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Introducing Clipper.
Clipper is the UK’s leading retail and high-value
logistics provider, with pan-European coverage
and specialist capabilities in e-fulfilment
Logistics, Fashion Logistics, Pre-Retail, High-Value
Logistics and Deconsolidation Centres.
Clipper ’s impressive client list includes industr yleading retail brands such as Ann Summers,
Asda, ASOS, Aurora Fashion, Bench, Build-a-Bear,
GAP, George, Harvey Nichols, H&M, John Lewis,
Liberty, Mint Velvet, Morrisons, Motilo, New Look,
Nicholas Deakins, Shoedazzle and Tesco.
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The Future Forum.
Towards the end of 2011, Clipper introduced its first
ever Future Forum: ‘Death of the High Street?’ which
took place at the Langham Hotel in London. The
event was attended by professionals from the world
of retail and logistics, and was designed to provide
an afternoon of insightful and stimulating debate
centred on the challenges, risks and opportunities
presented by multi-channel retailing.
This document provides an overview of content
from the day and includes insights and clear
milestones for retailers to adopt when developing
a multi-channel strategy and logistics solution.
It also explores effective strategies for avoiding
common pitfalls to ensure that a retailer’s online
activity is a winning proposition and one that
maximises the growth opportunities that
multi-channel retailing presents.
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The changing face of retail and logistics.
Over the last decade there has been a
tremendous shift from traditional retail
channels to multi-channel retailing.
The rise of the internet, sophisticated smart
phone technology and social networking
sites have changed the face of retail
forever and influenced consumer buying
habits to such an extent that consumers
now expect to be able to buy goods 24/7.
‘e-commerce is everywhere commerce’.
Many forward-thinking retailers have been
quick to respond to these changes and
successfully evolved their businesses
in-line with the increasing demands of
techno-savvy consumers. For many
retailers however, this is not a straightforward
process. It involves significant investment,
time and resources to ensure their business
has the necessary channels and supply
chain infrastructure in place to deal with
these growing demands.
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Logistics evolved.
Logistics practitioners have also
realised that in order to survive
in today’s ever-changing and
competitive world, a business
cannot stand still or appear to be
lacking in fresh thinking. Instead,
it’s about challenging perceptions,
making strategic and informed
decisions and looking beyond the
core function to venture into new
and innovative solutions.
Quite simply, it’s about evolution.
‘The future of logistics is clear. It’s time
for a new breed of logistics company.
One with the size and ability to tackle
any project, plus the speed and agility
to strike quickly. One that appreciates
the importance of logistics in the
bigger picture, yet still keeps
things simple.’

Evolution vs Revolution

Clipper’s approach to Retail Logistics.
At Clipper we have Retail Logistics at our
core, with many clients operating across
multiple channels. We pride ourselves on
building long-term relationships founded
on knowledge and trust, and we work hard
to understand every aspect of our clients’
businesses. As a result, we have a wealth
of specialist knowledge and experience in
a range of sectors, and have supported
numerous clients through their expansion
into multi-channel retailing, with some
impressive results.
Taking care of your brand and delivering
on your customer promise is Clipper’s top
priority, and that’s what sets us apart from
our competitors. We don’t believe in a ‘one
size fits all’ model, so we provide bespoke
solutions that are tailored to meet our clients’
business requirements.
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Clipper and e-fulfilment.
Nearly a decade ago, we identified
the need for a fashion logistics player
to move into the e-fulfilment arena
and evolve its business to establish a
market-leading e-fulfilment proposition.
e-fulfilment has now grown to
account for over 25% of Clipper’s
business and we’re now recognised
as a leading e-fulfilment specialist,
handling activity for a number of
high profile, national fashion retailers.
In fashion e-fulfilment, Clipper currently
dispatches c10% of the UK market
and is rapidly growing.

