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Find out how Linnworks can grow your business. 
Book a demo at www.linnworks.com/demo

https://www.linnworks.com/demo
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Modern ecommerce has moved on. To grow your business in this 
new, effortless economy, retailers need to be available to customers 
on whatever channel they prefer to shop, and on whatever device 
they have in hand. 

This means establishing a presence on marketplaces and other 
selling channels, as well as continuing to build a direct relationship 
with customers through a retailer’s own site. Increasingly, brands 
are also now opening up to the retail opportunities provided by 
social media and the potential of B2B commerce.

To understand the growth opportunities for each selling channel, 
it’s important to understand its merits and challenges so 
retailers can approach with a clear execution strategy that fits 
the strengths of each channel. 

The Linnworks Total Commerce 
Guide to Growth. 

Introduction

It used to be enough to launch a website or maybe sign up to a 
marketplace and then expect the orders to start rolling in. 
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If the mantra of modern ecommerce is to be where customers are, 
marketplaces are a must. Linnworks research shows that nine in ten 
customers regularly start looking for purchases on a marketplace, primarily 
for the convenience of being able to find a comprehensive choice of products 
from a wide selection of retailers for any chosen category. 

Retailers who do not have a marketplace presence will miss out on this huge 
opportunity to be where people are searching for products, and ultimately lose  
out on sales. 

Marketplaces are growing at a phenomenal pace. According to the latest 
figures from Mirakl they grew at 80% in the final quarter of 2020, twice the 
growth rate of the rest of the ecommerce landscape. It is being driven by a 46% 
increase in the intake of new merchants and a 24% increase in the value of the 
goods they are selling on marketplaces.

Marketplaces in the 
post-Amazon era.

The Linnworks Total Commerce Guide to Growth

The global pandemic has almost certainly played a role in this uplift in vendors 
and sales but it is fair to say that marketplaces were already popular with 
shoppers and retailers alike. Even before the pandemic McKinsey estimated 
marketplaces accounted for half of global ecommerce sales. Researchers cite 
the ability to buy from multiple retailers through one basket as a top priority, even 
more important to consumers than pricing that includes delivery and being good 
at handling returns.

80% 24%

Marketplaces grew at 
80% in Q4 2020

Driven by a 46% 
intake of new 

merchants

24% increase in 
the value of goods 

merchants are selling 
on marketplaces

46%

https://www.linnworks.com/the-effortless-economy
https://tamebay.com/2021/03/marketplaces-grew-over-80-percent-in-q4-of-2020.html
https://tamebay.com/2021/03/marketplaces-grew-over-80-percent-in-q4-of-2020.html
https://www.mckinsey.com/industries/retail/our-insights/moving-past-friend-or-foe-how-to-win-with-digital-marketplaces
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Marketplaces in the post-Amazon era

Clearly choice is the top priority for consumers and this is reflected in the 
different types of marketplaces available to retailers. 

There are the obvious huge marketplaces such as Amazon, eBay, Alibaba 
and Walmart, which offer a massive selection of products across a wide 
choice of categories. It is hard to underestimate their power in ecommerce. 
Statistics vary but Wunderman Thompson Commerce research from March 
2020 suggests approximately half of all shopping journeys start with a search 
on Amazon.

This is the same proportion that eMarketer published in 2019. However those 
figures, from research originally carried out by CivicScience, reveal the initial search rate 
on Amazon leaps to 58% for regular online shoppers. For Amazon Prime members who are 
likely to make an online purchase every week, the proportion rockets to 8 in 10. Clearly, once a 
person has paid for Prime membership, they will seek to get the most from their subscription 
fee, and for retailers who can reach this audience, a highly valuable pool of frequent shoppers.

There are also vertical marketplaces which cater for particular categories. ASOS and 
Poshmark are well known clothing marketplaces, while Wayfair offers furniture and Gusto 
and Deliveroo are popular in food. There are, of course, even categories within verticals, such 
as Farfetch offering a luxury clothing option and Wolf & Badger catering for brands who lead 
on sustainability. There are P2P marketplaces too, such as eBay and Depop involved in the 
circular, recommerce economy.

