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Online 
Retail Sales

7.4%
Online Retail Sales rose by 7.4% in 
January, value and non-seasonally 
adjusted, year-on-year, according to 
ONS.

Online Clothing & 
Footwear Sales

-1.1%
Online Clothing & Footwear sales were 
down 1.1% in January, year-on-year, 
according to ONS.

Average Weekly 
Online Sales

£1,373m
Average weekly online sales were 
£1,373m in January, according to ONS.

Online as a % of 
Total Retail Sales

19.9%
Online accounted for 19.9% of total retail 
sales in January, value and non-seasonally 
adjusted, according to ONS.

Retail Sales

1.8%
Retail sales rose by 1.8% in January, 
year-on-year, according to Retail 
Economics.



What you get from our UK Online Retail reports

Key economic trends from the latest available data

A holistic view of the online UK retail market

Comparison of online and in-store performance

Detailed online sales data by sector

Industry-wide performance metrics

The big picture for UK online retail to help inform your decisions

A sharper understanding of how consumers use the internet

Covid-19 related insights to assist your forward planning 

COVID-19 Service

We conduct extensive research and analysis on the impact of coronavirus (COVID-19) on the UK retail and leisure 
industry. Our service consists of frequent, timely analysis and updates in a variety of formats so you can absorb the 
information quickly in a way that best suits you.

What you get

1. Impact assessment reports for UK retail and leisure

These reports provide an in-depth analysis of the COVID-19 impact on the UK retail and leisure industry including 
consumer panel surveys, economics analysis, forecasts and other insights.

2. COVID-19 Quick Responses

Get the latest updates from retailers and the wider industry on the impact of COVID-19 as an when it happens -
delivered directly to your inbox.

3. Consumer panel research

For the critical duration, we conduct fortnightly surveys using a panel of over 2,000 households to measure: 1) 
Behavioural shifts 2) Confidence 3) Sentiment These extensive surveys have proved to be a very accurate indicator of 
future trading vulnerabilities for the industry.

4. Weekly newsletter

Every week we produce a summary of all the ‘need-to-know facts and stats’ related to the impact of coronavirus on the 
retail and leisure industry broken down by sector (e.g. clothing & footwear, food, home and more) and by channel.

5. Economic chartbook

Produced monthly, a summary of all the critical macroeconomic data and trends in an easily digestible chartbook 
format. Ideal for identifying trends.

CLICK HERE TO EXPLORE SERVICE NOW 

https://www.retaileconomics.co.uk/white-papers/impact-of-coronavirus-on-uk-retail-industry
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Executive Summary Reporting period:
29 December 2019 – 1 February

Sales growth slows in January

• Online retail sales rose by 7.4% 
year-on-year (value and non-
seasonally adjusted) in January 
against a 13.5% rise in the same 
month a year earlier.

• This was the ahead of the three-
month average of 6.2%, but weaker 
than the 12-month average of 
10.0%. In fact, this was the third-
weakest growth rate on record with 
growth in November 2019 (-0.8%) 
distorted by the later timing of 
Black Friday, while in November 
2012, growth was only marginally 
lower at 7.0%.

Online retail sales growth weaker than last year for most categories 

• Weaker performance at the start 
of the year resulted in growth 
slowing across all categories 
compared with January 2019. 

• There was significant divergence 
in the Non-Food channel. Indeed, 
Household Goods (+0.6%), 
Clothing & Footwear (-1.1%) and 
Department Stores (-13.8%) all 
reported double-digit percentage 
point swings, resulting in the 
overall Non-Food category falling 
13.5 percentage points to -1.2% 
year-on-year.

• The continuing strong 
performance of the Non-Store 
retailing category (a good 
indication of pure online retail 
growth) saw sales growth rise 
15.2% year-on-year. While this 
was lower than a year ago it 
remains stronger than the 
multichannel online non-food 
measure (-1.2% in January).

• What’s more, on a three-month 
rolling basis, performance 
between the two categories has 
widened to 12.4 percentage 
points, the widest it’s been for 
three years.

• Visits to retail websites rose by 
10.9% year-on-year in January, 
against a decline of 1.9% in the 
previous year. 

• Visits totalled 3.0 billion in 
January, averaging over 747 
million visits per week.

• Amazon received over a billion 
visits to its website in January, 
rising 32.3% year-on-year. This 
was significantly more than the 
next biggest retailer, eBay who 
witnessed a decline in visits. 
Elsewhere, a strong annual 
performance was seen by Etsy 
(+18.6%) and Currys (+18.2%).

Retail websites popular in JanuaryOnline: multichannel vs. pure play (3m rolling average)

Online sales growth slows Sales growth Jan 2020 vs 2019

Visits to retail websites risePure Online vs. Multichannel 

1 2

3 4

15.2% 13.0%

1.9% 0.6%
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Source: Retail Economics analysis Source: ONS, Retail Economics analysis

Top 10 Retail Websites Number of visits YoY growth 

1 www.amazon.co.uk 1,130,960,915 32.3%

2 www.ebay.co.uk 240,884,143 -7.8%

3 www.argos.co.uk 82,211,903 -2.4%

4 www.johnlewis.com 42,809,012 -0.4%

5 www.currys.co.uk 34,799,954 18.2%

6 www.next.co.uk 34,383,243 -5.3%

7 www.screwfix.com 29,231,355 7.4%

8 www.marksandspencer.com 24,802,523 3.7%

9 www.etsy.com 24,389,028 18.6%

10 www.dunelm.com 22,659,501 9.2%

Source: Hitwise
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UK Online Retail Overview – January 2020 

Online retail sales rose by 7.4% year-on-year (value and non-

seasonally adjusted) in January against a 13.5% rise in the same 

month a year earlier.