Investment in e-fulfilment Retail
Logistics.
Clipper has an in-depth understanding
and appreciation of the challenges
faced by retailers, and we have
invested heavily in people, skills and
infrastructure to provide cost-efficient,
semi-automated warehousing and
advanced stock management
systems, which allow retailers to
seamlessly coordinate multi-channel
operations.
We’ve also invested in advanced
IT solutions to support our retail clients’
expanding operations, developing a
practical and flexible IT e-fulfilment
solution that we can integrate with our
clients’ existing software. And that’s
not all. Our systems have been
enhanced to handle returns and
tracking, ensuring that our clients’
operations run as smoothly as possible.
As a result, many of the UK’s major
multiples and high street fashion and
retail brands now rely and trust Clipper
to deliver their e-fulfilment solutions.
“Clipper - a trusted partner with an
in-built consultancy.”

Introducing Clipper’s Future Forum Speaker
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Introducing Clipper’s Future Forum:
Evolution vs Revolution
‘Death of the High Street?’
What happens if your new
multi-channel takes off?
• Have you built flexibility into
the heart of your solution?
• Can you manage the ever-changing
customer demands?
• Can you process returns efficiently?
• Are your systems robust?
• Can you keep being outstanding?
“People never plan to fail; they simply fail to
plan to be successful.”
Our ‘shared use’ trusted partner approach
allows the customer to grow and take on
resources as required, without the burden of
under-utilisation or the need to recruit skills.
Once you’ve conquered the UK, you can look
at expanding into Europe and further afield.

Tony Mannix.
Managing Director, Clipper.
Tony Mannix welcomed delegates to
the Future Forum with an introduction to
Clipper’s credentials and the ‘Death of
the High Street?’ film. He discussed how
retailers could best meet the demands
of today’s multi-channel consumers
and identified the challenges that
retailers face in the current business
environment.

The issue of returns
Consult the Distance Selling Regulations for
relevant advice. Remember that customer
expectations are high, and that consumers
are increasingly using social media to voice
a negative response.
The advantages of an efficient returns system
An efficient returns system can create customer
loyalty, positive customer feedback and
business growth, and make inventory work
harder.
The returns process
The physical returns process must be slick –
it shouldn’t delay inventory or refund. You should
also consider the authenticity of items being
returned. With a vast increase in the number of
counterfeit items, are you getting back what
you sent out, and of equal concern have you
simply provided a no-cost hire service?

Other factors:
• Consider abuse recording and
agreed action.
• Reason codes are vital for analysis.
• Plan for pre-packing, re-pressing and
steaming.
• Over 90% of fashion goods returned can
be restocked, so return these items back
to stock as soon as possible.
• Consider returns to supplier
for faulty merchandise.
• Consider the impact of clearance,
eBay and destruction.
Clipper’s Returns Hub
We currently process customer returns at all
UK ‘centres of excellence’ and have recently
developed a new ‘European Returns Hub’ at our
Kempen site in West Germany to better support
our customers that are trading across the UK &
Europe.
We’re working to develop:
• Cross-border carrier solutions.
• More rapid customer satisfaction.
• Consolidation of returns to the UK.
• Shared user capabilities.
• Hub fulifilment.
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Multi-channel retailing in a digital age
We are entering a new era of brand
communication, which will affect the ways that
customers access your brand online.
What is brand truth in a digital age?
• Consumers now have 24/7 access to your
brand and they gather information about it
from a wide variety of resources.
• User-generated content and peer-to-peer
recommendations have become an essential
part of learning about brands and products.
• Brand advocates are also key to a brand’s
success – one Facebook fan equates to 20
additional visits to your website.

Protecting your brand online

Kristal Ireland.
Head of Digital, Propaganda.
Kristal Ireland shared her expertise in the
digital arena, offering practical advice
on how to protect your brand and create
brand differentiation online, as well as
exploring the impact of social media.
Propaganda is a leading
Leeds-based strategic and creative agency.
They recently launched a new digital
proposition entitled ‘Digital Intelligence’,
created to help clients realise their brand
potential online.
Digital Intelligence has been
designed to link insight with strategy, and
creativity with technological implementation.
Put simply, it adds more rigour and insight
into the development of an integrated digital
strategy and implementation plan.

What are the options?
• Monitoring your brand in real-time,
for example by using Tweet Deck and
Twitter, can be challenging. But it’s also
key to customer service.
• Online reputation management is paramount.
It’s a 24/7 responsibility – the Internet doesn’t
stop at 5pm on a Friday.
• Consider SLA’s, policies and procedure.
With these things in place, you can minimise
the risks that having an online presence
can pose.

