
Clipper x Retail’s New Normal

Retail is a fluid sector, constantly evolving 
and under pressure with globalisation and 
e-commerce having been most impactful 
over the last decade. As retail continues to 
transform, the way consumers shop continues 
to evolve, as they discover and adopt new 
behaviours both online and offline. The 
speed of change can be daunting, and the 
complex issues retailers face mean they need 
an agile, multi-channel partner who can 
keep them ahead of the curve, whilst driving 
performance. 

But as circumstances surrounding COVID-19 
developed, retail activity saw a period 
of hiatus as consumer confidence was 
impacted. Logistics faced unprecedented 
challenges with fulfilling retail demand both 
on and offline, whilst coping with increased 
disruption to staffing levels caused by 
sickness, self-isolation and social distancing. 

Clipper Logistics: 
Retail’s New  
Normal



“We hit a 33% absence rate at 
the on-set of COVID-19, mostly 
through people choosing not 
to work for a variety of reasons. 
Through the comprehensive 
health and safety measures 
put in place by Clipper, this 
decreased to 11% because 
colleagues on-site were 
comfortable with the measures 
that were put in place” 

–  Paul Johnson-Barnett,  
Fulfilment operations director, Farfetch.

Clipper x Retail’s New Normal

Clipper has been at the forefront of retail and high-value 
logistics for more than twenty five years. 

Since its founding in 1992, the business has gone from 
strength to strength. Clipper are well-known for their 
consultative approach to retail logistics solutions, constantly 
innovating in response to a sector that is continuously 
undergoing rapid change. 

Overnight, non-essential bricks-and-mortar retailers closed 
their stores and were faced with uncertainty surrounding the 
impact of COVID-19, its magnitude, how long it was going to 
last, and whether warehouse operations would be deemed 
non-essential and need to follow suit. There were cost, stock  
and volume implications as traditional business models were 
challenged and displaced, whilst multichannel / pureplay 
retailers eyed up new opportunities resulting from a change 
in demand and consumer preference. 

Clipper’s long-standing track record for innovative solutions, 
combined with its shared-user infrastructure to support 
retailers in driving growth and cost efficiencies placed them 
in a prime position to support retailers in the continuity of 
business, as well as allowing them to seize opportunities.

The immediate challenges prompted businesses to reassess 
their operating environments and act swiftly to maximise new 
emerging revenue sources.

As the nation went into lockdown, online shopping 
became the preferred way to buy both necessities and 
comforts. With many retailers closing stores temporarily, 
the crisis inspired new thinking around brand accessibility. 
With unprecedented pressures on online fulfilment, and 
consumers leveraging multiple channels and alternative 
models to obtain what they need, retailers and brands 
sought new ways to reach consumers. E-commerce 
transactions in the UK saw a 168% increase in May 2020, 
compared to the same period last year, driven by the rising 
online sales of groceries, electronic items, DIY supplies, home 
furnishings and sportswear1. Online children’s company, 
Kidly, experienced a 200% increase in orders YoY in the 10 
weeks from the beginning of April alone. For online luxury 
fashion retailer, Farfetch, GMV was up 46% in Q1, whilst 
revenue increased 90%. 

What emerged as a primary concern amongst retailers 
however, was the health and safety of colleagues within the 
warehousing and logistics space, whilst operations were kept 
open. As headcounts needed to be reduced due to social 
distancing measures, it was crucial that the well-being of 
team members, partners and customers was maintained, 
whilst managing business expectations at the same time. 

As businesses quickly transitioned to working from home 
in line with Government guidance, Clipper put control 
measures in place just as quickly, working in line with 
Government guidelines that were being issued, to ensure the 
health and safety of colleagues on site, including enforcing 
social distancing measures, implementing one-way systems 
throughout the warehouse, adjusting work times and 
providing PPE. 

1 Internet Retailing, June 2020



“Overnight, panic buying gave 
rise to a 25% increase in volume 
against plan, and at the same 
time we had an immediate 
23% increase in absence. We 
worked with Clipper to reallocate 
resource in order to be able to 
deliver on the uplift” 

–  Paul Walker,  
Head of supply chain & logistics, Morrisons.

COVID-19 also brought with it panic buying, resulting in 
grocery businesses experiencing network constraints as 
volumes both in-store and online increased significantly, 
whilst their non-food and general merchandise businesses 
slowed significantly in the days and weeks leading to 
lockdown. As the government moved the nation into 
lockdown, there was a sudden cap placed on in-store sales 
across the grocery network, with social distancing and limits 
placed on the number of people able to move in and out 
of stores. Almost overnight, Morrisons experienced a 25% 
increase in volume, whilst Asda’s grocery delivery business 
increased by 300,000 deliveries per week, resulting in lead 
times moving from a 7pm cut-off and 48-hour delivery to 
a 7pm cut-off and delivery expected within two weeks. 
Grocery retailers also experienced inventory issues, as 
clothing and general merchandise required additional 
storage space as sales slowed in the initial weeks.

