The winner
takes it all:

surprising e-Commerce winners and
losers revealed in Good Growth’s 2017
infographic round-up

1. Why is the report
important for
your business?
The past year, Good Growth’s series of infographics
have investigated and reported on the online performance
of around 80 e-commerce executions in the UK.
This round up gives an overview of this performance and draws some
conclusions about what drives superior performance and what defines it.
The Good Growth e-commerce performance benchmark shows the 79 companies against the
performance quartiles created by the overall score from our e-commerce performance benchmarking tool.
The tool creates an outcome score of 1 (poor) to 10 (outstanding) by combining all five drivers of
performance (scale of traffic, number and scale of traffic to PPC keywords, AdWord performance for top
100 keywords, number of landing pages associated with top 100 keywords and the completeness of their
e-commerce toolkit) and we split the outcomes into four quartiles.
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2. The 2017 e-Commerce winners
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3. Insights Data 			what this means for you
3.1 Traffic –
why more traffic is good for revenue
Insight:
Revenue comes from traffic that converts. Having more traffic than your
competitors is a real advantage

Analysis:
•

There is a substantial range when it comes to the levels of traffic received from
the UK by these companies, ranging from over 19 million users per month
(Tesco) to just c. 10k users (Volcom).

•

The sectors attracting the most traffic are food and drink and financial/
professional service companies and the lowest is gift experiences.

3.2 Paid Campaign –
		 sticking customers mean conversions
Insight:
If you are confident about your sales execution (i.e. customers stick on your pages and
convert well) then you don’t have to outbid your competitors to gain a top 3 ad slot, which
is where you will attract exponentially more traffic than position 4 or below.

Analysis:
•

In terms of scale, Wayfair are streets ahead of the competition and
are investing in c.20x more keywords than the average company 				
reviewed here. As a result, they are driving significantly higher Ad Word
traffic than all other companies with the exception of Asda who 				
have a highly effective paid campaign.

•

Many of the online players are getting a poor return from their
AdWord investment, this is particularly apparent in the travel and gift 			
experiences sectors who are, on the whole, making a sizeable
investment into their paid campaign but are not seeing the full
return on this.

•

The trick is to balance keyword critical mass with AdWord search outcome
– few get it right but those who do include Asda and Missguided.
Big losers include Virgin Experience Days, Churchill and Hertz.
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3.3 Landing Pages –
how well do you understand
your customers?
Insight:
Landing pages are a mark of how well you understand the different
customer needs that you are fulfilling. More pages and more thought is being
put into the marketing proposition and the following sales execution.

Analysis:
•

Customer segmentation is critical to successful e-commerce. If people search brand, then
you can bring them in through the front door (home page) and engage them with thoughtful
navigation and search handling.

•

If they arrive from a non-brand search, then you need to reflect their interest from the
moment they engage with your brand. This is particularly true if you have paid for their
interest. An effective landing page strategy shouldn’t come from complex modelling but 		
should come from understanding customer interest as they land and ensuring that you 		
test and learn to encourage the greatest number of people who land to remain and engage.

•

It’s not the number of landing pages, but it’s certainly the number of landing pages as a
percentage of categories/products you are offering and as compared to your competitive set.

•

Examples of strong performers are Indeed and Topshop. Those who are clearly not thinking
about their customers to this level of detail are Churchill, Harvey’s Furniture, LG and Sainsbury’s.

3.4 Insight Building –
		 why listening to your customers is key
Insight:
Listening to your customers is vital, without understanding the needs and wants of a
potential buyer it is near impossible to improve conversion.

Analysis:
•
		
		

The best performers are not only well equipped from the point of view of analytics and 		
testing but they also actively listening to customers in the market as they attempt to
engage and/or transact on their websites.

• Of the 79 companies benchmarked, only 24% had a full toolkit that would enable
		 them to build quality customer insight and answer the question: ‘why are customers
		 in the market not buying from me/engaging with my proposition to become a lead I
		can convert’?
				

•

				
•
					
					

38% had only half a toolbox in place. They run a huge risk.
Even more surprising given how important optimisation is to 			
performance improvement and growth, 65% did not have an 			
active survey tool that would allow customers to talk to them.
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3.5 What are the most popular digital tools?
Analytics:
Google Analytics – 71 of the 79 companies looked at have Google
Analytics installed on their website.

On-page Analytics:
TeaLeaf, CrazyEgg and Hotjar – These tools make up 29%, 19%
and 19% of the overall use of on-page analytics respectively.
Between them they compromise 67% of all of this type of tool.

Voice of Customer:
Hotjar and ForeSee – These tools make up 35% and 21% of the Voice of
Customer tools used respectively. When combined, their total usage is 56%
of all Voice of Customer tools used by these companies.

Split-Testing:
Adobe Test & Target and Optimizely are the most popular split testing tools
with 23% and 19% of those owning a split-testing tool using each of these
services respectively. They therefore have a total usage of 42% of all split
testing tools used.

3.6 Take Aways – what most businesses get right and wrong
What most people are getting right:
•
•

Most companies have an average ad position of position 2.5 or higher.
Most companies have a strong investment into AdWords.

What many are still getting wrong:
•
•
•

Not taking real care over their landing page execution.
Not investing and utilising digital tools to improve their e-commerce performance by engaging with customers.
Not surveying customers on their websites as to what they are trying to do and if they are successful or not.

