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12 Months in UK Retail

Source: Institute for government, March 2021

https://www.instituteforgovernment.org.uk/sites/default/files/timeline-lockdown-web.pdf
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12 Months in UK Retail

3 National Lockdowns 
that have closed non 
essential retail in the 
last 12 months

9 Months of closures

Brexit

Source: Institute for government, March 2021

https://www.instituteforgovernment.org.uk/sites/default/files/timeline-lockdown-web.pdf


UK Vaccination programme success

27.9m Fully vaccinated 
(41.9% total population) 

Source: Institute for government, March 2021

40.5m received one dose 
(60.7% total population)

https://www.instituteforgovernment.org.uk/sites/default/files/timeline-lockdown-web.pdf


Snapshot: The UK retail market in 2020 

£403B
Total value of UK retail 

sales in 2020

3m 
People employed by    

UK retail

1/3          
Consumer spending 
that goes through      

UK retail

5%
Contribution to UK 

GDP

2.2%
Growth in UK retail 

sales in 2020

45%
Average growth in online 

sales in 2020

28% 
Proportion of sales    

that are online

Source: ONS,  March 2021



How is retail performing?

Source: British Retail Consortium/ KPMG , Feb 2021
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66 
Days

To form a life 
long habit



How has lockdown accelerated online sales?

Source: ONS, Feb 2021
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The impact of online sales on Clothing and footwear?

Source: ONS, Feb 2021
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£537m
The average weekly spend on Clothing in 
the UK in March.



The impact of online sales on Clothing and footwear?

Source: ONS, Feb 2021

£537m
The average weekly spend on Clothing in 
the UK in March.

£266m
The averageonline weekly spend for 

Clothing & Footwear was £266m in March.



The impact of online sales on Clothing and footwear?

Source: ONS, Feb 2021

£537m
The average weekly spend on Clothing in 
the UK in March.

£266m
The average online weekly spend for 

Clothing & Footwear was £266m in March.

56%
Clothing & Footwear sales were 
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The impact of online sales on Clothing and Footwear?

Source: ONS, Feb 2021

£537m
The average weekly spend on Clothing in 
the UK in March.

£266m
The average online weekly spend for 

Clothing & Footwear was £266m in March.

56%
Clothing & Footwear sales were 

online in March 2021.

78%
Increase in online fashion revenues 

compared with 2019



Retail Sector 
Performance



Retail Sector Performance: Home and Garden
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Retail Sector Performance: Fashion and Beauty
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What does the UK fashion retail market look like in 2021?

£43.2bn
Clothing sales forecast 
to reach 43.2b in 2021.

Source: Retail Economics, May 2021



What does the UK fashion retail market look like in 2021?

VnldmƤr Ntsdqvd`q , 
45.90%

LdmƤr 
Outerwear , 

23.80%

BghkcqdmƤr 
Clothing , 
14.90%

VnldmƤr 
Underwea
r , 9.60%

VnldmƤr @bbdrrnqhdr, 2.00%

LdmƤr Tmcdqvd`q , 2.10% LdmƤr @bbdrrnqhdr , 1.70%

£43.2bn
Clothing sales forecast 
to reach 43.2b in 2021.

Category Market Share

Source: Retail Economics, May 2021



VnldmƤr Ntsdqvd`q , 
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Outerwear , 
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Clothing , 
14.90%
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Underwear , 
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What does the UK fashion Retail market look like in 2021?

£43.2bn
Clothing sales forecast 
to reach 43.2b in 2021.

Value (£m)

Xpnfoǃt!Pvufsxfbs!£20,672

Nfoǃt!Pvufsxfbs!£10,730

Dijmesfoǃt!Dmpuijoh!£6,684

Xpnfoǃt!Voefsxfbs!£4,341

Xpnfoǃt!Bddfttpsjft£892

Nfoǃt!Voefsxfbs!£929

Nfoǃt!Bddfttpsjft!£747
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The Impact of Home Working

ƱHome-based consumers are accelerating demand for 
online fulfilment and rapid delivery across all 
categories, but most notably food and essentials

ƱPriorities are products and experiences that give 
comfort and improve the home environment Ơfrom 
personal care to comfortable loungewear, home 
products, entertainment and small luxuries. Fashion, 
entertainment and dining out remain lower priority

Considerations for retail

ƱFewer Larger Stores will be needed

ƱMore sales will be digitally influenced, meaning that  
retailers will need to find new ways to engage online 
and via social media to reach their customers

ƱVirtual services will accelerate

The changing role of the store



The changing role of the store

28

With the huge channel shift to online, and the 
pressures of Covid-related health and safety 
concerns, pressure on big stores has accelerated. 
To remain relevant, bricks-and-mortar retail needs 
to create great experiences that will move at the 
pace of customers.

ƱStore evolution will introduce new hybrid 
multichannel opportunities, such as setting 
aside store space for dedicated online 
fulfilment

ƱFewer stores and smaller, more flexible formats 
will be required as online accelerates

ƱClose relationships with customers, innovative 
loyalty initiatives and a great experience remain 
essential to drive footfall to stores



Technology?

