
18% 17%
21%

24%

8% 10% 14% 18%

Whilst large numbers of consumers intend to reign in spending across all categories, they will cut back less on ‘essential’  
areas of food and pet care, and more on discretionary retail categories. Just 37% of consumers say they will cut back on grocery 
spend and 32% on pets. This compares to 49% who say they will cut back on homeware and 51% on books and stationery.  

* Consumers were interviewed in August 2022, so all references to ‘next year’ in this report, refer to September 2022 – September 2023.

In this stressed environment, retailers must be smarter than ever. This means steering clear of assumptions about value  
and understanding the nuances of what financially pressed consumers really need. 

But where to start when their resources are squeezed too? This report is the handbook to getting through it. After a  
detailed analysis of why, where and by how much consumers will reduce spending, we share four imperatives to winning  
in rocky times:

1.   Protect trust with fair pricing as you manage inflation

2.   Reengineer your business model to deliver value

3.   Realise the value of your physical portfolio

4.   Do not compromise on sustainability

How to win in this critical battleground

All about value 

OC&C RETAIL  
PROPOSITION
INDEX 2022

The Retail Proposition Index in numbers

The OC&C Retail Proposition Index answers this 
through the sector’s most comprehensive analysis 
of consumer attitudes.

What causes a shopper  
to choose one retailer 
over another?

First  
Launched

Ratings analysed 
since launch

Consumers  
surveyed in 2022

Number of  
retailers rated

Countries included 
in 2022 survey

2010

9

C.700

56.5M

38,056

Umbrellas out. A perfect storm of unfavourable macroeconomics  
and geopolitics is churning its way through the retail sector.

Consumer confidence is at its lowest in fifty years (five recessions included) due to rocketing inflation, and interest rates that  
(at time of writing) are tipped to reach heights of 5-6% in 2023.

Households are worried about energy bills, food bills and, in the case of homeowners, paying the mortgage.

While households across the country are set to feel the 
squeeze, some groups will be disproportionately impacted.

At the time of writing, the poorest 10% of households are 
likely to see a 5% reduction in disposable income in 2022. 
Middle to high income households are set to feel a squeeze 
for the rest of the year particularly from higher mortgage 
outgoings. As things stand, the financial situation is expected 
to worsen across households in 2023. Retailers must consider 
all demographics when addressing the problem – the current 
economic reality and lack of confidence affects all.

As things stand the financial 
situation is expected to 
worsen in 2023 particularly 
for the poorer households

Your four point action plan to survive 
the consumer confidence crash

43%
% consumers 
less confident 
about major 
purchases

Read to the end to discover 2022’s top ten retailers and top ten sustainable retailers as chosen by consumers.

Five years ago, consumers defined trust through product reliability and safety. Today, fair pricing has knocked these attributes 
from the top spot to become the number one determinant of how retailers build trust with customers.

At the same time, other value-centred attributes, such as a lack of hidden costs and overall affordability, have also become much 
more important. 

Ultimately, if consumers don’t see value for money in a product, they will lose trust in your brand.

THIS REPRESENTS A MAJOR TRANSFORMATION; VALUE WAS NOT CONSIDERED A MAJOR PART OF THE 
TRUST EQUATION 5 YEARS AGO
Top 9 Drivers of Trust in a Retailer1, 2018-22

Their products are reliable and safe Their prices are fair and consistent

I trust them to rectify any problems quickly and to  
my satisfaction Their products are reliable and safe

They consistently deliver on their promises No hidden costs / charges associated with  
the product

They’ve been around for a long time – and will likely  
be here for years to come They consistently deliver on their promises

I trust them to store and use my personal data  
with integrity

They do their bit to make the product as 
affordable as possible

They are fair and ethical with their supplies I trust them to rectify any problems quickly and to  
my satisfaction

They treat their employees fairly They’ve been around for a long time – and will likely  
be here for years to come

They’re taking actions to benefit the community  
and wider world

I trust them to store and use my personal data  
with integrity

Their prices are fair and consistent They’re taking actions to benefit the community  
and wider world

2018 2022

Value for money factors

1

2

3

4

5

6

7

8

9

1. When you think about ‘trust’ in a retailer, what is the most important factor to you? (% of respondents who ranked factor in their top 3)
Source: OC&C Retail Proposition Index 2022.

