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Direct-to-consumer (D2C) often only makes up a tiny percentage of a 

brand’s overall sales. And so there has been relatively little research on 

what’s important to a D2C website, compared to the huge amount of 

content that exists about multi-brand retail websites and marketplaces.

However, D2C websites are becoming more important to brands for 

several reasons, not least:

• They want to protect their brand reputation, and deliver an 

excellent brand experience to end customers;

• They want to be less reliant on third-party retailers, who are 

subject to significant change in their industry;

• Marketplaces are creating an unprecedented focus on price and 

volume at almost any cost.

With this in mind we decided that we wanted to conduct a significant 

study of D2C sites, assessing them through the eyes of a consumer, 

and focused the criteria both on general customer experience 

principles as well as how they add value for customers. 

As many of the 100 brands featured are also stocked by retailers and 

marketplaces we particularly set out to answer the question: “Why 

would a consumer buy a product directly from the manufacturer online, 

rather than from a retailer (online or offline) or marketplace?”. 

To help us answer this question, and assess how well each brand was 

doing at differentiating its D2C site from other sales channels, we built 

a scoring methodology that included three aspects of added value:

• Value adding product

• Value adding services

• Value adding content

More information on our assessment process can be found in our 

methodology (P5).

Top performers

Nespresso and Nike came joint first in our ranking, with both scoring 

80% against our best practice criteria.

Nespresso has been built as a D2C brand, with a focus on developing 

long-term transactional relationships with its customers.

Nike’s joint first place ranking is perhaps more interesting, as its 

products have such mainstream distribution.
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Nike has managed to differentiate through its D2C offer with a 

particular focus on unique content, unique product and personalised 

product that consumers who love the Nike brand can only purchase 

direct from its site.

Therefore it comes as little surprise that Nike’s D2C sales are growing 

substantially quicker than those through its wholesale channel, and the 

brand has emphasised that its direct channel is “more productive and 

profitable than other less differentiated customer experiences.” 

Do you need D2C?

A brand can ask itself the following 10 questions to help determine 

whether it would benefit from offering a D2C website. The more of the 

following that a brand answers ‘Yes’ to, the more likely it is that the 

brand would derive value from a D2C website: 

• Could you sell products that are non-commoditised, have brand 

cache or are hard to find?

• Could you sell products or bundles that are economical to ship?

• Would a customer want to buy a basket of items in one checkout 

from your D2C site, or buy the same item(s) regularly?

• Is there a place within your product range for exclusive products 

and services to add value to your D2C proposition?

• Could a D2C proposition support your broader product or service 

innovation agenda?

• Do you have, or could you develop, value adding content?

• Are you concerned about your brand perception being damaged by 

the customer experience provided by third-party sellers?

• Are you concerned about the prospects for some of your 

established online or offline sales channels/partners?

• Does D2C make sense as a strategy to enter emerging markets?

• Do you have an appropriate structure, skills and/or partnerships to 

support D2C operations?

If a D2C site is appropriate for your brand, then the following pages 

should provide inspiration as you develop and refine your proposition.
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We reviewed 100 D2C websites of global brands operating in Western 
markets across a variety of product categories during Spring 2019. Our 
scoring criteria includes a mixture of ecommerce hygiene and usability 
best practice, plus criteria relating to value-adding elements of the site 
or its proposition. 

For the value add elements, each brand’s score was based on the 
elements it offered that were relevant (for example, a subscription 
model, loyalty scheme or extended warranty were not appropriate for 
some of the brands included).

During the reviews we were particularly looking for:

Communication of proposition – Are there benefits of buying from the 
site over other stockists, and are they clearly highlighted – such as free 
delivery, free returns, a loyalty scheme, extended warranty etc.

Information architecture – We checked whether the site’s menu, 
category names and product names are user-friendly.

On-site search functionality - Best practice includes type-ahead results, 
including highlighted products/categories and product images.

Delivery information – We checked for appropriate delivery information 
through the customer journey.

Product information & imagery – We checked for relevant and in-depth 
product details, and multiple zoomable images that could help a 
consumer make a purchase decision.

Basket & checkout – How easy was it to complete a transaction.

Customer service – We submitted customer service enquiries via email 
and Facebook, and checked whether Livechat was available.

SEO – How visible was the brand’s web store in search results.

Value adding product – We checked for exclusive products and bundles 
plus whether free samples were offered and gift packaging options. 

