current state of key industry segments - including 
fi nancials, performance and market context. 

Exclusive Webinars 
Join leading fi gures in world ecommerce, senior retailers and our team of 
researchers as we delve into the world of ecommerce; including how it’s 
performing at a county and a sector level, as well as discussing important 
concerns facing retailers. All previous webinars are now available to 
watch on-demand. 

Join today at RetailX.net 
Free access to all resources for retailers. 
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INTRODUCTION & CONTENTS

INTRODUCTION
Welcome to the UK Growth 2000 2022, which comes 
at a time of economic and political upheaval that adds 
uncertainty to a cost-of-living crisis sparked by factors 
including war in Ukraine, Covid-19 and Brexit. In 
response, shoppers are holding off on major purchases 
while also  partially reversing the online shift that marked 
Covid-19 lockdowns, as they return to stores but still 
continue to do more of their shopping online than before 
the pandemic. 

This report explores the way that growth-focused 
companies in the UK are selling online through this 
uncertain time. At its heart is a full list of the 2,000 
retailers selling in the UK that follow on from the RetailX 
Top500, published in January. It names the leading 25 
retailers in each of four growth-focused dimensions, 
Find, Mobile, Delivery, and Checkout, and explores 
the performance of the full 2,000 retailers, brands 
and marketplaces through those dimensions. These 
dimensions reflect the four key drivers of growth, moving 
from customer acquisition –  at the point of being found, 
while also enabling shoppers to find the item they want 
to buy on the website – through to offering the mobile 
and multichannel services that shoppers now want to 
use. Competitive delivery promises, and a fast checkout 
experience make buying online the easy option for time-
pressed shoppers. 

This fifth annual report maps the improvements that 
retailers in this index have made over the last year and 
more – and the areas where performance has taken a 
backwards step in the face of Covid and Brexit related 
challenges. It is designed to help retailers benchmark 
their own performance in digital commerce as they 
grow. We illustrate our metrics with practical case 
studies that show what Growth 2000 members are 
doing to stand out. Throughout we use RetailX graphics 
to illustrate our findings. Those graphics are available to 
reuse under licence and we encourage you to do so. 

We look forward to your feedback. 

Ian Jindal, CEO and editor-in-chief, RetailX
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The retailers, brands and marketplaces that feature in this year’s 
RetailX Growth 2000 are trading in a UK economy marked by 
inflation, rising interest rates and energy costs. For many, the 
focus will be on trading through those challenges – working 
to balance their own rising costs with keeping the products 
they sell affordable for their customers. For those that export, 
the extra costs of exporting to markets in the European single 
market post-Brexit – whether through increased administration 
or through rules of origin tariffs and rising carrier costs – will 
be an extra factor in that.  

Some are fortunate to sell in categories that are in demand. 
As sustainability rises ever further up shoppers’ list of priorities, 
demand is rising for products such as vintage furniture and 
secondhand clothing. Meanwhile the shift to value, in the face 
of a cost-of-living crisis, means that shoppers may want to buy 
small luxuries. “In times of distress those small purchases make a 
big difference,” Murray Lambell, UK general manager at eBay 
told ChannelX World in October 2022. “So make-up does 
incredibly well, and so do fashion items.”

But whatever retailers sell, research suggests that online 
shoppers will reward those that sell in the way they want to buy.

In this RetailX UK Growth 2000 report, research into how 
retailers sell sits alongside insights into how UK shoppers want 
to buy. That research, which questioned shoppers in markets 
around the world, including 750 in the UK, found that 72% agree 
or strongly agree that retailers need to have an ecologically 
sustainable approach to selling.  And it’s clear from RetailX 
findings that shoppers want to buy online – 47% buy online 
more than once a day, 33% more than once a month and 8% 
more than once a day. They use smartphones to buy – with 92% 
now opting to use them at least some of the time – while the 
speed of delivery really matters for 43.5%, and is somewhat 
important for a further 48%. 

The RetailX UK Growth 2000 grew out of RetailX UK Top500 
research. It lists the 2,000 up-and-coming retailers, brands 
and marketplaces selling in the UK through ecommerce or 

SELLING IN CHALLENGING TIMES
RetailX research suggests shoppers are clear about how they want to buy, and 
will reward those that meet their expectations, writes Chloe Rigby

multichannel retailer that follow on from the UK Top500. That 
brings into its scope a wide and diverse range of traders, 
from international brands, such as kitchen appliances brand 
De Longhi, sunglasses brand Ray-Ban, luxury fashion brand 
Balenciaga, and US department store Nordstrom, to niche 
businesses, such as The Whisky Exchange, Abe Books, Cartridge 
People The Lightbulb Company and Hamilton Gas Products. It’s 
a list on which Longchamp and Liverpool FC, sit next to each 
other, as do Wetsuit Outlet and The Wine Society. 

RISING COSTS
Growth 2000 businesses are directly affected by inflation, 
fuelled by the rising price of energy in the wake of Russia’s 
invasion of Ukraine as well as by rises in the cost of shipping 
and labour, in the wake of both Covid-19 and Brexit. But while 
their costs are rising, they are also facing the prospect that their 
customers’ spending will be held back by their rising costs in 
the cost-of living crisis. While recent UK government action 
will somewhat limit the inflationary effect of energy price rises 
for consumers and businesses until April, prices of both energy 
and of fuel are still much higher than they were before the 
invasion of Ukraine. 

Other factors too are also driving inflation and keeping 
prices high. They include the effect of Brexit on the costs of 
exporting to Europe. This can restrict access to the European 
single market, with smaller businesses less likely to be able to 
afford the costs of the extra administration involved in complying 
with the new barriers that started to be raised when the UK 
became a third country to the EU in January 2020. Some 
Growth 2000 businesses, however, now sell via warehousing 
to Europe. Footwear retailer Vivo Barefoot and online grocer 
British Corner Shop are among those that have moved stock to 
the European single market in order to fulfil orders from within 
that market. Others have taken the decision to remove European 
shipping options from their websites. Recent analysis (1) from 
the Economic and Social Research Institute  found that trade 

CONTEXT
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CONTEXT

from the UK to the EU is 16% lower than it would have been 
if Brexit had not happened, while trade from the EU to the UK 
– including from Growth 2000-listed retailers and brands – is 
20% lower. In particular, says the ESRI study, “Ireland stands out 
as having had a particularly large reduction in imports from the 
UK relative to its other international trade patterns”.

The cost of shipping has also been affected by both Covid-19 
and Brexit, with labour costs rising in response to skills shortages 
in areas from driving to warehousing and logistics. Meanwhile, 
there’s been disruption to deliveries as UK postal workers have 
taken industrial action, asking for pay rises that reflect the effects 
of inflation.

ONLINE GROWTH
Despite – and even within – these many challenges there 
are opportunities for ecommerce and multichannel retailers 
of all sizes. When Covid-19 lockdowns closed non-essential 
shops, more shoppers started to buy online – or to increase 
the amount they buy online. The proportion of UK retail sales 
that took place online during lockdown has now decreased 
steadily since pandemic peaks drove shoppers online. In 
September 2022, UK shoppers spent 8.2% less online than 
they did a year earlier, according to the ONS Retail Sales 
report for the month. Nonetheless, more sales still take place 
online than did before Covid-19. The ‘base line’ of online 
shopping now stands at about 26% of retail sales. That’s been 
“broadly consistent” since May 2022, according to the ONS 
– and is well ahead of the 19.6% of sales that were online in 
pre-pandemic February 2020. 

Lockdown also drove huge innovation in selling methods 
that often persists today. Brands and retailers sold online for 
the first time or strengthened existing online sales models. Some 
introduced Covid-19 safe approaches to click and collect in 
order to serve shoppers who were not able to visit their stores, 
introducing locker collection or in-care deliveries. Many used 
technology to offer virtual services, from workshops to one-
to-one advice sessions. Others still turned to marketplaces to 
find new customers, or to the metaverse to sell both virtual and 
physical goods through a virtual selling space, kickstarting 
changes that have continued well after lockdown. Growth 
2000-listed cookware brand Swan has grown sales by selling 
through marketplaces, for example, while multichannel fashion 
brand Skinnydip is personalising its emails and childrenswear 
brand Frugi is working with the Circular Textile Foundation to 
ensure its clothing follows circular design principles.

All these approaches are helping to keep sales on track 
for retailers who give shoppers the customer experience that 
they now expect – whether they prioritise value, the in-store 
experience, convenient delivery or sustainability. By adapting to 
how shoppers want to buy, retailers, brands and marketplaces 
also have their best chance of surviving today’s economic 
challenges in order to thrive in the future.

https://www.esri.ie/news/brexit-reduced-overall-eu-uk-goods-trade-flows-by-almost-one-fifth
https://internetretailing.net/industry/shoppers-spent-more-online-but-reined-in-spending-across-channels-in-september-
ons/

A Netherlands warehouse means that British Corner Shop doesn’t charge customs charges or VAT when it 
delivers to European markets such as The Netherlands. 

https://internetretailing.net/
https://www.esri.ie/news/brexit-reduced-overall-eu-uk-goods-trade-flows-by-almost-one-fifth
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Automate and optimize your fulfilment 
operations and improve delivery 
performance and customer satisfaction 
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Decrease your operating costs
Enjoy low, predictable pricing for 
fulfilment and storage.
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Provide fast, reliable fulfilment with delivery 
speeds as quickly as 1-day and >99%  
on-time delivery rate.

Multi-Channel Fulfilment (MCF) 
is a third-party logistics (3PL) 
solution offered by Amazon Supply 
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Learn more at  
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For retailers today, having a 
multi-channel presence is a must. 
Gone are the days when most 
retail businesses could thrive 
by selling through one channel, 
such as a brand website or brick-
and-mortar store. The majority of 
today’s retail consumers – 73% 
according to a survey by the 
Harvard Business Review – use 
multiple channels. 

To satisfy customer demand across brand websites, 
ecommerce marketplaces, social media selling sites, and 
physical stores, a growing number of retail businesses have 
adopted a multi-channel approach.

A recent survey that we conducted revealed that 70% of 
Amazon sellers sell through at least one off-Amazon channel. 
This percentage is likely to rise in the coming years as the 
number of different ecommerce sales channels increases. 

Selling across multiple channels can create opportunities for 
retailers to drive higher customer conversion rates and revenue 
growth, but it can also create challenges when it comes to 
handling logistics operations and delivering what customers 
want, wherever and whenever they want it. 

Many retailers turn to third-party logistics (3PL) providers 
to help them with inventory management and multi-channel 
order fulfilment. However, engaging multiple 3PLs to handle 
separate inventory pools dedicated to different channels, can 
lead to increased complexity and costs. 

For this reason, we’re seeing more and more retailers opting 
to consolidate their inventory with a single 3PL provider, like 
Amazon Supply Chain. 

The benefits of inventory consolidation 
Consolidating your inventory with Amazon Supply Chain can 
bring numerous operational and bottom-line benefits for your 
multi-channel retail business.

These include simplified, streamlined processes. Amazon 
Supply Chain eliminates the headaches that come with 
managing multiple 3PL providers – each of whom has 
different processes for inbounding, picking, packing, shipping, 
reporting and billing. With Amazon Supply Chain, your 
inventory management and order fulfilment processes will be 
consolidated, standardised and streamlined.

Additionally, Amazon Supply Chain’s Multi-Channel 
Fulfilment (MCF) solution – which provides fast, reliable 
fulfilment for your off-Amazon orders – can be easily and 
effectively integrated with all your sales channels and back-
end systems. With our apps and APIs, you can automate the 
entire order fulfilment process – from online checkout to your 
customers’ doorsteps – for all your channels.

Another benefit is optimal inventory distribution and 
utilisation. Amazon Supply Chain has the world’s largest 
fulfilment network, with over 200 fulfilment centres globally 
and 77 across the UK and EU. This makes us well-positioned 
to help retailers manage a single pool of inventory and deliver 
for customers around the world and across different channels.

With Amazon Supply Chain, you can: 

•Strategically distribute your inventory across our fulfilment 
network so it’s as close as possible to your customer base.
•Offer your customers a Prime-like delivery experience for 
orders across any channel, with shipping as fast as same-day 
in key locales and a greater than 99% on-time delivery rate.   
•Use your stock to fulfil both off-Amazon orders (with MCF) 
and on-Amazon orders (with Fulfilment by Amazon or FBA) – 
thereby exposing your inventory to multiple channels.

One more benefit that I would like to highlight is improved 
customer experience. Consolidating your inventory 
with Amazon Supply Chain will enable you to drive in-
stock and on-time delivery improvements and offer a 
consistent customer experience across all your channels. 
Conclusion
Since today’s retail industry landscape is full of complexity, 
retailers must strive to simplify their operations wherever 
possible. Consolidating your inventory with a single 3PL 
provider like Amazon Supply Chain can streamline your 
logistics operations and drive bottom-line growth.

GROWING YOUR  
MULTI-CHANNEL BUSINESS
Louise Ryan, senior manager, business development, at Amazon, highlights  
the benefits of consolidating inventory with a single 3PL provider  

Amazon Supply Chain provides best-in-class third-party 
logistics (3PL) solutions for companies of any size, across 
any industry. With Amazon Supply Chain, you can leverage 
the power of the world’s largest fulfilment network to grow 
your business through any sales or distribution channel. 
supplychain.amazon.co.uk 
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Multi-lender technology
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Pay with Deko
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Min. £0 Max. £5000
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Your deposit: £0

£41.66
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£55.55
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Buy Now Pay Later (BNPL) 
emerged in response to the 
early growth of ecommerce in 
the late 2000s, and the usage 
and availability of this payment 
method have steadily increased 
ever since. This has led to  
a seismic shift in expectations 
at checkout, with consumers 
now demanding the flexibility to 
pay with BNPL and other retail 
finance options. Consequently, 

these flexible payment options are now a must-have for 
retailers looking to remain competitive in a challenging 
economic climate. 

Despite the growth of BNPL, the development and 
sophistication of the products at the heart of the industry have 
lagged behind, with a one-size fits all approach remaining 
the status quo. Inevitably, many retailers who fall outside the 
‘traditional’ target markets for these products have been forced 
to compromise their customer experience, basket coverage 
and acceptance rates. That was, until now. 

Deko’s proprietary aggregation technology, accessed 
through a single integration, can instantly connect merchants 
to multiple products and multiple lenders – a first in the UK.  
As a result, we can comprehensively cover almost all industries, 
products and customer demographics. Essentially, it is our 
diverse panel of lenders that facilitates us to offer the broadest 
range of payment solutions for consumers on the market today, 
far greater than a single lender. 

Our multi-lender platform allows us to connect customers 
with lenders and finance products that are best-suited to 
their needs, boosting acceptance rates by up to 40%. Our 
product range means we can cover baskets up to £25,000, 
with repayment periods ranging from three to 60 months. 
Additionally, our platform has been built to maximise sales 
conversion through an array of online, mobile, instore and 

telephone sales channels. This coverage is unparalleled in the 
industry and benefits both consumers and merchants. All of 
this is enabled by our ability to aggregate lenders, which is 
paving the way for a one-stop retail finance platform. This is 
the Deko proposition. 

Rising basket abandonment is a real concern for businesses 
right now. However, the freedom to spread costs over time 
and the seamless user journey that Deko offers help reduce 
the number of customers dropping off at the checkout stage. 
This also helps improve the customer experience, since more 
consumers are empowered to buy the things they need. An 
example of the technology that underpins this user-centred 
approach is the capability of our lender decision engine to 
provide an outcome on the success of an application in just 
four seconds. 

As we look to the future of retail, BNPL is going to play  
a major role in the payments landscape for merchants.  
As competition between retailers continues to intensify, those 
stores that incorporate the latest retail finance technology at 
checkout will have a competitive advantage. Deko, with its 
revolutionary aggregator model, is the provider that offers this 
and, crucially, is the partner to help your business thrive in 
2023 and beyond.