In which categories is value for money most important?
Value for money matters across all categories, but its importance has seen the most pronounced increase in essential 
retail categories (like grocery) and lower ticket discretionary categories (such as clothing). It has remained static for big-
ticket purchases. For example, furniture shoppers are increasingly attracted by an easy shopping experience.

The power of value
German discounters Aldi and Lidl’s steady capture of UK 
grocery spend accelerated dramatically in the six months to 
August 2022, when each managed to gain 1% market share.  
In a landmark moment, Aldi surpassed Morrisons to become 
the UK’s fourth largest grocer in September.

It’s not just discount grocers that are benefiting from the 
increased importance of value. In the last year, web traffic for 
value retailers in other categories has increased dramatically. 
Primark traffic increased by 139%, the second hand clothing 
marketplace Vinted by 164%, and Shein by 36% in the last  
12 months. 

More generally, value retailers have been able to convert 
visitors to purchase more effectively than other retailers,  
with an average conversion rate of 66%, compared to 47%  
for mass market retailers, and 44% for premium players.
As tough times approach, consumers say they will continue 
or even increase their spend at value players to a greater 
extent than at more expensive shops. Of the ten retailers most 
resilient to a fall in disposable income, half are value-led  
(Aldi, Lidl, Poundland, Iceland and Home Bargains).

How retailer operating models can support value leadership
One of the most interesting things about our findings this year is that the top-rated players on pricing and value money 
(irrespective of sector) include many that have cost and value leadership engrained in their economic and operating models:

Explicitly discount focus through reduced ranges, lower cost stores models,  
and offline focus

Vertically integrated business models

Simplified ranging, logistics, and supply chain models, scale economies 

Real-time planning, short manufacturing cycles and slower delivery proposition 

To deliver and really lead on value in this environment – it cannot be superficial – the leaders from a customer perspective are 
structuring their business models to develop competitive advantage around value.

THE IMPORTANCE OF VALUE HAS GROWN MOST IN ESSENTIAL & EVERYDAY DISCRETIONARY CATEGORIES; 
FOR “BIG TICKET” PURCHASES, THE CONSIDERATION SET IS WIDER
Change in Derived1 Importance of Factors – Example Categories, 2021-22

Easy to shop

Value for money

Low prices

Sustainability

Product quality

Apparel Grocery Furniture

D
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rta
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Significant 
increase

Moderate 
increase

Flat Moderate 
decrease

Significant 
decrease

1. Correlation of KPC value to purchase conversion rate by brand. Sample 11 for grocery, 53 for apparel, 11 for furniture.
Source: OC&C Retail Proposition Index 2022.

SPEND RESILIENCE IN RESPONSE TO DISPOSABLE 
INCOME REDUCTION1, 2022
(% respondents who would maintain or increase spend1)

1.  You previously told us you have bought from these brands/retailers in the 
last 3 months. If you had 20% less money to spend, how will you change your 
spend with each of these retailers?

Source: OC&C Retail Proposition Index 2022.

65%
54% 56%

Value-led 
Players

PremiumMass

For the past two years, retailers have been on tenterhooks to see what the new 
normal would look like for shoppers. Would the customers who had flocked to 
e-commerce during lockdown stick with their online habits? Would this spell 
the end of the physical store?

The data from the survey suggests that shoppers – particularly older generations (Baby Boomers and Gen X) are venturing back in 
store (see below). However, customer journeys are more omnichannel than ever. Shoppers consistently rate omnichannel retailers 
above online only and over the last year, this preference has grown across all categories, particularly for grocery and homeware.

This is explained by breaking down what consumers mean by ‘convenience’ (ease of shop is 2022’s second most influential factor 
when choosing a shop, after trust).

In our survey, 42% of respondents defined convenience as the ability to purchase a product ‘however and whenever’; 32% defined  
it as the ability to choose convenient delivery options. Both advantage retailers with some physical presence. Meanwhile, consumers 
are increasingly using physical channels to research products and seek inspiration (64% of consumers in 2022, compared to 61%  
in pre-Covid 2019). This is particularly the case for big-ticket items.