Value adding services – We focused on whether each brand had a 
loyalty scheme, subscription/auto-replenishment offer, provided an 
extended warranty or allowed appointments to be booked.

Value adding content – Finally, we assessed whether each site offered 
content beyond that used to directly sell products, such as How-To 
guides or blogs, video instructions and community-generated content.

In addition to this we have included some benchmarks among the 
results for elements that were not scored, such as how many sites offer 
next-day delivery and delivery costs,   
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Brand Score

Nespresso 80%

Nike 80%

Adidas 79%

Timberland 77%

Speedo 71%

Asics 71%

Clarins 71%

Dermalogica 70%

Fossil 70%

Shiseido 70%

Tea Pigs 68%

Dr Martens 68%

Jo Malone 68%

Liz Earle 68%

MAC Cosmetics 68%

Pandora 66%

Tumi 66%

Lego 64%

Sonos 64%

Urban Decay 64%

Victorinox 64%

Brand Score

Clarins 71%

Dermalogica 70%

Shiseido 70%

The top ranking brands
Top skincare & 

cosmetics brands

Brand Score

Sonos 64%

Bose 63%

GHD 61%

Top electricals 

brands

Brand Score

Nespresso 80%

Tea Pigs 68%

Twinings 55%

Brewdog 54%

Dolce Gusto 52%

Top food, beverage 

& alcohol brands

Brand Score

Lily’s Kitchen 54%

Thorne 54%

Lintbells 52%

Durex 52%

Grenade 52%

Top grocery 

brands

Further details

These tables show the 

brands that scored 

highest overall and 

within key industry 

categories.

If you would like more 

information on the full 

list of brands included 

in our research, or 

would like to discover 

how your brand scored 

against out criteria, 

please contact us at: 

hello@practicology.com
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Integration of brand site and web store

seamlessly combined 

brand site and web store

72%

Web store exists 

in subdomain

21%

Clear ecommerce proposition on homepage

Web store is badly 

signposted from 

brand site
7%

full proposition is 

clear on homepage

36%

proposition is 

not featured

34%

proposition is limited 

or below the fold

30%

provide best 

practice navigation

32%
offer best practice 

on-site search

40%Homepage 40%
offer a clear 

and easy to use 

store locator

Customer 

service

Facebook customer support

replied to an 

enquiry within 

one hour

20%

did not reply to an 

enquiry within 24 hours

49%

replied to an 

enquiry within 

1-24 hours

25%

6%

did not offer 

Facebook 

customer 

support

65%
provided a good 

response to an email 

enquiry within 24 hours

24%
offer a best 

practice Live Chat
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Quality of description on

product detail pages

detailed and 

thorough product 

descriptions

75%

provide some 

information but 

miss key details

20%

offer very 

limited product 

information
5%

Quality of images used on 

product details pages

use multiple, high 

quality, relevant, 

zoomable, in-use 

images

35%

use multiple 

images but lack 

some key criteria 

51%

use one 

image or bad 

quality images

14%

feature widely-used 

ratings & reviews

59%

Guest checkout available

offer guest 

checkout and 

encourage account 

creation

19%

offer guest checkout 

but don’t encourage 

account creation 

65%
do not offer 

guest 

checkout

16%

offer best 

practice 

checkout 

experience

65%
provide exact 

delivery time at 

checkout 

15%

100 D2C sites - benchmarks

Product 

pages
Checkout

include thorough 

delivery 

information

29%
include no delivery 

information

29%
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Free delivery offer

offer free delivery 

as a standard

27%

offer free delivery 

above a threshold

59%

do not offer 

free delivery

14%

45%
offer guaranteed 

next day delivery

Free returns

offer free returns with 

clear instructions

36%

do not offer a free 

returns service

51%

offer free returns but 

details are limited

13%

Delivery & 

returns

13%
provide a click-and-

collect service

1 day

Quickest Mean Median Slowest

Standard delivery time

19 days4.61 days 5 days

Free

Cheapest Mean Median Most expensive

Standard delivery cost

£8.25£3.19 £3.50

Free

Cheapest Median Mean Most expensive

Express delivery cost (if offered)

£39.95£6.95 £8.02
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25

17

34

29

68

73

42
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13
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Exclusive online product – L’Or

Exclusive online product 

should be highlighted, 

such as L’Or does, so 

that customers are 

aware that they can’t 

buy it elsewhere. 
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Exclusive online product – Clarins