CHANGING THE INDUSTRY
Melanie Vala, chief commercial officer at Deko, says that Deko’s unique 
aggregation model offers retailers a fresh approach to Buy Now, Pay Later 

Deko is a BNPL platform that helps consumers buy more of 
the things they love. Its unique multi-lender, multi-product 
aggregation solution allows merchants to provide fast and 
seamless access to a range of finance options at the point 
of sale. Unlike other providers, Deko’s offering covers  
a variety of basket sizes up to £25,000, making it easier 
for merchants to convert any basket, any size, anywhere.
dekopay.com 
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Shipping more than 75 parcels a day?
Contact us at www.gfsdeliver.com

See Delivery Differently
with

Consolidate orders with multiple carriers 
and channels into a single stream.

Single access to the widest choice 
of the world's leading carriers and major 

marketplaces including

In a Multi-Market and Multi-Channel World...
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The current economic and 
political landscape is taking 
a straight hit at delivery and 
logistics. While ecommerce sales 
boomed during Covid-19, the 
operational complexities have 
only grown, with the war in 
Ukraine destabilising the UK’s 
supply chain and logistics.

Operational costs, including 
domestic and international road freight rates, have risen 
significantly. While the price of shipping containerised freight 
from China has come down recently, it’s still expensive, with 
unreliable shipments and increased lead times. Collectively, 
the long-standing issue of labour shortages since Brexit, 
increased fuel surcharges and deflated consumer confidence 
have all inflated the operational cost base.

Breaking the barricade
As the challenges stack up, how can ecommerce businesses 
protect costs, create resilience and create the agility to pivot 
shipping operations while enhancing customer experience?

Planning for contingency 
The ongoing crisis makes it hard to forecast, while bombshells 
like postal strikes can have a paralysing impact on businesses 
reliant on a single delivery service. A rock-solid contingency 
plan created with a carrier partner is key.

Operations expert and industry thought leader Steve Davies 
says, “When you work with someone like GFS who’s a multi-
carrier solution, they‘re looking at what’s out there from a more 
tactical and strategic point. It’s a very different relationship that 
isn’t based on trying to keep you within a courier but actually 
trying to deliver the right service.” 

Communication and clarity
Most ecommerce giants are in a race to beat competitors to the 
customer’s doorstep but many miss the point — these customers 
expect clarity. The minute a purchase is made, a buyer 
expects visibility on the parcel status, so proactively offering 
them trackability is always critical — not just during delays or 
disruptions. According to a 2022 Ipsos-Octopia study, 85% 
of online shoppers say that a poor delivery experience would 
stop them ordering from that retailer again.

The power of ‘smart’ choice
If creatively executed, offering choice to customers at checkout 
can be a win-win. When Hampers.com found their operational 
costs rising, they worked with GFS to switch from a premium 

to an economic carrier for their free delivery service but also 
introduced a premium delivery service at a cost.

Another impactful option is offering sustainable delivery to 
eco-conscious customers. Start simple to offset spiralling costs 
with click and collect, parcel lockers, carrier partners with 
electric vans for final mile delivery.

Resetting from bad patterns
Ecommerce merchants need to reset expectations and get 
smarter around returns. According to Statista, 50% of UK 
adults think it’s the customer’s responsibility to pay shipping 
for online returns. Retailers need to give buyers more credit 
when it comes to their willingness to pay.

Expansion
While many might laugh off growth in a recession-bound 
market, the fact is a lower GBP makes UK exports more 
attractive. Now is a good time to think about international 
expansion and an online marketplace presence but this could 
fall flat unless backed with a robust delivery partner with strong 
local knowledge, multi-carrier connection in international 
lanes, and well-established marketplace integrations.

Driving delivery despite disruption
If the pandemic has taught us anything, it’s that ecommerce 
delivery can no longer rely on a single-carrier approach. 
Working with a multi-carrier partner adds the agility to offer 
flexibility, visibility and choice that protects the customer’s 
delivery experience. Also, there’s no longer any way of 
denying that automation technology reduces reliance on 
labour and contains operational costs. Ultimately, being willing 
to approach delivery differently will protect the customer 
experience and drive delivery, despite disruption. 

SHARPENING DELIVERY 
MANAGEMENT 
Bobbie Ttooulis, group marketing director at GFS, looks at how 2022 has 
lived up to its promise of being a challenging year and asks what ecommerce 
businesses can do to get creative with delivery management in today’s climate 

GFS delivers over 1,000 different carrier services through 
one integrated technology platform, one invoice and 
one relationship, giving retailers everything they need to 
deliver to customers around the world – in one place. 
GFS’ pioneering delivery solutions, including its Enterprise 
Carrier Management technology suite, deliver a market-
leading delivery experience with less cost, time and effort. 
gfsdeliver.com

https://internetretailing.net/
https://gfsdeliver.com/enterprise-carrier-management/
https://gfsdeliver.com/enterprise-carrier-management/
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Although unemployment remains 
at pre-pandemic lows, costs still 
continue to rise, with inflation 
now at 8.2%, down from 10.1% 
earlier this summer. Rising 
interest rates – intended to cool 
inflation – also make borrowing 
significantly more costly. At the 
same time, the stock market has 
been on a bit of a roller coaster 

ride this year. Despite the continued recession talk, economists 
seem divided on whether we’re already in one, heading into 
one, or we’ll avoid one altogether. Regardless, wages aren’t 
keeping pace with inflation – down 2.8% – causing more 
households to feel squeezed and leading to difficult spending, 
saving and debt decisions. With consumer confidence levels 
as fragile as ever, the average person is spending less, which 
is directly impacting brands across the country.

Price-conscious consumers and shifting behaviours present 
a challenge for established brand loyalty, especially with the 
holiday season approaching. The silver lining, however, is 
that loyalty programmes remain a tether for most consumers, 
with nearly 70% spending more with retailers when they are  
a loyalty scheme member.

Retailers need to be in tune with what consumers expect to 
get out of any loyalty programme and accept that they have 
become the cost of entry for doing business in a competitive 
market. As basket size decreases, accruing points is not  
a strong-enough incentive. Instead, retailers must focus on 
offering real, immediate value from their loyalty programme. 
Savvy brands will leverage the data within their reward plans 
to ensure messaging is relevant and tailored to the individual 
as a key utility builder.

So what strategies can retail marketers employ to resonate 
with stretched customers who are seeking out more value per 
pound spent than ever before?

Be sure to clearly communicate value in a relevant and 
personalised way. Remember, the customer-brand relationship 
is no different from those you have with friends – it behoves 
brands to treat each customer like an individual.

Loyalty programmes should aim to immediately alleviate the 
effects of inflation. There are plenty of ways to lessen inflation’s 
impact, such as offering members ‘price locked’ offers, digital 
coupons or cash-back offers.

Value means more than just the lowest price. The best 
marketers will highlight value adds such as free shipping, 
in-store experiences, gift with purchase, or even cost-saving 
perks such as products that cut down on energy bills. 

Highlight payment flexibility whenever possible. Buy Now, 
Pay Later adoption continues to increase and is expected to 
grow by 50.2% in the UK by the end of 2022, so marketers 
should be clear in their communications about the value. 

Consumer behaviour is nuanced, though – not every 
household faces the same level of cutbacks as the next. Polling 
or leveraging behavioural data such as first- and zero-party 
data to read the room and understand spend intent will play  
a critical role in how brands break through.

Avoiding the ripple effects of inflation is impossible. Rising 
prices, however, don’t have to mean less customer loyalty. By 
creating a digital marketing strategy that prioritises 1:1, data-
driven personalisation, retail marketers can highlight value 
in the face of inflation, provide convenience to burned-out 
shoppers and maintain the loyalty of their customers.

MEETING TODAY’S CONSUMERS 
WHERE THEY ARE – AND WITH VALUE 
Alison Lindland, Movable Ink’s chief client officer and executive vice president, 
considers the importance of focusing on customer loyalty in difficult times 

Customers don’t experience data, they experience content. 
Movable Ink activates any data into personalised content 
in any customer engagement. The world’s most innovative 
brands rely on Movable Ink to accelerate their marketing 
performance. With 600+ employees, the company 
is headquartered in New York City, with operations 
throughout North America, Central America, Europe, 
Australia and Japan. 
movableink.com

https://internetretailing.net/
https://www.ons.gov.uk/
https://www.ons.gov.uk/
https://www.theguardian.com/business/2022/jul/25/fifth-of-uk-households-have-negative-disposable-income-shortfall-pounds-60-essential-rent-food
https://www.bloomberg.com/news/articles/2022-08-18/uk-consumer-confidence-falls-to-lowest-since-1974-as-prices-jump
https://www.bloomberg.com/news/articles/2022-08-18/uk-consumer-confidence-falls-to-lowest-since-1974-as-prices-jump
https://www2.deloitte.com/us/en/pages/consulting/articles/how-to-build-leading-retail-loyalty-programs.html
https://www2.deloitte.com/us/en/pages/consulting/articles/how-to-build-leading-retail-loyalty-programs.html
https://www.chargedretail.co.uk/2022/05/31/bnpl-payment-in-uk-expected-to-reach-23bn-in-2022/
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in minutes

Spend less 
time shipping.

Our standalone shipping API is now helping 
fast-growing retailers, ecommerce platforms and 3PLs 
to gain access to all major selling channels and 
carriers - all via a single integration.
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growing.
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As global consumers face a 
cost-of-living crisis, what are 
the biggest challenges for 
retailers right now?
Hopes for 2022 included  
a return to more normal times. 
However, high inflation and 
increasing interest rates across 
markets prompted consumers to 
ask themselves whether now is  

a good time to spend. Similarly, many businesses are pondering 
just how much additional cost can be passed onto their core 
customer base in order to remain profitable, or even to stay 
afloat. Ongoing industry disruption, financial anxiety and 
elevated uncertainty are contributing to reduced confidence.

As financial storms brew for merchants and headwinds 
strengthen for households, recessionary behaviours are 
surfacing. Consumers will reconsider familiar channels, brand 
loyalties will be tested and both price and value will quickly 
become key drivers of change.

Do you have more insight into how consumers are likely 
to change their behaviour?
Recent research conducted by the Auctane family of brands 
(of which ShipEngine is a part) has shown that well over half 
of shoppers expect to cut back non-food spending to some 
degree towards the end of the year. UK consumers expect to 
cut back the most out of all global markets surveyed, which is 
likely to lead to a sharp reduction in spending this year.

The research confirms that the extent to which consumers 
intend to cut back is correlated with the degree of economic 
hardship each country faces. While consumers are set to cut 
back across non-food spending as a whole, the intensity will 
vary across categories. Apparel and electricals are set to be 
hit the hardest.

What can retailers do to continue winning customers  
during these times?
There are many levers merchants can consider to chase new 
businesses in challenging time. For example, by targeting 
international markets which are less impacted by the economic 
climate, or exploring new sales channels such as marketplaces, 
to hunt for demand.

That said, consumers are under no illusion that financial 
pressures will ease suddenly in the coming months. In response, 
businesses are looking at ways to drive further efficiencies, cut 
overheads and find innovative ways to reduce costs. Inevitably, 
some costs are being passed on to consumers across their 

goods and services, particularly for those operating on 
thinner margins. Successful businesses continually re-evaluate 
their propositions in response to emerging challenges. Some 
are already cutting back on previously free services such as 
delivery and returns, and now charge for them. However, this 
comes at a time when consumers are demanding more value 
and are actively considering alternatives to stretch budgets.

As a warning, retailers need to proceed cautiously when 
increasing delivery costs and extending timeframes. Time and 
again, our research shows that delivery speed and cost are 
the two most-important conversion factors for consumers. 
This is especially true for existing online shoppers who are 
familiar with free delivery and fast fulfilment times. Furthermore,  
if previously-enjoyed delivery services are tarred with newly-
introduced costs, retailers may struggle to attract typically 
store-based shoppers online.

Consumers are much more likely to accept delivery charges 
if they are positioned as ‘services’. For example, businesses 
can enhance the delivery experience by offering timed 
delivery slots (dynamic pricing), accepting returns, removing 
old products for disposal and offering supplementary services, 
particularly over busy shopping periods. 

NAVIGATING ECONOMIC 
UNCERTAINTY
Andrew Norman, general manager, enterprise API, ShipEngine, offers 
advice for growing businesses trading through the cost-of-living crisis

ShipEngine is a multichannel, multi-carrier shipping platform 
that provides best-in-class shipping functionality directly 
to ecommerce stores, logistics and warehouse providers, 
system integrators, ecommerce application integrators and 
new application developers. Built specifically for developers, 
ShipEngine’s robust set of shipping APIs enable developers 
to build custom workflows within their own platforms and 
streamline the ecommerce fulfilment process with real-time 
label generation, rate quoting, parcel tracking and address 
validation. ShipEngine supports carriers across the United 
States, Europe, Canada and Australia, including USPS, 
FedEx, UPS, DHL and many more. ShipEngine is a member 
of the Auctane family of companies. Auctane brands 
include ShipStation, Stamps.com, Packlink, ShippingEasy, 
ShipWorks, ShipEngine, Endicia, Shipsi, GlobalPost and 
Metapack, with offices in El Segundo, Austin, London, 
Madrid, Sunnyvale, Zielona Gora, Atlanta and St. Louis.  
shipengine.com
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Top50

ALLSOLE
AMARA
B&H PHOTO 
VIDEO
BAUKJEN
BLOOM & WILD
CROCUS
DHGATE.COM
EMP
FASHION NOVA
FASHION WORLD
GET THE LABEL
GOBLIN GAMING
GROUPON
HEINNIE HAYNES
HOLISTICSHOP.
CO.UK
I SAW IT FIRST
IHERB
ILGUFO
IMPERICON
IWOOT
KATE'S CLOTHING
LOVEHONEY
MEDISAVE
MICRODREAM
MILANOO
MONCLER
MOTEL
MY VITAMINS
MYMEMORY
MYPROTEIN
OH POLLY
PINK BOUTIQUE
PREZZYBOX
REDBUBBLE
LA REDOUTE
REFRESH 
CARTRIDGES
REVOLUTION 
BEAUTY
REVOLVE
SENNHEISER
SIMPLY SWIM
SKINNYDIP
SOCIETY6
SOUS CHEF
SPARTOO
THOMANN
TJC

WETSUIT CENTRE

WHEELSPIN 
MODELS

ZAZZLE

ZOOPLUS
Top150

365GAMES.CO.UK
ALLBEAUTY
ALPKIT
AMBROSE 
WILSON
APPLIANCE CITY
ARIAT
ATOM RETRO
AWD-IT
BANG GOOD
BETTER 
BATHROOMS
BIKESTER
BLUEBELLA
BOOKDEPOSITORY.
COM
BOX.CO.UK
BRASTOP
BUNCHES 
FLORAPOST
CCL COMPUTERS
CHANEL
CHARTERHOUSE 
AQUATICS
COACH
COGGLES
CONNOX
CULT BEAUTY
DEPOP
DISCOUNT 
SUPPLEMENTS
DOLLS KILL
DONALD RUSSELL
E-INFINITY 
CAMERA STORE
EBUYER.COM
EMPIK
EXANTE
FFX
FIND ME A GIFT
FIRST CLASS 
WATCHES
FLOORING 
SUPPLIES
GEEKBUYING
GEMPORIA
GRAHAM AND 
BROWN
GRAILED
HARTS OF STUR
HELLY HANSEN
HELMET CITY
HONOUR
HOT TOPIC
HQHAIR

These are the UK retailers and brands that follow the RetailX UK Top500, in alphabetical order within performance clusters.  
Clusters are based partly on Footprint – retailers’ size and significance by revenue, web traffic and stores – and mostly on performance  
in the four Dimensions of Find, Delivery, Mobile and Checkout

IRONMONGERY
DIRECT
JML
JOLLYES
LANCOME
LAND WARRIOR 
AIRSOFT
LIGHTINTHEBOX
MANKIND
MARC DARCY
MASTER OF MALT
MILITARY 1ST
MINIINTHEBOX
MITRE
MODA OPERANDI
MR MEMORY
MYBAG
NAPAPIJRI
NATURAL BABY 
SHOWER
NATURE'S BEST
NORDSTROM
NORMANS
OAK FURNITURE 
LAND
OFFICE 
FURNITURE 
ONLINE
PHOTOBOX
POWERTOOL 
WORLD
PRIMROSE
PROBIKEKIT
PROFESSIONAL 
MUSIC 
TECHNOLOGY
RAY-BAN
REFORMATION
REI
RUBBERSOLE
RUNNERINN
RUNNERS NEED
SARAH RAVEN
SAVILE ROW 
COMPANY
SHOPTO
SIMPLY HIKE
SOURCE BMX
STINKYINK.COM
SUIT DIRECT
SUUNTO
TOMS
TREDZ
TREKKINN
TRUFFLESHUFFLE
TWEEKS CYCLES
VALENTINO

VANS

VONHAUS
WETSUITOUTLET
THE WHISKY 
EXCHANGE
WINSTANLEYS 
BIKES
WORDERY
YOUR SPARES
ZAVVI

Top500
1ST DIBS

4OURHOUSE
7DAYSHOP
ABBOTT LYON
ACNE STUDIOS
AFFORDABLE 
GOLF
AFFORDABLE 
MOBILES
ALL JIGSAW 
PUZZLES

ALLIANCE ONLINE

ALZA
AMERICAN EAGLE
AMERICAN 
SWEETS
ANDREW MARTIN
ANGLING ACTIVE
ANN'S COTTAGE
APMEX
ARC'TERYX
ARIA 
TECHNOLOGY
ASTLEY CLARKE
ATTITUDE 
CLOTHING CO.

