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THE KEY QUESTIONS

Once again Tesco is at the cutting
edge of innovation and its app
development really stands out. But
what exactly is Tesco’s app hatt-trick?

Why did CDiscount fail to take off in
the UK?

And how does the retailer use club What is Boots aim behind launching

card to its advantage in the online

arena - apart from the obvious points

awarded for online purchases?

The two most interesting online
players in clothing are undoubte-
dly Asos and Next. In what ways

is Asos ahead of Next, and where

is it lagging? Who will will win the
internationalisation race? Asos? Or
Next with new initiatives such as the
Sears tie up?

What is Asda‘s online strategy? How
big are George’s online sales? How
does the retailer utilise its transparen-
cy drive online and navigate pitfalls
from negative feedback for example?

How does Argos manage the tran-
sition from kiosks to m-commerce?
Does the internet cannibalise sales

from the store estate? How success-
ful is Argos’ push into m-commerce?

Will click & collect remain the fastest
growing fulfilment option? How will
delivery slots and the battle for free
deliveries affect and shape loyalty
and indeed the sector?

How have the UK's mail order ope-
rators reacted to the online game
changer? After slowly getting it right
in managing the migration from ca-
talogue to online, where next? Who
is Littlewoods next target?

How big is the m-commerce oppor-
tunity, what percentage of sales do
the UK's best online retailers derive
from smartphones? (None of them
are near Japanese levels yet, it has to
be said)

Why are the grocers so successful

with online grocery in the UK? What

will happen to Ocado?
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Structural Issues

UK Outlook

treat street? Partnering with Asos to
offer click & collect solutions is an
obvious win-win scenario for both
parties, driving footfall into Boots'
store estate and the retailer thereby
gaining top up shopping and impulse
buys, but what specific benefits does
treat street offer?

What is Amazon's biggest sales
generator? The eco system (kindle)?
The loyalty programme (prime)? The
utilisation of NSM (customer ratings
and peer reviews)? The nudges
(recommendations based on past
shopping behaviour)? The marketpla-
ce function (guaranteeing best prices
by offering second hand prices and
offers from independents)?

Viewed from a business perspective
are partnering and fulfilment services
more promising for Amazon going
forward, where the pureplay helps
bricks and mortar retailers to set up
their online businesses? And what
exactly is the future for prime now
that the pureplay has moved to free
deliveries in the UK?

What is the growth outlook for
online retailing in the UK, especially
in light of macroeconomic head-
winds? What effects will the VAT
rise, spending cuts, rising unemploy-
ment, a sluggish housing market and
galloping inflation (as a decision has
been made to weaken purchasing
power to the benefit of reducing
the debt burden) have on online
retailing?

What are the growth avenues
available to UK players now that
growth rates are slowing? What
must retailers do to target an ageing
population profile?

Why do UK operators have a clear
advantage over their European peers
and rivals when it comes to interna-
tionalising their online operations?




OVERVIEW

We believe that throughout 2011 Amazon will pip
Tesco to the post of biggest UK online retailer ranked
by sales (for both food and nonfood combined). Indeed
Tesco has a real battle on its hands. An invigorated
Asda (in online grocery at least) will challenge Tesco
at the same time as Sainsbury’s and Ocado are delive-
ring strong online growth. With Waitrose stepping up
and uncertainty surrounding both Morrison and M&S
in terms of online grocery strategy and possible market
entries, one thing seems clear, Tesco will feel the com-
petitive heat in online grocery in 2011.

Amazon'’s move into groceries (an offer probably aimed
more at the wholesale sector for now), does not help
either, but more significantly the pureplay continues
to raise the competitive bar and continues to set new
standards in online retailing. We predict that free deli-
veries as offered by Amazon will become the new nor-
mal in UK online retailing in future, in the same manner
as other features the global champion pioneered such
as marketplace or prime will continue to be replicated
by others (Asos, Ocado). Apart from installing click &
collect in some of its store estate Tesco has not come
up with a compelling answer to the challenge of free
deliveries yet.
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Making matter worse for Tesco is the defection of high
flyer Laura Wade Gery to M&S. Currently M&S only
achieves online sales of around £400m, but the retailer
has set a target of doubling this over coming years. We
believe that M&S will achieve this and more with the
skill set and know how of the new management.