Imperative 3
Realise the value of your  
physical portfolio

Myth busting: Covid didn’t kill stores
Back in the depths of lockdown, when stores were forced to shut, there was a narrative that this would be the death knell for 
physical retail.  

Although not quite at pre-Covid levels, offline retail has bounced back, accounting for 63% of all stated* purchases, compared 
to 58% in 2021 and 67% in 2019. This growth was driven by a return to stores by Gen X and Baby Boomers (the more Covid-
vulnerable age categories).  

Next year, all generations expect to spend more in stores, pushing the figure to 64%. 
*How consumers said that they shopped.

CASE STUDY

Your national local bookshop

In an era where bookshops were considered a thing of the past, Waterstones is thriving. Its local shop feel belies a 
sophisticated omnichannel model that supports a seamless customer journey. The in store experience impressively 
channels the look and feel of an independent bookseller with touches such as staff book recommendations and, in 
some sites, an in-store coffee shop.

Its managers are empowered to tailor the in-store experience, whether that’s hosting a local author or taking part in a 
community literary festival. 

It offers a true omnichannel experience in which customers can earn loyalty points in store or online. They can also order 
a book through any channel without having to pay to reserve. 

#1
#3
#3

 Suited to me

Easy to shop

Customer service 

Imperative 4
Do not compromise  
on sustainability 

The sustainability sweet spot
Some retailers have identified a sweet spot that reduces environmental impact and operational costs (which they may choose to 
pass on to their cash-strapped consumers). 

The option to use refillable containers (once the reserve of eco-pioneers, such as the Body Shop) can now be found in 
mainstream discounters such as Aldi and Lidl. Likewise, return schemes, a mainstay of outdoor-clothing store Patagonia, are now 
offered by fast fashion chains such as H&M. Other initiatives include collection points to avoid last mile pollution and alternative 
or less packaging.

Myth busting: Gen Z spend more on sustainability

Sustainability remains a high priority across all age groups with over 74% of 
Gen Z and a similar percentage of Millennials saying that it affects their buying 
behaviour. This drops to 65% for Gen X and 58% for Baby Boomers.
Despite its importance for a clear majority of consumers, cost of living concerns have pushed sustainability slightly down the agenda 
for all generations. The number of respondents who said that sustainability affects their behaviour dropped by 1 percentage point for 
Gen Z and Millennials respectively, compared to 2021. The biggest fall (5ppts) was for Generation X.

However, across all generations, there are some areas that matter more, such as reducing waste, plastic packaging, and carbon 
emissions. Retailers should focus their sustainability efforts in the areas that matter most to consumers. 

It is no surprise that 43% 
of consumers have less 
confidence in major 
purchases vs 6 months 
ago. However, exactly 
where they plan to cut back 
depends on ticket price 
and category. 

43% 40%

16%

Less  
Confident

More  
Confident

About the 
same

SUSTAINABILITY ATTITUDES, 2022
(% respondents)

Gen ZOverall Millennial Gen X Baby Boomer

I don’t think or care about 
sustainability

I care about sustainability 
but it does not change my 
behaviour

I care about sustainability 
and it sometimes changes 
my behaviour

I care about sustainability 
and it mostly changes my 
behaviour

I care about sustainability 
and it always changes my 
behaviour

Sustainability affects behaviour:
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7%

65%

8%

74%

12%

73%

7%

65%

4%

58%

23%
26%

28%

23%
19%

35%

41% 33%
35%

36%

21%

14%

DELIVERING SUSTAINABILITY AND VALUE FOR MONEY

Refillable 
Products

• Eliminating packaging 
by rolling out refill 
stations in-store (eg 
shower gel, rice, 
detergent)

• Lower cost for consumer
 - Refillable bottle & product 

typically same price as 
single-use product

 - Subsequent refills are 
discounted

• Reducing 
environmental costs 
associated with 
last-mile delivery by 
providing collection 
points for parcels

• Lower delivery costs, 
alongside increased 
convenience, for consumer

• Reducing waste by 
allowing customers 
to drop off unwanted 
items in-store and 
reusing, repurposing 
or recycling these

• Reused and repurposed 
items are typically heavily 
discounted

• Using less materials 
in packaging and 
making more of these 
recyclable

• Reduced costs of packaging 
may be passed on to the 
consumer

Return 
Schemes

Collection 
Points

Alternative 
Packaging

Examples Description VFM Implication

1. Thinking about actions retailers are taking on environmental, social and governance (ESG) factors, which of the following do you think are the most important?
Source: OC&C Retail Proposition Index 2022.