AUDIO AFFAIR

AUDIOVISUAL 
ONLINE
AVEDA
AX PARIS
BABI PUR
BABYLISS
BAREMINERALS
BARGAIN MAX
BAX MUSIC
THE BEAD SHOP
BEAUTY BASE
BEAUTY EXPERT
BEDS.CO.UK

BEE INSPIRED

BEER52
BEERS OF 
EUROPE

BEERWULF

BELLA BARISTA

BENEFIT SAN 
FRANCISCO
BERGFREUNDE 
(ALPINE TREK, 
ALPINISTE)
BERGHAUS
BIGDUG
BIKE24
BILD SHOP
BIRCHBOX
BLACKLEAF
BLOOMING 
ARTIFICIAL
BLOOMINGDALE'S
BLUE TOMATO
BLUE VANILLA
BONPRIX
BOOZT.COM
BREMONT
BRILLIANT EARTH
BROWN BAG 
CLOTHING
BUYAGIFT
BUYMOBILES
BUYSPARES
BUYTSHIRTS
ONLINE
BUYWHOLEFOODS
ONLINE.CO.UK
C.GARS
CAMPING WORLD
CARECO
CARTRIDGE 
PEOPLE
CASA DEL LIBRO
CDJAPAN
CHI CHI LONDON
CHILDSPLAY 
CLOTHING
CHILLBLAST
CHRISTY
CHURCH'S
CLICK BASIN
CLIFFORD JAMES
CLINTONS
COLOURPOP
COLUMBIA 
SPORTSWEAR
COMPLETE CARE 
SHOP
CONTACT LENSES
COUNTRY ATTIRE
CRAGHOPPERS
CRICKET DIRECT
CRUCIAL

CURRENT BODY

CURVISSA
CVP

CYBERPOWERPC
CYCLESTORE
DALES CYCLES
DELONGHI
DERAMORES
DERBY HOUSE
DERMALOGICA
DESENIO
DESMONDAND
DEMPSEY
DIAMONDS 
FACTORY
DIGITALPRINTING.
CO.UK
DIRECT SOCCER
DOBELL
DOCKERS
DRESSLILY
DRINK STUFF
DRINKSUPER
MARKET
DSQUARED2
DUKE OF UKE
DUREX
E-OUTDOOR
EARLY LEARNING 
CENTRE
EFLORIST
ELECTRICAL 
DEALS
EMMA
ENDURA
ERICDRESS
ESCENTUAL
ESTEE LAUDER
EVAQ8
EVERLANE
EVERYTHING5
POUNDS.COM
EVIKE.COM
EXECUTIVE 
SHAVING
EXPRESS
EYE BUY DIRECT
FALSEEYELASHES.
CO.UK
FENWICK
FINE BEDDING
FIORUCCI
FIREBOX
FITFLOP
FLATSPOT
FOCUSRITE
FONEHOUSE
FREEMANS.COM
FUNKY PINGEON
FURNITURE IN 
FASHION

THE GAME 
COLLECTION
GEARBEST
GETGEARED
GHD HAIR
GIANT BICYCLES
GINGER RAY
GO GROOPIE
GO SMOKE FREE
GOG.COM
GOGGLES4U
GREAT LITTLE 
TRADING 
COMPANY
A GREAT READ
GRINDSTORE
GYMSHARK
HALLOWEEN 
COSTUMES
HAMILTON GAS 
PRODUCTS
HANDLESTORE.
COM
HANON
HARRY CORRY
HARRY'S
HARVEY NORMAN
HERMES
HERSCHEL 
SUPPLY CO
HOME, BEAUTY & 
GIFT SHOP
HOMEDICS
HONOR
HOWE TOOLS
HOWIES
HUNTER
I-SELLS
IDEAL WORLD
IKRUSH
INDIGO HERBS
IROBOT
IZABEL LONDON
JANAN
JEFFREE STAR 
COSMETICS
JJ'S HOUSE
JO MALONE
JOKERS' 
MASQUERADE
JURA WATCHES
JUST BB GUNS
JUST FABRICS
JUST KAMPERS
JUST KEEPERS
KALEIDOSCOPE
KIPLING
KITLOCKER.COM
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KMR AUDIO
L'ESTRANGE
L.L.BEAN
LAPTOP OUTLET
LEDKIA
LENOVO
LENSTORE
LIFE STYLE 
SPORTS
THE LIGHTBULB 
COMPANY
LIGHTBULBS 
DIRECT
LINKS OF LONDON
LIQUID
LIVERPOOL FC
LOGITECH
LOOK FABULOUS 
FOREVER
LOOKAGAIN.
CO.UK
LOVECRAFTS
LUISAVIAROMA
MAGIC 
MADHOUSE
MAIL SHOP
MAISONS DU 
MONDE
MENNACE
METALS4U
MIKE'S DIVE 
STORE
MISSOMA
MISSPAP
MISTER AUTO
MOBILE PHONES 
DIRECT
MOBILES.CO.UK
MODELSPORT
MOLESKINE
MOVE DANCE
MUSICMAGPIE
MUSICROOM
MYTOOLSHED.
CO.UK
NATIVE 
SKATESTORE
NATURAL 
HISTORY MUSEUM 
SHOP
NEAL'S YARD 
REMEDIES
NEVERFULLY
DRESSED
NOTEBOOKS
BILLIGER
NRS HEALTHCARE
NUMBER 1 PLATES
OHH DEER

OI POLLOI
OLDRIDS & 
DOWNTOWN
OLIVE
ONEPLUS
ONLINE 4 BABY
ONLINEGOLF
OPONEO
ORLEBAR BROWN
OUTDOORGB
OUTDOOR
WORLDDIRECT
PANERAI
PAPERSTONE
PARK CAMERAS
PARTS EXPRESS
PAWS
PEN HEAVEN
LA PERLA
PERSONALISED 
GIFT SHOP
PET DRUGS 
ONLINE
PET PLANET
PETER CHRISTIAN
PETER TYSON
PHARMACY FIRST
THE PI HUT
PIMORONI
PLANET X
PLASTIC 
BOXSHOP
PLUGIN BOUTIQUE
PLUMBWORLD
POETRY
POND PLANET
POWERHOUSE 
FITNESS
PREDATOR 
NUTRITION
PREMIER MAN
PRETAVOIR
PRINCESS POLLY
PRINTERLAND
PURE 
COLLECTION
PURLFROST
RAKUTEN
REPLACE BASE
REVERB
RIEKER
RISEART
RIVERFORD 
ORGANIC 
FARMERS
ROBOT SHOP
ROCK + RUN
ROCO

RUTLAND 
CYCLING
SAA
SAKS FIFTH 
AVENUE
SAMSONITE
SCIENCE IN 
SPORT
SELECT SPECS
SERENATA 
FLOWERS
SEWING 
MACHINES 
DIRECT
SGS
SHIP IT 
APPLIANCES
SHOPBOP
SIK SILK
SIMPLE LIGHTING
SIMPLY
SUPPLEMENTS
SJS CYCLES
SKATEDELUXE
SKATES.CO.UK
SMIGGLE
SOAK&SLEEP
SOLOPRESS
SOPHIE ALLPORT
SOSANDAR
SPEEDO
SPIRAL
SPYCAMERACCTV
START-RITE
STRENGHT SHOP 
UK
STRESSNOMORE
STRINGS DIRECT
STUDIOSPARES
SURFDOME
SUTTONS
SVP.CO.UK
SWANN
SWEATBAND
T.H. BAKER
T2
TAG HEUER
TAYLOROFOLD
BONDSTREET
TBDRESS.COM
TEAPIGS
TENNISNUTS
THOMAS PINK
THOMPSON & 
MORGAN
TILE MOUNTAIN
TITUS
TLC ELECTRICAL 
SUPPLIES

TOBI
TOG24
TOKYO LAUNDRY
TOMTOP
TOO FACED
TOOLSTOP
TOTALLY WICKED
TOWER LONDON
TRADING DEPOT
TROPHY STORE
TROUVA
UK JUICERS
UK SOCCER SHOP
UK TOOL CENTRE
ULTRALIGHT 
OUTDOOR GEAR
THE UNDERFLOOR 
HEATING STORE
UTERQUE
VAMPIRE VAPE
VAPEMATE
VASHI
VERTBAUDET
VESTIAIRE 
COLLECTIVE
VITABIOTICS
WATCHES2U
WICKED UNCLE
THE WINE 
SOCIETY
WINEWARE
WINSTANLEYS 
PRAMWORLD
WRAPPZ
XS STOCK
ZATU

Top1000
31DOVER
3DEXPORT
A.P.C.
A.S. ADVENTURE
ABIHAIL AHERN
ACE & TATE
ACQUA DI PARMA
AD TYRES
ADDNATURE
ADOLFO 
DOMINGUEZ
AESOP
AFTERSHOCK
AIRFIX
AIRSOFT WORLD
ALEX MONROE
ALPINE
ALTERNATIVE
FLOORING
ANGELS FANCY 
DRESS

ANIMAL
ANTLER
AQUALISA
ARROW
ASK DIRECT
ASTRID&MIYU
ATKINSONS 
BULLION
AWESOME BOOKS
BA&SH
BABYSECURITY
BALENCIAGA
BANG+STRIKE
BAPE
BARKER SHOES
BATTERY STATION
BEDECK
BELAZU
BIKE-DISCOUNT
BIKEINN
BILLIONAIRE BOYS 
CLUB
BIMUNO
BIRKENSTOCK
BITIBA
BLACK 
BUTTERFLY
BLACK CIRCLES
BLEACH LONDON
BLOC BLINDS
BLOC EYEWEAR
BLOOM
BOBBI BROWN
BODUM
BODYBUILDING
BONDARA
THE BOOK 
PEOPLE
BOOKTOPIA
BOROUGH 
KITCHEN
BOTICCA.COM
BOULANGER
BOX MENSWEAR
BRAKEBURN
BRANTANO
BREITLING
BRICKLINK
BRITISH CORNER 
SHOP
BRITISH HOME 
STORE (BHS)
BROOK TAVERNER
BROTHER2
BROTHER
BUGGYBABY
BULK POWDERS
BULLIONBYPOST

BURT'S BEES
BUSTER + PUNCH
BUYAPARCEL
CABELA'S
CAMBRIDGE 
AUDIO
CANTERBURY
CANYON
CAR PARTS 4 LESS
CARTRIDGE SHOP
CASE-MATE
CASTORE
CAT
LE CHAMEAU
THE CHAMPAGNE 
COMPANY
CHAMPION
CHAPELDOWN
CHARLOTTE 
TILBURY
THE CHELSEA 
MEGASTORE
CHEMIST 4 U
CHEMIST DIRECT
CHIC ME
CHLOE
CHRISTYS'
CHRONO24
CIATE LONDON
CLASSIC 
FOOTBALL SHIRTS
CLOSET LONDON
CLUSE
COMPLETE 
AQUATICS
COMPUTER
PLANET.CO.UK
CONRAN SHOPS
COOLSHOP
COOMBE FARM
COWSHED
CRAFTER'S 
COMPANION
CRAZY 
CLEARANCE
CREATE AND 
CRAFT
CULT FURNITURE
CURVY KATE
DAISY LONDON
DAMART
DARTINGTON 
CRYSTAL
DAS KEYBOARD 
(METADOT)
DAVID AUSTIN
DAVID'S BRIDAL
DEFSHOP
DESIGNERSGUILD

THE DIAMOND 
STORE
DIANE VON 
FURSTENBERG
DISPLATE
DJKIT.COM
DOCK & BAY
THE DOG'S 
DOODAHS
DORMEO
DRINKS DIRECT
DUALIT
DUBARRY OF 
IRELAND
DUCHAMP 
LONDON
DUKE & SONS
DYLON
E LIQUID FLAVOUR 
CONCENTRATES
EBID
THE ELECTRICAL 
SHOWROOM
ELEMIS
ELVIE
EPIC GAMES
ESPA
ETHICAL 
SUPERSTORE
EXCEPTIONAL AV
FABB FURNITURE
FABLETICS
FAITH IN NATURE
FANATICAL
FANCYDRESS.
COM
FARMDROP
FASTTECH
FAWKES CYCLES
FC MOTO
FEEL GOOD 
CONTACTS
FENN WRIGHT 
MANSON
FESTOOL POWER 
TOOLS
FEVER LONDON
FILLING PIECES
FINE ART 
AMERICA
THE FINE CHEESE 
CO
FINE COFFEE 
CLUB
FINISH LINE
FIORELLI
FIRE PROTECTION 
ONLINE
FIRST 4 MAGNETS
FIRST TUNNELS
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FISHINGMEGA
STORE.COM
FISHPOND
FLIGHT STORE
FLORIS LONDON
FLRYDAY
FOOTWAY
FOREO
FRESH
FRESH EGO KID
FUNCTION18
FUNKO
FUTBOLEMOTION
GEOX
GET LAID BEDS
GETTING
PERSONAL.CO.UK
GIUSEPPEZANOTTI
GLISSHOP
GLOVERALL
GODMINSTER
GOLFBASE
GOLFGARB
GOODNESS 
DIRECT
GOODWIN SMITH
GOOSE & 
GANDER
GORGEOUS SHOP
GRAFF-CITY
GRATTAN
GREAT 
OUTDOORS
GRENSON
GRIFFIN 
TECHNOLOGY
GUNFIRE
H-KING
HALLMARK
HANDLES4U
HARRISON 
CAMERAS
HAVEN
HDEW CAMERAS
HEALTHSPAN
HEALTHY 
SUPPLIES
HEIDI KLEIN
HELP FOR 
HEROES SHOP
HERMAN MILLER
HIFIX
HIGH & MIGHTY
HISENSE 
CORPORATION
HIVE.CO.UK
HODINKEE
HOUSE OF 
HACKNEY
HOUSEOLOGY

HUAWEI
HUDABEAUTY
HUMAN KINETICS
HUMANSCALE
HUMAX
HUSH PUPPIES
HYPE
HYPERDRUG.
CO.UK
HYPERX
ICANDY
ICONIC WATCHES
IGERO
ILLAMASQUA
ILLY
THE 
INDEPENDENT 
PHARMACY
INSTANTGAMING
INTERIOR GOODS 
DIRECT LIMITED
INTERNET-INK.
COM
J CREW
JACKSONARTS
JAEGER-
LECOULTRE
JAPAN CENTRE
THE JAPANESE 
SHOP
JBL
JE JAMES CYCLES
JELLYCAT
JETPENS
JOHN SMEDLEY
JOMA JEWELLERY
JOSEPH JOSEPH
JUICYCOUTURE
JULES B
JYSK
KANO
KARNDEAN
KERASTASE
KEW SHOP
KILLSTAR
KILNER
KINGS WILL 
DREAM
KINGSTON 
TECHNOLOGY CO.
KINGUIN
KITRI
KNOMO
KSIAZKA
LARSSON & 
JENNINGS
LAURA MERCIER
LAVISH ALICE
LED HUT

