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Welcome from
Helen Dickinson

o

Director General of the British Retail Consortium w

>

1 “l am delighted that the governmen ish retailers are certainly well
recognises that British retail is quipped to win in increasingly
world class and that it is con} g competitive markets, but they need

to make a serious commitrgent help. The British Retail Consortium,
to promoting our fantasticRstry UK Trade and Investment (UKTI), and
around the world. the retail industry are working together

to provide practical support and
Visit the gleaming ?"S of the information along with first class
Gulf and Asia an ill find familiar ~ expertise to British retailers of all
British retail n such as Topshop, sizes, helping them to exploit these
Marks & S and Rolls Royce. great business opportunities and

e e Tesco and Waitrose grow their business through
ing to transform the retail  international trade.

choice and value to consumers  We want British retailers to become
romoting efficient and sustainable as successful overseas as they are at
\ pply chains. And thanks to the home. And by utilising the skills and
‘ internet, even the smallest business expertise from Government and our
can now sell its goods around the vibrant sector we can make this

world to customers hungry for the a reality.”
UK’s world class products.

In 2013, British retailers sold more
than £4.2 billion worth of goods over
the internet to international customers.
That is more than any other country,
with the exception of the United
States. We are the vanguard of online
commerce and enjoy a trade surplus of
more than £500 million in internet retail
trade. And we know that there is
potential to develop this trade further.
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Helping UK retailers to

succeed through export

o

customers, or looking for cost effective ways to grow

If you are planning to sell your products to mtemationaw
ou

business, UK Trade & Investment can help.

‘g\

We are the government departmen
that helps UK-based companle
succeed in the global econo

also help overseas compa
their high-quality investm:&the
UK - acknowledged as the be

place in Europe to sg@d in global
business. UKTI al network

of advisers and tS that can help
you to acceler: € export growth

of your busg

vide you with:

to networks and new
ess opportunities

elp to enhance your digital
capability and ability to sell
through multiple channels

— Funds for you to visit new markets
and meet new clients/customers

— Practical support to develop your
export potential

I gave Trunki invaluable
support when we started
exporting, and helped us to
see the wood for the trees.
Our products are now in 97
countries worldwide.”

Rob Law, MD, Trunki

“We represent some of the UK’s

most trusted brands and by
working with UKTI, we are able
to increase export potential for
some of our members in the
world’s fastest growing markets.”

Richard Peck, Secretary, Royal Warrant
Holders Association

If you are part of the creative
industries, retail, luxury, food
and drinks sectors and want

to accelerate the growth of
your business, talk to us at
consumerretail@ukti.gsi.gov.uk
or follow us on Twitter
@UKTIRetail @UKTIFoodDrink
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Success
in numbers

5% 1

Retail generates 5% of UK GDP T ighe 10th largest
er of goods

0
% A\ 59%

Exporters have 59% faster
productivity growth than
non-exporters

70%

70% of companies find that
& K is the world’s largest overseas business leads to

o

tward investor fresh ideas and innovation

£50bn

Additional sales generated through
UKTI support in 2012/13 was £50bn

85%

85% of companies say that UKTI
services have enabled them to
achieve higher growth
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111%

“ A company is 11% mor ker to
survive if it does bu3| verseas

Consumggr el®tronics, appliances
and eI account for 44% of
o Isales

20m

China has the most online shoppers
at 220m and the most internet users
at 517m

17%

Global online retail sales have
increased 17% yearly since 2007

S%6%

46% (175m) of Europeans shop
onllne 55% (171m) of Americans
shop online

No1l

The UK has the highest share
of online retailing in the world

Sources: UKTI, BRC-KPMG, IMRG-Cap Gemini, BRC, ONS, Centre for Retail Research, IORMA
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How UKTI helped me
to untangle China

o

sted on
business.

Chinese e-marketplace Tmall has driven record sales for

Shaun Pulfrey, inventor of Tangle Teezer, explains how m

“Our innovative product which
detangles fragile hair is now takjng
China by storm, thanks to digg nd
online opportunities.