STATED IMPORTANCE OF SUSTAINABILITY SUB-DRIVER1, 2022
(% respondents)

43% 43%

35% 35%

26%

21%
18% 17% 17% 16%

11%

Efforts to 
reduce waste

Efforts to 
reduce use 

of plastic and 
packaging

Efforts to 
reduce energy 

/ carbon 
emissions

Good labour 
practices and 
human rights

Data security 
and privacy

Ethical 
sourcing of 

raw materials 
or inputs

Positive 
community 

impact

Efforts to 
reduce water 

usage

Commitment 
to diversity, 

equal 
opportunities 

and non-
discrimination

Making ethical 
corporate 

decisions and/
or avoiding 
corruption 
and bribery

Fair and 
equitable 

board 
structure and 
remuneration

Environmental Factors Social and Governance Factors

1.   Thinking again about the last time you bought from #BRAND#, how did you make this purchase?
2. Reported spend from consumers.
Source: OC&C Retail Proposition Index 2022.

REPORTED2 HISTORICAL SPEND EVOLUTION1, 2022
(% respondents)
Physical retail has grown over the last 12 months, but remains below pre-Covid levels with growth driven by Gen X and Baby 
Boomers returning to store.

Online Offline

Gen Z Millennial

2019 2021 2022 2019 2021 2022

40% 39%42% 43%42% 43%

60%

Gen X Baby Boomer

2019 2021 2022 2019 2021 2022

32% 21%46% 37%39% 28%

68%
79%

54%
63%61%

72%
61%58% 57%58% 57%

Source: OC&C Retail Proposition Index 2022.

STORE SHARE FOR RESEARCH PURPOSES, BY CATEGORY, 2022
(% respondents)

75%

74%

74%

74%

73%

68%

70%

65%

65%

64%

61%

46%

42%

Furniture

Homeware

Pets

Grocery

Sports & Outdoors

Electricals & Electronics

Department Stores

Clothing & Footwear

Health & Beauty

Booksellers and Stationers

Home & Garden Improvement

General Merchandiser

Other

MULTICHANNEL VS ONLINE PUREPLAY OVERALL RATING1

(Rating / 100)

1.  Considering everything you know about the following brands / retailers, what is your overall opinion of each? (1 = Poor; 5 = Excellent). Only includes categories 
with n>1 for both Online PurePlay and Multichannel retailers.

2. Grocery include q-commerce brands.
Source: OC&C Retail Proposition Index 2022.

Overall Grocery2 Clothing & 
Footwear

Booksellers 
and 

Stationers

Health & 
Beauty

General 
Merchandiser

Homeware2021 2022

By Category, 2022Overall, 2021-2022

Online PurePlay Multichannel

72.9 74.3 71.7
74.9

71.7
74.9 73.2

79.2

70.8
74.7 73.3 74.7 74.8

77.4
73.8 74.4

69.7
74.9

+1.5 +3.2 +3.2 +3.9 +1.5
+2.7

+5.2+0.6
+6.0

CONSUMER CONFIDENCE INDEX, UK 
1974-2022 (OECD Measure of Confidence, 100 = Index of Long Run Average)

92

Recessionary periods

1974 1980 1990 2000 2010 2020 2022

93
94

104
105
106

95
96
97
98
99

100

102
101

103

Source: OECD, ONS.

CONSENSUS CPI INFLATION (AS OF SEPT 2022) 
1990-23F (avg. inflation %)

0

1990
1990
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2021
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2023F

2022F
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Source: OECD, ONS.