The key for a retail brand is establishing where to find its core audience, which could be on 
one or more marketplaces. That is why many opt to make their products available in multiple 
locations, possibly combining a huge general option which provides massive reach, such as 
Amazon, with a more niche offering that appeals to a brand attribute. This could be luxury or 
sustainability, or both, or perhaps a site dedicated entirely to a particular category.

Scaling up with the 
right marketplace.

Since 2006, Rex Brown has partnered with brands such as 
Unilever, L’Oreal and Mattel taking the first steps to develop 
a presence on key marketplaces, and acting as an agile 
extension of its customers’ business by taking on the heavy 
lifting of integrations, listing and optimization. Seeing early 
results from key marketplaces including Amazon and eBay, 
Rex Brown’s customers such as Mattel were keen to scale to 
sell on multiple platforms which became a time consuming 
task for large brands with a high volume of SKUs and 
caused challenges with inventory management and order 
processing.

David Ros Hernàndez, Ecommerce New Business Lead 
EMEA at Mattel Inc, says: “we started collaborating with 
RexBrown in August 2020. RexBrown partnered with 

Linnworks, and in just one month Mattel was launched on 
eBay UK with 300 listings, providing a clear path for global 
brands such as Mattel to leverage the opportunity of selling 
through global marketplaces.”

Ashmeet Kandhar, Director at Rex Brown, says: “there are 
clear synergies when you combine Linnworks technical 
capabilities with Rex Brown’s expertise and physical 
infrastructure which enables brands to have an end-to-
end solution to scale to multiple marketplaces. Our goal 
is to make it a seamless process for any company, small 
or large, to onboard their products to then sell in multiple 
verticals, channels and countries. With Linnworks in place 
to centrally manage multichannel inventory and order 
management, that scale is possible.”

How Linnworks helped RexBrown launch Mattel  
on eBay UK with 300 SKUs in one month.

Read the full case study here.

https://www.marketingcharts.com/industries/retail-and-e-commerce-113138
https://www.emarketer.com/content/do-most-searchers-really-start-on-amazon
https://www.linnworks.com/case-studies/rexbrown
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Marketplaces offer a quick route to wider domestic and international 
reach to allow retailers to scale at pace. They typically spend much 
more than an individual brand could afford on marketing and so 
drive far higher volumes of traffic. And economies of scale mean 
they can sometimes warehouse stock and fulfill orders for a 
lower fee than a retailer could individually match.

Marketplaces also offer ready-made international 
audiences where the buying experience is consistent, 
allowing you to test the waters and scale your business to a 
new country with reduced risk. Marketplaces with a global 
presence, like Amazon, AliExpress and OnBuy.com allow 
you to sell into additional countries with minimal logistical 
effort. Depending on your shipping and warehousing 
options, it can be as simple as listing your products on 
additional country sites and adding international shipping 
and payment options, or you can utilize a facility like 
Amazon’s FBA Export program to manage the logistics 
of getting your products to international customers. This 
approach can allow you to test out demand for your products in 
a new market, extend the life of outstanding inventory by selling 
it into a new marketplace and a different sales cycle, and reduce 
the fluctuations of only selling into one economy.  

A word of caution on scaling quickly on marketplaces - a retailer has to 
get their strategy right. It is important to remember a marketplace 
is driven by competitive pricing and customer service options like 
same-day delivery. To compete, retailers need to invest in their 
backend processes, like automated fulfillment. They will also 
likely need to diversify distribution arrangements so orders can 
be processed both by themselves as well as a marketplace, 
which is likely to need stock spread optimally around a number 
of logistic centers. The advent of Brexit has meant that Amazon 
sellers have had to diversify their stock across different Amazon 
warehouses in the UK and Europe if they want to continue selling 
cross-border, so trade barriers, custom duties and other logistical 
challenges may also need to be considered.