We recognised that our curre’

distribution methodsj ina and
Hong Kong —an o re and

through depart tores, were
limited so we ed to look

at online ¢ s to scale up
our bysi

oted to us by UKTI was
e were more than 260 million
se consumers shopping online
4, ery day. It was clear that young
‘Chinese consumers were going to
Tmall, owned by Alibaba — with online
sales exceeding those of Amazon
and Ebay combined.

Through a UKTI event in London, we
were able to meet directly with the
buyers for Tmall, who were looking
to find more UK brands. They have
a department specifically to help
international brands set up on Tmall,
and helped to guide us through the
process and even speeded it up for
us. We have been delighted with
their support and assistance.

>

in a month, Tmall had approved
e launch of our Tangle Teezer
official store on their platform. Design
of the store, and setting it up was
easy. Really, it’s no more difficult
than setting up an Amazon shop.

The next step was to think about
building brand awareness and
demand for Tangle Teezer online

in China. Social media is incredibly
important in China, more so than

in the UK in influencing purchasing
decisions. We worked with a digital
marketing agency who specialise
in the China consumer market and
have created fan pages upon two
of the biggest social media platforms
in China — Weibo and Weixin. Our
experience with China and Tmall
has been nothing short of fantastic.

If all predictions about the China
consumer market come true — then
there is no doubt the China online
market will be our biggest global
market of any type by the end

of 2015.”
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- Within eeks, we had sold
more Tangle Teezers than the
previous 12 weeks.

— Within 12 months, at current
forecasts, we will triple our sales
within the China market year
on year.

— Within one week we had over
6,000 followers in China online.

— We have been able to shorten
the supply chain and increase
our margins.

Want to find out how UKTI
can help you to accelerate
your international growth?
Visit www.gov.uk/ukti

or follow us @UKTIRetail
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UKTI’s E-Exporting
Programme

o

More and more UK companies are engaging in digital
to accelerate their global export potential. By 2020, the e of UK
e-commerce is estimated to be £68 billion (from

Being at the vanguard of e-commer:
UK companies are well placed tgtake
advantage of digital opportury

that will allow them to accegs
international markets. K

an omni
ch, where
are delivered
ough all available

Is, including mobile
and mortar and TV

Retailers are now ad
and multi-channel
goods and infor
to the consu
shopping

devices
and "

-Exporting Programme will
ort the brands and retailers to
0‘
— Digital advisors available across

UKTI’s network, available to meet
with UK companies

— Ongoing support and advice
through an e-passport programme

— E-commerce advice available
on UKTlI’s YouTube Channel
(www.youtube.com/UKTIweb)
and www.opentoexport.com

e advantage of these opportunities:

nities

illion in 2013).

>

nline Communications Review to
ensure that your online presence is
maximised for international markets

— Bespoke events, both online
and face to face - find out more
about our events by following
@UKTIEvents on Twitter

— Industry news, statistics and advice
available through @UKTIRetail and
@UKTIFoodDrink on Twitter

As part of the E-Exporting
Programme, UKTlI is also building
relationships with the world’s leading
online marketplaces, which allow
UK companies to list themselves
and export their goods to new
international markets.

UK brands such as Burberry, Marks
and Spencer, Karen Millen, Barbour
and Fred Perry are already selling
through online marketplaces and are
seeing growth in sales due to global
demand for British goods. UKTI’s
E-Exporting Programme is the first
and only programme of its kind in the
world to fast track the setting up of
brands on these platforms and to
position UK retailers at the forefront
of international e-commerce.
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THE WHITE COMPANY

Lensan Vi DNk &

BEDROOM HOME CLOTHING CANDLES & FRAGRANCE THE LITTLE WHITE COMPANY GIFTS OFFER

FREE UK DELIVERY WHEN YOU SPEND £50 10% OFF SELECTED FURNITURE + FREE UP T 3% OFF FOR LIT
DELIVERY

30% OFF

YOUR HOLIDAY WARDROBE

The €

Collection

The White Company website
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Physical export

Helping UK companies access new
markets through bricks and mortar 9

While the route to growth is increasingly through the
UKTI continues to support companies seeking a physica@gfffesence
in the market of their choice.

co in South Korea

‘ré‘ With the help of UKTI, Tesco is
W . exporting its food products to
; countries across Asia and beyond.

s

Marks & Spencer in Mexico City

When Marks & Spencer decided
to expand its Extra Special range
to Latin America, UKTI were on
hand to support them in working
with partners to stock their items
in local supermarkets.