LEISURE OUTLET
LELABO
LELO
LENSES FOR HIRE
LEXMARK
LIME CRIME
LINDT
LIVEWELL
LOAKE
LOOT CRATE
LOUD
LOUNGE
LOVELL SPORTS
LUCKY VITAMIN
LUMIE
MACALLAN
MACYS
MAD4TOOLS.COM
MANTEL
MARIA TASH
MARIMEKKO
MATT & NAT
MATTEL
MAXI MUSCLE
MCM
MEACO
MEDTREE
MEILLEUR DU 
CHEF
MELI MELO
MERCHOID
MESHKI
MICOLET
MISCO
MISS A
MISS DESIGNER 
GOLF
MLB SHOP
MOBRO'S
MODANISA
MODCLOTH
MORECOMPUTERS
MORELE.NET
MORPHE
MOSCHINO
MUSCLE & 
STRENGTH
MUSIC STORE
MVMT WATCHES
MY FONTS
NAILS INC
NATIONAL 
GEOGRAPHIC
NEOM ORGANICS
NEWCHIC
NFL SHOP
NICCE
NIOD

NITROTEK
NKUKU
NOMOS 
GLASHUTTE
NUIQUE
NYX 
PROFESSIONAL 
MAKEUP
OCULUS
OFF-WHITE
OFFCUTS
OFFICIAL CAR 
MATS
OLIVER SPENCER
OLIVIABURTON
ON RUNNING
ONE KINGS LANE
ONEDIRECT
ONITSUKA TIGER
OPTIMAL PRINT
THE ORDINARY
ORIGIN
PACKT
PACSUN
PADDERS
PAI SKINCARE
PALACE 
SKATEBOARDS
PANASONIC 
MARKETING 
EUROPE
PANDA HALL
PARADOXPLAZA
PARTY PIECES
PAT MCGRATH 
LABS
PAULA'S CHOICE
PC SPECIALIST
PEDIWEAR
PENELOPE 
CHILVERS
PENFIELD
PERFUME CLICK
PICSTOP
PINEAPPLE
PIPINGROCK
PLACES + FACES
PLAYASIA
PLAYFUL 
PROMISES
POLYBAGS
POSHMARK
PRETTY 
BALLERINAS
PRINGLE OF 
SCOTLAND
PRINTER INKS
PRINTERBASE
PROFILE FASHION
PROSWIMWEAR

THE PROTEIN 
WORKS
PURE LUXURIES
PUREWELL
RACHEL JACKSON 
LONDON
RADO
THE RAGGED 
PRIEST
RAINS
RAWLINS
RAZOR
RCMART
REAL FOODS
REEM CLOTHING
RELIGION
REN CLEAN 
SKINCARE
REPLAY
REPTILE CENTRE
REX LONDON
RGB DIRECT
RHA
RHS PLANTS
RIBBLE
RINGTONS
RITUALS
RIXO
ROBERT WELCH
ROLLERSNAKES
ROSE GAL
ROYAL 
COLLECTION 
TRUST
RS ELECTRICAL 
SUPPLIES
RUTLANDS
SAATCHIART
SCARLETT&JO
SDS LONDON
SEASONOFMIST
SELECTED
SELF-PORTRAIT
SHEDSTORE
SHEET MUSIC 
PLUS
SHOETIQUE
SHORE
SHURE
SILVER CROSS
SIMON CARTER
SIMPLICITY
SIMPLY SCUBA
SKOPES
SLINGSBY
SMARTBUY
GLASSES
SNOWINN

SOHOHOME

THE SOLAR 
CENTRE
SONIC 
ELECTRONIX
SONY
SOPHIA WEBSTER
SOTHEBY'S
SOUNDS TRUE
SOUTHERN 
UKULELE STORE
SPECIALIZED
SPECTACLES
STANFORDS
START FITNESS
STORE.BG
STORM
STUBHUB
STUSSY
STUTTERHEIM
STYLEBOP.COM
STYLEFILE
SUITSUPPLY
SUPPLEMENT 
CENTRE
TAIWANGUN
TARTE
TASSIMO
TCGPLAYER, INC.
TEACHERS PAY 
TEACHERS
TECH IN THE 
BASKET
TEEPUBLIC
TEFAL
TEMPLESPA
THEDRINKSHOP.
COM
THEO FENNELL
THERMALTAKE 
TECHNOLOGY CO.
THIS WORKS
THOUGHT
THREAD
THREADLESS
THRIFTBOOKS
THRUSTMASTER
TILLY AND THE 
BUTTONS
TIMEX
TIMEX 
CORPORATION
TITOLO
TOM FORD
TOMTOM
TOOLDEN
TOPVINTAGE

TRACTIVE

TRADE COUNTER 
DIRECT

TRAPSTAR
TRAVEL LUGGAGE 
& CABIN BAGS
TREKBIKES
TTS GROUP
UBERKINKY
UNDERU
UNIVERSAL AUDIO
UNIVERSAL 
WORKS
V&A SHOP
VAGABOND
VAN-DAL
VANCLEEF&
ARPELS
VAT19
VERO MODA
VICTORIA 
BECKHAM
VICTORINOX
VIKING
VILEBREQUIN
VITRA
THE WATCH 
GALLERY
WAYLAND GAMES
WEBBS GARDEN 
CENTRES
WEBTEMPLATES
WEEKEND MAX 
MARA
WELLGOSH
WHITE FOX
WHYBUYNEW

WICKED WEASEL

WISHTREND

WOLSEY
WONDERLAND 
MODELS
WORKING CLASS 
HEROES
WORLD OF 
CAMPING
WRANGLER
WWE SHOP
XIDAX
XL MOTO
YAMAHA
YMC
YOINS
YUMOVE
ZAFUL
ZUMIEZ

Top1500
24MX
ABEL & COLE

ABSOLUTE-SNOW.
CO.UK

https://internetretailing.net/


November 2022         19    © 2022 retailx.net, distributed by InternetRetailing.net 

ACE (EXPRESS 
GIFTS)
ACER
ALBAM
ALFRED DUNHILL
AMERICAN 
TOURISTER
ANGLIA TOOL 
CENTRE
ANGLING DIRECT
ANIMED DIRECT
APPLIANCE 
HOUSE
APPROVED FOOD
APRICOT
ARCADE WORLD 
UK
ARDMOOR
ARGENTO
AROMATHERAPY 
ASSOCIATES
ARTFINDER
ASSOS
ASTRO
AVERYS WINE 
MERCHANTS
BAGS OF LOVE
BAKERY BITS
BALLICOM
BALMAIN
BANANA MOON
BANANAFINGERS
BASE FASHION
BASE.COM
BASS PRO SHOPS
BATH & UNWIND
BBQ WORLD
BED BATH & 
BEYOND
BEER 
MERCHANTS
BELKIN
BESTSELLER
BIKE-
COMPONENTS
BISCUITEERS
BJORN BORG
BLACK.CO.UK
BLICK
BLINDS2GO
BOCONCEPT
BODYBUILDING 
WAREHOUSE
BOKUS
BOL.COM
BOOMKAT
BRABANTIA
BRANDALLEY

BRANDY MELVILLE

BREW UK
BRILLIANT BIKES
BROMPTON 
BICYCLE
BROOKS 
BROTHERS
BUCHERER
BUY BRAND 
TOOLS
BUYABATTERY.
CO.UK
BVB FANSHOP
BVLGARI
CALUMET 
PHOTOGRAPHIC
CAMERA JUNGLE
CAMERAWORLD
CAMPBELL 
MILLER TOOLS
CAMPBELLS MEAT
CANADA GOOSE
CARAT* LONDON
CARRIER BAG 
SHOP
CARTIER
CARTRIDGE 
DISCOUNT
CASEKING.DE
CASETIFY
CASTLEGATE 
LIGHTS
CBAZAAR
CHARACTER.COM
CHATHAM
CHINESE 
MOTORCYCLE 
PARTS ONLINE
CHO
CHOCOLATE 
TRADING CO
CHRISTIES DIRECT
CHRISTOPHER 
WARD
CIRCULON
CLAS OHLSON
CLAUDIE PIERLOT
CLEARANCE365
CLIFTON 
CAMERAS
CLOTHES2ORDER
CLOVE
CLUBHOUSE 
GOLF
COCOON CENTER
COES
COMMS EXPRESS
CONSORTIUM
THE CONTAINER 
STORE

CONVERSE

COOLBLADES

COX MOTOR 
PARTS
CRAMPTON AND 
MOORE
CREATIVE
CULT PENS
CYCLESURGERY
D&M TOOLS
DANCOVER
DANIEL
DANIEL 
WELLINGTON
DAVPACK
DAWSONS MUSIC
DBRAND
DC SHOES
DECITRE
DESIGN BY 
HUMANS
DESIGNER 
DESIRABLES
DFROBOT
DI VAPOR
DIADORA
DIGITAL SAVE
DIRECT SIGHT
DIRECT SPORTS
DIRECT WOOD 
FLOORING
DISCOUNT 
STICKER PRINTING
DK
DOLLY AND 
DOTTY
DOLPHIN FITNESS
THE DRESSING 
ROOM
DRFOX
DRINK FINDER
ECOOKSHOP
EDINBURGH 
BICYCLE CO-
OPERATIVE
EDWIN
EKOSPORT
THE ELECTRICAL 
COUNTER
ELECTRICAL 
DISCOUNT UK 
(HARRY GARLICK)
ELECTRICSHOP
THE ELECTRONIC 
CIGARETTE 
COMPANY

ELECTRONIC 
TEMPERATURE 
INSTRUMENTS

ENEBA

ENGLISH 
HERITAGE

ENVIROFONE
EOBUWIE.PL
ESPARES
ETON
ETYRES
EUROFFICE
EVE SLEEP
EVERYONEDOESIT
EVO
EVOLUTION 
ORGANICS
EXPRESS 
TRAINERS
FALKE 
ERGONOMIC 
SPORT SYSTEM
FANATICS.COM
FARAH
FASHIONETTE
FEEDEM
FIERCE PC
FILA
FILSON
A FINE PAIR OF 
SHOES
FINERY LONDON
FIRSTAID4SPORT
FISHING TACKLE 
AND BAIT
FJALLRAVEN
FLOORING 
SUPERSTORE
FLOORMATS
FOLKSY
FOOTJOY
FR JONES AND 
SON
FRAMES.CO.UK
FRED ALDOUS
FREYA
FROST
FRUGI
FRUUGO
G. H. BASS & CO
G2A.COM
GAMESPLANET
GAMOLA GOLF
GANNI
GARDENSITE
GARDENTRADING
GB POSTERS
GHOST LONDON
GIBSON
GIEVES & 
HAWKES
GILLETTE
GINA BACCONI
GIRL MEETS 
DRESS
GIVENCHY

GLASSES DIRECT
GLENMUIR
THE GOLF SHOP 
ONLINE
GOLF SUPPORT
GOOP
GRASSCITY
GRAZE
GREAT PLAINS
GREEN MAN 
GAMING
GREENFINGERS
GREENMAN 
BUSHCRAFT
GRENADE
GUDRUN SJODEN
GUITAR.CO.UK
HANDTECH
HARGROVES 
CYCLES
HARMAN
HARPERCOLLINS 
PUBLISHERS
HARVEYS

HELLO PRINT

HEMA

HHV

HIGH STREET TV
HIGHER NATURE
HMV
HOKA
THE HOME BREW 
SHOP
HOME HEALTH UK
HONESTBREW
HONEY BIRDETTE
HOOVER
HOPE EDUCATION
HOTLINE
HP
HTC
HUMMEL
THE HUNDREDS
HUNKEMOLLER
HUSH
INTERFLORA
JABRA
JACK WOLFSKIN
JACKSON SPORTS

JADED LONDON

JAQUES LONDON
JIGSAW PUZZLES 
DIRECT
JOHN ANTHONY
JTF
JUST MINIATURES

JUST VITAMINS

KARL LAGERFELD
KEEN
KELLER SPORTS
KENWOOD
KICK GAME
KICKERS
KITCHENAID
KLARSTEIN
KNIFE 
WAREHOUSE
KNIFECENTRE
KNIVES AND 
TOOLS
KPOPTOWN
KTICHEN DOOR 
WORKSHOP
LAVAZZA
LD MOUNTAIN 
CENTRE
LEADER DOORS
LEE
LESSTHAN10
POUNDS
LIFE&LOOKS
LILY'S KITCHEN
LINDY
LINGERIE OUTLET 
STORE
LITTLE MISTRESS
LIVING SOCIAL
LN-CC
LOLA ROSE
LONDON CAMERA 
EXCHANGE
LOVELL RUGBY
LOWEPRO
LUKE
LULU GUINNESS
LULUS
M&P
MADE IN DESIGN
MADEWELL
MAHARISHI
MAIL ORDER 
TREES
MAISON 
MARGIELA
MAJE
MAMMUT
MAPPIN & WEBB
MARKS 
ELECTRICAL
MARLEY
MARSHALL
MASKWORLD
MASTERSHOE
MAXICOFFEE
MCKEEVER 
SPORTS
MEDICANIMAL

MEGA FANCY 
DRESS
MERRELL
MICRO SCOOTER
MIELE
MIGHTY APE
MILITARIA.PL

MILK & MORE

MILLYS STORE
MIRRAW
MIST
MISTER SPEX
MMOGA
MOBILE FUN
MOBILE STORE
MODA 
FURNISHINGS
MONOPRICE
MORPH 
COSTUMES
MORPHY 
RICHARDS
MOUNTFIELD
MPB.COM
MR CENTRAL 
HEATING
MR PORTER
MURDOCK 
LONDON
MUSIC MATTER
MY 1ST YEARS
MYPICTURE.
CO.UK
MYTRENDYPHONE
NAKED WINES
NARS

NESCAFE DOLCE 
GUSTO

NEWARK 
ELECTRONICS
NEXT DAY COFFES
NITE WATCHES
NOMADS 
CLOTHING
NORDICNEST
NORTHERN 
PARROTS
OCEAN LIGHTING
ODYLIQUE
ONBUY
OPEN AIR
OPTICSPLANET
OPTOMA
ORIFLAME
OSPREY LONDON
OTTERBOX
OUTDOOR TOYS
THE OUTNET
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PACKAGING2BUY
PADDOCK
THE PAINT SHED
PANACHE
PANAMOZ
PARFUMDREAMS
PARROT
PARTMASTER
PARTYRAMA
PATROL BASE
PEACH GUITARS
PEAK DESIGN
PEDAL ON
PEDAL 
REVOLUTION
PERUVIAN 
CONNECTION
PET 
PRESCRIPTION
PETSHOP.CO.UK
PHARMACY2U
PHARMICA
PHYSIOROOM
PNEUS ONLINE
POLAR
POLARPRO
POLES & BLINDS
POPCULTCHA
PORTMEIRION
POSTERLOUNGE
POWER BODY
POWER TOOLS UK
POWERMYSELF.
COM
PRENDAS 
CICLISMO
PRESENT FINDER
PRINTED.COM
PURE PENS
QUIET PC
QWERTEE
RAINBOW VAPES
RANSOM SPARES
RAPID 
ELECTRONICS
THE REALREAL
REIDYS MUSIC
REIFEN DIREKT
RELIANT DIRECT
REPERTOIRE
RHS
RICHARD 
HAWORTH
RIMOWA
ROBERTS
ROCKS & CO.
RODIAL
ROOFING 
SUPERSTORE
ROSE

ROUGH TRAX
ROYALDESIGN

ROYS OF 
WROXHAM

RUE LA LA

RUGVISTA

RX SPORT
S3I GROUP
SAFETYLIFTING
EAR.COM
SALTER
SALVATORE 
FERRAGAMO
SANDRO
SASS & BELLE
SAUCONY
SCOTT SPORTS
SECRET SALES
SEKONDA
SEXTOYS.CO.UK
SHERIDAN 
OUTLET
SHOEAHOLICS
SHOPAFL

SHOPFITTING 
WAREHOUSE

SHOPSTYLE
SHOWPO
SIMBA
SIZZIX
SLANE CYCLES
SLRHUT
SMOKE-KING
SNAPFISH
SOFOLOGY
SONOS
SPECKYFOUREYES
SPEX4LESS
SPORTPURSUIT

SPORTSMAN GUN 
CENTRE

SPREADSHIRT
SPRING
SSENSE
STAMPS DIRECT
STEWMAC
STOKKE
STONE 
TECHNOLOGIES 
LTD.
STUART 
WEITZMAN
STYLEKOREAN
SUGRU
SUNGLASSES 
SHOP
SUPER BRIGHT 
LEDS
SUPERBUY