The rise of the multi-channel shopper
What influences online shopping?
• 71% said that recommendations from friends
or family were the single most important
factor when choosing which website to
buy from.
• 46% said knowledge of the retailer
from their high street presence was key.
• 21% were prompted to visit a site
by offline advertising.
The new digital consumer
• 46% of online shoppers don’t have
a clear idea of what they want to buy
when they go online.
• Emerging groups of shoppers, termed
gatherers and collaborators, are spending
time on social platforms – researching and
sharing information prior to making
a purchase.
• Consumers read on average six blogs
or social media sources before making
a purchase decision.
Harnessing technology to drive sales
• Consumers no longer differentiate between
the desktop and mobile browsing experience.
• Expectations are high.
• A connected, multi-channel approach is
key to harnessing the power of the latest
technology available to shoppers.

Introducing Clipper’s Future Forum Speaker

Puneeta Mongia.
Assistant Director, Strategy, PwC Retail.
Puneeta Mongia discussed PwC Retail’s
expertise on multi-channel retail, investigating
current industry trends, identifying ways of
meeting customer needs and addressing
future challenges.
The retail sector is facing increasing
pressure. Consumers’ belts are tightening
with the continuing fragility of the UK economy
and the impact of the Government’s
austerity measures.
Rising commodity costs coupled
with environmental and ethical issues affecting
the supply chain are also putting further
pressures on margins. Consequently, brands
are diversifying into new areas to fit in with
cash-conscious consumers.
Multi-channel retailing is increasing
as technology continues to change the way
consumers shop. With these new distribution
channels, retail and consumer product
companies must keep up with customer
demands as information concerning buying
habits becomes increasingly important.
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The multi-channel consumer
The typical multi-channel consumer is a
confident and sophisticated online shopper.
The online shopping population has matured,
leading to increasing confidence and shopping
sophistication. This means the new online
shopper buys more frequently, spending more
of their disposable income online.
Reasons for shopping are changing
In 2007, lower prices, speed and access to
favourite brands were the most popular reasons
to shop online.
Today, shoppers are clearer on why they shop
online, they want to shop when they want, it’s
easier to compare products and offers, it’s
easier than visiting shops and there is a greater
variety of product.

Emerging multi-channel behaviours
What do we mean by multi-channel?
Multi-channel means creating multiple channels
to market, i.e. store, catalogue, call centre and
website. It’s about facilitating cross-channel
shopping and providing a seamless experience
across the purchase journey.
Online shopping has hit the mainstream,
but are consumers buying multi-channel?
92% of online shoppers have shopped
multi-channel with at least one retailer, and
most online shoppers are using a portfolio of
just 2-5 multi-channel retailers.
How do multi-channel consumers shop?
Furniture and homeware are the most popular
multi-channel categories; with 83% of
consumers using the web to research when
buying electrical goods, including consoles and
games. However, 66% of consumers prefer to
purchase in-store when buying fashion.

How do consumers expect their shopping
behaviour to change in the coming 2-3 years?
Online is set to continue gaining share relative
to all other channels, however nearly 55% of
consumers said they did not expect to change
their store or catalogue shopping habits.

What are the implications for the retail
sector?
How is multi-channel retail impacting the value
of the retail sector?
Consumers are spending more, or spending the
same amount with the same retailers but shifting
channels. They are also consolidating their
spending with their favourite retailers – which
means being a ‘most favoured’ retailer will
become increasingly important.
Consumers claim to spend more with
multi-channel retailers, and more than half
say they have increased their spend with their
favourite retailer.
Winning retailers use digital to understand their
customers, and form deeper, loyal relationships:
Engage
- Build rapport.
- Reinforce brand values.
- Communicate.
Transact
- Make use of direct marketing.
- Support online research.
- Develop online sales channels.
Interact
- Start a two-way conversation.
- Involve consumers in the brand.
- Enable peer-to-peer conversations.
Innovate
- Listen to consumers.
- Make use of data mining and web analytics.
- Improve your ability to ‘test and learn’.
- Explore crowd sourcing.

