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Introducing Clipper. Clipper is amongst the

leading providers of value-added logistics solutions
and e-fulfilment to the retail sector in the United
Kingdom, with an expanding business in Germany.
The Group provides thought-leading services
within the online fashion and non-food sectors to
leading brands including ASOS, The John Lewis
Partnership, Asda, Argos, SuperGroup, Morrisons,
New Look and Tesco.
With a network of 42 locations in the UK and
Germany and over 6.2 million sq. ft. of warehousing
space, Clipper offers its clients a comprehensive
range of retail supply chain solutions.

Returns on returns

The Future Forum. Clipper launched its

Future Forum series with an event held at the
Langham Hotel in London. Professionals from the
world of retail and logistics attended the event,
‘Death of the High Street?’, which provided an
afternoon of stimulating and insightful debate
centred on the challenges, risks and opportunities
presented by multichannel retailing.
The second event in the series was held in Leeds
and focused on the benefits of port deconsolidation,
giving valuable insights into how retailers can take
costs out of their global supply chain.
The third in the popular series focused on the
growing retailer challenge of dealing with returns.
Clipper brought together experts from the world of
retail and highlighted the challenges, opportunities,
trends and ambitions for the retail sector, in this
increasingly competitive environment. This document
sets out to give an overview of the topics discussed
and the conclusions reached.
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How to make a return on returns. If there’s

one area of multichannel that needs new solutions,
it’s returns processing management. With standard
industry return rates for online retail orders of up to
40%, it’s a challenge that needs a powerful and
robust solution.
Clipper has been alive to this challenge and has
responded with a reverse logistics solution, tailored
to the needs of individual retailers and their specific
challenges. Boomerang™ takes cost, complexity
and risk out of the returns process. More importantly
it delivers results, making retailers more competitive,
more responsive and ever more popular with their
customers.
The retail press has identified returns as the
new battleground for competitive advantage.
Through Boomerang™, we’ve designed a solution
that ensures retailers get a return on their returns.
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Tony Mannix, CEO, Clipper
Welcome and introduction
Multichannel has changed retail
forever. It’s moved from in-store
returns and customer services
representatives, who were
able to deal with issues and
complaints face-to-face, to
‘online’. Now the customer has
the power. If he or she doesn’t
like the outcome they can take
to the internet – to Twitter,
Facebook or review sites – to tell
the world about their frustrations.
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Returns is an issue of brand.
Here are the numbers:
•	In a twelve-month period (2013–14)
43.4%1 of clothing and footwear shoppers
returned items bought online.
•	61%2 of customers say they will switch
their retailer based on an unacceptable
online experience.
•	In 2013 clothing returns were estimated
to be worth £1.16bn.3
•	With online retail set to grow to £125bn4
by 2022, and the proportion of UK online
sales set to increase from the current
rate of 13% to 33%5 by 2022, this is an
escalating challenge.

46% of German consumers
say their choice of retailer is
influenced by their ability to
return unwanted items.
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‘Time compression’ is impacting buying
behaviour, because shoppers want a
process that’s easier and simpler than
ever before. 53%6 say convenience is
the most important factor, and 57%6 say
a positive returns experience is a vital part
of the buying decision. Shoppers are also
looking beyond the UK. There has been
a big shift in habits with some 48%7 of UK
shoppers making purchases with retailers
based abroad. And shoppers from abroad
are spending more outside their countries
too. For instance, Germany is a key growth
market with online retail expected to reach
€73bn8 by 2019. On top of that 46%8 of
German consumers say their choice of
retailer is influenced by their ability to return
unwanted items.
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European online retail sales are
projected to reach €233bn by 2018.1
The supply chain is changing. In the past,
the process was simple. Stock was delivered
to the warehouse in a ‘compliant’ way so
it could be made retail-ready quickly and
easily. Now returns have, in some cases,
become the biggest inbound supplier by
volume. But here’s the thing: returns aren’t so
compliant. They arrive in a variety of states,
via a variety of formats (couriers, Royal
Mail, etc.) For the warehouse this means
huge pressure. Stock arrives unannounced,
compliance is non-existent and rectification
takes space and time that simply aren’t
there. Meanwhile, customer expectations
are skyrocketing.
So, what’s the answer? Boomerang™ is
Clipper’s returns solution. We’ve designed
it to re-optimise the supply chain. In other
words, we check returned items; reinstate
them to inventory quickly if they’re
in pristine condition; make minor repairs
if there’s damage, and then return to
stock; clean and repress if required;
and authorise refunds quickly to enhance
brand protection.
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Tom Woodham, PwC
Returns requires new thinking
The retail environment is changing
due to the rapidly expanding
challenge of returns. In fact, returns
are growing faster than deliverables
at c10%1 per year. Why is the
problem continuing to grow?
Because customers are becoming
more comfortable returning items,
and they want simplicity
and convenience.
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The retail response has been to offer
more ways to return items, but they are
still getting to grips with this. And as they
struggle, returns keep on growing. The size
of the returns market is set to grow
significantly between now and 2019 with
Clothing and Footwear experiencing the
highest percentage increase at 11%.1
The methods of return are changing too.
While courier remains the number one
option across retail, we also have collection
point, post office and store returns.
Clothing has very different drivers for returns
compared to other retail items. The ‘wrong
fit’ remains the most quoted reason,
closely followed by ‘not as good/nice as
hoped’. However, it is difficult to assess how
accurate this data is. It is quite possible those
customers aren’t always truthful about their
reasons and tick the box they think will get
them a quick refund.
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When it comes to electrical items, the
main reason for return is ‘item damaged/
faulty’. This accounts for almost 50%2 of
returns. Overall, electrical return rates are
growing at a slower rate than other retail
sectors. However, returned electrical items
(especially if faulty) can be more difficult
to deal with – and as these are often
high-value purchases, resolving this is vital
for retailers.
We need to recognise returns as an
important inbound logistics channel and
make changes to planning our stores,
warehouses and transport accordingly.
We need to align the customer experience
with online purchases.
We also have to speed up the refund
cycle by aligning it to the point of return.
If we are to reduce the impact of returns
we are going to have to invest in technology
and diagnostics systems that integrate stock
and store systems, and invest in relationships
with specialists who can enhance our
returns capability.
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Jason Shorrock, JDA
Retailers don’t profit from
omni-channel sales
According to a recent PwC/JDA
CEO survey, customer returns are
the single largest cost of omnichannel fulfilment. Only 19%1 of
retailers say they’re currently making
a profit from omni-channel sales.
This is partly because 50%2 of
returned goods can’t be resold at
full price. The cost of returns to the
UK fashion industry is £3.7bn.3
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As has been discussed, customers identify
returns as a very important factor when
making a purchasing decision. As returns
can be a major source of frustration for
customers, poor experience can devalue
retail brands in their eyes.