This was the ahead of the three-month average of 6.2%, but weaker 

than the 12-month average of 10.0%. In fact, this was the third-

weakest growth rate on record with growth in November 2019 

(-0.8%) distorted by the later timing of Black Friday, while in 

November 2012, growth was only marginally lower at 7.0%.

The weaker performance at the start of the year resulted in growth 

slowing across all categories compared with January 2019 (chart top 

right). Whilst Non-Store and Food demonstrated a marginal 

slowdown in online sales growth compared to a year ago, there was 

significant divergence in the Non-Food channel. Indeed, Household 

Goods (+0.6%), Clothing & Footwear (-1.1%) and Department Stores 

(-13.8%) all reported double-digit percentage point swings which 

resulted in the overall Online Non-Food category falling 13.5 

percentage points to -1.2% year-on-year.

For department stores and clothing and footwear retailers, growing 

pressure from continuing structural changes within the industry 

weighs on performance. It’s important to note that the online 

Clothing & Footwear category captures the sales growth of retailers 

with both an online and store presence (whereas pure online 

clothing and footwear retailers, such as Boohoo, are captured in the 

Non-Store retailing category). Burdened with too many stores, 

debilitating business rates, high rents, service charges and inflexible 

lease structures, pressure has grown on margins. 

The continuing strong performance of the Non-Store retailing 

category (a good indication of pure online retail growth) saw sales 

growth rise 15.2% year-on-year. While this was lower than a year 

ago it remains stronger than the multichannel online non-food 

measure (-1.2% in January). What’s more, on a three-month rolling 

basis, performance between the two categories has widened to 12.4 

percentage points, the widest it’s been for three years (shown in 

graph in Executive Summary on page 3). 4T: +44 (0) 20 3633 3698   E: amy.yates@retaileconomics.co.uk
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Household Goods (+0.6%), 
Clothing and Footwear 
(-1.1%) and Department 
Stores (-13.8%) all reported 
double-digit percentage 
points swings [in 
performance] which 
resulted in the overall Non-
Food category being 13.5 
percentage points lower 
than a year ago. 

Online Retail Sales

7.4%
Online Retail sales rose by 7.4% in January, 

year-on-year, non-seasonally adjusted.

Online Share of Total

19.9%
Online accounted for 19.9% of total retail sales 
in January, value and non-seasonally adjusted.

Source: ONS, Retail Economics analysis 

Source: ONS, Retail Economics analysis 
*Retail Sales Val Non Seasonally Adjusted 
*Period aligned to ONS trading calendar – 29 December 2019 – 1 February 
2020

UK Retail
Online Annual % 

growth

Online avg. 

weekly spend 

(£m)

Online as % of 

total retail 

sales

Aug-19 11.4% £1,330 18.1%

Sep-19 8.2% £1,319 18.1%

Oct-19 8.5% £1,448 19.1%

Nov-19 -0.8% £1,808 21.5%

Dec-19 11.6% £2,074 21.4%

Jan-20 7.4% £1,373 19.9%
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While structural changes within the industry partially explains the 

disappointing start to 2020 for online, there were also temporary 

factors a year ago which contributed.

Sales in January 2019 were impacted by snowy conditions towards 

the end of the month, boosting online sales growth as consumers 

shopped from the comfort of their homes, some unable to get to 

shops. This year however, there was no such boost to online sales. 

In fact, the Met Office reported it was the warmest January since 

2007 (as well as being the six-warmest January on record) whilst also 

being the wettest for two years.

The warmer weather appears to have supported in-store 

performance, arguably at the expense of online sales in some 

categories, with data from Springboard suggesting that footfall 

growth improved markedly in January, falling just 0.5% year-on-year, 

compared with a 2.0% decline on a three-month rolling basis. Both 

Retail Parks and Shopping Centres drove the rise in footfall while 

High Street footfall disappointed, remaining in negative territory for 

the 10th consecutive month. The 0.2% rise for Shopping Centres was 

the first uplift since March 2017 and only the third rise in the last 

four years. A number of observations can be made regarding this. 

Firstly, wet weather is likely to have encouraged shoppers to 

covered locations, helped by store diversity. Secondly, repurposing 

of shopping centres in recent months has seen this channel become 

more attractive with more experiential options available (e.g. 

entertainment and dining).

Penetration data also supports the notion of a slowdown in the 

online channel. In fact, while the proportion of online sales in 

January rose 0.6 percentage points to 19.9% of total retail sales, 

closer investigation suggests a weakening in some categories. In fact, 

four categories reported a lower penetration rate than a year ago: 

Food, Department Stores, Clothing & Footwear and Non-Store. For 

Department Stores, this was the fifth time in the last six months the 

penetration rate has fallen on last year’s level with a 2.7 percentage 

point fall in January (to 17.6% from 20.3% in January 2019), the 

sharpest on record (excluding Black Friday distortions in Nov 2019). 
5T: +44 (0) 20 3633 3698   E: amy.yates@retaileconomics.co.uk
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The fallback across a number of non-food categories resulted in the 

Online Non-Food penetration rate also falling year-on-year, down 

0.5 percentage points to 15.9%.