COST OF LIVING IMPACT ON DISCRETIONARY SPEND / SAVINGS 
View as of 17/10/2022 (% of income / £)

2022 Impact

-5.0%
1st decile

-£0.6k

-1.3%
3rd decile

-£0.4k

-1.0%
5th decile

-£0.4k

-2.3%
7th decile

-£1.2k

-2.4%
9th decile

-£1.7k

-1.3%
2nd decile

-£0.3k

-1.8%
4th decile

-£0.6k

-1.7%
6th decile

-£0.8k

-2.5%
8th decile

-£1.5k
10th decile

£1.2k

2023 Impact

-13.9%
1st decile

-£1.6k

-5.6%
3rd decile

-£1.5k

-3.7%
5th decile

-£1.5k

-4.7%
7th decile

-£2.5k

-4.5%
9th decile

-£3.2k

-7.2%
2nd decile

-£1.6k

-5.4%
4th decile

-£1.8k

-4.0%
6th decile

-£1.9k

-4.8%
8th decile

-£2.9k

-0.4%
10th decile

-£0.6k

In 2022, value for money transitioned from a consumer ideal to a necessity. 
While last year, consumers said it was an important factor when choosing a 
retailer, this was not reflected in how they actually shopped. However, in 2022, 
they said that value was even more important, and this time switched their 
shopping behaviour accordingly – ease of shop and low pricing followed a 
similar trajectory.

There is very strong overlap between retailers ranked in the Top 10 for Value for Money and Low Prices. 
Card Factory have continued to build on strong value credentials.

CASE STUDY

The Value Champion

•    Card Factory is the UK’s leading specialist retailer of greeting cards, gift wrapping, and party products.
It is known on the high street as the home of the £1 card, and its value proposition continues online with low prices for 
balloons, party kits and personalised cards. 

•    The business’ vertically integrated model continues to support its value leadership. The retailer has seen strong 
increases in its RPI ratings for both low prices and value for money. 

•    Targeted investment has also been made in the online & store shopper experience in recent years. In 2020, it 
relaunched its website to grow its e-commerce business and expand its premium ranges and personalised offerings. 
This was followed by an app in 2021.

•   Voted best for low prices and value for money.

VFM & LOW PRICE WINNERS, 2022
(Rating / 100, Δ Rating 2021-22)

Rank Retailer Rating Δ 2021-22 
1 Card Factory 88.6 +5.3
2 Aldi 86.5 -0.4
3 Lidl 85.6 +0.9
4 Home Bargains 84.2 +2.2
5 Vinted 82.7  –
6 Primark 82.6 -1.1
7 B&M 82.4 -0.3
8 George at ASDA 81.7  –
9 Poundland 81.2 -0.5

10 Iceland 80.1 -0.01

Rank Retailer Rating Δ 2021-22 
1 Card Factory 87.7 +4.1
2 Aldi 86.4 +0.4
3 Lidl 85.1 +1.2
4 Primark 85.1 -0.7
5 Shein 84.7 -0.1
6 Poundland 84.7 +1.5
7 Home Bargains 84.5 +2.5
8 B&M 81.5 -0.9
9 Vinted 81.5  –

10 George at ASDA 80.3  –

VALUE FOR MONEY LOW PRICES

2022 Winner: 2022 Winner: 

 Imperative 2
Reengineer your business 
model to deliver value 

Although not quite at pre-Covid levels, offline retail has 
bounced back, accounting for 63% of all stated* purchases, 
compared to 58% in 2021 and 67% in 2019 

M&S FOOD AND JOHN LEWIS TOP CONSUMER RANKINGS

2014 2015 2016 2017 2018 2019 2021
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Introducing 2022’s 
RPI Champions  
Congratulations to M&S Food, which has taken the  
RPI top spot for the third year running.
This year the RPI classified Nike and Adidas as retailers for the first time – over the last decade,  
both sports brands have focused heavily on growing their direct-to-consumer sales channels 
through company-owned stores and websites. The new entrants did not disappoint taking the  
third (Nike) and fifth (Adidas) spots.

Nike and Adidas are both new entrants to the survey, added due to their increased focus on 
D2C making them retailers in their own right.

STATED1 VS. DERIVED2 IMPORTANCE OF FACTORS DRIVING PURCHASE CONVERSION
2021-22
Derived Importance
“Why Customers Actually Shop at a Certain Brand/Retailer”

Stated Importance
“What Customers Say Is Important For Shopping a Certain Brand/Retailer”

The cost of living crisis is 
driving changes in consumer 

preferences

However, having an easy  
to shop experience  

remains key

Other criteria have taken 
a backseat in the face of 
challenging conditions

2022

2021

High

Low

Sustainability

Reliable

Low Prices

Easy to Shop

Value for Money

Low High

1. What is the main reason you shopped with [BRAND]?
2. Correlation of KPC value to purchase conversion rate by brand.
Source: OC&C Retail Proposition Index 2022.

