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Agenda

 What’s happening in retail and how are retailers responding?

 What are the implications for leading DIY retailers?
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We implement ecommerce & MCR for leading retailers & brands

 EU’s leading ecom specialists

 Based in London, Paris, Sofia

 Work across the world

 17 of the top 20 UK retailers

 50 of top non-UK EU retailers

 All categories and formats

Enabling eCommerce & MCR
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We have a lot of DIY experience 4



Five key service lines

 Across all categories, channels, formats, and geographies
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6Continued growth across EU’s largest ecommerce markets

Source: Combined Mintel, Verdict, Javelin Group estimates 

For comparison, USA’s retail ecommerce sales were €116bn (6%) in 2010, growing to €190bn (8%) by 2014 
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7Drivers of ecommerce penetration

USA UK DE FR ES
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8Who dominates ecommerce in UK, France and Germany?

 UK ecommerce is dominated by store-based retailers

 Germany and France dominated by dotcoms and cataloguers

Source: Mintel/BHV

(data excludes eBay and eBay Powersellers)
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Source: Javelin Group analysis

Strong “web-to-store” effect

UK non-food retail market 2003-2020, split by channel
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11The web-to-store effect

“When the internet first started to grow 

significantly, the expectation was that people 

would go to the stores and then buy what 

they wanted online. In fact, the complete 

opposite has happened.  In practice, people 

go to the internet first and then visit the 

stores.  So today we’re seeing in stores like 

PCWorld and Curry’s that between 60 and 

70% of all customers visiting the stores have 

been online first.”
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Department store ecommerce % (Europe & USA), 07/08 - today 13
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14How the web is used across different product categories
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15eCommerce and web to store in DIY

“A very low percentage – about 1 to 2 

percent – of B&Q’s sales are really 

transacted online but we know that over 

50% of our customers are influenced by 

their online experience before they get 

to store.” 



Requirements for “ecommerce” and “web-to-store” are similar

Assortment

& pricing

• Credible assortment

• Consistent pricing1

Online

experience

• Product information 

• Ratings & reviews

• Merchandising

• Account mgt

• Navigation/search

• Functionality

2

X-channel

experience
• Web-to-store/phone

• Promotion in-store

• Returns to store

• Order in-store

• View local store stock3
Marketing

• Optimisation of marketing spend 

across all channels & media

• Customer segmentation & analysis
4

Operations• Supply chain & fulfilment

• Product info. management

• Customer service

• Store operations 5

Technology
• Legacy systems

• eCommerce systems

• CRM systems

6

• Board sponsorship

• Management team

• Processes

• Measures/rewards

7

Economics

• Detailed business plan

• Quarterly P&L over 3 years

• Investment case 8

Customers

Brand

European copyright, Javelin Group 2010
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17Full assortment

“While there maybe a limit to how many 

products you can put online for 

transaction, you have to show [online] 

the full range that you have in store.”



Product information management and presentation 18

Assortment Product Info. Presentation



19Product information management

“Because product information management is so 

important we’ve wanted to make it a really robust 

process. So part of what we’ve done is actually to take 

that offshore and almost to industrialise it and make it 

very systematic, and that’s been very successful.  

We’re doing a lot to enrich the basic data that is in 

Tesco’s core systems, and this is critical to customer 

conversion.” 
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Product text, 

images, videos

Promotions

Availability & 

location

Price

Ratings & reviews

Social content

TV

3PExcellent 

management of 

digital assets

Product information management



Distribution across many touch points: Youtique 21



22By 2014, mobile internet = 10x penetration of desktop internet

PaymentLoyalty

Instant price check

Total customer 

recognition

Coupon storage

Self-scanningGeo-targeting

& localisation

Manuals & 

warranties



Distribution across many touch points: Tesco mobile app. 23

“One of the most exciting changes in the last year has 

been the rise of Mobile.  We now think about 14% of our 

customers have an iPhone and probably 40% have a 

smart phone, and that’s just driving huge changes in 

how they shop. So one of the initiatives we’re proudest 

of is our Grocery Shopping App.  which we launched in 

the Autumn, and we’ve added a barcode scanner so that, 

as you get rid of products in your house, you can scan 

them with your phone and they pop into your shopping 

basket.  Talk about automatic re ordering, it’s great!” 



24Casto iPhone app
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26Driving convenience (click & collect)

“We’ve seen a really good take up for 

Click & Collect. We launched it in 

September 2008 and it has just helped to 

fuel and support what we already knew 

was happening, which is that customers 

were coming online, researching and 

then wanting to go to the store to pick 

up the product.” 



27Driving convenience (click & collect)

“Customers have consistently told us for 

eight years: it [Click & Collect] is the most 

convenient service you can provide.  It is 

better than home delivery because they 

control when they go and pick it up.”



Common rules (all categories, all geographies)

 Full assortment

 Great product information & content from many sources

 Easily accessed across many touch points

 Convenient delivery/collection options
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The opportunity 29



Thank you

For a copy of these slides please email

tony@javelingroup.com
+44 (0)20 7961 3200