Source: ONS, Retail Economics analysis

Four categories reported a 
lower penetration rate than 
a year ago: Food, 
Department Stores, 
Clothing & Footwear and 
Non-Store.

Online Non-Food 
Penetration rate

15.9%
The online Non-Food penetration rate for 

January was 15.9%, slowing 0.5 percentage 
points on the previous year.

Online Non-Food growth vs Online Department Store 

Other supportive data was from the IMRG Capgemini Online Retail 

Index showing online sales dipping 0.4% in January (5 weeks to 1 

February), following strong performances in November and 

December. Similar to our own analysis of late, they attribute the 

performance in the final two months of the year to deep and 

widespread levels of discounting. In absence of such conditions in 

January, consumers reverted to their more cautionary habits. 

Interestingly, in their Health and Beauty and Clothing categories they 

noted a trend away from mid-market retailers in favour of discount 

players suggesting that consumers are focusing on value. 

Looking ahead, February’s data will face similar challenges with 

strong comparisons a year ago for most Non-Food categories in 

particular. This is likely to lead to continued slowdown in online retail 

sales growth.   
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Hitwise Online Retail Traffic Index – January 2020 

Visits to retail websites rose by 10.9% year-on-year in January, 
against a decline of 1.9% in the previous year. 

Visits totalled 3.0 billion in January, averaging over 747 million 
visits per week.

All but one category saw increasing visits to their websites in 
January, year-on-year, with multi-category retailers (Department 
Stores) reporting the strongest rise (+17.7%), followed by DIY & 
Gardening (+9.3%) and Electricals (+7.7%). This compares with 
Clothing & Footwear which reported a marginal fall in visits of 
1.0%.

Amazon received over a billion visits to its website in January, 
rising 32.3% year-on-year. This was significantly more than the 
next biggest retailer, eBay who witnessed a decline in visits. 
Elsewhere, a strong annual performance was seen by Etsy 
(+18.6%) and Currys (+18.2%).

6T: +44 (0) 20 3633 3698   E: amy.yates@retaileconomics.co.uk
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Visits to retail websites – January 2020

Top 10 retail websites – January 2020 
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Total Visits YoY visits Total

Top 10 Retail Websites Number of visits YoY growth 

1 www.amazon.co.uk 1,130,960,915 32.3%

2 www.ebay.co.uk 240,884,143 -7.8%

3 www.argos.co.uk 82,211,903 -2.4%

4 www.johnlewis.com 42,809,012 -0.4%

5 www.currys.co.uk 34,799,954 18.2%

6 www.next.co.uk 34,383,243 -5.3%

7 www.screwfix.com 29,231,355 7.4%

8 www.marksandspencer.com 24,802,523 3.7%

9 www.etsy.com 24,389,028 18.6%

10 www.dunelm.com 22,659,501 9.2%

Visits totalled 3.0 billion 
in January, averaging 
over 747 million visits 
per week.

Retail Website visits

10.9%
Visits to retail websites rose 10.9% in January, 

year-on-year, according to Hitwise.

Mobile Visits

57%
57% of visits to retail websites were on mobile 

devices in January, according to Hitwise 

£
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ONS Online Retail Sales - January 2020 

Online sales (value and non-seasonally adjusted) rose by 7.4% 
year-on-year, accounting for 19.9% of all retail spend in January. 

January’s slowdown was above the three-month average of 6.2%, 
but underperformed the 12-month average of 10.0%. 

A relatively strong comparison a year ago goes some way to 
explain the weakened January performance when sales rose 
13.5%. This was driven by snowy weather conditions a year 
earlier which boosted online sales growth towards the end of the 
month.

Just two categories outperformed the overall rise in January; 
Non-Store (a good indication of pure online retailers, +15.2%) and 
Other Non-Food (which includes DIY & Gardening, Health & 
Beauty and some Electricals,+13.0%).

Elsewhere, Food (+1.9%) returned to positive territory whilst 
Household Goods (+0.6%) sales slowed considerably. 

Negative growth continued for Department Stores (-13.8%) and 
Clothing & Footwear (-1.1%), both for three consecutive months. 

7T: +44 (0) 20 3633 3698   E: amy.yates@retaileconomics.co.uk
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Source: ONS, Retail Economics analysis

Source: ONS, Retail Economics analysis
*Period aligned to ONS trading calendar – 29 December 2019 – 1 February 2020

Note – non-store retailing includes pure online sales from multiple categories 
such as clothing and footwear, electricals and food
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UK Online - spend vs. growth

Online UK avg. weekly sales Online UK % y/y

3 per. Mov. Avg. (Online UK % y/y)

Online Food

12%
Online 

Department 
Stores 8%

Online Clothing 

and Footwear
12%

Online 

Household 
Goods 7%

Online Other 

Non-Food 8%

Non-Store 

Retailing 53%

January’s slowdown was 
above the three-month 
average of 6.2%, but 
underperformed the 12-
month average of 10.0%. 

Online Retail Sales

7.4%
Online Retail sales rose by 7.4% in 

January, year-on-year.