Quality

Since the RPI began, trust has consistently been the top driver of how shoppers 
rate a brand. However, how this trust is won has changed dramatically over time.

Imperative 1
Protect trust with fair pricing  
as you manage inflation

One of the defining tropes of younger generations is that they care deeply about the environment. This is true with c.74% of  
Gen Zs claiming that sustainability influences where they shop.  

However, if you look at the average sustainability rating of the brands they actually shop, this is not the case. 

Millennials and Gen X are far more likely to walk the walk and shop at retailers with better sustainability credentials.
In the past, we have surmised that this might be because Gen Z simply can’t afford greener options. However, the words and 
actions of Baby Boomers (a wealthier consumer group) also don’t match up when it comes to sustainability.

Retailer is common across both lists

0.9%



Better second time around
Three of the new entrants to this year’s top ten are second-
hand resale platforms, demonstrating consumer weariness 
with the disposable economy. Not only do these retailers  
firmly tick the sustainability box, but also offer value for  
money, making them clear examples of the win-win model 
discussed above. 

BACK IN FASHION 
The apparel industry accounts for 10% of humanity’s carbon 
emissions, according to the UN. Fashion resale platforms  
(Etsy owned) Depop and Vinted respectively solve this by 
providing a social marketplace for second-hand clothing.

BACK MARKET 
With a mission to restore trust and desire for refurbished 
devices, Back Market is the go to platform for like-new  
devices, such as iPhones, Tablets and AirPods. It maintains 
consumer trust by putting its refurbishers through a rigorous 
screening process. 

Rank Retailer Shopper Rating
1 Lush 82.8
2 Body Shop 79.5
3 Depop 77.0
4 Vinted 76.8
5 Dr. Martens 73.9
6 Weezy 73.4
7 Lululemon 73.0
8 Back Market 72.9
9 Matches Fashion 72.1

10 Naked Wines 72.0

SUSTAINABILITY

2022 Winner: 

Sustainability  
champions

Actions for tough times

Welcome to the second year of the sustainability top ten. 
Congratulations to Lush and The Body Shop which hold 
the respective number one and two spots for the second 
year running.

Four imperatives for retailers wanting to win in tough times.

Protect trust with fair pricing as you manage inflation
Trust remains a crucial component in how consumers evaluate retailers. Previously, it was 
underpinned by product safety and reliability. However, as consumer confidence hits record 
lows, the number one way for retailers to build trust has become setting and communicating  
fair pricing. 

Reengineer your business model to deliver value
Value has never been more important in retailer choice as it is today. Reinforcing value 
credentials, at a time where consumers are faced with pressure on disposable income, will be 
crucial. However, to really lead on value in this environment, it cannot be superficial – the leaders 
from a customer perspective are structuring their business models to develop competitive 
advantage around value.  

Realise the value of your physical portfolio
It turns out Covid has not accelerated the decline of the physical format - long live the store! 
In this context, a new model of physical retail is emerging. Retailers must make the most of 
opportunities to inform, inspire, and entertain consumers in their stores. Successful retailers will 
be those that harness the power of integrated experiences across all their channels.

Do not compromise on sustainability
Sustainability remains an important driver of consumer behaviour. As retailers experience 
increased financial pressures, sustainability efforts should be focused on areas that matter most 
to consumers (waste & plastic reduction). If there are ways to be more sustainable and offer your 
consumers better value, then even better.