SUSHISUSHI
SWAN
SWELL UK

THE TACKLE BOX

TACKLE UK
TACTREE
TAILS
TASKERS
TATTY DEVINE
TAUNTON 
LEISURE
TECH21
TEMPTATION 
GIFTS
TENNIS POINT
TFNCLONDON
THERMOS

THESPORTSHQ

TIGER MIST
TILES DIRECT
TIME FOR PAWS
TOD'S
TOWER HEALTH
TOWSURE
TUMI
TURTLE BEACH
TURTLE DOVES
TVC-MALL.COM
UBER KIDS
UK ELETRICAL 
SUPPLIES
UK TACTICAL

UP & RUNNING

URBANEARS
UTSAV FASHION
UTTINGS
VARUSTELEKA
VETUK
VIAGOGO
VILLEROY & BOCH
VISION DIRECT
THE VISOR SHOP
VITALSOURCE
VIVOMED
WAHOO FITNESS
WARDOW
WATCHSHOP
WATERSPORTS 
WAREHOUSE
WEBER
WEDDING RINGS 
DIRECT
WESTERN DIGITAL

WHO GIVES A 
CRAP

WILCO DIRECT
THE WILD MEAT 
COMPANY

THE WINDOW 
FILM COMPANY
WINSER LONDON
WITHINGS
WITT WEIDEN
WOLSELEY
WOOD FINISHES 
DIRECT
WORLD OF 
ENVELOPES
WOWCHER
WRAP LONDON
XBOX
XILE CLOTHING
XUPES
YANDY
ZENNI OPTICAL
ZIPVIT
ZVAB

Top2000
2XU
365 VET
3Q SPORTS
4GADGETS
7 FOR ALL 
MANKIND
ACHICA
ACTIVITY 
SUPERSTORE
AIR CON DIRECT
AKG
ALDISS
ALEXANDALEXA.
COM
ALEXANDER 
WANG
ALEXANDRA
ALL COLOUR 
ENVELOPES
ALPHA BATTERIES
AMAIN HOBBIES
AMI
ANDERTONS 
MUSIC
ANYA 
HINDMARCH
APC
ARENA FLOWERS
ART REPUBLIC
ASMC
ASSURED 
PHARMACY
AVM
AXEL ARIGATO

BACKINACTION

BALLY
BASE LONDON
BASS DIRECT

BEATPORT

BELLROY
BEN SHERMAN
BENCH
BENQ
BERGDORF 
GOODMAN
BERTRAND 
LIVREIROS
BHLDN
BIBLIO.COM
BIGBADTOYSTORE
THE BIKE 
FACTORY
BISSELL
BLACKMILK
BLUE BANANA
BLURB
BODYKIND
BONANZA
BONANZA 
MARKET
BONUSPRINT.
CO.UK
BOODLES
THE BOOK OF 
EVERYONE
BOOKS.COM.TW
BOOMERANG
BOURNEMOUTH 
BABY CENTRE
BRADFORDS
BREVILLE
BREWERS
BRINDISA
BRISTOL 
CAMERAS
BRITISH 
DRESSAGE
BROTHER
BROWN THOMAS
BUCHER.DE
BUGABOO
CAFEPRESS
CALLAWAY GOLF
CAR AUDIO 
DIRECT
CAR AUDIO 
SECURITY
CAR MATS UK
CARDO SYSTEMS
CARETHY
CARPETVISTA
CARTRIDGE 
WORLD
CASH 
CONVERTERS
CAT PHONES
CBD OILS
CD UNIVERSE
CHARLES & KEITH

CHESCA

CHILLY'S

CHINAVASION

CHUMS

CITIZEN
CLARE FLORIST
CLEARANCE KING
CLOS19

COAST WATER 
SPORTS

COCODEMER
LONDON
COCONUT LANE
COLE & SON
COMMERCAL 
STORE
COOK
COOLSTUFFINC
CORNEY & 
BARROW
CORSAIR
EL CORTE INGLES
COUSINS
CRATE & BARREL
CRAZY FACTORY
CREME DE VAPE
CRIMINAL 
DAMAGE
CRUMBS 
BREWING
CYCLE KING & 
HAWK CYCLES

DAALS

DANCEDIRECT
DAUNT BOOKS

DAVE'S GUITAR 
SHOP
DAVID M 
ROBINSON
DAYLESFORD
DAYSOFT.COM
DEALEXTREME
DECKS
DECORATING 
DIRECT
DEEJAY.DE
DENBY
DESIGN 911
DICKIES WORK 
WEAR
DIET CHEF
DILLARDS
DIPTYQUE PARIS
DIRECT GOLF
DIRTBIKEXPRESS
DISCOUNT 
FOOTBALL KITS

DJ DEALS

DMC
DOLCE & 
GABBANA
DONNA KARAN
DOOR 
SUPERSTORE
DRAINAGE 
SUPERSTORE
DRESS-FOR-LESS
DRIFT
DRJAYS.COM
DROP
DUKE VIDEO

DUKESHILL HAM 
CO.

DUNGEON 
MASTERS GUILD
DUSTY GROOVE
THE DUVET 
STORE
DW SPORTS
DYMO
DYMOCKS
E-CRATER
E2SAVE
EASTPAK
EASYGATES
ECIGWIZARD
EDEL-OPTICS
EIL
ELEKTRON
ENTS24
EREPLACEMENT
PARTS
ETAM
EVERLAST
EXPRESS 
CHEMIST
FABINDIA
FABRIC
FANCY DRESS 
BALL
FERM LIVING
FIELD & FLOWER
FINE+RARE
FIRE MOUNTAIN 
GEMS AND BEADS
FIRETRAP
FISH TEC
FISHER & PAYKEL
FLIGHT CLUB
FLORA QUEEN
FOLK
FOOT DISTRICT

FOR LOVE & 
LEMONS

FORMLABS
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FORMULA ONE 
AUTOCENTRES

FREEZE PRO 
SHOP
FULLY CHARGED
FURLA
FURNITURE 
CLINIC
FUTURE 
ELECTRONICS
G JOHNS AND 
SONS
GAEL FORCE
GARDEN 
BARGAINS
GARMIN
GEEKCORE
GEORG JENSEN
GIFT AND 
GADGET
GIFTS365
GIGLIO
GLADIATOR 
COMPUTERS
GLAMOROUS
GLASSES2YOU
GMARKET
GODIVA 
CHOCOLATIER
GOOD FOR 
NOTHING
THE GOTHIC 
SHOP
GOUSTO
GREAT BRITISH 
MEAT CO
THE GREEN 
SPARK PLUG
GREENPAN
GUR SEWING 
SUPERSTORE
GYM KING
HAGLOFS
HAPPY SOCKS
HARIO
THE HATCHBAG 
COMPANY
HELLOCANVAS

HENRI-LLOYD

HERO FORGE
HI FI 
HEADPHONES
HIGH ON BIKES
HOBBYLINK 
JAPAN
HOBGOBLIN 
MUSIC
HOLLANDBIKE
SHOP.COM
HOME AV DIRECT

HUDSON SHOES

HUF

HUGH RICE
HURST
HYDRO FLASK
INDIAJANE
INSTANT PRINT
INSULATION 
SUPERSTORE
J!NX
J. PARKERS
J.W. PEPPER & 
SON
JAC VAPOUR
JAMECO
JAMGOLF
JEFFERY WEST
JJ ROOFING 
SUPPLIES
JOHN RYAN
JOHN SMITH'S 
STUDENT STORE
JOSEPH
JURA
JUST PAINTBALL
JUST TYRES
JUSTFAB
JUVENTUS STORE
KARRIMOR
KATHMANDU
KEF
KENABLE
KICKZ
KIDDIES KINGDOM
KIKATEK
KITE PACKAGING
KNYGOS.LT
THE KOOPLES
KPOPMART
KUSTOM
KWIK FIT
KYTARY.CZ
LABIRINT
LABOUR AND 
WAIT
LAMBDATEK
LAMODA
LAPHROAIG
LEE VALLEY 
TOOLS
LESTERS 
NURSERYWORLD
LIBERTY FLIGHTS
LIGHTS 4 LIVING
LILLYWHITES
LINA STORES

LINZI

LITTLE PECKERS

LOLA'S CUPCAKES

LONDON SOCK 
COMPANY
LONGCHAMP
LORO PIANA
LOVE BOOK 
ONLINE
LOVELL SOCCER
MAINGEAR
MAKE MY VAPE
MALIBUSTRINGS
MAMALICIOUS
MANCAVE
MANDARAKE
MANDM DIRECT
MANFROTTO
MANOMANO
MANSONS
MARC JACOBS
MARGARET 
HOWELL
MARINE SUPER 
STORE
MARKETPLACE.TF
MASAI
MATRIX 
NUTRITION
MAXWELLS DIY
MCLAREN
ME+EM
MEDEXPRESS
MERCHNOW
MINDFACTORY.DE
MINDFUL CHEF
MINTED
MIU MIU
MKI
MOBILETOPUP
MOBILI FIVER
MONSTER PET 
SUPPLIES
MOO.COM
MORGAN 
COMPUTERS
MOTORCYCLE 
SPARE PARTS
MOTOROLA
MOUNTAIN 
EQUIPMENT 
COMPANY
MOUSER
MSC
MUD JEANS

MUSICSTREET
MYLA
NAMASTE VAPES
NATIONAL 
SHOWER SPARES
NATURAL BED 
COMPANY

NET CURTAINS 
DIRECT

NETATMO
NIGEL CABOURN
NIGHTGEAR
NIPPON YASAN
NOMAD
NORSE

NORSE PROJECTS

NOT JUST A 
LABEL
NUDIE JEANS
NVIDIA
ODDBINS

OFFICECHAIRUK

OFFTEK
OLYMPUS
ONEPIECE
ONEWHEEL

THE ONLINE PEN 
COMPANY

ONLINEPRINTERS
ONLY
ORBEA
ORIGINALBTC
OUR LEGACY
OUTDOOR 
ACTION
OUTWELL
OXFORD ONLINE 
PHARMACY
PARKERS OF 
BOLTON
PARTY PUFFIN
PASTA 
EVANGELISTS
PATAGONIA
PENHALIGON'S
PEOPLE TREE
PERCIVAL
PERFECTHOME
PEST CONTROL 
SUPERMARKET
PETIT BATEAU
PETSPYJAMAS
PF JONES

PHOTO4ME
PHYSIQUE
THE PICTURE 
GALLERY AND 
FRAMING CENTER

PIMLICO 
MERCHANDISE

PLANET OF THE 
VAPES
THEPLASTICSHOP.
CO.UK
PLUGIN ALLIANCE

POLITEIA
POSTMYMEDS
POSTURITE
POTTERY BARN
POWERED BLINDS
PRC DIRECT
PRECIOUS LITTLE 
ONE
PRESTIGE 
HAMPERS
PRESTO 
CLASSICAL
PRETTYLITTLE
THING
THEPRINTSPACE
PROTYRE
PULSIN
QUAD LOCK
QUOOKER
RADIO WORLD
RAG & BONE
RAM MOUNTS
THE RAMP 
PEOPLE
RECORD STORE
REDWOLF 
AIRSOFT
REMINGTON
REMOTES4U

REPLACEMENT 
KEYS

RICK OWENS
RIPNDIP 
CLOTHING
ROAL DAHL SHOP
ROCKLER
ROTARY WATCHES
ROUTE 1 PRINT
ROXY
RUBY LANE
THE RUG 
COMPANY
SAGE BOOKS
SAMSØE SAMSØE
SAXOPRINT

SCHILDERMAXE

SCHOLASTIC
SCORPION SHOES
THE SCOTLAND 
KILT COMPANY
SCOTLAND SHOP
SCOTTSDALE
SEALY
SEBAGO
SHARK ROBOT

SHOP4WORLD

THE SHOWER 
DOCTOR

SIMMI
SIMPLEHUMAN
SIMPLY GAMES
SIMPLY MEDS 
ONLINE
SIPSMITH
SITEBOX
SKIDDLE
SKULLCANDY
SLAZENGER
SLEEPLAND BEDS
SLICKWRAPS
SMARTFONE
STORE
SMOL
SNAINTON GOLF
SNAKE HIVE
SOCCER
SOCKET STORE
SOLEBOX
SOLOVAIR
SOMFY
SONIC DIRECT
SOREL
SPEED GRAPHIC
SPEEDY
SPORT CONRAD

STACKSOCIAL

STAPLES
STEELSERIES
STERLING 
FURNITURE
STEVE MADDEN
STONE ISLAND
STORENVY
STREETSHIRTS
STUDIO (EXPRESS 
GIFTS)
STYLENANDA
SWEATSHOP
SWIMOUTLET
SWIMWEAR365
SWOON EDITIONS
TADO
TAPI CARPETS
TECOBUY
TEEFURY

TELEDYNE FLIR

TEMPERLEY 
LONDON

TENNIS 
WAREHOUSE
TEXAS 
INSTRUMENTS
THEATRE TICKETS 
DIRECT

THINX

THOMAS-KRENN

TICKETONE
THE TIE STORE
TILE
TISSOT
TME
TOM DIXON
TOOLED UP
TOP FURNITURE

TOTES ISOTONER

TRANSAIR
TRES BIEN
TRICKER'S
TRUESHOPPING.
CO.UK
TURTLEMAT
TWININGS
TYRE SHOPPER
ULTIMATE EARS

UNCOMMON 
GOODS

UNIVERSAL 
LIGHTING 
SERVICES LTD

VAPOUR DEPOT
VAX
VEEPEE
VEJA
VESTERNET
VISION EXPRESS
THE VITAMIN 
SHOPPE
VITAMIX
VPZ
WAI YEE HONG

THE WATCH HUT

WEB BLINDS
WEBTOGS
THE 
WESTMINSTER 
COLLECTION
WILSON
WING YIP
WOOD WOOD
WOODBRASS
WOOK
WOOL AND THE 
GANG

WORLD'S END 
MOTORCYCLES

WOWCAMERA
XL DISPLAYS
YESASIA
YUMBLES
ZADIG & VOLTAIRE
ZOGGS
ZOOM.CO.UK
ZULILY
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ABOUT THE UK GROWTH 2000

ABOUT

Figure 1. What do Growth 2000 retailers sell?
The number of retailers that sell a significant number of products in 
each category

Categories that include at least 200 retailers are shown. Note that some retailers sell in multiple categories
Source: RetailX
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Figure 2. The primary sectors that Growth 2000
retailers belong to 
The percentage of the UK Growth 2000 retailers in key sectors

Source: RetailX
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Figure 3. Business types of the UK Growth 2000
The fraction of the UK Growth 2000 retailers that are brands, which mostly
sell own-label products; marketplaces, which host third-party sellers; 
and retailers

Source: RetailX
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Figure 4. The split of British web traffic
The percentage of visits from British consumers to the websites of the UK
Growth 2000, divided into brands, marketplaces, and retailers

Brands are defined as retailers that mostly sell own-label products, and marketplaces as ecommerce websites 
that host third-party sellers
Source: RetailX
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MEASURING PERFORMANCE

MEASURING PERFORMANCE

We score performance in tests to create an index value. The Total Index 
Value (TIV) is the sum of all companies’ results while the Average Index Value 
(AIV) is the average company’s result. These figures enable us to compare 
performance between years and sectors since a higher TIV or AIV represents 
a greater measured capability and performance. Our benchmarking reveals 
that performance has markedly improved in most areas in successive years

Figure 5. Performance by dimension
The Total Index Value for each performance dimension 2018-2022

Source: RetailX
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Figure 6. Average performance by sector
The Average Index Value for the largest sectors

Source: RetailX
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Figure 7. Average performance by cluster

The retailers within each cluster are listed on pages 16-21. A retailer’s cluster is determined both by its Footprint size
(calculated from revenues, web traffic and stores) which receives a 30% weighting, and by its performance in the
other metrics covered by this report (70% weighting).
Source: RetailX
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Figure 8. Overall Index change
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How easy it is to find a retail website and then to find the right 
product on that website is the first step towards retail success. 
Getting it right boosts opportunities to make the sale, and grow 
the business. RetailX researchers assess how traders approach 
this in the Find dimension of the RetailX UK Growth 2000.