Three-month average

6.2%
In the three months to January, online 

retail sales rose by 6.2%.

£

Proportion of online retail sales by category 
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BRC Online Retail Sales – January 2020 

Online Non-Food sales increased by a subdued 2.5% year-on-year 
in January. This was lower than the 12-month average of 3.1%.

January’s rise was up against a 5.4% uplift a year ago, when 
online sales were supported by snow in the last two weeks of 
January 2019. 

Health & Beauty and Computing were the strongest performing 
online categories, followed by Household Appliances and 
Clothing. A disappointing performance was seen in Toys & Baby 
Equipment, Other Non-Food and House Textiles which all resided 
at the bottom of the BRC’s ranking table.

The BRC estimates that in the three months to January, Online 
Non-Food sales rose by 2.6%, while in-store sales fell by 3.0% on 
a total basis.

Compared to last year, the Non-food online penetration rate 
increased by 1.1% points to 30.6% in January.

As noted in previous months, the BRC’s online non-food measure 
has significant omissions from their sample including: Amazon, 
eBay, Boohoo, Apple, Missguided, FarFetch, Etsy and others. 
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BRC-KPMG - Online Non-Food growth

Online Non-Food 3 per. Mov. Avg. (Online Non-Food)

BRC Online Non-Food Annual % growth Penetration (%)

Aug-19 2.2% 29.8%

Sep-19 0.7% 29.5%

Oct-19 5.1% 29.9%

Nov-19 -10.1% 31.6%

Dec-19 12.8% 33.8%

Jan-20 2.5% 34.5%

Source: BRC, Retail Economics analysis

Online Sector Performance Jan-20

Rolling 3 

month

Rolling 12 

month

Health and Beauty 1 1 1

Computing 2 5 3

Household Appliances 3 2 4

Clothing 4 3 2

Furniture 5 4 6

Footwear 6 8 5

Home Accessories 7 7 7

House Textiles 8 6 9

Other Non-Food 9 9 8

Toys and Baby Equipment 10 10 10

January’s rise was up 
against a 5.4% uplift a year 
ago, when online sales 
were supported by snow in 
the last two weeks of 
January 2019. 

BRC Online
Non-Food

2.5%
According to the BRC, Online Non-Food sales 

rose by 2.5% in January, year-on-year.

Penetration Rate

30.6%
According to the BRC, 30.6% of all Non-Food 

sales in January were made online.

Online Retail Sales£
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BDO Non-Store Retail Sales – January 2020 

Total non-store LFLs rose 18.8% in January, year-on-year, against 
a 19.1% rise a year earlier. 

Sales growth was strongest in the first (+24.3%) and third (25.8%) 
weeks of the month, with week one the weakest performing, 
demonstrating growth of 10.4%. 

Non-Store Homewares remained the strongest performing 
category for the third consecutive month. Sales growth 
outperformed the overall average, rising 21.8% year-on-year in 
January. The middle two weeks were the strongest performing 
while week four reported a slight decline (-1.9%). 

Non-Store Fashion sales was the next best performing, rising 
17.4% year-on-year. A strong performance in the first and third 
weeks of the month helped outweigh single-digit growth in the 
other weeks.  

The Non-Store Lifestyle category reported a 14.6% rise in sales 
growth in January, boosted by a strong performance in the final 
three weeks of the month. Notably, week two (+20.0%) reported 
the sharpest rise.
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Non-store vs. Store sales growth

Total Stores Non-store

Week ending:

Total Non-

Food Non-

Store

Non-Store 

Fashion

Non-Store 

Lifestyle

Non-Store 

Homewares

05 January 24.3 25.8 6.7 21.3

12 January 15.0 8.9 20.0 37.9

19 January 25.8 30.5 12.5 29.8

26 January 10.4 4.6 19.0 -1.9

Total January 18.8% 17.4% 14.6% 21.8%

Sales growth was strongest 
in the first (+24.3%) and 
third (25.8%) weeks of the 
month, with week one the 
weakest performing, 
demonstrating growth of 
10.4%. 

Online Non-Food

18.8%
According to BDO, Online Non-Food sales 
rose by 18.8% in January, year-on-year.

Online Fashion

17.4%
According to BDO, Online Fashion sales 
rose by 17.4% in January, year-on-year.

Online Retail Sales£
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IMRG Capgemini e-Retail Sales Index – January 2020 

The IMRG-Capgemini e-Retail Sales Index reported online sales 
fell 0.4% year-on-year in the five weeks to 1 February, down on 
the 9.4% rise in January. This was below the three-month (+8.9%) 
and 12-month (+5.5%) averages. 

Online-only (+7.6%) retailers continued to outperform multi-
channel retailers (-2.9%) in January. 

In terms of category performance, it was Beauty (7.1%) which 
remained one of the strongest performing, although 
underperformed its average during 2019 (+23.3%). This was 
followed by Home (+6.1%) and Clothing (+3.1%). Elsewhere, 
Electricals sales fell 17.7% year-on-year. 

Anecdotal commentary suggests that mid-market retailers 
particularly in the clothing and beauty segments were losing out 
to budget retailers. This gives a strong indication that consumers 
remained cautious in January, despite an improvement in 
confidence and more certainty surrounding Brexit. 