So what’s so great  
about marketplaces?

Marketplaces in the post-Amazon era

Read the Linnworks Guide to Brexit for further details on how 
to prepare for cross-border trade between the UK & EU.

Read the full guide here.

https://www.linnworks.com/blog/cross-border-selling
https://www.linnworks.com/blog/cross-border-selling
https://www.linnworks.com/whitepaper-access/brexit-guide-for-ecommerce-businesses
https://www.linnworks.com/whitepaper-access/brexit-guide-for-ecommerce-businesses
https://www.linnworks.com/whitepaper-access/brexit-guide-for-ecommerce-businesses
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Marketplaces in the post-Amazon era

Optimize your pricing  
and processes to maximize 
sales and profit.
There are large volumes of sales to be generated on marketplaces, but it may take a few 
months to see the numbers go in the right direction. This is because most will not simply 
allow the cheapest product in a category to shoot to the top of the listings instantly. 
Product rankings can be influenced by a complex mix of price, customer reviews, sales 
volume and other selling and logistics factors so optimizing your product listings and 
ensuring you have your fulfillment and customer service processes in place is essential to 
build a competitive presence.  

Competitive pricing is important but so too is a history of delivering to customers on time 
(if the retailer is fulfilling orders) and generating positive reviews. This only comes with 
a track record of customers receiving goods and providing feedback. When sufficient 
numbers of positive reviews have been gathered to show a retailer is reputable and 
focussed on customer service, search listings will likely improve. Some marketplaces have 
customer service targets so may penalize you if your customer experience underperforms.

Depending on the marketplace, there may also be different cost structures 
associated with your account or listings, like marketing costs, warehousing and 
returns. For example, Etsy’s offsite ads program may promote your products 
across high traffic sites but will result in an advertising fee if these ads drive 
sales of your product. Amazon’s ‘Fulfilled by Amazon’ program handles 
storage and shipping logistics on your behalf but charges a fee structure 
depending on the item. Each element of your marketplace business 
may attract a cost depending on your business set up so you need to 
assess these costs in line with your profit margins. 

Another note of caution is in relation to the customer relationship. 
While marketplaces can open up access to a huge worldwide pool 
of consumers, you will likely have a limited relationship with the 
customers you transact with via each marketplace. Insights will 
be mostly limited to transactional details so you will miss out on 
the benefits of building the customer relationship and the data that 
comes with understanding the consumer’s behavior. There is a cost-
benefit analysis to be done to calculate the value of the customers a 
marketplace can bring you cost effectively vs the marketing costs you 
would accrue to acquire and retain them. 

https://help.etsy.com/hc/en-gb/articles/360000338367-How-Etsy-s-Offsite-Ads-Work?segment=selling
https://sell.amazon.com/fulfillment-by-amazon.html
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Selling direct to  
consumer (D2C).
Marketplaces offer a route to generating large volumes of sales but there 
is a simple truth about them. While opening up a brand to a huge buying 
audience, they can also cede control over a retailer’s branding, product 
presentation, price competitiveness and the customer relationship. 

That is why selling to consumers on a retailer’s own sites or app still sits at the 
core of a retailer’s selling channel strategy. When a retailer deals directly with 
consumers, they own the customer, and therefore the customer data. A branded 
website also provides a reference point for customers wanting to check the legitimacy of a 
seller, as well as the SEO benefits and brand visibility a website delivers across search engines. 

Direct to consumer retailing is very different from selling on marketplaces but with the right 
approach they can be complimentary, rather than result in cannibalization of sales. Although the 
majority of product searches start on marketplaces, the marketplace does not own the customer 
entirely. Many will use a marketplace as a discovery engine and then visit a retailer’s site directly to 
check out their full range of products, and then stay for the brand experience. Some may also make 
an initial purchase, to take advantage of the security of a marketplace, and then come back to a 
retailer’s site directly for future purchases. 

