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Foreword
—
It’s no secret that the giants of online want to make the
web a faster, more useful place. Who wouldn’t want that?
As eCommerce and Digital professionals, we’re
committed to offering our clients the speediest sites so
that their customers can benefit from a swift and
enjoyable user experience, and I’m really pleased that
new parameters are set to roll out in Summer 2018 to
make site efficiency - specifically on mobile - even more
imperative.
We published the first edition of our E-Retail
Performance Report back in November 2017, right
before the craziness of Cyber Weekend began. The report

highlighted which of Internet Retailing’s Top 240 are
offering the best websites they possibly can, measured
by some key criteria we ourselves measure site success
by. The report was featured and picked up by the likes of
eConsultancy, Internet Retailing and The Telegraph, to
name but a few, showing how significant our
independent research was within the industry.
The most talked about finding back then was Site Speed,
so we wanted to check how much had changed in a mere
6 months. The results, as you’ll discover, are a shock in
some places, with worsening speeds for some of the Top
240 retailers, and frankly, not as much improvement as
we were expecting across the board. There’s still so much

room for improvement and opportunities there for the
taking for those who rise to the challenge and strive for
better, faster, more useful sites. At Visualsoft, it’s
something our team strive for every day.
With mobile speed becoming ever more important, and
approximately £1.1billion spent online each week in the
UK alone, can you really afford to not be the fastest you
can? Your competitors are just a click away, after all.

Dean Benson
CEO

With mobile speed becoming ever
more important, and approximately
£1.1billion spent online each week in
the UK alone, can you really afford to
not be the fastest you can? Your
competitors are just a click away,
after all.

Methodology
—
We reviewed the mobile site speed of 240 of the leading UK
e-retail companies* that covered a wide range of sectors.
Our research team, using the Google mobile site speed tool
(https://testmysite.withgoogle.com/) ran each site and
logged the results.
The tool shows typically how long each retailers site take to
load and also how retailers mobile sites measure up when
loading on 3G - rating these as poor, fair, good or excellent.
Lastly the tool estimates what percentage of visitors each
site will lose due to the loading time, as we all know poor
landing page experience will increase customers bouncing.
Our aim was to compare what progress had been made on
mobile site speed since our last report. Have retailers been
taking the importance of mobile site speed seriously, and
have they taken action to make progress over the last 6
months?
Our results have been compiled, analysed and are broken
down in the pages that follow.
* Retailers selected from the IRUK 500 report

Have retailers been taking the
importance of mobile site speed
seriously, and have they taken
action to make progress over the
last 6 months?

Brands We Tested (A-Z)
—
Accessorize

BonPrix

Dabs.com

Fashion World

Harrods

Joe Browns

Lovehoney

Naked Wines

Pull & Bear

size?