Need help finding a physical
location in an international
market? visit www.gov.uk/ukti
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xport

services

.........
B 49

Interested in export? UKTI can help make doing busin
internationally as easy as possible.

‘g\

Passport to Export

Provides new and inexperience

exporters with the training, p ing

advice and ongoing supporighey Nged

to succeed in overseas m&.

Tradeshow Access ramme
eligible

Provides grant su
small and mediu ed businesses
to attend over: exhibitions.

Events minars
Held the UK and overseas,
thes ings offer business/

Ing opportunities and market
ation and allow UK firms to

&owcase their capabilities.

Export Communications Review
Assesses the way companies
communicate with overseas
customers and makes practical
recommendations for improvement.

Market Visits and Trade Missions
UK companies can visit new markets
and speak to potential partners.

Business Opportunities
Personalised email alerts

informing businesses about relevant
opportunities and developments.

rseas Business Risk
KTl and the Foreign &
Commonwealth Office can provide
key information to help you manage
the risks of doing business overseas.

Gateway to Global Growth
Offers a strategic review, planning
advice and support to experienced
exporters to help them build on
their success and develop new
overseas markets.

Overseas Market
Introduction Service

A chargeable, tailored service
to access market and industry
information, identify potential
contacts or plan events.

Export Marketing Research
Scheme

Offers support, advice and some
grant funding to eligible companies
wishing to research a potential
export market.

Want to know more? Speak
to your local International
Trade Adviser or visit
www.gov.uk/ukti



Solutions
for Business

Follow us @UKTIRetail

[®] To find out more, scan this
code with your smartphone.
www.gov.uk/ukti
+44(0)20 7215 5000

[=]

UK Trade & Investment is the
Government Department that helps
UK-based companies succeed in the
global economy. We also help overseas
companies bring their high-quality
investment to the UK’s dynamic
economy acknowledged as Europe’s
best place from which to succeed in
global business.

UK Trade & Investment offers
expertise and contacts through its
extensive network of specialists in
the UK, and in British embassies
and other diplomatic offices around
the world. We provide companies
with the tools they require to be
competitive on the world stage

UK Trade & Investment is rgspgor@ible
for the delivery of the Solu&fo

Business product “Helping Yo

Business Grow Intern ally”. These
“solutions” are avai qualifying
businesses, and erything from
investment an through to

specialist a )
and part

>

The paper in this document is made
from 50 per cent recycled waste

pulp with 50 per cent pulp from well-
managed forests. This is a combination
of Totally Chlorine Free and Elemental
Chlorine Free. The laminate on the
cover is sustainable, compostable
and can be recycled.

Copyright
© Crown Copyright 2014.
You may re-use this information

(excluding logos) free rge in any
format or medium, terms of
i

the Open Governm& ce.
To view this lic Vislt:

rchives.gov.uk/

http://www, Q
doc/open ment-licence/
Or you can efgll:

psi@n alarchives.gsi.gov.uk

W ave identified any third

@)pyright information you will

to obtain permission from the
pyright holders concerned.

Any enquiries regarding this
document should be emailed
to us at:
enquiries@ukti.gsi.gov.uk

Or you can call:

+44 (0)20 7215 5000

This document is also
available at: www.gov.uk/ukti

Whereas every effort has been made
to ensure that the information given in
this document is accurate, neither
UK Trade & Investment nor its parent
Departments (the Department for
Business, Innovation and Skills, and
the Foreign & Commonwealth Office)
accept liability for any errors, omissions
or misleading statements, and no
warranty is given or responsibility
accepted as to the standing of any
individual, firm, company or other
organisation mentioned.

Published June 2014

by UK Trade & Investment
© Crown Copyright
UKTI/14/617
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