Their findings are useful to read alongside RetailX Consumer 
Observatory research that suggests 27% of UK adults 
questioned go online in order to have access to a wider range 
of products. Choice, therefore, is important to shoppers who will 
be better able to make the right choice when they can easily find 
the product that meets their needs. 

Meanwhile, 56% say they always research products online 
before making a major purchase – with 45% doing this research 
on their smartphone. Again, the more easily found online a 
product is, the more likely it will turn up when shoppers research 
online. When retailers have wish lists, shoppers will then be able 
to save their finds to return once they are ready to buy. 

Almost all (94%) respondents to RetailX research say product 
availability is important when they shop online, while 21% say 
that greater product availability is a reason why they sign up 
for paid subscriptions. Many subscriptions offer early access 
to products, whether those are new products or as products go 
on sale. 

RetailX research assesses website performance by asking 
how easy they are first to find and then to navigate, to what 
extent shoppers can share the products they find with friends, 
and the recommendation strategies that websites use. 

HOW EASY IS IT TO FIND AND NAVIGATE 
GROWTH 2000 WEBSITES?
The small and medium-sized retail websites that are ranked 
in the Growth 2000 index are most easily found when they 
are optimised to be found through strong SEO (search engine 
optimisation). Accessibility, appeal and ease of navigation 
also make it likely that once found shoppers will stay to browse. 

HELP SHOPPERS TO CHOOSE
Retailers that stand out in the Find dimension have websites that are first easy 
to find and then easy to navigate

Google Lighthouse scores for SEO suggest that websites 
operated by software retailers (average 88.3% score) 
are easiest to find, followed by booksellers (88.2%) and 
supermarkets (87%). But jewellers (83.2%) and automotive 
equipment retailers (83.3%) are somewhat harder to find.

Google Lighthouse scores also suggests that the most 
accessible websites are operated by index retailers selling 
software (80.3%), pharmacies (84.5%) and bookshops 
(84.6%) – and the least accessible by those selling music, film 
and TV products (72.4%) and automotive equipment (76.5%).

Ease of navigation
Researchers found Growth 2000 websites slightly easier 
to navigate than in previous years. The average score for 
navigation came in at 2.96 out of four points – up very slightly 
from 2.94 last time. The  median retailer scored three points 
–  unchanged on last year. Researchers judged the average 
sexual lifestyle website (3.45) to be the easiest to navigate, 
followed by cosmetics (3.26) and fashion (3.14). Somewhat 
harder to navigate were sites selling automotive equipment 
(2.57), workwear (2.62) and household utilities (2.78).  

Recommend products
Slightly fewer retailers now recommend similar products to 
those that shoppers see on the website. The proportion doing 
so has fallen to 32%, down 4pp from 36% last year. Retailers 
selling musical instruments are most likely to offer cross-
selling recommendations – with 72% doing so, followed by 
those selling pet supplies (40%), gardening products (40%), 
flowers and gifts. The least likely to do so are those selling 
music, film and TV (15%), automotive (19%) and stationery 
(21%) products.

FIND
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TO WHAT EXTENT CAN SHOPPERS USING 
GROWTH 2000 WEBSITES SAVE AND 
SHARE PRODUCTS?
Once website visitors have found items they are considering 
but are not yet certain of buying, being able to save those 
products for later and to share them with friends is likely to 
boost the chances of making a sale. 

Share with friends
Some 42% of Growth 2000 retailers enable users to share 
a product they find with friends over social media. That’s 15 
percentage points (pp) up from 27% last year. 

Shoppers are most likely to be able to share a product with 
friends when browsing a site selling musical instruments (54% 
of this category offer this feature), and almost as likely to be 
able to when looking on sites that sell books (53%) or hobby 
products (51%). 

But they are less likely to do so when browsing a pharmacy 
(24%), stationery (37%), automotive or cosmetics (38%) 
website. 

Save to list
In 2022, 40% of retailers enable shoppers to save items 
to a wishlist – unchanged on last year. This feature is most 
commonly found on sexual lifestyle websites (86%), and those 
selling musical instruments (69%) and tobacco and vaping 
products (59%). Supermarkets (9%) and workwear websites 
(13%) were least likely to offer a wishlist. 

Figure 9. Research before buying
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The percentage of online shoppers in an age group who always research 
products on the internet before buying

Based on 738 surveyed residents of the UK, aged 16 and over, who shop online at least once a year
Source: RetailX Consumer Observatory, June 2022 RetailX 2022
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The customer shift towards using smartphones to research 
and buy online means that putting mobile at the heart of retail 
strategies is now a critical path to growth. 

RetailX Consumer Observatory research found that 
smartphones are now the most popular device, by some margin, 
for shoppers buying online in the UK. 45% of respondents say 
they use them all the time, 28% most of the time and 18% some 
of the time. Overall, 92% use smartphones to shop at least some 
of the time, while only 8% never do so.

This is well ahead the second-most popular device – laptop 
computers – which are used all of the time by 14%, most of the 
time by 23% and some of the time by 35%. This tallies to 72% 
of respondents who use them at least some of the time and 28% 
who never do. Other devices that respondents use for shopping 
online include desktop computers (which 53% use at least some 
of the time), tablets (61%), smart TVs (33%) and smart speakers 
(33%). 16% opt to pay using mobile apps and 42% have bought 
via social networks – sites that are often accessed via mobile.  

It therefore makes sense for most, it not all, retailers and brands 
to take a mobile-first approach to shopping. RetailX research 
shows to what extent that happens among the UK Growth 2000. 
In this Dimension, performance is assessed through metrics that 
include whether retailers and brands have a mobile app and 
how websites and apps perform against Google Lighthouse 
scores on performance and best practices. 

HOW WELL DO WEBSITES PERFORM?
When websites perform strongly against Google Lighthouse 
scores for performance[1] and best practice[2], they are more 
likely to be able to load quickly and fully on a smartphone, to 
be secure and to have a better user experience. Such factors 
make them easier to buy from. The better the Lighthouse scores, 
the higher a page will appear on a search engine. 

SMARTPHONE-DRIVEN RETAIL
Retailers that stand out in the Mobile Dimension have websites and apps  
that load quickly and offer a strong user experience

Website performance
Performance is about measuring how quickly a browser 
assembles a web page[1]. The average Growth 2000 website 
scores 41.2% on performance – 0.02% higher than last year. 
Higher scoring categories include retailers selling tobacco and 
vaping products, with a rounded average of 52%, gardening 
equipment (49%), supermarkets (48%), pharmacies and 
stationers (both 47%). Sites selling cosmetics (32%), nutrition 
supplements (33%), specialist groceries (33%) and maternity 
and children’s products tend to load pages more slowly. 

Website best practice
Scores are higher on Google Lighthouse best practice scores[2] 
– from delivering a strong user experience to fast and secure 
web pages. Of 502 Growth 2000 retailers and brands 
assessed on this metric both this year and last, the average 
scores 75.8% – following a 0.007% improvement from last 
year. At a category level, marketplaces and sites selling books 
tend to score highest, with an average of 78%, followed by 
pharmacies and sports and leisure retailers (76%). At the other 
end of the scale, those that sell maternity and children’s (70%) 
and gardening products (72%) score somewhat lower. 

DO GROWTH 2000 RETAILERS  
HAVE MOBILE APPS?
Small and medium size retailers are less likely to have mobile 
apps than larger retailers – 34% of those listed in the RetailX UK 
Top500 2022 have iOS apps, while 25% have mobile apps. 
Whether or not they choose to do so will reflect appetite among 
their shopper base. Those serving younger shoppers may be 
more likely to offer apps than others. 

iOS mobile app
RetailX research suggests that in 2022, 18% of the 991 retailers 
assessed on this metric both this year and last have iOS apps. 

MOBILE
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That’s unchanged from last year. More than half (54%) of 
62 marketplaces included in the analysis have iOS apps, as 
do 51% of multi-sector retailers and a third (33%) of fashion 
retailers and brands. By contrast, only 5% of those selling 
gardening products and books have iOS apps, along with 
6% of DIY and trade equipment trailers and 8% of those selling 
maternity and children’s products. 

Android mobile app
This year, 16% have Android apps. As with iOS apps, this 
figure is the same as last year. These are most commonly found 

in the multi-sector category, where 44% of 64 retailers have 
them, followed by marketplaces (42%), software (30%) and 
fashion (28%) retailers and brands. Those selling gardening 
(less than 1%), maternity and children’s products (3%) and DIY 
and trade equipment (5%) are much less likely to have them.   

[1] https://web.dev/performance-scoring/
[2] https://web.dev/lighthouse-best-practices/

18% of the Growth 2000 
offer iOS apps

– and 16% Android 

LEADING RETAILERS: MOBILE
1ST DIBS
B&H PHOTO VIDEO
BANG GOOD
BIRCHBOX
BITIBA
BLOOM & WILD
CHANEL
DEPOP
EBID
EMP
EXANTE
FARMDROP
FASHION NOVA
GRAILED
GROUPON
I SAW IT FIRST
ILGUFO
REDBUBBLE
LA REDOUTE
REFRESH CARTRIDGES
REVERB
RITUALS
TJC
TRACTIVE
VEEPEE

0%

20%

40%

60%

80%

100%

Smartphone Laptop Desktop computer Tablet Smart TV Smart speaker

Never Some of the time Most of the time All of the time

Figure 11. Device usage for online shopping
How often people use a device type for online purchases

Based on 738 surveyed residents of the UK, aged 16 and over, who shop online at least once a year. Question: "Thinking about your online purchases in the last 12 months, how frequently on 
average did you use the following devices for online shopping?"
Source: RetailX Consumer Observatory, June 2022 RetailX 2022
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Delivery is the single biggest factor in encouraging shoppers 
to buy online, RetailX research suggests. The RetailX Consumer 
Observatory asked shoppers for the top three reasons that made 
them more likely to buy online rather than instore. 46% of UK 
respondents say that direct delivery to the door is important to 
them. Respondents also say they are more likely to have ordered 
online for home delivery than to have collected it either from  
a shop or a third-party distribution point. 

Most say that next-day delivery has been an important factor 
in their online purchases over the previous year, whether for all 
(18%), most (38%) or some (31%) of their orders. Only 13% say 
that next-day delivery isn’t a factor for them, while 12% say they 
always pay extra for next- or same-day delivery. 40% say they 
have never paid for same-day delivery, while 31% have never 
paid for next-day delivery.

39% say they get free delivery through a subscription, 
while 33.5% get their subscription orders quickly. Meanwhile, 
more than 70% of shoppers say they have returned a product 
regardless of whether they bought it online (76%) or instore 
(71%) some, most or all of the time. 

It makes sense, then for Growth 2000 retailers at least to offer 
the most convenient delivery and returns services that they can 
provide profitably. RetailX researchers investigated how these 
up-and-coming businesses approach delivery, from the cost to 
the speed of the promises that they make.

WHAT DELIVERY AND RETURNS PROMISES 
DO GROWTH 2000 RETAILERS MAKE?
As yet, only a minority of retailers offer faster than standard 
delivery and very few offer same-day. The median cost of 
delivery is £5, although the median retailer offers delivery for 
free when shoppers spend at least £56. 

SPEED OF CONSIGNMENT
Retailers that stand out in the Delivery Dimension offer convenient delivery 
promises, including options that are both fast and affordable

Same-day delivery 
Only 2% of G2K retailers offer same-day delivery – 
unchanged on last year. Those most likely to do so are those 
selling nutritional supplements – 7% of these sellers do so, 
followed by those selling tobacco and vaping supplies (6%), 
musical instruments and jewellery (both 4%). Less than 1% of 
those selling pet supplies, workwear software, music, film and 
TV products and supermarkets do so. 

Next-day delivery
The offer of next-day delivery saw a small decline by 1pp 
to 34% among the 1,659 retailers assessed on this metric 
both this year and last. Next-day delivery is perhaps more 
likely to be available from those selling items where speed of 
delivery is a point of difference. 80% of those selling sexual 

DELIVERY 

Figure 12. Paying extra for delivery
How often shoppers pay extra for delivery

Based on 738 surveyed residents of the UK, aged 16 and over, who shop online at least once a year. Question: 
"Excluding the delivery of takeaway (ready-made) food and considering purchases in the last 12 months only, how 
frequently did you:" Source: RetailX Consumer Observatory, June 2022

Figure 13. Returning products
How often shoppers return products

Based on 738 surveyed residents of the UK, aged 16 and over, who shop online at least once a year. Question: 
"Excluding the delivery of takeaway (ready-made) food and considering purchases in the last 12 months only, how 
frequently did you:" Source: RetailX Consumer Observatory, June 2022
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lifestyle products deliver next-day, while 48% of those selling 
nutritional supplements and 47% of those selling tobacco and 
vaping products do so. Only 10% of those selling gardening 
equipment offer next-day delivery, which is less common 
among retailers selling music, film and TV products (16%), 
books (18%), automotive equipment (20%) and software 
(20%) – perhaps because downloads of many of these are 
now more available for those who want an item in a hurry.
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Figure 14. Easy returns
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Figure 13. Returning products
How often shoppers return products

Based on 738 surveyed residents of the UK, aged 16 and over, who shop online at least once a year. Question: 
"Excluding the delivery of takeaway (ready-made) food and considering purchases in the last 12 months only, how 
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Standard cost of delivery 
Standard delivery from a Growth 2000 UK business costs 
an average of £7.34, following a typical 15p increase over 
the year, compared to last year. The median retailer charges 
£5 – the same as last year. Jewellers (average of £3.84 and 
median of £2.14) charge the least, followed by those selling 
tobacco and vaping products (£3.98/£3.59) and consumer 
electronics (£5.90/£3.69). At the other end of the scale, 
retailers selling gardening products charge an average of 
£8.46 and a median of £6.90. Those selling DIY and trade 
tools charge an average of £11.10 and a median of £6.84. 

Free delivery threshold
Often retailers offer free delivery once orders reach a set threshold. 
That threshold is £79.80 in 2022, following a 38p rise since last 
year. The median retailers offers free delivery on orders costing 
£56 or over. Among the Growth 2000, musical instruments have 
the highest free delivery threshold, at an average of £157 and  
a median of £117, followed by alcoholic drinks (£102/£95.60) 
and DIY and trade tools sellers (£138/£69.20). This may be 
because these items tend to be larger and heavier and so cost 
more to send. Shoppers find lower free delivery thresholds among 
those selling jewellery (£41.40/£7.90) and music, film and  
TV products (£32.70/£19.40), while the average marketplace 
host offers free delivery when shoppers spend an £66.60. The 
median seller in this category offers free delivery when shoppers 
spend £25.70.

Pre-paid returns
There was a small increase in the proportion of retailers offering 
pre-paid returns. It rose by 1pp to 31% from 30% last year. 

https://internetretailing.net/
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The Checkout Dimension of the RetailX Growth 2000 explores 
the options that retailers give to visitors when they come to pay. 
That starts with whether or not shoppers must register in order 
to pay and continues with the different payment options that 
are available. It also includes information on product ratings, 
which helps shoppers make the decision on whether to buy. 

The findings come against the background of RetailX UK 
consumer research which suggests that 90% of shoppers 
questioned said being able to use their preferred payment 
options was very or somewhat important to them. 

83% said they had used a debit or credit card to pay 
online in the previous year, while 59% said they had used 
a third-party checkout such as PayPal, Apple Pay or Google 
Pay. Smaller proportions had paid by instalments (27%), for 
example, through a buy now pay later service, or by bank 
transfer (28%). 57% had shopped on Facebook, and 53% 
on Instagram. 

WHAT CHOICES DO SHOPPERS ON 
GROWTH 2000 WEBSITES HAVE  
ABOUT HOW TO PAY?
When shoppers are able to choose to pay using their preferred 
payment option, it makes it more likely that they will complete 
the purchase. But while a simple checkout process is likely to 
boost sales, retailers must also decide whether or not to require 
shoppers to register before checking out. While this may slow 
the payment process, it also enables them to start to build  
a relationship with new and returning customers. 