29

AUGMENTED AND VIRTUAL REALITY

ƱWith Augmented reality already enabled on three billion 
smartphones globally, it will change the way we discover 
things and has the potential to transform the way that we 
shop.

ƱRetailers and brands will increasingly leverage AR and VR 
to connect with consumers, provide innovative and 
personalised online-to-offline experiences and help them 
visualise products in new ways



How has retail and consumer 
behaviours changed?

Spend with 
purpose



Source: Ernest & Young EY Future Consumer Index
https://www.ey.com/en_uk/consumer -products-retail/how -covid-19-could-change-consumer-behavior

ƱEY Future Consumer Index

The EY future Consumer index charts 
behaviour and sentiment across five key 
markets to see how the pandemic is 
creating new consumer groups.



Source: Ernest & Young EY Future Consumer Index
https://www.ey.com/en_uk/consumer -products-retail/how -covid-19-could-change-consumer-behavior

ƱEY Future Consumer Index

The EY future Consumer index charts 
behaviour and sentiment across five key 
markets to see how the pandemic is 
creating new consumer groups.

62% more likely to 

purchase from companies 
that they feel are doing 
good for society.

Purchase with purpose



Will consumers really 
pay more for Ethical 
and sustainable 
products?



Will consumers really 
pay more for Ethical 
and sustainable 
products?

*Taken from a poll of 2000 UK consumers in June 2020 by essity
** taken from BCG report on behalf of Trivium: https://triviumpackaging.com/sustainability/2020BuyingGreenReport.pdf
***D-NMƤr Qdmdv`akd Qdstqmr qdonqs
****https://pwc.blogs.com/files/pwc -sustainability -pamphlet13_06_08.pdf

£3546 
the amount 

British 
consumers will 
spend for more 

eco-friendly 
goods a year

74% 
of consumers 
willing to pay 

more for 
sustainable 
packaging**

12% 
more for 
a product

36% 
Consumers 

choosing to buy 
more greener 
products ***

20%  
consumers say 

lack of 
alternatives is the 
sfbtpo!uifz!epoǃu!

buy better****

https://triviumpackaging.com/sustainability/2020BuyingGreenReport.pdf
https://www.eonenergy.com/business/benefitting-from-green-recovery.html
https://pwc.blogs.com/files/pwc-sustainability-pamphlet13_06_08.pdf


Spend with Purpose
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Ethical and Sustainable 

ƱRecent lockdowns accelerated an existing desire for responsible consumption 
as we realised its positive impact on the environment.

ƱConcerns over plastic, food waste, pollution and the impact of fast fashion are 
now mainstream, putting ethics and sustainability firmly at the heart of the 
agenda, for both businesses and consumers.

ƱA desire to change the world for the better through movements such as Black 
Lives Matter and opposition to modern slavery is driving the need for brands to 
be authentic and act with integrity

Considerations for Retail

ƱEthical, sustainable brands are poised for growth. Successful brands will be 
those that are authentic to their sustainable values.

Ʊ Sustainable last-mile solutions will accelerate with increased focus on click and 
collect, electric vehicles, partnerships and other initiatives to reduce carbon 
impact

ƱWe will see more collaborations and partnerships as opposed to acquisitions



Road to 
recovery?



Road to recovery

ǆUif!fdpopnz!xjmm!hfu!cbdl-!
at the end of 2021, to where 
ju!xbt!bu!uif!foe!pg!312:Ǉ
Andrew Bailey, Head of the Bank of England



UK  Consumers

* Source Retail Economics/ ONS, Jan 2021

Not everyone is equal

The top 10% are saving 
£1800 a month 

Average UK Household are 
10,500  better off a year*



Consumer Savings/ Spending



ǆTipqqjoh!jt!mjlf!b!obujpobm!
sport for us Brits, we love the 
touch and feel of products,  and 
J!dboǃu!xbju!up!hfu!cbdl!up!juǇ

Theo Paphitis, Retail entrepreneur
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ƱGjobm!UipvhiuǍ



Future Forecasts: 
Positive growth

25.9% 
Growth in 

fashion retail in 
2021

Year on year 
growth 

forecast for 
Fashion 

consumer 
spending

Growth 
of 

Online 
retail
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ÅUK retail recovery has outperformed analyst estimations 
throughout 2020, and is set to recover to pre covid levels by the 
end of this year.

ÅConsumer behaviour has fundamentally changed towards online 
retail. This has accelerated online adoption by 6/7 years.

ÅUK retail has entered the resilience economy.

ÅFashion retail will bounce back to be at 2019 levels of spend by 
the end of 2021

ÅWork from home and wellness will drive trends into 2021.

ÅIndependent retailers will bounce back quicker than large non 
online multiple retailers.

ƱKey Takeaways



SCOOP X PURE
THE OLD TRUMAN BREWERY

SEPTEMBER 7  - 9 2021

Karen Radley June 2021



SCOOP
KAREN RADLEY

FOUNDER & MANAGING DIRECTOR

Å Fashion background

Å Worked with many iconic 
designers & collections 
including:Missoni, Fendi, 
DKNY, Kenzo, Ballantyne, 
Pringle, Ossie Clark and many 
more.