So marketplaces and direct selling are not entirely mutually exclusive. One potential benefit of D2C 
is that removing the fees and margins paid to a marketplace from a sale means a retailer keeps 
the entire profit. However, acquiring and maintaining a loyal customer base directly also involves a 
complex set of costs, from marketing through to price promotion. Some marketplaces may provide 
new customers at a lower cost than a retailer can manage through their own marketing efforts,  
but more loyal customers can be worth the investment in nurturing the direct relationship if it  
results in higher and more frequent orders.

The Linnworks Total Commerce Guide to Growth

When orders doubled to 800 per day in March 2020, Rave 
Coffee found that their existing order management system was 
not capable of scaling to manage the influx. As well as dealing 
with higher volumes of inbound orders, the Rave Coffee team 
experienced issues with orders syncing between their provider 
and their Shopify account, with time spent troubleshooting 
administrative issues instead of prioritizing roast lists and 
speedy fulfillment. What’s more, there were discrepancies 
between the internal system used to create packing and 
roasting lists which required manual effort to reconcile,  
making it impossible to maintain accurate stock levels.

Vikki Hodge, Director at Rave Coffee, says: “We needed a 
partner that was capable of handling spikes in demand 
as well as sustaining our future growth. As well as our 
requirements for a more robust system, we also wanted to 
find a provider that could provide a greater level of support 
both for troubleshooting issues and ensuring we optimized our 
set up.”

Rave Coffee selected Linnworks to future proof their business, 
impressed by the robust integration with Shopify, the bespoke 
onboarding process, Linnworks automation capabilities and an 
assigned Client Success Manager. Vikki comments: “Our sales 
are set to double again in 2021, taking us to sales of £4million 
and growing our team to over 30 staff members. That growth 
wouldn’t be possible on our old system. We had a very positive 
experience going through onboarding with Linnworks with 
hands-on technical support that demonstrated how the 
platform was tailored to our specific requirements and the 
whole team is confident about hitting the ground running.”

How Linnworks helped Rave Coffee manage  
a doubling of orders during the pandemic.

Read the full case study here.

https://www.linnworks.com/case-studies/rave-coffee-to-hit-ps4m-by-the-end-of-2021
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The value of owning  
the customer relationship. 
The benefit is inarguable - a direct sale means the retailer owns the customer data.

By selling directly to customers, a retailer immediately captures core demographic details 
about a shopper. By building the direct relationship over time, the retailer can build 
a more detailed picture of the shopper’s product and customer experience 
preferences, and use this information to personalize the shopping journey 
across a range of channels, from placing products into the customer’s social 
channels, right through the transaction onsite to the delivery experience. If 
done right, this type of personalized experience can be a powerful tool in 
building customer loyalty. 

Different retailers will opt for different personalization strategies 
to leverage their knowledge of each customer. Some will invest in 
systems which can build a page around a person when they next 
visit and highlight products that will most likely appeal. Most will 
focus personalization on putting customers into niches, depending 
on what category they are interested in. Digital advertising tools can 
leverage this information in granular detail to place products in front 
of consumers at the optimal time to capture their attention. A sports 
retailer, for example, will know someone has bought an England shirt 
is most likely to buy further purchases for that team and can place their 
products in front of the consumer at the time their interest is peaked, 
therefore when they are most likely to click on your product.

Customer engagement programs like subscription models and loyalty rewards 
can also provide shoppers with a unique benefit they can only get by shopping direct. 
Loyalty points and referral schemes not only incentivize the customer to keep shopping, 
but also leverage their loyalty to acquire more customers for you. Setting up a subscription 
model for repeat purchases is where many successful D2C brands focus – such as Harry’s 
for razor blades, Nespresso for coffee or Hello Fresh for home cooking. Subscription models 
lock in revenue but also help the brand build a loyal customer base and reward repeat 
customers. The trend for consumers to commit to repeat purchases from retailers is so 
strong that Gartner predicts that by 2025 a quarter of all B2C ecommerce revenue will 
come from subscription models. 