“As a long-term strategic partner, 
Clipper has been front and centre 
in supporting Asda Logistics, 
as the business experienced 
unprecedented growth 
rates across online, general 
merchandise and clothing. In just 
10 weeks, Clipper supported us in 
reducing our delivery lead times 
back to our original customer 
proposition, whilst supporting  
our 100% growth rate”

-  Jon Parry,  
Vice president, Asda Logistics Services.
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Clipper worked with its customers to not only agree on what 
success would look like for them from the out-set, but also 
to discuss robust contingency plans, wider network support 
strategies as well as the need for an increase in capacity. 
This was an unprecedented time for collaboration. 
Colleagues were transferred across facilities within the 
Clipper network to support those who desperately needed 
it, so they could service demand, whilst thousands of 
square feet of warehousing space was re-planned. As a 
result, Clipper were able to keep people working, whilst 
supporting other parts of the industry that needed it the 
most.

“There was a period where we 
saw everyone in the logistics 
industry just chip in and support 
each other, everyone was 
helping out where they could, 
and Clipper facilitated a truly 
collaborative experience. They 
supported us and enabled our 
operations to remain open and 
functioning”

-  Gordon Knox,  
Business transformation  
and logistics director, Superdry.



Online homeware retailer, AMARA, found that as the high 
street closed, and production of high-quality designer 
labels stopped, brands were interested in selling stock 
through the AMARA website, rather than waiting for high 
street stores to re-open, as a result, stock was transferred to 
their Clipper e-commerce warehouse operation. 

“Whilst there were challenges, 
there was still business 
opportunity, and as a result we 
experienced a 40% increase in 
sales, and are on track to deliver 
60% above plan. Where Clipper 
really deserve credit is never 
once have they not fulfilled their 
commitment to our clients in 
terms of dispatching orders on 
time. As our increase in sales 
constantly put pressure on the 
team, Clipper has always been 
able to provide us with what we 
need to ensure our customer 
service promises are met” 

– Andrew Hood, CEO, AMARA. 

Challenges in the global supply chain caused by COVID-19, 
meant that internally, retailers needed to look at how 
they were going to de-risk their businesses against excess 
stock, as they worked through business challenges and 
the furlough process. Swedish childrenswear clothing 
brand, Polarn O. Pyret, quickly worked with its suppliers to 
understand what their ranges would look like as factories 
closed. They re-designed ranges and re-scheduled orders 
to manage disruption leading up to Christmas. Their priority 
however, was to ensure the success of their online sales, 
whilst simultaneously ensuring that an increase in online 
sales would not impact fulfilment capabilities.

“Online sales and engagement 
have exceeded all our 
expectations. As a result, our 
sales are up 70% YoY, as is our 
order volume. Most importantly, 
we haven’t had to worry about 
whether or not this increase 
in orders would be able to be 
fulfilled. Not only have Clipper 
fulfilled all orders and provided a 
completely uninterrupted service, 
they’ve managed to achieve 
15-20% efficiency savings on the 
three most time-consuming tasks, 
compared with the same period 
last year” 

-  Mats Nilsson, Founder, Polarn O. Pyret. 
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“Volumes increased dramatically 
overnight, and the Clipper 
team managed to scale and 
deliver, whilst maintaining all the 
necessary safety requirements. 
Their shared user facility has 
enabled us to utilise staffing from 
alternative contracts struggling 
to keep hours operational, and 
will continue to share across 
business peaks and troughs in 
the future. As we are exclusively 
online, we have had to adjust 
our operations to ensure that all 
our systems and processes can 
cope with the increased volume 
on an ongoing basis” 

– Marcus Jennings, CFO, LoveCrafts.

“Seeing our orders increase 
beyond our budgeted numbers 
placed incredible demand on 
both inbound and outbound 
stock levels. Clipper were able to 
facilitate our surge by expanding 
our warehouse space and 
moving to a 24-hour operation, 
thereby enabling the volumes we 
required both in and out, whilst 
maintaining robust health and 
safety measures including social 
distancing” 

– James Hart, Founder, Kidly. 

“Despite all the challenges, we 
responded well to a period 
of significant disruption and 
uncertainty. As an online-only 
business, we were able to react 
quickly to ensure our product was 
relevant to customer demand, 
maintain service throughout and 
deliver continued revenue growth 
in April and May”

–  Ali Hall & Julie Lavington,  
Joint CEOs, Sosandar. 