Å Launched Scoop in 2011 ïthe  
premium contemporary 
tradeshow.

Å Scoop X Pure Creative Director

Karen Radley June 2021



THE SCOOP SHOW

Å Recognised by designers & buyers 

as the UKôs premium trade show.

Å Exclusive edit of sought- after 

contemporary fashion collections & 

emerging international designers.

Å Many our exhibitors select Scoop 

as their only trade platform. 

Å Carefully curated over 250 

designer labels around outstanding 

works of art.

Å Offers exhibitors & visitors an 

unique environment to display & 

discover a host of the new seasons 

collections 

Karen Radley June 2021



SCOOP
A DEPARTMENT STORE

ÅLe Bon Marche. Paris.

Å Illum Copenhagen.

ÅSmall, personal, cool, clean, tasteful, 

smells lovely, feminine, 

contemporary - quirky. 

ÅAlluring but never overtly sexy!

Karen Radley June 2021



SCOOP
THE EXHIBITORS PROFILE

Karen Radley June 2021

Å Fashion

Å Contemporary

Å 2nd Line

Å No price level

Å Transit, Atoir, Freelance, Ecoalf, Essentiel 

Antwerp, Paul Smith PS, Cecilie 

Copenhagen, Devotion Greece, Delicate 

Love, Rains, Arche & many more..



SCOOP
THE BUYERS PROFILE

Karen Radley June 2021

Å UK Department stores have 

included: Harrods, Selfridges 

Fortnum & Mason, Liberty, 

Harvey Nichols, Fenwick, 

Hoopers, John Lewis

Å International buyers from 

GaleriesLafayette, Le Bon 

Marche, Bergdorf Goodman, Le 

Printemps, Brown Thomas, La 

Rinascente

Å Independents + Online: 

Browns, Net-a- Porter, Browns, 

Matches..



SCOOP X PURE
7 ï9th SEPTEMBER 2021

Karen Radley June 2021



SCOOP x PURE 
THE CONCEPT

ÅScoop and Pure are coming 

together for anone-off 

ñeditedò show.

ÅCurated 

ÅIntroduce ñthe bestò in 

fashion, home & lifestyle  

ñdesignerò collections.

ÅSeptember 7 - 9 2021 

Karen Radley June 2021



THE OLD TRUMAN BREWERY

ÅFormer brewery

ÅEast London ïcool venue

ÅFashion hub for  trade 

showrooms

Karen Radley June 2021



The Collections

Womenôs wear

ÅContemporary

ÅFresh

ÅNewness

ÅDesign led

Karen Radley June 2021



ÅEVENINGWEAR

ÅElegant

ÅStylish

ÅContemporary



ÅWomenôs Collections.

ÅMenôswear collections 

focusing on designers 

with both offers. 

MEN & WOMENôSWEAR

Karen Radley June 2021



SHOES & ACCESSORIES

ÅContemporary

ÅNo price limit

ÅFashion led

ÅShoes

ÅAccessories

Karen Radley June 2021



Jewellery

ÅDesign led

ÅContemporary

ÅFresh

ÅDesirable

Karen Radley June 2021



Beauty & perfumery

ÅPerfumery

ÅBeauty

ÅNew

ÅNo price limit

ÅFashion led

Karen Radley June 2021



ÅGifts.

ÅDesigner ñhomewareò

collections.

ÅDecorative Accessories.

ÅThrows, Cushions + 

Blankets.

ÅDining. 

ÅHome Fragrance.

ÅBedding.

ÅStationery.

ÅPet accessories.

HOME & LIFESTYLE

Karen Radley June 2021



Campaign Video

Karen Radley June 2021



SCOOP x PURE
ñBEST IN SHOWò 

September  7 -9 2021

Karen Radley June 2021 60



Questions?
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Elena Yordanova
Official Hyve Agent &Trade Officer,

British Bulgarian Business Association ( BBBA)
elena.yordanova@bbba.bg

Nihat Berktas
European Development Manager - Hyve Group

nihat.berktas@hyve.group

mailto:elena.yordanova@bbba.bg
mailto:nihat.berktas@hyve.group


Hyve Sourcing 
Portfolio

/   62



63

Portfolio Vision and offer

Our Vision:

RetailSourceis the ultimate destination for retailers and brands to find partners, connections, suppliers. Our online and offline platforms
cover a wide range of products and services for your private labels and shops. From fashion to gardening, from gift to home interiors, 
from raw materials to retail services we have all you need for your industry and supply chain.

Our Events:

Pure Origin: entire fashion supply chain at your disposal. Worldwide suppliers, certified exhibitors, from small orders to large volume.

Design and Source: gift, home, home textile, interior design, party products, kitchen & dining, toys and Christmas decorations

MADE: the footwear sourcing specialists. From tanneries to finished product including raw leather, components and machinery

SEED: a complete offer for your gardening and outdoor business. Tools, accessories, DIY, Workwear, Outdoor landscape and activities, 
pets products and furniture



Our Events: PURE ORIGIN
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NEW LAUNCH!