Linnworks Age of Retail research shows that there is a direct link between selling direct to 
consumers and engendering loyalty. Three in four shoppers say they like to buy direct from a 
brand and 82% reveal they are more likely to become a loyal fan of a shop they have a direct 
relationship with. Building relationships directly with your customers is an investment that 
will provide cumulative benefits over a long period of time if you get it right.

17% UK shoppers have  
made a purchase via VR,  
31% are willing to

Selling direct to consumer (D2C)

https://www.gartner.com/en/newsroom/press-releases/2020-12-03-gartner-unveils-top-marketing-predictions-for-2021-an
https://www.linnworks.com/the-effortless-economy
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Social commerce & selling through 
social interactions.
The strategy of being available where your customers want to shop now goes beyond 
marketplaces and a retailer’s own site. It now extends to social media and in a big way.  
Figures from Grand View Research suggest social commerce was worth $474.8bn in 2020 
and is set to grow at 28.4% from 2021 to reach $3,369.8bn by 2028. 

Social commerce is not an emerging trend - it’s already embedded in a lot of 
shopper’s purchasing habits. Linnworks own online shopper research 
found British shoppers were already highly receptive to the channel, 
with 35% of consumers having already made a purchase through a 
social media site. 

The Linnworks Total Commerce Guide to Growth

The major points retailers embracing social media commerce 
should bear in mind is that the top attribute, that 71% of social 
shoppers are calling out for, is the ability to buy without leaving the 
social network. There is almost certainly a trust issue at play but also, 
with four in five revealing convenience is a major reason to buy on social 
platforms, it is mostly about the frictionless experience of being able to browse 
and check out without the disruption of additional clicks through to another site.

With the wealth of data available on social networks, finding your target audience on the 
right platform can be a matter of an effective test-and-learn strategy. Certain platforms, like 
Instagram and Pinterest have a ready-made audience for verticals like fashion, beauty and 
homewares. But all platforms can offer access to highly targeted niche audiences around 
lifestyles and interests, and can allow you to identify and reach look-a-like audiences to 
expand on your current customer base. 

35% British of 
shoppers have 
already made 
a purchase 
through a social 
media site

35%

https://www.grandviewresearch.com/press-release/global-social-commerce-market
https://www.linnworks.com/the-effortless-economy
https://www.linnworks.com/the-effortless-economy
https://www.linnworks.com/the-effortless-economy
https://www.linnworks.com/the-effortless-economy
https://www.linnworks.com/the-effortless-economy
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Influencers  
& user-generated content.
To do well in social commerce, retailers need to embrace the importance of conversations 
that are often led by imagery. Content needs to be crafted that appeals to the audience, 
typically by telling the story about the product and how it can fit into people’s lives.

A useful way to encourage a two-way conversation is to encourage user generated 
content (UGC) where people talk about a product on social media. New shipments could 
encourage people to photograph the product and show how they’re using it and then share 
on social media. Competitions are another way to get people sharing a retailer’s content, or 
their own, and getting their product amplified organically to a wider network of like-minded 
people.

Fashion retailer, Monsoon, is a good example. It encourages shoppers to post photographs 
of themselves in their new clothes with the hashtag #MyMonsoon. The results are better 
engagement on social but also email – click through rates shot up from 3% to 14% when 
user generated pictures of outfits were used in marketing campaigns. 

When it comes to user generated content, there is nothing with as much reach online as 
influencers. Targeting a specific vertical or demographic can be particularly effective by 
leveraging the highly-engaged following of the right influencer. Alongside straightforward 
ads, influencers can introduce your product to their audience through editorial shoots and 
product demonstrations. The authenticity and reputation some influencers have built with 
their audience can be a powerful marketing tool for your product. However, when 
engaging with influencers, there is an element of handing over your brand 
to the influencer so there needs to be clear agreement on how the 
product and brand is to be represented and how much control you 
have over the influencer’s output. 