Registration before checkout
61% of Growth 2000 retailers require shoppers to register 
before they checkout. That’s up by 3pp from 58% last time 
among the 1,720 retailers assessed on this metric both this 
year and last. Shoppers are more likely to be asked to register 
before completing their purchase when they buy maternity 
and children’s equipment (77%), gardening products (69%) 

PAYMENT OPTIONS
Retailers that stand out in the Checkout Dimension give shoppers  
choices about how they want to buy

or DIY and trade equipment (68%). They are least likely to be  
asked when buying sexual lifestyle products (35%) or pet 
supplies (43%). 

PayPal Checkout
PayPal continues to be the most widely used payment option 
assessed in this research. More than a third of retailers (38%) 
offer PayPal Checkout on their website. That’s unchanged on 
last year among the 1,720 retailers assessed on this metric 
both this year and last. Retailers selling musical instruments 
(64%) and sexual lifestyle products (56%) are more likely 
to offer PayPal. Pharmacies (9%), supermarkets (12%) and 
specialist grocers (17%) are least likely to do so. 

Amazon Pay
Amazon Pay is the second-most offered payment method.  
34% of Growth 2000 retailers now offer Amazon Pay. That’s 
up from 10% last year – a rise of 24 percentage points (pp). 
DIY and trade retailers are the most likely to use this payment 
method, with 41% doing so, followed by marketplace hosts 
(39%) and those selling musical instruments (38%), homewares 
and hobbies (both 37%). Merchants selling flowers and gifts 
(26%), cosmetics (27%) and pharmacies (27%) are less likely 
to do so. 

Facebook Checkout
Shoppers can checkout using their Facebook sign-in on 6% of 
the 1,721 retail websites assessed on this both this year and 
last. That’s unchanged on last year. Cosmetics retailers (24%) 
and marketplace hosts (21%) are the most likely to offer it, with 
those selling work wear or tobacco or vaping products (both 
less than 1%) least likely to do so. 

CHECKOUT
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Google Pay
A similar proportion of Growth 2000 retailers offer Google 
Pay as an option. Just 6% do so this year – a figure that 
is unchanged on last year. Merchants selling nutritional 
supplements (17%) or household utilities (15%) are most likely 
to have Google Pay as an option, but less than 1% of those 
selling pet supplies, workwear, stationery, musical instruments 
or gardening products do so. 

Product ratings
Just under half of retailers show star ratings for the products 
that they sell. That’s down by 3pp from 51% last time. Ratings 
are most likely to be shown on pharmacies (65%) and those 
selling musical instruments (63%) and cosmetics (59%) – and 
least like on fashion (39%) and stationery (39%).
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Figure 15. Online payment methods used in the past 12 months
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With more than 80% of UK consumers now making purchases 
online [1], ecommerce delivery has never been more 
important. It also means that first impressions of a retailer 
are no longer a shiny storefront but often a cardboard box. 
This cardboard box not only has to ensure the product isn’t 
damaged in transit, but also has to represent the retailer - both 
in style and, increasingly, in sustainability substance.

Conscious consumers making environmentally-friendly 
buying decisions are also looking for the packaging it arrives in 
to be green. A recent study from packaging specialist DS Smith 
found 41% of shoppers would like to receive packaging made 
from alternative renewable sources [2]. 

RECYCLED CONTENT
One such Growth 2000 UK retailer, Bloom & Wild has 
worked to ensure 100% of its packaging is recyclable or 
compostable. Even down to the stickers, paper flower food 
sachets and flower nets.

Nearly all the letter box florist’s packaging is made from 
100% recycled materials, with Forest Stewardship Council (FSC) 
certified recycled cardboard and ribbons that were once plastic 
bottles. This strategy has saved nearly 150,000kg of plastic and 
polyester going to landfill – equivalent to 7.2m toothbrushes, 
Bloom & Wild reported.

Fast growing UK-based cosmetic retailer Revolution Beauty 
has also been working to clean up its range. Its first major 
initiative was reducing plastic consumption by over 50 tonnes 
in its 2020 Gift Collection. That’s equal to roughly three million 
plastic water bottles. In early 2021, the online beauty store 
switched its Fixing Spray bottles - over one million of them - to 
100% recycled plastic.

Furthermore, its Planet Revolution collection boasts the 
world’s first recyclable shadow palette. Shoppers can click-out 
the keepsake mirror and dispose of the palette and FSC card 
packaging in their recycling bin or home composter. 

PACKAGING THAT DELIVERS 
Growth 2000 UK businesses are transforming their packaging for good, 
writes DeliveryX editor Katie Searles

SAYING GOODBYE TO PLASTIC
While reacting to clean consumer demands is one driving 
force for this sustainability switch, the introduction of the plastic 
tax is another reason retailers are ditching the plastic. The UK 
legislation, which became enforceable on April 1 2022, taxes 
businesses for any

packaging containing less than 30% recycled plastic 
which they manufacture or import. As a result, retailers have 
been making changes to the amount of virgin plastic used in 
packaging since the tax was announced in 2018.

ANALYSIS

Bloom & Wild work with FSC certified suppliers for 
their recyclable boxes, while 1,000m of their ribbon 
saves 120 plastic bottles from going to landfill
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Vero Moda’s parent company Bestseller switched out virgin 
plastics in 2021. The certified 100% recycled alternatives are 
made from polyethylene (PE) certified by Global Recycling 
Standard and are also designed for subsequent high-quality 
recycling.

“We estimate that Bestseller suppliers use 175m polybags 
per year, and by the end of 2021 they exhausted their existing 
stockpile of old virgin plastic polybags and have replaced them 
with the new version made from 100% recycled plastic,” says 
Henrik Sand, Bestseller Sustainability’s project manager. 

The fashion retailer argues that while plastic use – and its 
subsequent waste – remains a critical problem for society, 
polybags are still the best option compared to non-plastic 
alternatives or not using them at all. It says garments wrapped in 
polybags are protected during transport from production all the 
way to consumers, whereas not using them to protect products 
would result in more damaged products which have a greater 
environmental impact.

PACKAGING THAT PROTECTS
As Vero Moda’s parent company suggests, sustainability may 
be high in retailers’ strategies, but if their products arrive broken 
this risks damaging their reputations. Growth 2000 UK retailer 
The Whisky Exchange uses special polystyrene packing chips 

and plastic bubble wrap which are 100% recyclable to strike 
a balance between protection and sustainability.

Such moves appear to be working – a Macfarlane Packaging 
consumer survey of 1,000 UK shoppers in the summer of 2022 
found that the number of products that arrived damaged had 
fallen to 7% in 2022 [3].

Protection comes in different forms. For some Growth 2000 
UK retailers, it is about protecting its clients’ modesty through 
plain packaging. British sexual lifestyle retailer Lovehoney 
guarentees orders will arrive in “completely plain and boring 
packaging”. 

All Lovehoney “sturdy” boxes feature no markings on the 
back or side. The company even excludes its name from labels. 
Furthermore, the adult toy seller even recommends its customers 
with children choose Royal Mail Local Collect when checking 
out from Lovehoney.

Whether delivering discreetly or in sustainable packaging 
Growth 2000 UK retailers are working to ensure that even the 
boxes their products come in are part of their success story. 

Revolution Beauty palettes are manufactured from wood pulp which is crushed down to have the feel of 
plastic – but is compostable
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REVOLUTION 
BEAUTY
revolutionbeauty.com
Make-up retailer Revolution Beauty, founded in 2014 by 
Adam Minto and Tom Allsworth, now turns over £158m a 
year and sells online in 64 markets. The business, which is 
also opening shops in select markets, says it is challenging 
incumbents in the market by bringing a wide choice of trend-
driven cruelty-free, vegan and sustainably packaged products 
to market faster and promoting them via a 6.6m social media 
audience, using social influencers and selling at a lower price 
than the competition.

Revolution Beauty is easily found through search. The first 
results on a search on its name include relevant shopping ads, 
and its website, through both organic and paid search. Its social 
media presence on Instagram also appears on the first page of 
results. It has 3.4m followers – its largest social following – on 
the site, for a range of product and customer images. Its home 
page also links to its pages on TikTok, Facebook, YouTube as 
well as Instagram. Customer images also feature on reviews on 
the Revolution Beauty home page. Favourite products can be 
saved to a wishlist on its website and mobile apps.

The retailer has both iOS and Android apps. The iOS website 
enables shoppers to access exclusive discounts and flash sales, 
collect loyalty points and save favourite items. Those who sign 
up to push notifications from the app get alerts when items drop 
or special offers launch. 

Standard delivery to the UK takes up to three days and is free 
when shoppers spend £30 or more, or £2.99 if not, while next-
day delivery is available via DHL. Returns are accepted within 
14 days of receipt, with refunds taking seven days to process. 
International shoppers can select the language, delivery country 
and the currency they’d like to use on a home page pop-up 
selector. 

Shoppers on the Revolution Beauty website can choose 
whether or not to register before buying, although those who 
log into its rewards programme earn points as a result. 

The website offers a wide range of payment options, including 
Amazon Pay, Apple Pay, PayPal, Dutch local payment option 
iDeal, and buy-now-pay-later options Klarna and Clearpay.  

TOP 50

WHEELSPIN 
MODELS
Wheelspinmodels.co.uk
Staffordshire retailer Wheelspin Models started out as a single 
shop but today lays claim to being Europe’s largest model and 
hobby superstore. The retailer sells remote control cars and 
planes – as well as a full range of spares – from its website. 
Brands including Schumacher, Tamiya, X Racing, Pro-Line are 
stocked in its 7,000 sq ft warehouse. A spare part finder is 
organised by brand and model. 

Wheelspin Models is easily found online. A search on its name 
brings up its website via organic search, videos on platforms 
including YouTube, and its Facebook page as the top results. 
The retailer has 21.8k followers on its Facebook page, where it 
shares videos and photographs of the products it sells as well as 
hosting a store front. Wheelspin links to Instagram, YouTube and 
Facebook from its home page. 

Product pages feature a choice of images and in-
depth technical information as well as stock availability. 
Recommendations are for items that go with the one being 
considered – such as batteries. Browsers can ask friends what 
they think of the model they have found via a product sharing 
feature for Facebook, Twitter and Pinterest.

UK delivery is free when shoppers spend £99 or more online. 
Standard delivery otherwise costs £3.95, while next working 
day delivery is £6.95. There’s also an option of collecting in 
store. International delivery is calculated at the checkout. Returns 
can be made within 28 days for a credit voucher. 

Shoppers must register to checkout, and payment options 
include PayPal - including credit installment options – credit cards 
and Deko. Currency options include pounds, euros or dollars, 
with international delivery costs calculated at the checkout.   

TOP 50
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MYPROTEIN
myprotein.com
Myprotein boasts being Europe’s leading sports nutrition 
brand and the largest online-only sports nutrition brand in the 
world . It is owned by THG (The Hut Group), where it is one 
of six digital-first brands in the THG Nutrition business, having 
been acquired by the business in 2011, seven years after Oliver 
Cookson founded it in 2004. In its latest full-year, to March 31 
2022, THG Nutrition sales grew by 17% to £659.5m. 

Myprotein is easily found in a search on its name, when paid 
and organic links to its website come up top, followed by social 
media pages. It has a presence on Twitter, Instagram, Facebook, 
TikTok and YouTube. Its largest following is on Facebook where 
it has 2.4mn followers for a fan page that offers innovation, 
workout and recipe information alongside nutrition chat. It also 
has a TikTok page. 

Myprotein has both iOS and Android mobile apps, offering 
app-only features from offers and early access to new products 
– with optional push notifications – to live chat.

Standard delivery takes up to three days is free when shoppers 
spend more than £45, or £3.99 otherwise. Premium same and 
next-day options are also available at further cost; orders can 
be placed as late as midnight for next-day delivery. A new eco-
delivery option is available in select postcodes, costing 20p on 
orders over £45 – or £3.99 below – and promises that the 
last mile will be achieved on foot, bike or electric vehicle. The 
retailer offers click and collect from more than 8,000 locations 
for £3.99, or free on orders over £45.

Shoppers have up to 28 days to make a return, which must be 
notified within 14 days of receiving the order. 

Choices at the checkout include registering to checkout – 
and save details for next time – or using Facebook or Google 
credentials, or checking out as a guest. Myprotein offers a 
wide range of payment options, including Apple Pay,PayPal, 
and Alipay and a range of buy-now-pay-later options such as 
Klarna, Clearpay and Laybuy.   

TOP 50

SENNHEISER 
sennheiser.com
German audio brand Sennheiser was founded in 1945 by 
Professor Dr Fritz Sennheiser, whose inventions included the 
shotgun microphone as well as early versions of wireless 
microphones and headphones. Today the family-owned 
Hanover-based business sells the latest microphones, 
monitoring systems, headsets, and other audiology products 
to both domestic and professional customers – from recording 
studios to filmmakers –  around the world, and employs 
more than 2,800 people. In 2021 it turned over €636.3m. 
Its website, which can be customised through a currency 
and country selector to markets around the world, sells 
headphones, soundbars and TV listeners online. 

Sennheiser’s UK website is easy to find through search. The 
top results on search on its name included shopping links for 
the brand – both on its own website and on third-party retailer 
websites – followed by its own website. Other page one results 
include its brand on third-party retail websites and its Twitter 
page, where the brand has 149.5k followers. 

Shoppers can see if a product is suitable for them through a 
range of images and technical information on the product page. 
They can also see a star rating and read reviews as well as 
checking stock levels. From its home page, website visitors can 
click through to its Facebook, Twitter, Instagram and YouTube 
pages. From its home page they can click to share a product on 
Pinterest, Facebook or Twitter.

UK shoppers buying from the Sennheiser website can get free 
two to three day shipping on all orders of £50 or over. Purchases 
can be returned for free for up to 30 days from delivery. 

Sennheiser does not have a transactional mobile app, 
although it does have a series of apps that customers  can use 
to manage features such as audio levels and mobile connections 
on their Sennheiser audio products. 

Shoppers can opt to use third-party Amazon or PayPal 
checkouts, or they can use payment methods including Apple 
Pay, PayPal, Klarna and a range of credit cards at the site 
checkout.   

TOP 50
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ZOOPLUS
zooplus.co.uk
Online pet store Zooplus was an early online seller.  
It was founded in Munich in 1999 and now sells in about  
30 European markets, including the UK – from a local base 
in Oxford.

The retailer is easy to find with a search for its name. Its 
website appears in the top rankings via paid and organic 
search, followed by its Facebook page and Android app on 
Google Play. 

Zooplus has more than 736k followers on Facebook, where 
it shares product information, video and magazine guides 
on looking after pets alongside pictures of cats and puppies. 
Visitors can buy products from its Facebook store, which redirects 
to its website. The retailer also has a presence on Instagram, 
Twitter, YouTube and Pinterest. 

Shoppers are helped to find the right product through reviews 
and star ratings, product and delivery information on the website. 

Zooplus has both iOS and Android mobile apps. The iOS 
app, which has versions optimised for both iPhone and iPad, 
offers a range of more than 8,000 products. Shoppers can use 
a wish list to save the most relevant products and can share 
favourites with family and friends while also reading reviews 
and star ratings. The app features a barcode scanner so that 
users can scan products to find and purchase them online, while 
shoppers can also reorder previous purchases. Shoppers can 
check their loyalty points on the app and spend them via a 
rewards shop. 

The website features free delivery for new customers, or free 
delivery when they spend at least £39. Users have the choice of 
delivery service provider – between Yodel and Evri – and at the 
time of research, pay £2.99 on orders of between the minimum 
order value of £10 and £29, and £1.99 between £29 and 
£30. Delivery takes between one and three days. Bulky orders 
may be shipped in more than one parcel. 

Shoppers must register in order to checkout. Payment options 
include PayPal and bank transfer alongside standard credit card 
options. Returns must be notified within 14 days of receipt. 

TOP 50

TREKKINN
Tradeinn/trekkinn.com/en
Spanish retailer Tradeinn has been selling outdoor equipment 
for more than 17 years, shipping items ranging from swimming, 
cycling, tennis and running equipment to skis, snowboards and 
motorbike parts to customers around the world. It boasts sales 
to more than 20mn customers and says it ships about 20,000 
orders a day. The business operates from a single store in 
Girona, where it offers multichannel services including express 
click and collect, although its UK customers buy online only 
from the retailer. 

Trekkinn, the retailer’s hiking brand, is ranked Top50 in RetailX 
UK Growth 2000 research. 

