
1

Internet trends
Today and tomorrow

Agenda
What we’ll talk about

Today
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Implications
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Today
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Today

Don’t believe everything you read
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Today

We’ve come a long way

2003

2.0% of retail sales

£5.0bn spent online

10.1m online shoppers

2010

7.9% of retail sales

£23.1bn spent online

29.6m online shoppers

Today

But physical still grew

£39.1bn

£18.2bn
(46.8%)

£20.9bn
(53.2%)

2003-2010

spend growth
2003-2010

internet growth
2003-2010

other growth

Retail spend cash growth over 2003-2010
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Today

Consumers still use shops

96%
Percentage of regular internet buyers who use shops:

Browsing

53%
Checking

44%
Returns

76%

Today

Penetration remains low

3.83.6 9.07.7 28.0 35.1 55.24.2 5.5

Beauty Food Furniture DIY Clothing Homewares Electricals Books Music

Internet spend, penetration by sector for 2010
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Today

The balance is tipping

£5.4bn

£3.1bn
(57.6%) £2.3bn

(42.4%)

2010-2011

spend growth
2010-2011

internet growth
2010-2011

other growth

Retail spend cash growth over 2010-2011

Today

The perfect storm

Rest of retail

-£3.2bn

Internet Food Non-food

£3.1bn £4.7bn £0.8bn

Retail spend cash growth over 2010-2011
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Today

Uneven impact

Swindon

-4.4%

Marlborough

-0.2%

Bodmin

-6.9%

Fowey

+2.3%

Tomorrow

2
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2010 2020
7.9% of all retail spend

(£23.1bn)
20.4% of all retail spend

(£63.2bn)

Tomorrow

Growing share

Online spending and growth rates 2010-2020
£bn

%

Online retail expenditure (£bn)

Growth rate (%)

23.1
26.2

29.6

33.5
37.1

40.1
42.3

48.1

53

57.9

63.2
16.1

13.4
13.0 13.2

10.7

8.1

5.5

13.7

10.2
9.2 9.2
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Growth pattern
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Stores Catalogues Online

Tomorrow

The rise of mobile

17.2%

14.1%

15.2%

6.1%

52.3%

96.0%

Penetration
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Tomorrow

The sector view
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Online potential
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Debenhams

HoF

John Lewis

HMV

B&Q

Comet

Dunelm

Best Buy

IKEA

Currys

Primark

Tesco

Sainsbury

ZaraAsda/George

M&S

Next
Gap

Boots

iTunes

Apple

Hollister

Tomorrow

The retailer view

Implications
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Implications

Less space, fewer stores

Shop numbers

2010: 246,614

2020: 221,879

-10% over next ten years

Shop floorspace

2010: 559m sq ft

2020: 527m sq ft

-6% over next ten years

Physical

92.9%

Online

70.7%

Catalogue

53.9%
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83.5%

69.1%

53.8%

63.7%

69.0%

37.4% 53.8%

84.2%

66.3%

21.8%

74.5%

40.4%

9.5%

Implications

Understanding the role



11

Outlets

Implications

Loss of power

����Inputs

-2.5
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-1.5

-1.0

-0.5

0.0
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1.0

1.5

2.0

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

Overall rates of inflation in retail on and offline

All retail

Online only

Implications

Price pressure
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£4264£85 £461

£406 £473

Cross channel consumers are 33.4% more valuable to retailers

onlinecatalogues

Implications

Multichannel imperative

Implications

Retailer actions

Purpose

Holistic

Understand 

Selective

Culture

What does this do for me?

How does it integrate?

How can I get a single view?

What should I back?

How do I unify my business?
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