Social commerce & selling through social interactions

https://www.bazaarvoice.com/blog/7-ugc-examples/
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The livestream shopping boom.
The next evolution of social commerce is livestreaming, which leverages the 
interactive features of social media, like influencer engagement and live chat, with 
the entertainment and anticipation of a live event. While livestream shopping has 
boomed in Asian countries, US and European ecommerce brands are still testing 
the waters with some initial positive results. Walmart ran a Livestream event on 
TikTok in December 2020 using influencers to give extra reach. They claim to have 
increased their following by 25% through the event.

It should go without saying but a Livestream event will only be successful if the 
channel, audience and product are all aligned, and the same goes for any influencers 
being used too. The Walmart experiment on TikTok, for example, was a sixty minute 
guide to make-up. 

Figures from Coresight Research suggest that from a standing start, social media’s 
equivalent to selling on QVC, is set to reach $25bn in sales in the US alone by 
2023. The researcher’s confidence is buoyed by brands reporting huge successes, 
including Tommy Hilfiger receiving 14m views and selling 1,300 hoodies in just two 
minutes during a livestream event in China in 2020. 

Social commerce & selling through social interactions

https://corporate.walmart.com/newsroom/2021/03/09/walmart-doubles-down-on-tiktok-shopping-hosts-all-new-live-stream-shopping-event
https://www.warc.com/newsandopinion/news/us-brands-adopt-e-commerce-livestreaming-to-boost-sales/44218
https://www.borndigital.com/2020/10/14/levis-hilfiger-experiment-with-livestream-shopping-model
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Omnichannel and multichannel  
- one or both?
In this new age of the effortless economy, there is a clear distinction between 
omnichannel and multichannel selling strategies, and the benefits and 
implications for your customers, your brand and your sales growth. 

Omnichannel focuses on making the shopping experience between a 
retailer’s channels and devices a seamless experience. A shopper who 
looked at a site on the mobile web, or perhaps an app, and put a purchase 
in a basket will find it is still there when they log back on through their 
laptop, for example. The shopper then may choose to click and collect at 
the retailer’s bricks and mortar location. There is a consistency between 
the brand experience across all the retailer’s owned channels and the 
shopper has a range of options across the purchase journey to create the 
shopping experience they want. 

A multichannel strategy has omnichannel at its core but expands the retailer’s 
presence out to a network of external selling channels to drive reach and sales 
growth. This strategy is focused on placing products in front of your existing 
and potential customers where they want to shop. That involves complementing a 
retail website with a marketplace strategy and possibly selling on social channels. It is 
a product-centric strategy that makes a retailer’s wares available wherever their customers 
are, rather than relying on customers to seek them out and arrive on their platform to make a 
purchase.

The importance of the seamless shopping experience was recently highlighted by Linnworks 
Age of Retail research which measured the extent to which different devices are used to 
research and then make a purchase.

There is a difference between the UK and the US here, in that 63% of purchases in the UK 
are initiated on a mobile device. For the US, the figure is 33%. However, 43% of orders are 
completed on a computer in the UK, and 67% in the US. 

The Linnworks Total Commerce Guide to Growth

This explains why the same research highlighted that nine in ten shoppers prioritize retailers 
who offer a seamless service. It also underpins why, when shoppers consider switching 
between a mobile and laptop, the joint top service on a customer’s wish list, for 56% of 
shoppers, is a seamless, cross-device experience.

63% of orders are completed on a mobile device in the UK.

43% of orders are completed on a computer in the UK.

33% of orders are completed on a mobile device in the US.

67% of orders are completed on a computer in the US.

UK purchases US purchases

https://www.linnworks.com/the-effortless-economy
https://www.linnworks.com/the-effortless-economy
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Convenience is king for consumers.
The Linnworks Total Commerce Guide to Growth

Whether focusing on your omnichannel selling strategy, or building a network of 
multichannel selling propositions, creating an optimized shopping experience in each 
channel is essential to the growth and success of each channel. Key findings from  
The Age of Retail report from Linnworks found that 76% of online shoppers surveyed say 
convenience is their key priority in selecting a retailer and nine in ten will prioritize using a 
retail site that offers a seamless experience. 