That said, it's not all doom and gloom for Britain’s big-
gest retailer. Tesco can still wield its supreme loyalty
tool, the club card, to its advantage and has also set
the ball rolling in m-commerce. Indeed we believe Tesco
has scored an app hat-trick. In terms of functionality
Tesco's app suite and offer remains unrivalled in the UK
with no other multichannel retailer anywhere near the
standards set by Tesco.

As the sector is clearly in upheaval, Researchfarm as-
sesses the UK online market by looking at the leading
players ranked by sales fulfilled online and what tactics
and strategies they use to drive online footfall and ge-
nerate online loyalty.
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METHODOLOGY

WE FOCUS ON DELIVERING ADDED VALUE THROUGH OUR REPORTS:

1. HIGH LEVEL ANALYSIS

We believe that delivering value means combining
high-level analysis with real hands on, on-the-ground
experience. We deliver premium insights, outlining fu-
ture trends and opportunities.

2. ACTIONABLE RECOMMENDATIONS
Our reports provide you with recommendations for
each chapter to help your strategic decisions.

3. BEST PRACTICES
Every chapter features a case example and is illustrated
with high quality pictures.

TESTIMONIAL

“On DLF’s (Danish Association of Fast Moving Consumer Goods Manutacturers) New Years Conference
on the 20th of January 2011 we had the great pleasure to hear ResearchFarm speak about future trends
in online grocery retailing. The feed back from the conference participants was very positive as they gave
ResearchFarm'’s presentation the highest score of all speakers, finding the analysis about the key success
factors of chosen EU and US online retailers both very interesting and inspiring. We can therefore give
ResearchFarm our best recommendation.”

Dagligvareleverandererne
Danish Association of Fast Moving Consumer Goods Manufacturers

ABOUT RESEARCHFARM

ResearchFarm is a start up boutique focused on strategic insight
and innovative topics and trends in the FMCG/retail space. A key
word for us is innovation. We try to unearth what works and what
doesn’t and tell our audience about it. For us the client comes first,
as such we are focused on the story to tell, sharing insight and
analysis, not on getting our names in the media — though we will
engage in this as well occasionally.
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Researchfarm strives to deliver a starting point for constructive discus-
sions and provide clear solutions and direction.

Our in depth observations of fundamental changes combined with
our strategic insights into the sector and our entrepreneurial thinking
provide unrivalled, actionable and meaningful solutions.

Our recommendations will enable you to formulate new strategies,
head for the right milestones, drive future growth and set the right
incentives.

THIS REPORT WILL ALLOWS YOU TO...

Improve decision making quality
Set strategic objectives based on clear actionable insights

Drive your business forward by making the right decisions at
the right time

Benchmark by comparing your KPIs with those of the outstand-
ing players profiled in the report and shows best in class execu-
tion.

Identify pitfalls and highlights opportunities with market an
sector sizes to target the growing niche about to become main-
stream.

Learn from established players as key drivers for success and the
points of difference in operating are clearly laid out, these can be
incorporated into your own model, shows how to best communi-
cate with the shopper.

Understand the competition and what the future will bring.

WHO SHOULD BUY THIS REPORT ?

Retailers (strategic insight/market research, buyers, online opera-
tion departments)

Logistics providers

Property companies

FMCG players

Financial services industry

Telecoms and IT services providers
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HOW TO ORDER

PRICE

Thi .
his report is priced GBP 790 (46 pages, delivered as a PDF file)

BUY ONLINE

To
order your report, please go to www.ResearchFarm.co.uk

Payment modes offered :

e By bank transfer

When checking out '
, please check ‘invoice” as
payment mode. We then send invoi
: you an invoice.

e By credit / debit card
Secure payment via Paypal.
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