Introducing Clipper’s Future Forum Speaker
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The mechanics of a multi-channel solution
Creating a multi-channel solution involves the
development of online sales into a portfolio of
distribution channels.
The ‘virtual store’ exists in the following spheres:
• Online.
• Mobile.
• Retail store.
• TV.
• Telephone.
• Catalogue.
‘e-commerce is everywhere commerce.’

Sean Fahey.
Group IT & Project Director, Clipper.
Sean Fahey shared Clipper’s expertise in
the multi-channel arena, discussing the
mechanics of a multi-channel solution,
the pitfalls and required service levels,
and how social media has influenced
consumer buying habits.
Expanding your operation may
seem like a simple idea, but there are many
potential problems that an unsuspecting
retailer can encounter. Using a logistics
partner such as Clipper, with extensive
experience in multi-channel retailing,
can help guide you through the process –
avoiding pitfalls and helping to make
your expansion a success.

Multi-channel retail encourages and enables
companies to:
• Open a new revenue stream.
• Increase market penetration.
• Raise brand awareness.
• Improve product accessibility.
• Trial their product ranges.
• Extend and grow their product ranges.
• Effectively manage promotions and clearance.
• Quickly react to the market.
• Improve customer information.
Why do customers prefer multi-channel retail?
• Speed of delivery.
• Convenience.
• Value-added services i.e. gift wrap.
• In-store collection.
• Loyalty points.
• Promotions.
• Exclusive online offers.
85% of shoppers are influenced by online, even if
they purchase in-store.
e-commerce and IT complexity
With 24/7 real-time demand management
required, it’s vital to avoid ‘stock drift’
between systems.
e-commerce may involve multiple systems such as:
• Retailer.
• Web.
• Payment processing.
• Fulfilment centre.
• Courier.
• Contact centre.
• Returns centre.
• Social media.
• Mobile apps.

e-commerce is different to a store
Retailers must consider:
Protecting the brand
- Third party control.
- New processes.
- Inexperience.
Stock complexity
- Multiple inventory demands.
- Parent-child relationship.
- 24/7 365 operation.
Competition
- Price visibility.
- Delivery service.
- Value-added services.
Visibility
- Can customers find the site?
- Market gain or loss from store.
- Contact centre knowledge.
e-Commerce and Mobile
- Mobile set to displace fixed-line internet by 2012.
- Mobile sales increased dramatically
in the last six months.
- 60% of new handsets are smart phones.
- 15% of fashion sales are made from mobile
phone devices, with a target of 50% by 2015.
- 10% of under 25-year-old people check prices
on their mobile in-store, pre purchase.
e-commerce and Social Media
- In March 2011, Facebook had over
30 million active accounts in the UK.
- 48% of 18-34 year-olds have
a Facebook account.
- The average account has 130
friends – earned referral.
- 700k business pages created
5.3 billion fans in 2010.
Summary
- Your brand must be centre stage.
- The future is shaped by complex
(but not separate) silos.
- Plan to succeed.
- Embrace emerging channels.
- Make use of other people’s experience.
- Deliver the customer promise.

Introducing Clipper’s Future Forum Speaker
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The customer journey and ‘Moments of Truth’
• Today’s customers dictate the journey.
• Multiple ‘Moments of Truth’.
• In any given journey, ‘Moments of Truth’ can
occur across many touch points.
• The challenge is to create a seamless
experience throughout the journey, in every
channel.

Before you even see the customer, consider:
• When the customer is looking for an answer.
• When they are researching their options.
• When they are reacting to your
communications.
• When they are looking for other people’s
opinions.

The second ‘Moment of Truth’

Julian Skeels.
Head of Project Management, Venda.
Julian Skeels shared Venda’s experience
in building e-commerce platforms for their
clients, and spoke about the current and
future solutions, and the service offerings
and solutions available.
Technologies such as the web,
video, mobile devices and social networks
are transforming commerce and the ways
that customers interact with your brand.
Today’s ‘always on’ customers want to
compare, share, buy and take deliveries
anywhere, anytime – the way they want.
When you truly connect and
communicate with customers across multiple
channels with one voice, they will embrace
your brand, tell the world about your products
and continually buy from you wherever they
are – on your website, their social network,
in your catalogues, on their mobile devices
or in your stores.