The Works

Wex
Photographic

Adidas

Boohoo

Debenhams

Fat Face

Harvey Nichols

John Lewis

Lush

Net-A-Porter

Quiz

Slaters

Thorntons

White Stuff

Agent
Provocateur

Bose

Decathlon

Feelunique.com

Hobbs London

JoJo Maman
Bebe

M&Co

New Look

QVC

Smyths

TK Maxx

Whittard of
Chelsea

American Golf

Boux Avenue

Dell

Figleaves.com

Hobbycraft

Jones
Bootmaker

Machine Mart

Next

Radley

Sole

Toolstation

WHSmith

Andertons
Music

Burton

DFS

Firebox

Holland &
Barrett

Joules

Majestic Wine

Nike

Ralph Lauren

Specsavers

Topman

Wickes

Ann Summers

CarpetRight

Disney Store

Foot Locker

Home Bargains

Kaleidoscope

Mamas and
Papas

Nisbets

Reebok

Sportsdirect
.com

Topps Tiles

Wiggle

AO.com

Carphone
Warehouse

Dorothy
Perkins

Footasylum

Home
Essentials

Karen Millen

MandM Direct

Notonthehigh
street.com

Reiss

Staples

Topshop

Wilko.com

Apple

Cass Art

Dune London

Forever 21

Homebase

Kiddicare

Matalan

Novatech

Richer Sounds

Superdrug

Toys R Us

Yankee Candle

Appliances
Direct

Cath Kidston

Dunelm

Freemans.com

Hotel Chocolat

Kitbag.com

Matchesfashion
.com

Oasis

River Island

Surfdome

Trainline

Yours
Womenswear

Argos

Chain Reaction
Cycles

Early Learning
Centre

French
Connection

Hotter

Kurt Geiger

MenKind

Ocado

Robert Dyas

Sweaty Betty

Uniqlo

Zalando

Asda

Charles Tyrwhitt

EAST

GAP

House of Fraser

L’Occitane

Millets

Office

Route One

Ted Baker

Urban
Outfitters

Zara

ASOS

Claire’s

Ebay

Gear4music.com

IKEA

La Redoute

Miss Selfridge

Oliver Bonas

Ryman

Tesco

USC

Axminster

Clarks

Ebuyer.com

George at Asda

Interflora

Laithwaite’s

Molton Brown

Pandora

Sainsbury’s

The Body Shop

Very

B&Q

Coast

Ellis Brigham
Mountain Sports

Getthelabel.com

Jacamo

Lakeland

Monsoon

Paul Smith

Sally Beauty

The Book People

Viking Direct

Bathstore

Cotswold
Outdoor

Ernest Jones

Go Outdoors

Jack Wills

Laptops Direct

Morrisons

Pavers

Samsung

The Edinburgh
Woolen Mill

Waitrose

Beaverbrooks

Cotton Traders

Esprit

Goldsmiths

Jacques Vert

Laura Ashley

Moss Bros

PC World

Schuh

The Entertainer

Wallis

Blacks

Countrywide

Evans

Grattan

Jaeger

Liberty London

Mothercare

Peacocks

Screwfix

The Fragrance
Shop

Warehouse

Blue Inc

Crew Clothing
Company

Evans Cycles

H. Samuel

JD Sports

Littlewoods

Mountain
Warehouse

Pets at Home

Selfridges

The Outnet

Watch Shop

Boden

Currys

F. Hinds

H&M

Jessops

Lloyds Pharmacy

Mr Porter

Post Office Shop

Shoe Zone

The Perfume
Shop

Waterstones

Bon Marche

CycleSurgery

F&F

Halfords

Jigsaw

Long Tall Sally

MyProtein

PrettyLittleThing

Simply Be

The White
Company

Wayfair.co.uk

The Importance of
Site Speed
—
There’s no two ways about it: loading times have a serious impact
on page abandonment. Page abandonment is a digital marketer's
worst nightmare, so if a retailer is hoping to get the highest possible
conversion from their online store, the focus should be less on
extravagant site features (although, a well-designed interface is
important!), and more about the real user experience, i.e. how long
the whole thing takes to load, what they’re looking for, and how
easy it is to make a purchase.
Beyond user experience, however, there’s also changes afoot within
the industry.
From July 2018, Google will officially make Mobile pagespeed a
ranking factor, as the search juggernaut makes the importance of
mobile user experience even more significant. Google themselves
have stated that only pages that “deliver the slowest experience to
users” will be impacted by what’s being dubbed the Speed Update,
and that it will only impact a “small percentage of queries”.
Considering the fact there’s around 4 billion search queries per day,
this can still equate to a large number of sites.
Upcoming site speed changes impact sites of all kinds, large and
small, and they’re not channel exclusive, either. Think it doesn’t
apply to you because you’re say, a PPC professional? Wrong. In a
fantastic recent article by SearchEngineLand, it was crystal clear
that a slow load time, one of the items on the list of criteria that
Google attributes to a “good landing page experience”, can have a
negative effect on the success of Paid Ads. Pushing money into Paid
Ads without correctly optimising page speed is simply not going to
help you get the most out of your budget.
We could go on and on about the importance of Page Speed, but
really, there’s one quote that sums up everything perfectly, from
Google themselves:

“If it takes too long for your website to load when
someone clicks on your ad, they’re more likely to
give up and leave your website. This unwelcome
behavior can signal to Google that your landing
page experience is poor, which could negatively
impact your Ad Rank. That’s why you want to make
sure your landing page load time is up to speed.”

The Results
—
Page Loading Speeds - UK’s Top E-Retailers 2018 vs 2017
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Page Load Speed - Seconds

Average visitor loss in 2018 27%
Increased visitor loss +2% since 2017

␣ 52% of e-retailers rated as poor, taking over 9 seconds to load. 14% of retailers took 15 seconds or longer to load. Google
estimates that these e-retailers will be losing a minimum of 29% of all potential visitors through load time alone.
␣ 35% rated as fair, taking between 6 to 8 seconds to load. However, even this group will be losing about a quarter of all
potential visitors (24 to 28%).
␣ 12% rated as good, taking 4 to 5 seconds to load and losing fewer than 20% of potential visitors (an estimated 10 to 19%).
␣ Only 1% rated as excellent, taking under 4 seconds to load and expected to experience low levels of potential visitor loss.