3.7 Conclusion – sector breakdown and ranking
In this review the second quarter is the most populated, with scores ranging from 5.0 – 7.5. It is also in this quartile where
the average benchmark score of 5.11 sits. Samsung sit alone in the top quartile and are the top performer in their respective
sector of the companies reviewed here. None of the companies examined have received a score below 2.4 and thus none sit
in the lowest quartile.
• Companies continue to perform an averagely on the whole with most of the companies not placing enough effort
		 on improving their online performance and thus driving digital growth. Very few demonstrate a significant effort to
		 build insight from a digital toolbox which provides the information required to make the right decisions and drive
		this growth.

4. The results
Of the results published following this period, 44% of those in the top two
quartiles posted positive growth stories with many highlighting their online
impact. They included Samsung, Money Supermarket, Superdry, Europcar
and Laithwaites.
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4.8

Of those in the lower quartiles, 45% reported a successful performance.
Some of the losers included Furniture Village and Beaverbrooks. This similar
performance in terms of results demonstrates the potential for those
companies in the bottom two quartiles of this report to move ahead of those
currently outperforming them in the digital channel.

5. Overall Conclusion
After analysing all the data from these 79 companies from the past two years, as well as using
insight gained from working with our own clients, these are the Good Growth essential ‘dos’ and ‘do
nots’ for a successful online execution.

Essential DOs
• Have a focused investment into keywords.
• Have webpages optimised for a high ad positioning.
• Have a large number of keyword-specific landing pages.
• Have an extensive and well-used toolbox, covering all aspects of analytics.

Essential DO NOTs
• Don’t rely on brand alone to drive your traffic.
• Don’t make an unfocused, broad-stroke investment into keywords.
• Don’t rely on a few landing pages to drive potential customers to buy.
• Don’t ignore customer data and how to interpret it.
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6. The Good Growth e-commerce
performance benchmark

(7.6)

Top Quartile
(7.5 - 10)
(1)

Second Quartile
(5.0 - 7.4)
(40)

Third Quartile
(2.5 - 4.9 )
(38)

Fourth Quartile
(0 - 2.5)

Aviva (7.2)
Indeed (7.2)
Money Supermarket (7.2)
Pay As U Gym (7.2)
Goldsmiths (6.8)
Patagonia (6.8)
PureGym (6.8)
Superdry (6.6)
Buy A Gift (6.4)
H. Samuel (6.4)
Lloyds Bank (6.4)
River Island (6.4)
DFS (6.2)
HSBC (6.2)

Jobsite (6.2)
Missguided (6.2)
Secret Escapes (6.2)
Admiral (6)
Asda (6)
Panasonic (6)
Wayfair (6)
Europcar (5.8)
Enterprise (5.8)
Tesco (5.8)
Animal (5.6)
Barclays (5.6)
Berry Bros & Rudd (5.6)
Direct Line (5.6)

Ernest Jones (5.6)
GoCompare (5.6)
Hertz (5.6)
Laithwaites (5.6)
Mr. and Mrs. Smith (5.6)
New Look (5.6)
ScS (5.6)
Topshop (5.6)
Quiksilver (5.6)
Jack Wills (5.6)
Majestic Wine (5)
Waitrose (5)

Compare the Market (4.8)
Furniture Village (4.8)
Hollister (4.8)
LV (4.8)
Red Letter Days (4.8)
Total Jobs (4.8)
Abercrombie & Fitch (4.6)
LG (4.6)
H&M (4.4)
The Gym Group (4.4)
Voyage Privé (4.4)
Avis (4.2)
Beaverbrooks (4.2)
Boohoo (4.2)

Fitness First (4.2)
Habitat (4.2)
Harvey’s Furniture (4.2)
Monster (4.2)
Naked Wines (4.2)
RBS (4.2)
Reed (4.2)
Sony (4.2)
Sovereign (4.2)
Zara (4.2)
Cotswold Company (4)
Kuoni (4)
Made.com (4)
Confused (3.6)

Saltrock (3.6)
Sainsbury’s (3.6)
Sixt (3.6)
Virgin Experience Days
(3.6)
Volcom (3.6)
Prettylittlething (3.2)
Churchill (3)
F. Hinds (3)
Natwest (3)
The Sunday Times
Wine Club (3)

No companies received
a score lower than 2.5.

Europe: +44 207 183 0964
Americas: +1 646 417 8444
enquiries@goodgrowth.co.uk
www.goodgrowth.co.uk

7. Sector Breakdown
Home and Garden

Fashion

Sports and Leisure

Travel

Cotswold Company
DFS
Furniture VIllage
Habitat
Harveys Furniture
LG
Made.com
Panasonic
Samsung
ScS
Sony
Wayfair

Gifts Experiences

Red Letter Days
Buy a Gift
Virgin Experience Days

Aggregators

GoCompare
Compare the Market
Confused
Money Supermarket

Abercrombie & Fitch
Animal
Boohoo.com
H&M
Hollister
Jack Wills
Missguided
New Look
Patagonia
PrettyLittleThing
Quiksilver
River Island
Saltrock
Superdry
Topshop
Volcom
Zara
Fitness First
Pay As U Gym
PureGym
The Gym Group

Financial/Professional
Services

Admiral
Aviva
Barclays
Churchill
Direct Line
HSBC
Indeed
Jobsite
Lloyds Bank
LV
Monster
Natwest
Reed
RBS
Total Jobs

Jewellers

Avis
Enterprise
Europcar
Hertz
Kuoni
Mr and Mrs Smith
Secret Escapes
Sixt
Sovereign
Voyage Privé

Food and Drink

Beaver Brooks
Ernest Jones
F. Hinds
Goldsmiths
H. Samuel
Asda
Berry Bros. & Rudd
Laithwaites
Majestic Wine
Naked Wines
Tesco
The Sunday Times Wine Club
Sainsburys
Waitrose