Visa – UK Consumer Spending Index (Volumes) –
January 2020

E-commerce (-0.7%) spending returned to negative territory in 
January following December’s improvement which was boosted 
by the later timing of Cyber Monday. This was the seventh 
decline in the last 12 months. 

Meanwhile, store spending continued to decline, although 
reported an improvement in January. Face-to-Face expenditure 
fell -2.5% in January year-on-year, from December’s 3.3% decline, 
the ninth consecutive month of falling spending. 
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IMRG Capgemini e-Retail Sales Index 

Dec-19 Jan-20

Overall spending (% y/y - SA) -1.1% -1.6%

Face-to-Face Spending (% y/y - NSA) -3.3% -2.5%

E-commerce Spending (% y/y - NSA) 3.9% -0.7%
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E-commerce (-0.7%) 
spending returned to 
negative territory in 
January following 
December’s improvement 
which was boosted by the 
later timing of Cyber 
Monday. This was the 
seventh decline in the last 
12 months. 

IMRG Online
Retail Sales

-0.4%
According to IMRG, online retail sales 
fell by 0.4% in January, year-on-year.

Visa E-commerce sales 

-0.7%
According to Visa, e-commerce sales fell 

0.7% in January, year-on-year.

Online Retail Sales£
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Online Food – Office for National Statistics – January 2020 

The Online Food category rose by 1.9% in January, year-on-year, 
following two consecutive months in negative territory. This was 
against a 3.1% rise a year earlier which was a relatively strong 
performance for the category a year ago.  

The improved performance in January outperformed the three-
month and 12-month averages of -2.0% and +0.1% respectively.  

Online Food sales accounted for 5.6% of total Food sales in 
January, lower than the 5.7% proportion in the previous year. 

Average weekly spending for Online Food was £170m, up on the 
£167m spent in the previous year.
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Source: ONS, Retail Economics analysis
*Period aligned to ONS trading calendar – 29 December 2019 – 1 February 
2020

Online Food Annual % growth
Avg. weekly spend 

(£m)

Aug-19 8.3% £173

Sep-19 7.1% £170

Oct-19 2.2% £173

Nov-19 -1.2% £186

Dec-19 -6.6% £194

Jan-20 1.9% £170
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Online Food - spend vs. growth

Online Food avg. weekly sales

Online Food % y/y

3 per. Mov. Avg. (Online Food % y/y)

Online Food

1.9%
Online Food sales rose by 1.9% in 

January, year-on-year.

Online Food sales 
accounted for 5.6% of total 
Food sales in January, 
lower than the 5.7% 
proportion in the previous 
year. 

Average 
Weekly Spend

£170m
The average online weekly spend on 

Food was £170m in January.

Online Retail Sales by Sector£
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Online Non-Food – Office for National Statistics – January 2020 

Online Non-Food sales fell by 1.2% in January year-on-year, 
against a 12.6% rise in the same month a year earlier. 

This resulted in growth falling below the three-month and 12-
month averages of 0.3% and 7.3% respectively. 

Disappointing performances were reported by Department 
Stores (-13.8%) and Clothing & Footwear (-1.1%) which have both 
been in negative territory for three consecutive months. 
Elsewhere, Household Goods reported a marginal rise of 0.6%, 
slowing on the 10.4% rise a year ago. 

Other Non-Food (13.0%) was the only category to significantly 
outperform online growth in the overall Non-Food category.

Online Non-Food sales accounted for 15.9% of total Non-Food 
sales in January, down 0.5 percentage points from the 16.4% rise 
reported a year earlier.

Online Non-Food spending averaged £470m per week in January, 
lower than the £476m per week spent in the same month a year 
earlier.
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Disappointing 
performances were 
reported by Department 
Stores (-13.8%) and 
Clothing & Footwear 
(-1.1%) which have both 
been in negative territory 
for three consecutive 
months.

Online Non-Food

-1.2%
Online Non-Food sales fell by 1.2% 

in January, year-on-year.

Average 
Weekly Spend

£470m
The average online weekly spend on Non-

Food in January was £470m.

Source: ONS, Retail Economics analysis

Source: ONS, Retail Economics analysis
*Period aligned to ONS trading calendar – 29 December 2019 – 1 
February 2020

Online Non-Food Annual % growth
Avg. weekly spend 

(£m)

Aug-19 5.9% £444

Sep-19 2.5% £447

Oct-19 4.3% £511

Nov-19 -5.7% £647

Dec-19 7.7% £787

Jan-20 -1.2% £470
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Online Non-Food - spend vs. growth

Online non-food avg. weekly sales

Online non-food % y/y

Online Retail Sales by Sector£
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Online Clothing & Footwear – Office for National Statistics –
January 2020 

Online Clothing & Footwear sales fell for the third consecutive 
month in January, down 1.1% year-on-year against a 11.0% rise 
in the same month a year ago. This was a slight improvement on 
the 1.6% fall in December. 

The decline was in line with the three-month of -1.1%, but was 
considerably weaker that the 12-month average (+7.8%).

The category continues to be impacted by the ongoing structural 
changes within the industry. 

Online sales of Clothing & Footwear accounted for 20.0% of 
total retail sales in January, down 0.8 percentage points from 
the 20.8% proportion a year ago. 