Highlighting exclusives 

on product listings pages 

and product details 

pages helps customers 

to understand that they 

will find additional 

products on the site 

compared to other sales 

channels.
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Exclusive online bundles – Teapigs

Bundles that other channels don’t offer, can allow 

customers to buy in bulk or try a wider variety of 

your product. New product testing and analysis is 

also possible through such pick n’ mix options. 
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Exclusive online bundles – Twinings

We can’t comment on the financials of selling individual teabags 

within a bundle, but this bundle proposition does provide a reason 

for a customer to purchase from the brand rather than a retailer.
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Product personalisation – Nike

Nike By You – the product 

personalisation service 

offered by the brand -

allows customers to 

create a virtually bespoke 

product and takes the 

purchase decision away 

from being price focused. 

This was the most 

advanced example of 

product personalisation 

we found.
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Product personalisation – Cadbury’s

We even found examples of 

commodity products offering 

personalisation options.
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Gifting – Liz Earle

Offering additional 

products/packaging such as 

Liz Earle does can make a gift 

purchase more special, 

particularly if the purchase is 

being delivered directly to the 

gift recipient. Gift bags and 

boxes are easier to deal with 

when dispatching gift orders 

than gift wrapping services.
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Gifting – FitBit

FitBit’s gift message and receipt option, 

including allowing the customer to choose 

when the communication is sent out to the 

gift recipient ensures that surprises aren’t 

spoiled, and that the recipient has a record 

of the purchase in case they have a service 

or support issue in the future.
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Free samples – La Roche-Posay

Beauty brands provide the best 

inspiration for providing free 

samples. La Roche-Posay was one 

of the brands that allows customers 

to choose multiple free samples 

with every purchase.
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Subscription models – Nespresso

Nespresso  is 

well known for 

its subscription 

model, and 

offers great 

deals to 

encourage 

consumers to 

sign-up; with the 

idea that once 

they have it will 

benefit over the 

longer term.
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Subscription models – Dermalogica

Several brands 

offered auto-

replenishment 

options in addition 

to customers being 

able to make one-

off purchases. 

Flexibility in delivery 

frequency helps to 

make for a more 

compelling offer.
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Subscription models – Sipsmiths

Sipsmiths provides great inspiration for 

alternative subscription models, 

including a gift subscription. Again, 

such initiatives can also allow a brand 

to experiment with new products 

through its most loyal customers.
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Loyalty programmes – Ren Skincare

A compelling loyalty 
scheme should also 
be clearly explained. 
It is interesting to 
note that Ren offers 
£10 worth of points to 
customers who refer 
their friends. This can 
be a cost-effective 
way to acquire new 
customers compared 
to other acquisition 
marketing channels.
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Loyalty programmes – Lego

If it is not appropriate to give away margin 

through a loyalty scheme, then other benefits can 

be offered, such as early access to new products, 

clearance product or free samples etc.  



Copyright 2019 29

Extended warranties – Cloud Nine

Offering an extended warranty or product 

registration (such as Cloud Nine with its 

very visible header link) doesn’t just provide 

a reason for a consumer to purchase from a 

D2C site, but also visit the site to register 

products bought elsewhere. Converting 

customers who have previously purchased 

from marketplaces is a particular aim of 

many D2C sites, and product registration is 

one way to achieve this.
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Extended warranties – Philip Kingsley

Offering a money back guarantee that retailers don’t provide 

is another way to add value for the customer, and moves 

purchasing decisions away from being purely based on price. 
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Bookable appointments & events – BrewDog

For brands with physical 

locations, it is important 

to promote events and 

allow customers to book 

tickets or appointments 

where relevant. 

Retailers are fairly 

sophisticated at 

promoting their stores, 

and consumers have an 

expectation of there 

being a link between 

online and offline. 
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Bookable appointments & events – Lego

Allowing customers to pre-book for 

special events is particularly valuable 

when a brand has relatively few 

locations and customers are likely to 

make a special visit.
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Bookable appointments & events – Twinings

If you can’t offer 

online booking, at 

least provide 

contact details so 

that customers 

can book via the 

phone or email.
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Bookable appointments & events – Jo Malone

Bookable 

appointments 

with store 

staff provide a 

reason to visit 

the website, 

and highlights 

the value add 

that a brand’s 

stores can 

provide.  
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Bookable appointments & events – Benefit

For brands with many physical locations 

and a variety of services, allowing 

customers to filter location results by 

services offered and then book online 

provides a great experience.