Trekkinn is easily found through a search on its name. Its 
website appears top of the list through organic search, followed 
by its Facebook and Instagram pages. The latter boasts its 
largest social media following, with 26k followers signed up 
to receive inspirational products and outdoors images. From its 
home page, it also links to Facebook, YouTube and its blog. 

The retailer, which promises a range of more than 2mn 
products, enables shoppers to search the site via a search bar 
that delivers relevant results. Its navigational features search by 
brand or by categories, while search filters include categories, 
brands and a wide variety of attributes ranging from size, age 
and colour to recommended use and type. 

From the product page, shoppers can see a choice of images, 
detailed product information, technical details, reviews and star 
ratings, as well as add the item to a wishlist and check how soon 
the item can be delivered. Estimated delivery dates to the UK at 
the time of research were between six and ten days. Shoppers 
have 30 days from receipt to return an item. 

At the checkout, payment options include PayPal and Klarna 
as well as credit card options. There isn’t a dedicated Trekkinn 
mobile app but parent business Tradeinn has both Android and 
iOS apps, through which the Trekkinn range can be accessed. 

TOP 150
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SOCIETY6
society6.com
Artists sell homewares featuring their designs via the Society6 
marketplace, which was founded in 2009 as an open 
platform for artists. Today, more than 450,000 independent 
artists and designers from more than 170 countries sell via the 
website, which prints products on demand and ships to the UK, 
Australia, Canada from a localised versions of its US website, 
and to Germany through a German-language site.

The site is easily found through a search on its name, where 
website appears in the top three results, through both paid and 
organic search. 

The Society6 home page links to its presence on Pinterest 
– where it has 1.3mn followers, for a page that showcases 
both artwork, products and gift guides among a variety of 
mood boards. The home page also links to Facebook, Twitter 
and Instagram. Shoppers can find out more about the website 
through its blog, and more about the artists who sell through it 
via a ‘Meet our community’ section. 

On the desktop website, visitors can navigate the range via 
search or category-based navigation that includes wall art, 
homewares, furniture, bags and accessories. They can search 
the range by artist and check reviews and star ratings. Filters 
include style of art, patterns, digital-only or vintage. Shortlisted 
products can be added to a wishlist and saved for later. 

An iOS app enables users to search the website, save 
products and use an augmented reality ‘view in room’ tool. 

When it comes to delivery, items are made to order and 
generally shipped within three to four days of ordering. 
International shipping – including to the UK – takes between 
seven and 15 working days, with the cost calculated at the 
checkout.  Returns can be made within 60 days of products 
being shipped. 

At the checkout, shoppers can choose to checkout through  
a PayPal or Amazon Pay third-party checkout. 

TOP 50
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OH POLLY
ohpolly.com
Online women’s fashion brand Oh Polly is a purpose-driven 
brand. It was founded by Claire Henderson and Mike Branney 
in 2014 primarily to raise money for their Cambodia-based 
charity, The Brannerson Foundation. Oh Polly operates through 
a social-first model that started on eBay and built up around its 
Instagram and Facebook accounts before launching a website 
that is now ranked Top50 in the RetailX UK Growth 2000. 
It designs and makes its own clothing, with an emphasis on 
ethical supply chains. Today, it employs more than 2,000 
people in the UK and 300 worldwide, through offices in Los 
Angeles, Dhaka and Guangzhou.

A search on the Oh Polly name delivers shopping ads 
featuring Oh Polly styles, as well as its sites, in both paid for and 
organic results, followed by results from its Twitter, Instagram 
and YouTube pages. The retailer boosts site accessibility 
through a home button that enables the site to be adjusted in 
ways including seizure safe mode, an ADHD friendly mode that 
reduces distractions and a vision-impaired profile that boosts 
visual aspects of the site. Shoppers can also upload an image 
to find clothes that match their favourite styles. 

Once found, favourite items can be saved to a wishlist. Live 
chat is available from the site’s home page, which also links to six 
social media accounts, including TikTok, Pinterest and YouTube. 
Its largest following is on Instagram, where it has 4.4mn followers 
for its clothing images. 

Standard delivery costs £2.99, while next-day delivery is free 
when shoppers spend more than £100. Online orders can be 
collected two days later via the Evri delivery company at no 
cost, or next-day for £2.99. Those that donate older clothing 
to an online clothing bank, run in partnership with the Salvation 
Army, can qualify for a discount. 

Customers don’t have to register at checkout but are 
reminded that doing so enables them to save items to a wishlist, 
checkout faster and track their orders. Payment options include  
11 currencies, along with buy-now-pay-later Klarna and 
Clearpay methods. 

TOP 50

©
 O

h 
Po

lly

https://internetretailing.net/
http://society6.com
http://ohpolly.com


© 2022 retailx.net, distributed by InternetRetailing.net 38         November 2022

CASE STUDIES

LIVERPOOL FC
liverpoolfc.com 
As an internationally known football team, the Liverpool FC 
website is easily found online. A search on its name brings 
up the latest match results and news about the team, whose 
heritage stretches back about 130 years. That’s followed by 
its own website, found through organic search. Page one 
results also include its social media pages on Twitter, YouTube 
and Facebook. The club has more than 43.7m followers on 
Facebook, where it shares match highlights alongside some 
shopping suggestions, and 22.6m on Twitter. It also links to 
Instagram, where it has 1.3m followers, from its home page. 

Liverpool FC’s official online shop is clearly flagged up on the 
home page of the club site where it is also easily found through 
navigation. The store sells a wide range of replica club kits, 
souvenirs such as programmes and signed shirts, and branded 
items from swimwear to water bottles, mugs, and toasters. 

Products are generally illustrated though a choice of 
zoomable images, and feature star ratings and reviews to help 
guide shoppers in their choice.  

The store has a mobile app, which is available on both 
Android and iOS. Users of the iOS app can save items to a 
wishlist, find in-app promotions and discounts as well as store 
locations and the latest product news.  

The club sends its merchandise to shoppers around the globe 
and at the time of writing offered free worldwide delivery until 
November 7 – catering to early Christmas buyers. Standard 
UK delivery costs from £4.50 for five-day delivery and is free 
to those who spend £80 or more, while shoppers can also opt 
to collect from Liverpool’s store. Purchases of non-personalised 
items can be returned for up to 30 days after buying. 

Shoppers can opt to register at the checkout, where payment 
choices include PayPal alongside standard credit cards.   

TOP 500

SOUS CHEF
souschef.co.uk 
Specialist grocer and cookstore Sous Chef was founded in 
2012 by Nicola Lando, whose CV includes working as a chef 
in a London Michelin-starred restaurant, with a mission to share 
the best flavours from around the world. 

The site is the top, organic, result on a search of its name, 
while its Facebook page also appears on the first page of 
results. The site itself is easily explored, through navigation that 
includes ingredients, cookware, tableware, gifts and types of 
cuisine, techniques and brands, as well as recipes and buyers’ 
guides. Products are illustrated through a choice of images, and 
detailed information about where goods come from, how they 
are made, allergens and shelf life. The retailer shares star ratings 
and reviews, and has a platinum Feefo customer service rating. 
Once found, products can be saved to a wishlist.

From its home page , Sous Chef links to its social media 
presence on Instagram, Facebook, Twitter and Pinterest. Its 
largest following is on Instagram where it has 43.7k followers 
for food images and demonstration and niche product 
recommendations to an engaged audience. Lando also shares 
recipes on the site’s Bureau of Taste blog. 

Standard delivery takes up to three working days, at the time 
of writing, and costs £3.99, or is free for orders over £50. Next-
day delivery is available seven days a week for £6.99, or for 
free when shoppers spend more than £100, while shoppers 
from most UK postcodes can also opt for weekend delivery. 
The retailer only delivers within the UK, although shoppers can 
opt to pay in euros as well as pounds. Customers have up to 
30 days to return an order, and at the checkout can choose to 
pay via PayPal, Apple Pay and Google Pay as well as through 
standard credit cards.   

TOP 50
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ONLINE4BABY
online4baby.com 
Online4baby positions itself as the UK’s most affordable online 
nursery retailer. The Greater Manchester-based family business 
traces its roots back to 1987, but it was set up in its current form 
in 2005 by sisters Christy Foster and Cheryl Blayds. 

The Online4baby is easily found since it comes up top on a 
search on its name, with shopping images followed by its website 
in both paid and organic results. both PPC and organic results 
and its Facebook and Instagram pages. It has 122.9k followers 
on Facebook where it shares product images, recommendations 
and starts conversations around parenting. It also has a store 
front on Facebook, which links through to the retailer’s website. 
From its home page it links to six social media sites, also incluing 
TikTok, YouTube, Twitter and Pinterest. On YouTube, it has 2.4k 
subscribers for long and short-form videos, covering product 
demonstrations, reviews and general parenting advice. 

Website users can search or navigate the site by product type 
or brand. Products are illustrated through a choice of pictures 
alongside detailed product descriptions, while answers are 
given to key questions, from what a product is for an how it 
works, to how to measure size and whether it can be taken on 
a plane. 

Further advice is available through live chat, by email or 
over the phone and customers can also see what others thought 
through ratings and more than 25k reviews, through Trustpilot. 
An onsite blog offers insights and advice in areas from nap times 
to when to move from a pram to a pushchair.

Next-day delivery is free when shoppers spend over £49.99, 
while standard delivery is via tracked two-day delivery. A 
generous returns policy extends for 365 days. 

At the checkout, shoppers can opt to register or to stay as a 
guest. Payment options include Apple Pay, Google Pay, PayPal 
and Klarna. 

   

TOP 500

PRIMROSE
primrose.co.uk 
Online-only garden centre Primrose was founded in 2003, 
and is now a market leader in its sector. It was bought in late 
2020 by Risk Capital Partners. 

Primrose’s website is easy to find since it leads the results 
returned on a search of its name, in both paid and organic 
search, while its products also feature in shopping results. 
Shoppers can search a range of more than 18,000 items, from 
plants and planters to outdoor heating and garden furniture, or 
navigate using filters including popular and seasonal categories, 
species, and rootstock. 

Advice is available throughout the website – flagged up on 
the home page but also appearing next to searches, with guides 
such as how to prune a tree. Visitors can also join the Primrose 
gardening club or read its blog for articles and advice in areas 
from what items are used to how to choose and use them. It 
also offers advice and demonstration via YouTube where it has 
12.5k subscribers. The website links to its presence on five social 
media channels – Facebook, where it has its largest, 43.2k, 
following, for a mixture of inspirational images, advice and how 
to guides as well as a shop front –  Twitter, Instagram, YouTube 
and Pinterest.

On the product page, shoppers can see whether an item is in 
stock, and when it would be delivered if ordered immediately. 
They can also read in-depth information in areas from care to 
rootstock and reviews as well as practical issues such as how 
orders will be delivered. 

Three to five day delivery to most UK postcodes is is free on 
orders over £40, and items can be returned for up to 14 days 
from delivery. 

Checkout options include Klarna, PayPal, Amazon Checkout, 
Google Pay and Apple Pay.    
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OUR RESEARCH COVERED FIVE AREAS:

FOOTPRINT: calculated on retail turnover, the ecommerce 
subset of this turnover, web traffic and the number of stores.

FIND: the extent to which retailers demonstrate visibility, 
simplicity and expertise in search and navigation.

MOBILE: whether retailers demonstrate an understanding of 
mobile UX and multichannel, and if they have mobile apps.

DELIVERY: measuring speed and cost of delivery, the 
flexibility of fulfilment and returns, and click and collect 
services.

CHECKOUT: the website features and third-party plugins 
retailers use to help shoppers make a final decision to purchase.

PERFORMANCE CLUSTERS
The Top Growth 2000 retailers of 2022 are listed as the Top50. 
The retailers, combining both size (‘Footprint’) and capability, 
represent the leading edge of UK retailers outside the Top500. 

Top 150 retailers include the next 100 retailers and represent 
the best-practice level for retailers of their size in ecommerce 
and multichannel retailing, exemplifying RetailCraft at its best. 

Between the Top 150 and Top2000, retailers are grouped 
in a way that expresses their measured performance in a way 
that goes beyond their variation in size, reach and turnover.

WHAT CONSTITUTES A RETAILER?
The Growth 2000 are the largest retailers according to their 
Footprint outside the UK Top500. The modern multichannel 
landscape is more complex than merely ‘having a website’ 
or ‘operating a store’. In choosing the RetailX Growth 2000 
(G2K) we have considered companies’ intent, capabilities and 
activities around the recruitment and monetisation of customers. 
The definition of a ‘retailer’ for inclusion in our research is:

DESTINATION: in the minds of customers, a destination is  
a shop, site, place, time or event that’s a source of product, 
service or experience.

FASCIA-FOCUSED: individual trading names, rather than  
a parent company that may operate more than one brand. 
Since group structures are invisible to customers, they has no 
bearing on the position of brands owned by a group.

PURPOSE: the retailer has created goods and/ or services 
for the specific purpose of selling to the purchasing consumer.

MERCHANDISING: the retailer actively sells and is not 
just a portal for taking customers’ money. 

ACQUISITION: the retailer actively markets, recruits 
and attracts customers with a promise or proposition to the 
destination.

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

RECOURSE: the retailer is responsible for the service, 
fulfilment and customer satisfaction owing from the sale.

EXCEPTIONS: we may include a certain business due to its 
influence upon retailers and retailers’ customers.

EXCEPTIONS

MARKETPLACES: only when a marketplace undertakes 
customer acquisition and manages both payment and 
recourse on purchases is the company eligible for inclusion.

PURE TRANSACTION/TARIFFS: we will not 
necessarily include businesses where ecommerce is not 
the main function. For example, online payment for gas or 
electricity. 

B2B AND DIRECT-SELLING BRANDS: Due to the 
increasingly retail-like behaviour of B2B brands, we have 
included certain direct- selling brands and B2B businesses.

TECHNICAL DESCRIPTIONS

RETAILERS SELLING THROUGH MARKETPLACES: 
the top ten results for a pattern as returned by Google are 
selected to determine whether a retailer’s name appears in  
a marketplace’s URL as would a seller on that marketplace.

MARKETPLACE VISIBILITY INDEX: the top five 
domains returned by Google for retailers which are 
marketplace hosts are selected.

TOP RESULT FOR BRANDS: Whether or not at least 
one of the retailer’s domains (or a retailer’s marketplace host) 
appears in the top result of a Google search is evaluated.

WEBPAGE METRICS: the loading time, design, best 
practices and SEO are measured using Google’s open-source 
and automated tool, Lighthouse.

METHODOLOGY
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Thanks to our Knowledge Partners for their contributions to our 
year-round research, and for helping us to bring our insights 
and findings to professionals working in ecommerce and 
multichannel retail.

THANK YOU

KNOWLEDGE PARTNERS

parcelmonitor.combuiltwith.com similarweb.com
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Throughout the pages of this report, we’ve contrasted the way 
that shoppers want to buy with the way that Growth 2000 
retailers, brands and marketplaces are serving them in practice. 
While retailers are improving their performance in many ways, 
they are still lagging behind customer expectations. 

As a time of economic uncertainty looks set to become  
a recession, it will be more important than ever to adapt to 
the way that shoppers now want to buy. This means meeting 
the needs of shoppers through smart actions that don’t impact 
on profitability. Where a mobile app might not be financially 
justified, for example, it’s important for developers to ensure their 
websites load quickly on smartphones by ensuring that they meet 
metrics such as the Google Lighthouse performance standard. 
Or, by setting out stock levels and delivery expectations on 
the product page, retailers ensure that their customers are not 
surprised when their goods take an extra day to arrive. 

IN CONCLUSION
We’ve seen in the research that speed is not always a factor 

for shoppers and that and this can be a more sustainable option. 
Indeed, many Growth 2000 retailers offer slower delivery that 
works for those occasions when time is not of the essence.

This is just one illustration of how the RetailX UK Growth 
2000 is designed to help. By enabling retailers to benchmark 
themselves against their peers, they can ensure that they are 
meeting industry standards, while working to improve their 
performance against customer expectations. 

We trust it will prove a useful tool at a challenging time and 
look forward to updating our research next year. In the meantime, 
we always want to hear from you, both with suggestions of new 
metrics that our research should now track, as well as with the 
names of retailers that we have not tracked this year but should 
in the coming 12 months.

Chloe Rigby, editor
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