Across the board, Clipper has strived to maintain productivity, 
efficiency and service levels as it supported customers 
through the challenges of COVID-19, living up to its ability 
matched by agility ethos and maintaining its customers 
service promise to consumers, whilst protecting the welfare 
of colleagues. Clipper sees its customers as partners, and 
in reverse, partners see Clipper as an extension of their 
own teams, and have worked together to navigate a path 
through challenging times. Operating shared user facilities, 
where there are ups and downs in demand across multiple 
contracts means that headcount can be flexed to maximise 
efficiency for everyone. 
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increases by a third in 12 months. Luxury online fashion 
retailer, Farfetch has already begun offsetting the carbon 
footprint of all its deliveries as part of a new Climate 
Conscious Delivery Programme, whilst Polarn O. Pyret 
produces a baby range that is 100% organic, sustainably 
produced and designed to be worn by at least 3 children. 

Looking ahead to the future of retail, the high street is 
sure to be a very different place, whilst e-commerce isn’t 
likely to decline in popularity. Although gone are the 
days of trying on items in store, the focus for retailers now 
is on making shopping faster, easier and safer for both 
colleagues and consumers. Click & Collect looks to be an 
integral part of the solutions every retailer needs in order to 
provide flexibility and choice in this new normal, allowing 
consumers to choose how they want to interact with 
brands as social distancing rules continue to apply, whilst 
at the same time providing brands with the ability to ease 
pressure on their carriers as existing networks are used to 
deliver product direct to store. 

As consumer demand continues to shift towards a 
preference for contactless retail and the appetite for Click 
& Collect grows, Clipper’s Clicklink solution combines 
online convenience with in-store service and interation. It 
is a customisable solution that provides next day delivery, 
7 days a week. Integrated with Boomerang, a fully 
integrated returns solution, it enables retailers to maximise 
sales at full margin. Investing in partnerships such as 
these, should be part of a longer-term strategy, to not only 
provide consumers with choice, but also to respond to 
the changing shape of the high street and the dramatic 
acceleration to online. 

Robotics and automation are also becoming increasingly 
important, as retailers feel the dependence on a pure 
people-driven operation is unsustainable, particularly 
during a pandemic, where social distancing is imperative. 

“The spirit of positivity, 
collaboration and support 
amongst both our customers 
and colleagues has been 
unprecedented. The positive 
feedback from customers on the 
levels of support we have been 
able to provide during lockdown 
is a testament to our agility 
and ability to provide adaptive 
services in tough times. But 
the support we have received 
from our colleagues, who have 
been key to the continuity 
of our operations has been 
outstanding – thank you” 

– Tony Mannix, CEO, Clipper Logistics.

“Throughout COVID-19, our 
productivity numbers have 
remained constant, whilst costs 
and charges from Clipper have 
not increased. They didn’t levy 
the same premiums we saw 
from other freight forwarders and 
parcel delivery services, they 
genuinely supported us through 
this. They seamlessly changed 
the way they worked to support 
us, and haven’t missed a beat 
– all whilst supporting the NHS 
and other retail supply chains 
quietly in the background, 
without impacting our business. 
Incredible” 

–  Paul Johnson-Barnett,  
Fulfilment operations director, Farfetch.

As we enter a new phase, retail stores start to reopen, and 
e-commerce volumes continue to increase, managing 
colleagues back into the operations, whilst ensuring their 
safety is vital. Clipper have worked to make continuous 
improvements across sites to ensure the safety of colleagues 
as headcount increases, from managing the flow of 
colleagues through the site, to increasing social distancing 
in communal areas. 

Undoubtedly, consumer expectation has evolved through 
the pandemic. Bricks-and-mortar retailers are anticipating a 
natural reduction in footfall, as they re-opened their doors to 
a cautious audience, many of whom haven’t experienced 
non-essential shopping in months. They are looking to ensure 
they best position themselves against online shopping 
alternatives, and maximise the capabilities of each physical 
store by introducing e-commerce fulfilment capabilities from 
store, and leveraging physical space to display upcoming 
collections. 

What stands out however, is the increased reliance on 
online. Retailers suggest the pandemic has accelerated 
the move online by up to five years as the online share of 
retail spending jumped to 33.4% in May 2020 2 – the highest 
on record. Retailers believe that COVID-19 has forced 
consumers who never tried online shopping before, to shop 
online, giving rise to a new generation of online consumers. 
But the question on whether consumer confidence will rise to 
levels pre-COVID-19 remains to be seen. 

There has also been an increased trend towards conscious 
consumption, as consumers attempt to reduce the amount 
of waste their produce. 51.4% of Brits are choosing long-
lasting clothes, as the number of sustainable shoppers 
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