Average weekly spending for Online Clothing & Footwear stood 
at £165m in January, lower than the £167m average spent in the 
same month a year earlier.
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Source: ONS, Retail Economics analysis

Source: ONS, Retail Economics analysis
*Period aligned to ONS trading calendar – 29 December 2019 – 1 February 2020

Online Clothing and 

Footwear
Annual % growth

Avg. weekly spend 

(£m)

Aug-19 8.5% £154

Sep-19 5.6% £165

Oct-19 5.4% £183

Nov-19 -0.7% £232

Dec-19 -1.6% £252

Jan-20 -1.1% £165
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Online  Clothing and Footwear - spend vs. growth

Online Clothing and Footwear avg. weekly sales

Online Clothing and Footwear % y/y

Online sales of Clothing & 
Footwear accounted for 
20.0% of total retail sales in 
January, down 0.8 
percentage points from the 
20.8% proportion a year ago. 

Online 
Clothing & Footwear

-1.1%
Online Clothing & Footwear sales fell

1.1% in January, year-on-year.

Average 
Weekly Spend

£165m
The average online weekly spend for 

Clothing & Footwear was £165m in January.

Online Retail Sales by Sector£
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Online Household Goods – Office for National Statistics –
January 2020 

Online Household Goods rose 0.6% in January, year-on-year. This 
was against a 10.4% rise a year earlier.

Growth was significantly weaker than the three-month and 12-
month averages of 3.4% and 7.9% respectively.

Online Household Goods sales accounted for 14.6% of total 
online sales in January, up 0.2 percentage points from the 14.4% 
proportion a year ago.

The average weekly spend was £92m, in line with the average 
weekly spend in the same month a year earlier.
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Source: ONS, Retail Economics analysis

Source: ONS – value, non-seasonally adjusted
*Period aligned to ONS trading calendar – 29 December 2019 – 1 February 
2020
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Online Household goods - spend vs. growth

Online Household goods avg. weekly sales

Online Household goods % y/y

3 per. Mov. Avg. (Online Household goods % y/y)

Online Household 

Goods
Annual % growth

Avg. weekly spend 

(£m)

Aug-19 1.0% £85

Sep-19 9.2% £96

Oct-19 12.7% £110

Nov-19 -10.1% £116

Dec-19 19.8% £136

Jan-20 0.6% £92

Online Household Goods 
sales accounted for 14.6% 
of total online sales in 
January, up 0.2 percentage 
points from the 14.4% 
proportion a year ago.

ONS Online 
Household Goods

X.X%
According to the ONS, Online Household Goods 

sales rose by 0.6% in January, year-on-year.

Average 
Weekly Spend

£XXm
The average online weekly spend on 

Household Goods was £92m in January.

Online Retail Sales by Sector£
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Online Other Non-Food – Office for National Statistics – January 
2020 

Online Other Non-Food (which includes DIY & Gardening, Health 
& Beauty and some Electricals) rose 13.0% year-on-year in 
January against a 16.2% rise a year earlier.

This was the second-best performing category in January, only 
being outperformed by Non-Store Retailing. It’s worth noting that 
in the coming three months, strong comparisons a year earlier 
are likely to stifle growth.

Online Other Non-Food sales accounted for 11.9% of total online 
sales in January, up on the 11.0% proportion in January 2019.

Average weekly sales were £108m in January, up on the £96m 
spent from the same month a year earlier.
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Source: ONS, Retail Economics analysis

Source: ONS – value, non-seasonally adjusted
*Period aligned to ONS trading calendar – 29 December 2019 – 1 February 
2020
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Online  Other Non-Food - spend vs. growth

Online other non-food avg. weekly sales

Online other non-food % y/y

Online Other Non-

Food
Annual % growth

Avg. weekly spend 

(£m)

Aug-19 15.3% £107

Sep-19 -1.0% £99

Oct-19 -2.5% £119

Nov-19 3.9% £164

Dec-19 25.9% £206

Jan-20 13.0% £108

Online Other Non-Food 
sales accounted for 11.9% 
of total online sales in 
January, up on the 11.0% 
proportion in January 
2019.

ONS Online 
Other Non-Food

XX.X%
According to the ONS, Online Other Non-Food 
sales rose by 13.0% in January, year-on-year.

Average 
Weekly Spend

£XXXm
The average online weekly spend on Other 

Non-Food was £108m in January.

Online Retail Sales by Sector£
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Online purchases by age group and sector within last 12 months 

Source: ONS, Retail Economics analysisSource: ONS, Retail Economics analysis
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Total value of Online Purchases by Age Group and Gender 

Source: ONS, Retail Economics analysis
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Monthly: covers a range of retail sales indices 
and category breakdowns including online 
retail sales, clothing and footwear, household 
goods, food, DIY and gardening, consumer 
electricals and more. More info >

UK Retail Sales

UK Online Retail

UK Retail Inflation

UK Consumer*

UK Retail Economic Briefing

UK Retail Industry Outlook*

Executive Report

DIY & Gardening

Health & Beauty

Furniture & Flooring

Clothing & Footwear

Food & Grocery

Electricals

Homewares

Monthly: covers a range of online retail sales 
indices and category breakdowns including online 
retail sales, online growth rates by sector, online 
penetration rates, forecasts and market size 
estimates. More info >