How to Improve Site Speed: Quick Wins
—
Wondering what you can do and how quickly you can do it? Fear not, our experts have pulled together 8 quick fixes to ensure you and your site are up to scratch ahead of the upcoming
Google Speed update.
Eliminate render-blocking JavaScript and CSS
Websites contain themes and third party features, these add JavaScript and CSS files to the front-end of your website. When a customer lands on your site their browser will need to load
these files before the rest of the page, this then causes a delay to the user. This can be even prominent for customers that have a slower connection.

Leverage browser caching
This is the process of storing static files of a website in a customer's browser. This will result in the website being quicker by retrieving the files from the browser rather than calling to
your server.

Avoid landing page redirects
Redirects are important for SEO, it’s a way of keeping authority within your website and provides a better user experience for your customers. However, having redirects on key landing
pages triggers an additional request before loading and ultimately delays the page being presented. If a landing page does require a redirect, ensure this only goes through a single path,
avoiding multiple loops.

Enable compression
The majority of browsers these days support compression. Enabling this on your web server can significantly reduce your site speed as this reduces the time it takes to download your
web content and reduce your customers data usage.

Minify resources (CSS, JavaScript, HTML)
This is linked to the removal of any redundant data without affecting how it is processed in a customers browser. This can include code comments and formatting, removing unused code,
using shorter variable and function names, to name a few.

Optimise images
Large images are a major factor affecting your site speed. Reducing the size of your files can be quick and pain free by using free tools such as TinyPNG. By completing this exercise across
your site the customer’s browser can download the content much quicker.

Prioritise visible content
A lot of sites these days grow in size naturally, however those that are faster have probably just prioritised the content above the fold. If too much is trying to load when a customer lands
on the page this will require additional time to pull the data between your server and the customers browser. One way to approach this is by structuring the HTML to load the above the
fold content first.

Reduce server response time
Your server response time is the measure of how long it takes for your website to start rendering a page from your server. Google recommends you should reduce your server response
time to under 200ms. There are a range of issues that could be causing slower response times, however the best approach is to analyse your existing performance data to highlight
problem areas.

To learn more about improving page speed, review Google’s recommendations and resources here - https://developers.google.com/speed/docs/insights/

Success Stories
—

4s EXCELLENT

5s GOOD

Low Visitor Loss

19% Visitor Loss

3s EXCELLENT

5s GOOD

Low Visitor Loss

19% Visitor Loss

Summary
—
So where are we now, 6 months after our initial report?
It’s safe to say that even with the increased pressure of Google's ‘Speed Update’ looming, retailers aren’t
taking action to secure their spot in the search engines.
Google is rating sites which load in under 4 seconds as “Excellent”, and research shows that 50% of users will
expect a site to load in less than 2 seconds - a brutally honest indication of consumer expectations now and
in future. We are still finding that the average speed for the Top 240 retailers is sitting at a whopping 11
seconds, thus falling into the “Poor” category, and potentially resulting in a 27% loss in customers. It is said
that for every additional second it takes a mobile page to load, conversions can drop by up to 20 percent.
The importance of site speed has never been more prominent and this is set to continue. We’re working
closely with Google to increase the efficiency of our client’s sites and are delivering market-leading “mobile
first” solutions, allowing our sites to work as hard and fast as our clients do, no matter the device.
There is a lot of opportunity for those new into the market to reach top positions if they keep speed high on
their list of priorities, ahead of even the biggest retailers - especially the ones ignoring the significance of site
speed to the end user experience.
However, all is not lost for these more experienced retailers; with a small review of your site and implementation of some of our quick win recommendations, retailers can see their site speed take a turn for the better.
As professionals in eCommerce and Digital Marketing, we hope that our research helps to improve sites of
those featured within the report, as well as providing some much-needed recommendations for smaller
retailers looking to take their place in the speed race.

The importance of site speed has
never been more prominent and
this is set to continue.

Contact Us
—
Ready to improve your site speed and increase your sales?
Our research has demonstrated that even some of the biggest retailers in the UK are suffering from worsening site
speeds, but your business doesn’t have to follow suit. It’s simply time for change, and that's where Visualsoft comes in.
The opportunities are endless for forward thinking retailers willing to implement conversion-boosting approaches
recommended by our eCommerce experts. It may seem daunting, and you may not know where to start, but we
strongly recommend against sitting back and letting your sales slip down the drain. Your competition is just a little click
away, if your site doesn’t measure up, expect your customers to go elsewhere.

Get in touch with us today and ensure your site is ahead of the rest.
 01642 988 418
 www.visualsoft.co.uk/contact/
 bd@visualsoft.co.uk

www.visualsoft.co.uk