The finding underlines the founding principle upon which all retail strategies should 
be based – shopper convenience. It is a rising trend with 78% revealing they rate 
convenience more highly than before Covid restrictions were introduced. Clearly, 
consumers are more driven than ever by wanting to purchase from a retailer 
wherever they choose and on whichever device they are currently using, and 
experience a seamless and frictionless shopping journey. 

In fact, any retailer not currently investing in helping shoppers progress 
from research to purchase, on any channel and device needs to bear 
a couple of statistics in mind - 67% of shoppers have abandoned 
purchases over complicated check-outs, and 58% have dropped 
ecommerce stores altogether that are burdensome to use. 
Conversely, if a retailer gets it right they will be rewarded with 
greater customer loyalty and average basket values - for example, 
89% surveyed by Linnworks said they tended to spend more 
and 70% admitting to making impulse purchases when payment 
is made simple with multiple options at checkout.

Gartner’s insights on this trend for frictionless, omnichannel 
experiences predicts that 60% of retailers will be organized around 
a customer-first strategy that is channel agnostic by 2025. It 
currently estimates that only around half that proportion are currently 
there, leaving much to do, particularly around reversing a trend for a 
brand to run their ecommerce and physical store sales in silo. 

This prediction also underlines how important it is for retailers to embrace 
delivery transparency. It is a priority for nine in ten shoppers both in picking 
a retailer and for future loyalty, Linnworks research has found. Flexibility and 
convenience is more important than speed - for example, nine in ten shoppers indicated 
they would swap next-day for free delivery. Shipping policies simply need to be transparent 
and, for 43% of shoppers, need to include pick up in-store options where possible. This 
reflects the need for customers to be able to create the purchase journey most convenient 
for them. 

https://www.linnworks.com/the-effortless-economy
https://www.linnworks.com/the-effortless-economy
https://www.gartner.com/en/newsroom/press-releases/gartner-marketing-research-shows-50--of-brands-will-have-failed-
https://www.linnworks.com/the-effortless-economy
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Private label selling.
Marketplaces, social and direct to consumer selling are not the only options available 
to a retailer. Private label deals open up a whole new route to market where a retailer 
buys in stock and relabels it as their own, or offers their product to a seller to rebrand for 
distribution via their platform. 

This is another selling channel that is projected for significant growth - according to 
Statista, total retail sales in the US for private label products hit $5.47 trillion in 2019 
and are projected to hit $5.94 trillion in 2024. One need only look at how many products 
on Amazon bear its own brand name or consider the high volume of supermarket own 
brand lines to realize quite how huge the opportunity is. In fact, since Covid, private label 
sales have been recorded as growing by 29% while regular branded products have 
grown at 24%.

The benefit here is it derisks the production process for a retailer as the risks around 
inventory and product development sit with the product manufacturer. You can still 
control quality and pricing strategy but it can also allow you to get a product to market 
quickly, or test out demand with a niche audience, before investing more heavily in 
distribution and marketing. Many private label sellers find success by constantly looking 
for trending or hot products and then sourcing a supplier to customize and deliver the 
product with their own branding and packaging. They already have selling channels, 
like Amazon, set up to get the product to market quickly and in front of a huge potential 
buying audience, lowering the risks and costs associated with launching a new product 
and building an audience on your own website. 

The Linnworks Total Commerce Guide to Growth

https://www.statista.com/statistics/443495/total-us-retail-sales/
https://www.retaildive.com/news/profitero-private-labels-pushing-out-cpgs-in-search-results/600267/
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B2B marketplaces.
B2B ecommerce is another significant and growing opportunity, particularly with the evolution of B2B 
marketplaces. Worldwide B2B marketplace sales are projected to reach an estimated $3.6 trillion by 
2024, up from an estimated $680 billion in 2018, according to research firm iBe. Like B2C ecommerce, 
the pandemic drove accelerated growth in B2B marketplace platforms as companies had to look for new 
suppliers due to manufacturing and shipping issues, and unexpected demand for products like PPE. 