Consumers expect to make returns.
Many of them buy multiples of the same
item in different sizes with the intention of
returning those that don’t fit. They are
playing the system, with anecdotal evidence
indicating that over half of customers
have returned at least one item in the past
year. Standard warehouse management
systems simply aren’t optimised for this level
of returns.

There is a clear danger that returns are still
being treated as an afterthought.
Boomerang™ integrates data for a ‘smart’
approach. The system is designed to take
into account various returns factors, most of
which vary from the outbound side of supply
chain and distribution. Boomerang™ is a
different set of tools for a different approach.
It’s an end-to-end solution developed to
achieve a seamless customer experience,
which helps brands accomplish this across
all touchpoints.
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Sean Fahey and Steph Tite
The Boomerang™ Process
This year Clipper will process in the
region of 35m returned items, and
has the capability and skill to deal
with all non-food areas of retail.
Having built up our experience in
fashion and general merchandise
returns, we have applied the same
principles to electronics, bolstered
by the expertise of Servicecare.
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Our solutions are tailored to our
customers’ different requirements. These
are customised to a high degree to fit with
existing systems; at other times we develop
entirely new solutions.
Boomerang™ is an optimised process and
our operatives are trained to a high level.
The result is slick processing and seamless
authorisation of customer refunds.

‘Time compression’ is impacting buying
behaviour, because shoppers want a
process that’s easier and simpler than
ever before. To achieve this, sometimes
minor repairs and cleaning are required.
But getting stock back into inventory
promptly is vital, especially in fashion retail,
as ‘seasons’ are increasingly short.
Of course, it’s not always possible to return
items to stock. There needs to be a system
in place to maximise the value of nonpristine products. We can repackage and
rebrand items to be sold through auction
sites and outlets. Clipper even has its own
eBay store, Genesis, to help retailers extract
value from returned stock.
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Refunds should be handled
within hours, not days
‘Time criticality’ has become
increasingly important and refunds
need to be handled within hours,
not days. The returns process is the
last customer touchpoint and can
leave a lasting impression of the
brand – so it needs to be right.
And proactivity is vital to improving
the returns process.
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There is a huge opportunity to streamline
the returns process with better data
handling. By using the data across all
our clients we get a better ‘big picture’
that enables us to improve handling. For
instance, data can help us identify issues
like inaccurate or misleading sizing on the
retailer website. By tracking trends, we can
make changes and help reduce future
returns, and ensure customers receive what
they’re expecting.
Then there’s the cost of handling returns.
One way of dealing with this is shared user
sites. Specialist returns handling sites offer
a combination of expertise and efficiency.

Boomerang™ is a system-led process that
helps maximise ‘return to stock’ rates. Our
knowledge and expertise at Clipper results
in increased yield and revenue for our
clients. Even in electrical returns, where there
is a very specific set of factors, our recent
acquisition and integration of Servicecare
means we have the in-house ability to help
extract value across the channel.
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Dave Aspin and Jerry Day
Servicecare
Servicecare aims to be a
best-in-class provider of electrical
returns management. It’s been a
part of the Clipper Group since 2014,
supporting the Boomerang™ reverse
logistics service. We operate from
a purpose-built facility where we
process c500,000 returns every year,
including TVs, laptops, tablets, SDA
and audio. We also have ‘implant’
teams at some retailers’ DCs.
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We can deal with high-volume requirements
and also offer warranty services. Our clients
include Argos, Panasonic, Sainsbury’s and
ao.com. However, the Clipper integration
allows more flexibility in terms of sites and
we now have a huge growth opportunity for
electronic returns, and are looking at crossborder expansion.
The electronics sector has a number of
unique factors to consider. The items are
often high value; however some repairs
are extremely easy to fix, and it’s important
to recover the value and repair items to
saleable quality for the highest return.
It’s our priority to get items back on shelf
as fast as possible. However, unlike other
service providers who simply handle returns,
should the product be damaged or faulty,
our technicians conduct repairs and
refurbishments. We then maximise the
value for retailers via Clipper’s dedicated
eBay store, Genesis, and its sister site
www.electrical-deals.co.uk.

Managing the return and refurbishment
of electrical products requires specialist
knowledge, systems and skills.
Servicecare has built a team to deliver the
very best in terms of process, procedures
and technical expertise. Our ability
to tie together the provision of returns
management and repair/refurbishment
enables our customers to return stock to
the marketplace in a cost-efficient and
environmentally-friendly manner.
Our approach and dedication has been
developed over many years and has
helped us become a market leader.

Clipper Logistics plc
Gelderd Road
Leeds
LS12 6LT
Tel:
0113 204 2050
Email: info@clippergroup.co.uk
Web: www.clippergroup.co.uk