Monthly: covers a range of retail inflation indices and 
category breakdowns including food inflation, non-food 
inflation, clothing and footwear, household goods, food, 
DIY and gardening, consumer electricals, commodity 
prices, exchange rates and more. More info >

Quarterly: analyses a range of UK consumer 
spending indicators including housing market 
data, consumer confidence, consumer credit, 
household inflation, labour market statistics, 
wage growth, retail sales and more. More info >

Monthly: analyses a range of macroeconomic indicators 
including GDP, consumer spending, inflation, labour 
market, commodity prices, exchange rates, monetary 
indicators, credit and lending market data, house prices, 
mortgage data, retail sales and more. More info >

Quarterly: provides a forward-looking critical retail 
analysis. Predictive forecasts and insightful narrative 
draw upon our econometric models to help you 
identify the key risks and future opportunities to drive 
your strategic planning. More info >

Monthly: provides a succinct one-page summary 
ideal for senior management and meeting notes; 
concise need-to-know retail data for the month 
which includes a mix of the major economic 
indicators and retail metrics. More info >

Food & Grocery retail sales index
Bespoke sector specific economic analysis
Food online sales and penetration rates
Market share data
Food inflation analysis and more.  More info >

Clothing & Footwear retail sales index
Bespoke sector specific economic analysis
Clothing online sales and penetration rates
Consumer trends for online shopping
Spend on clothing by region and more.  More info >

Homewares retail sales index
Bespoke sector specific economic analysis
Homewares region spending data
Analysis of key economic drivers such as 
house moves, personal finances etc.
Weather data and more.  More info >

Furniture & Flooring retail sales index
Bespoke sector specific economic analysis
Consumer trends for online shopping
Analysis of key economic drivers such as 
consumer confidence, credit and lending
Regional footfall statistics and more.  More info 
>

DIY & Gardening retail sales index
Bespoke sector specific economic analysis
DIY & Gardening region spending data
Analysis of key economic drivers such as weather data, 
‘improve not move’ trends
Executive summary and more. More info > 

Electricals retail sales index
Bespoke sector specific economic analysis
Consumer trends for online shopping
Analysis of key economic drivers such as disposable 
income growth, product launches etc.
Electricals inflation and more.  More info >

Health & Beauty retail sales index
Bespoke sector specific economic analysis
Health & Beauty shopper trends such as ‘lipstick 
effect’, own-brand cosmetics etc.
Impact of digital and social media
Household spend by region and more. More info >

COVID-19 Service

Shopper Sentiment Survey

Quick Response Service

Face-to-face presentation

Retail Cost Base Index 

Tailored Reporting

Additional users

Get impact assessment reports for the UK retail and 
leisure industry to help identify threats
“COVID-19 Quick Responses”, consumer panel research 
COVID-19 newsletters, economic chartbooks and more… 
info >

Keep a finger on the pulse of what’s driving UK consumer 
shopping behaviour. Identify the range of macroeconomic 
factors that influences household spending. Really understand 
your consumer base and the cost pressures they face
Identify opportunities within your sector. 

Get the latest need-to-know retail news straight to your 
inbox. Choose: 1) Economic updates — GDP, consumer 
spending, retail sales, wages, house prices, credit and more; 
or 2) Retailer results — key financial results and critical 
retailer news reported for around 50 listed retailers. 

Hear our thought-provoking views and opinions at your 
conferences, seminars, company away-days or board 
meetings
Get the personal touch from senior staff members — Richard 
Lim (CEO) & Stephen Robertson (Chairman) being in popular 
demand. 

Essential for improving your financial planning strategy
Gain a deeper understanding of your operating costs in order 
to manage risk. Learn how macroeconomic factors might 
affect your supply chain. Producer Price Index (inputs and 
outputs) data. Understand the impact of labour costs, 
business rates etc.

Get the precise data your looking for and accurately answer 
key retail questions. It cuts through the noise and enables us 
to deliver bespoke reporting tools which are relied on by 
executive teams to identify the need-to-know economic 
indicators and to  interpret what they mean for your business.

Need more user accounts? No problem, this bolt-on allows 
you to add additional users so you can share insights directly 
within your team. 

Economic Retail Reports Retail Sector Reports Subscription Bolt-On Services

Other reports and Services

https://www.retaileconomics.co.uk/report-retail-sales
https://www.retaileconomics.co.uk/report-online-retail
https://www.retaileconomics.co.uk/report-retail-inflation
https://www.retaileconomics.co.uk/report-uk-consumer
https://www.retaileconomics.co.uk/report-retail-economic-briefing
https://www.retaileconomics.co.uk/report-retail-industry-outlook
https://www.retaileconomics.co.uk/report-executive-report
https://www.retaileconomics.co.uk/retail-sector-food-and-grocery_market
https://www.retaileconomics.co.uk/retail-sector-clothing-and-footwear_market
https://www.retaileconomics.co.uk/retail-sector-homewares_market
https://www.retaileconomics.co.uk/retail-sector-furniture-and-flooring_market
https://www.retaileconomics.co.uk/retail-sector-diy-and-gardening_market
https://www.retaileconomics.co.uk/retail-sector-electricals_market
https://www.retaileconomics.co.uk/retail-sector-health-and-beauty_market
https://www.retaileconomics.co.uk/white-papers/impact-of-coronavirus-on-uk-retail-industry


We’re an authoritative voice… Trusted by many

Why use Retail Economics?