Sourcing buyers for your products globally has become a much easier process with the rise of B2B 
marketplaces, both mass-market platforms like Amazon Business and Alibaba, and niche marketplaces 
that serve specific industries, like PartsMarket for the automotive industry and Arrow for electronics. B2B 
ecommerce already had the infrastructure in place across commerce, payments, procurement and the 
supply chain which has easily evolved into central transactional platforms for buyers and sellers. 

The advantages to selling wholesale are that brands can move larger volumes of stock to their customers 
and marketing costs can be lower by focusing on specific business buyers and industries. The flexibility 
of B2B ecommerce is that it allows your customers to self-serve via your platform or marketplace store, 
allowing you to serve large and small customers alike, and at different price points, efficiently. 

With the advent of technology platforms like Mirakl, launching your own B2B marketplace to drive 
efficiencies in buying and distribution is also now a feasible option. For example, L’Oreal have recently 
launched their B2B SalonCentric business as a wholesale beauty marketplace with it’s own 
products and carefully selected third-party sellers. This has not only allowed them to triple the product 
selection available to customers, but also created an agile selling platform and 
distribution network that can respond to customer demands and changing 
industry trends quickly, and open up its wholesale business to a wider 
network of customers.  

The Linnworks Total Commerce Guide to Growth

https://www.digitalcommerce360.com/2020/08/31/covid-19-drives-more-business-to-b2b-marketplaces/
https://www.mirakl.com/
https://tamebay.com/2021/06/why-saloncentric-loreals-distribution-business-are-launching-a-marketplace.html
https://tamebay.com/2021/06/why-saloncentric-loreals-distribution-business-are-launching-a-marketplace.html
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Total Commerce in the new, 
Effortless Economy.
Retailers now have a wide choice of channels to grow and find new 
customers, from marketplaces to direct selling and social commerce, 
to private label and B2B. 

As Gartner has pointed out the key is to accept the advantages 
and disadvantages of each channel and embrace an omnichannel 
approach that puts the customer first. That means selling on 
the channels where they want to shop and offering a joined-up, 
seamless service across devices. It means taking the friction out of 
ordering, payments and fulfillment and appearing in the channels 
that your customers want to transact. 

It requires a commitment to what Linnworks calls Total Commerce 
- a prerequisite for success in the highly competitive ecommerce 
landscape. Commerce is increasingly happening in multiple online 
environments, wherever consumers are spending their time. For sellers, 
Total Commerce means brands need to stay connected to their customers 
by accessing multiple commerce environments simultaneously, which requires 
specialized capability and knowledge. Continuously adapting and controlling 
commerce in all of these environments simultaneously, is complex, costly and 
technically challenging, but Linnworks makes this easy by connecting and automating commerce 
operations and putting commerce control at the center of the organization. 

As highlighted by Linnworks CEO, Callum Campbell at a recent TRB event, a central feature of the Effortless 
Economy is that commerce is moving closer to the consumer. “Commerce comes to us, wherever we’re 
spending our time. We don’t have to leave the home anymore. That means brands and retailers have to sell 
in lots of different environments – social, website, bricks & mortar, marketplace.” 

“The challenge for retailers in this landscape is to address how they can get their product in front of the 
customer wherever they choose to shop and provide them with a brilliant and frictionless experience. As 
brands and retailers reconfigure the data, the processes, and the expertise they need to grow profitably in 
the future, that focus on customer insight needs to be maintained throughout. That informs your growth 
strategy, automation, technology investment and operations.” 

“If you get the Effortless Economy right then the rest will follow.”

Conclusion

https://www.gartner.com/en/newsroom/press-releases/gartner-marketing-research-shows-50--of-brands-will-have-failed-
https://www.linnworks.com/blog/customer-experience-is-key-as-the-era-of-total-commerce-is-here
https://www.linnworks.com/overview
https://www.linnworks.com/blog/retailers-post-covid-19-digital-resilience