#1
#2

#3
#4
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Appendix  

Top of their category

Rank Retailer Shopper rating
1 Card Factory 87.7
2 Aldi 86.4
3 Lidl 85.1
4 Primark 85.1
5 Shein 84.7
6 Poundland 84.7
7 Home Bargains 84.5
8 B&M 81.5
9 Vinted 81.5

10 George at ASDA 80.3

LOW PRICES

Rank Retailer Shopper rating
1 Amazon 88.8
2 eBay 88.2
3 Etsy.com 86.0
4 Shein 85.5
5 Waterstones 85.1
6 IKEA 84.7
7 Screwfix.com 84.4
8 ASOS 84.4
9 Lookfantastic 83.9

10 Card Factory 83.3

WIDE CHOICE OF PRODUCTS

Rank Retailer Shopper rating
1 Card Factory 88.6
2 Aldi 86.5
3 Lidl 85.6
4 Home Bargains 84.2
5 Vinted 82.7
6 Primark 82.6
7 B&M 82.4
8 George at ASDA 81.7
9 Poundland 81.2

10 Iceland 80.1

VALUE FOR MONEY

Rank Retailer Shopper rating
1 ASOS 85.2
2 Zara 83.4
3 Shein 81.9
4 Schuh 81.6
5 Dr. Martens 81.3
6 Selfridges 79.1
7 Boohoo.com 78.9
8 Harrods 78.9
9 Ted Baker 78.8

10 H&M 78.6

FASHIONABILITY

Rank Retailer Shopper rating
1 M&S Food 87.7
2 John Lewis 87.1
3 Waitrose 86.1
4 Waterstones 86.1
5 Adidas 84.5
6 Lush 83.9
7 Lakeland 83.5
8 Nike 83.3
9 Harrods 83.0

10 Dr. Martens 82.9

PRODUCT QUALITY

Rank Retailer Shopper rating
1 Waterstones 83.7
2 Card Factory 83.6
3 Lookfantastic 81.9
4 Etsy.com 81.2
5 Lush 80.7
6 M&S Food 80.6
7 Amazon 80.5
8 Naked Wines 80.5
9 Holland & Barrett 80.1

10 Richer Sounds 79.8

SUITED TO ME

Rank Retailer Shopper rating
1 Lush 83.3
2 John Lewis 80.5
3 Waterstones 79.7
4 Screwfix.com 78.6
5 M&S 78.1
6 Harrods 77.9
7 Holland & Barrett 77.2
8 Pets at Home 77.1
9 Lakeland 77.0

10 Waitrose 76.9

CUSTOMER SERVICE

Rank Retailer Shopper rating
1 John Lewis 85.4
2 Moonpig 83.3
3 M&S Food 83.2
4 Waterstones 82.7
5 Adidas 82.7
6 Lush 82.5
7 Card Factory 82.5
8 Body Shop 81.6
9 Dr. Martens 81.5

10 M&S 81.3

RELIABILITY

Rank Retailer Shopper rating
1 Amazon 85.6
2 Card Factory 84.7
3 Waterstones 83.5
4 ASOS 83.4
5 Lush 83.1
6 George at ASDA 82.7
7 eBay 82.6
8 Moonpig 82.5
9 Etsy.com 82.5

10 Pets at Home 82.4

EASY TO SHOP

Rank Retailer Shopper rating
1 Lush 82.8
2 Body Shop 79.5
3 Depop 77.0
4 Vinted 76.8
5 Dr. Martens 73.9
6 Weezy 73.4
7 Lululemon 73.0
8 Back Market 72.9
9 Matches Fashion 72.1

10 Naked Wines 72.0

SUSTAINABILITY

Rank Retailer Shopper rating
1 Lush 86.0
2 Etsy.com 85.8
3 Shein 84.7
4 Vinted 84.0
5 Waterstones 84.0
6 Hobbycraft 83.7
7 HomeSense 83.2
8 Depop 82.4
9 Harrods 82.0

10 Lookfantastic 80.8

FUN TO SHOP

Methodology

The OC&C Retail Proposition Index is a major piece of international consumer research measuring shopper attitudes 
and perceptions towards the world’s leading retailers. Around 40,000 consumers globally are asked to rate the retailers 
they have shopped on the strength of their overall proposition, and then to score the key elements of that proposition 
(Price, Range, Service, etc). These results are then used to compile a ranking of c.700 retailers from across the globe. 
Since the Retail Proposition Index was first launched in 2010, we analysed over 55m ratings. Now in its 12th year, the 
index is a powerful tool to understand how shopper opinions and priorities have changed over time, and to identify  
the key long-run trends driving shifts in the retail landscape.

Shopper rating indexed 0-100. Based on shoppers visiting or purchasing from that retailer in the last 3 months.
Source: OC&C Retail Proposition Index 2022.
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