Copyright 2019

D2C Report 2019

Value adding content

36



Copyright 2019 37

D2C Report: Value adding content benchmarks

67

50

20

32

48

68

1

2

12

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

How-To Guides

Video Instructions

Community-Generated Content

Have Didn't Have Not Relevant For Brand



Copyright 2019 38

How-to guides – Sipsmiths

How-to content, such as recipes 

or guides, can help to boost SEO 

rankings and allow consumers to 

discover your site and products, 

as well as provide inspiration for 

existing customers.
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How-to guides – Delsey

Several luggage 
brands offered tools 
that allow customers 
to check which 
products are 
accepted as hand 
luggage on which 
airlines. This type of 
tool is beneficial to 
customers both pre 
and post-purchase.



Copyright 2019 40

How-to guides – Nespresso

Comprehensive 

instruction guides  

– in addition to 

video guides which 

can be more user 

friendly – provide a 

further reason for 

customers to visit 

a brand’s site, and 

provides 

confidence that if 

they make a 

purchase that 

there is support 

available to help 

them use and 

maintain the 

product. 
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Video instructions – Huel

While written content is 

easy for Google to read 

and surface in search 

results, video guides can 

often demonstrate how 

to use or maintain a 

product in a more 

compelling manner. Huel

is another brand to offer 

both. Video content can 

also be published on 

other platforms – such 

as YouTube – again to 

help potential new 

customers discover the 

brand.
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Video instructions – De’Longhi

Videos can also provide inspiration on how to get the most out of a 

product, in addition to more basic usage instructions.
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Video instructions – Clarins

Beauty brands 

offered strong video 

content. Clarins’ 

video guides are not 

specific to particular 

products, making 

them more generally 

applicable. Having a 

page that collects 

such video content 

in one place makes 

it easier to discover 

than if it is only 

published on certain 

product or blog 

pages.
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User-generated content – MAC

Customers can be your best advocates. MAC is one of 

the brands that uses user-generated content well across 

its site and makes it easy for customers to share their 

images from a variety of sources. 
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User-generated content – Breville

Breville shows how it is possible 

to get customers to share 

content about its products by 

broadening the theme of its user-

generated content. Customers 

might not boast about owning a 

toaster, but they do like to share 

photos of their kitchens.   
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User-generated content – Wilkinson Sword

Wilkinson Sword has excelled 

at generating ratings and 

reviews – including added 

value user-generated content 

such as customer picture and 

even video reviews – with a 

competition to encourage its 

customers to post.

This type of content can 

provide value at multiple 

places in the customer journey.  
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Conclusions: Eight tips for optimising a D2C website

• D2C needs the support of marketing, brand, product and sales teams.

• Structure for success and partner where appropriate.

• Localise to meet the needs of customers in different markets.

• Benchmark against retail and brand competitors AND marketplaces.

• View your proposition through the eyes of consumers.

• Remove conversion blockers at every stage of the customer journey.

• Use added value to move purchase decisions away from purely price.

• Use value add to build loyalty to your brand.

47
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Practicology is a strategic omnichannel consultancy founded in 2009 with offices in the UK, China, Hong Kong, 
UAE, USA and Australia. In September 2018 we were acquired by Pattern Inc, an online marketplace specialist and 
one of the top 10 Amazon sellers globally.

Together our mission is to help our retail and consumer brand clients around the world to solve their digital and 
omnichannel challenges; ultimately to sell more, protect their brands online and build profitable relationships with 
their customers.

The retail and consumer brands we have worked with include: Bacardi, Converse, Kong, Moet Hennessy, Pandora, 
Rapha, Reckitt Benckiser, Seafolly, Skechers and Skullcandy. We have also conducted extensive CX benchmarking 
research on retailers around the world on behalf of Google.

We support our clients in building an omnichannel or digital strategy and executing against it, with a mixture of 
traditional consultancy and outsourced ecommerce services, including fulfilling the role of a brand’s entire 
ecommerce or marketplace team. We are an accredited Tmall Trade Partner, and offer 1P Amazon managed 
services as well as acting as the preferred 3P Amazon seller partner for more than 40 consumer brands.

Find out more at www.practicology.com/au

Email us at hello@practicology.com

About Practicology