A customer’s journey now starts well before
the store
• UK users spend more time online than any
other medium.
• They are consuming multiple media
simultaneously.
• The average shopper used 10.4 sources of
information to make a purchase decision in
2011, up from 5.3 sources in 2010.
Users value the opinions of others
• Almost half of UK consumers have
written a review.
• 78.2% of UK consumers are more likely to
buy products with good reviews, 5.1% won’t
purchase a product with bad reviews, 38%
are more likely to read bad reviews and
69% trust reviews more when they see both
good and bad.
• The value of a shared review to Facebook is
$15.72 + value of additional engagement.
‘Moments of Truth’ cross multiple touch-points
• Of the top 20 UK online retailers, less than
25% have a mobile optimised website.
• Social networking sites and in-store are also
important.

Having a flawless logistics chain:
• Inventory control.
• Warehousing.
• Pick and Pack.
• Delivery promise fulfilment.
• Returns management.
Summary
• Customers dictate their own journeys.
• They experience your brands.
• ‘Moments of Truth’ come via many channels.
• You need to consistently communicate your
offer and promises across all channels.

Introducing Clipper’s Future Forum Speaker
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Harvey Nichols, the brand background:
• Fashion department store chain.
• Six UK department stores.
• Two standalone restaurants
(including the Oxo Tower).
• One Southern Ireland department store.
• Franchised stores in Saudi,
Turkey, Dubai & Hong Kong.
• Circa 2,500 employees.
• Turnover circa £250m.
• 60/40-own/bought concession mix.

Martin Schofield.
Group IT & Retail Operations Director,
Harvey Nichols.
Martin Schofield shared his experience of the
Harvey Nichols’ brand journey, from stores to
multi-channels; call centre activity and the role
of logistics partners. He also provided his top
ten tips for success.
Clipper has been working in
partnership with Harvey Nichols since April 2005,
initially providing warehouse and transport
operation from its new 100,000sqft Distribution
Centre in Northampton.
Shortly afterwards Harvey Nichols
decided to expand, opening two new stores
and venturing in to e-commerce.
Clipper have worked closely with Harvey Nichols
over the last five years to support its growth
into new areas, such as hampers, and offer
solutions for every new development.

The Journey
Harvey Nichols decided to move its DC
operations to Clipper in 2005, which involved
replacing all major systems, establishing the
basics and ensuring stock accuracy.

Supplier selection
Harvey Nichols undertook a major exercise to
select new IT and Logistics suppliers, to include
people the company really wanted to work with
and who shared a similar ethos.
Top Tip! “Perform your selection based on what’s
important to your organisation.”
Single unit picking
With a large width of range, this was divided
into small departments in order to simplify the
picking process.
Recall stock
Consider space requirements and tackle issues
as they come.

Perfumery
Clipper also managed the perfumery
conversion from manual store-based
operations, whilst at the same time
challenging convention and creating
massive operational improvements and
improved stock visibility and availability.

Photo studio
Clipper built a photo studio on location
at the DC.

e-Commerce
e-Commerce was integrated into existing
operations in 2007, with on-site services;
hamper packing operation, wave picking,
dedicated operation and stock from central
stock pool.

Hamper operation
Hamper operation was moved in-house with a
‘build on demand’ service.

Studio overheads
Overheads included post-production and
garment preparation.

Summary
Pragmatic tips:
1. Seek operational excellence.
2. Understand the challenge and
demonstrate change.
3. Deal with real and perceived issues.
4. Functionality can be developed,
relationships are harder.
5. Have an agile process.
6. Tactical with strategic direction.
7. People are individuals.
8. IT and Logistics are part of the business.

If you would like to receive further
information about Clipper’s full range
of services or to register your interest for
upcoming future forum events,
please e-mail:
Johanna Ogilvie –
jogilvie2@clippergroup.co.uk
or call 0113 204 2050

Clipper Logistics Group Ltd
Gelderd Road,
Leeds,
LS12 6LT
Tel: 0113 204 2050
www.clippergroup.co.uk