Head of Retail and Leisure

Retail Economics is more than a subscription. 
They provide insightful and thought-provoking 
economic and retail analysis. 

“

Customer & Commercial 
Insight Director

Retail Economics provides the business with the latest 
socio-economic data that enables us to understand the 
latest factors impacting customer behaviour. 

“

Business Manager

Retail Economics helps put in to context the 
volatile economic environment which adds 
significant value to our business.

“



Our services

CEO Presentations

Get the personal touch and interact 
face-to-face with the CEO Retail 
Economics (City AM Analyst of the 
Year 2019 nominee).

Secure an opportunity to hear our 
thought-provoking views and 
opinions at your conferences, 
seminars, company away-days or 
board meetings; both Richard Lim 
(CEO) and Stephen Robertson 
(Chairman) being in popular demand.

Media, PR & Comms

Maximise impact and media 
traction for your projects and 
campaigns using our extensive 
industry expertise and well-
established networks. 

Secure the attention your work 
deserves and achieve its intended 
impact. We assist and advise on: 
campaign creation and planning, 
media engagement, messaging, 
propositioning, events, trends, 
insight analysis, thought leadership 
and influencer targeting.

Thought Leadership Research

Be a prominent thought leader and 
command authority within your 
field by publishing thought 
leadership research.

Publishing cutting edge research on 
ahead-of-the-curve issues and trends 
affecting the industry is a proven 
method to command authority and 
raise profile. We plan and implement 
research, analyse results, identify key 
findings and generate reports with 
complete flexibility of input. This is a 
complete end-to-end service from 
research planning to campaign 
launch. 

Subscription Service

Our subscription service is a 
completely tailored, holistic, retail 
intelligence package:

• Monthly economic reports 
• Monthly retail sector reports
• Downloadable timeseries data 
• Help desk assistance 
• Quick response retail updates
• Shopper sentiment surveys
• COVID-19 Service content 
• Retail cost base index
• Tailored reporting
• Face-to-face presentations 
• Newsletters and more…

Economic modelling

Better understand how your key 
industry variables affect your 
organisation: demography, socio-
economic profiles, regional, sector, 
policy, industry and skills etc.

Our economic consultancy team use 
industry standard practices for: 
forecasting, scenario analysis, data 
analytics, socio-demographic 
projections and economic impact 
modelling. We also undertake highly 
bespoke modelling for forecasting.

Advisory & Business planning

Accelerate and grow your business 
with intelligent planning, 
forecasting and risk management 
using our business advisory service. 

We work with multiple retailers, 
institutional investors and 
government departments using 
robust data and expert advice on: 
business plans, propositioning, 
funding, marketing and strategy. We 
can also conduct market research for 
more informed planning.     

Data & Benchmarking

Using industry standard 
methodology and best practices, 
we provide bespoke proprietary 
data and benchmarking services 
allowing you to accurately measure 
and monitor performance.  

Avoid inaccurate estimates and 
‘second guessing’ to assess your 
performance. Get the precise data 
and use robust economic models to 
accurately gauge your performance 
against tailored metrics.

Brexit advisory service

Our Brexit advisory service arms 
you with critical insights needed to 
limit your risk and ensure Brexit 
readiness and beyond. 

Brexit is affecting many industries 
above and beyond retail. Our 
specialist Brexit advisors can help 
you navigate the policy implications, 
bringing clarity to your planning 
strategies and ensure you are best 
placed going forward. 

COVID-19 Service

Better asses the impact of the 
coronavirus crisis; essential to 
inform critical decisions, mitigate 
risk and to plan ahead in such 
challenging times.

Keep abreast of the latest 
developments affecting the industry. 
Gauge consumer sentiment by sector 
and channel with proprietary data. 
Identify opportunities from the 
myriad of challenges facing the 
industry.

EXPLORE SUBSCRIPTIONS NOW 

With our Subscription Service, you 
choose the monthly insight reports and 
services you need, we create a 
maximum value package for you. We 
offer: 

Discover how our subscription service 
can improve your performance…

https://www.retaileconomics.co.uk/subscribe


Retail Economics is an independent economics research consultancy focusing exclusively
on the UK retail and consumer industry. Our subscription service empowers you with a
deeper understanding of the key economic drivers supporting the UK retail industry,
providing a competitive edge needed to make critical business and investment decisions.

Retail Economics
4th Floor
86-90 Paul Street
London
EC2A 4NE

Get in touch

+44 (0)20 3633 3698

www.retaileconomics.co.uk

amy.yates@retaileconomics.co.uk

@retaileconomics

Disclaimer: The articles and opinions contained in this publication do not necessarily reflect the views of Retail Economics. Whilst Retail
Economics endeavours to ensure that the information in this publication is accurate and that the articles contain nothing prejudicial to
the position or reputation of any party, Retail Economics shall not be liable for any damages (including without limitation, damages for
loss of business or loss of profits) arising in contract, tort or otherwise from this publication or any information contained in it, or from
any action or decision as a result of reading this report.

(C) Retail Economics (2020). The contents of this report and those of all ancillary documents and preparatory materials are the sole
property of Retail Economics and are not to be copied, modified, published, distributed or commercially exploited other than with the
express permission of Retail Economics. All rights reserved.
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