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To complement the launch of this year’s Top 100 
eCommerce Companies in the North, we have 
approached some of the companies within the list to 
learn more about what makes them stand out in the 
industry.

The official eBook contains interviews with senior figures from AO 
World, Rymans, Tyres On the Drive, MoneySupermarket and more. 

Each interview takes on some of the most important issues in
the industry today and offers insight into what we can anticipate
happening in the world of eCommerce in the future.

We thank every company that took part for their time and 
contribution, as well as extend a huge congratulations to all the 
businesses that made the top 100.

MARTYN COLLINS
EXHIBITION DIRECTOR
PROLIFIC NORTH
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It’s extremely exciting for 
Adyen to work with the 
team at Prolific North. It’s 
a great opportunity for us 
to meet and work with 
so many passionate and 
innovative businesses. 

Our investment in 
Manchester, which is 
our 15th global office, is 
testament to the vigour 
with which Northern 
businesses have embraced 
emerging technology. 

It’s great to see how they’ve 
harnessed digital tools 
to unify their operations 
and deliver better services 
to their customers, 
encompassing those 
three crucial elements: 
Convenience, Context, and 
Control.

https://www.adyen.com/?utm_source=ProlificNorth&utm_medium=eBook&utm_campaign=Top100eCommerceNorth
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THE TOP 10 eCOMMERCE 
COMPANIES IN THE NORTH

This year’s Top 100 
eCommerce Companies in 
the North has businessess 
from all across the 
region with Liverpool, 
Manchester, Bolton, 
Northwich, Hyde, Bradford 
and Chester all being 
represented in the top 10.

When you look at the 100 
as a whole, the leading 
areas are the North 
West with 66 entries and 
Yorkshire with 22. 

Manchester leads the way, 
with 22 of the companies 
in the list being based in 
the city.
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N Brown has been through a huge 
period of transformation, can you tell 
us a bit about that?

Over the last 5 years at N Brown 
Group we have been working to 
transform our business from a 
traditional catalogue company into 
a modern and agile, online fashion 
retailer which can compete and win 
globally. 

Change has happened throughout 
the entire business – for example, 
we’ve vastly improved our 
design function; enhanced the 
web experience for customers 
enormously; extended our warehouse 
to double our capacity; added many 
enhanced service options including 
click and collect and annual 
delivery subscription offers and 
have developed an in house centre 
of excellence for our technology 
development. We are now a truly 

digital business, generating 75% of 
our revenue online.

What do you think are the key 
factors that make your eCommerce 
business so successful?

You have to constantly ensure you 
have a point of difference which 
for us is the niche customer groups 
that we serve - size 20+ and age 
45+ - where we have developed 
true specialism. Understanding our 
specific customer base is key and 
we do this well - we have unique 
expertise in plus size fashion that 
fits and the barriers to entry are 
high. Providing the best customer 
experience possible is also a key 
factor to our success. 

We recently gained a customer 
satisfaction score of 85.8% from the 
UK Institute of Customer Services, 
making us number two in the non-

food, multi-channel retail sector, 
behind only Amazon.

What, if any, recruitment challenges 
do you face when building your 
eCommerce team? 

We want to give our customers the 
best shopping experience possible 
and we therefore ensure that our 
eCommerce team are as passionate 
about online shopping as our 
customers are. 

It’s also really important that our 
team can put themselves in the 
customer’s shoes and really see 
things from their perspective. This 
level of customer centricity is a key 
skill we look for in our new recruits.

What will be the key challenges to 
your online business in the next 5 
years? 

N BROWN #2BECKI SMITH
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DIRECTOR OF MARKETING & 
eCOMMERCE 
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Bringing customisation and a more 
personal experience to customers will 
be even more important to retailers. 
Preparing the business for additional 
digital innovation within eCommerce 
and customisation is one of the key 
areas of focus for us as we continue 
to explore the opportunities for 
innovation both in production and in 
store.

What do you have in place to ensure 
you are kept up-to-date with what 
your customers really want?
 
All of our insights and data are 
collated into a weekly ‘Voice of the 
Customer’ summary to help us 
understand the wants and needs 
of our consumers. We also have 
customer panels across our three 
power brands, JD Williams, Simply 
Be and Jacamo, which are a great 
way to gain real customer opinions 
and insights on a whole host of 
topics; from our product offering to 
feedback on our latest TV ad. 

We are constantly kept up to date 
with what our customers want and 
based on the findings, have driven 
a number of actions throughout 
the business. We also run user 
experience labs which give us a 
much deeper understanding of how 
our customers use our websites and 
apps. The tools on our sites allow us 
to conduct hundreds of experiments 
to scientifically prove which 
experiences improve satisfaction and 
ultimately revenue.
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RENTALCARS.COM
TIM MARRIOTT
PRINCIPAL 
PRODUCT OWNER

What do you think are the key 
factors that make your eCommerce 
business so successful?

Rentalcars.com – part of BookingGo 
- is the leading global online source 
for car hire. Our sheer scale, expertise 
and close understanding of our 
customers is what sets us apart. We 
can provide a helpful, honest service 
to people trying to find the best 
option for their holiday.

A/B testing plays a pivotal role in 
our continual drive to improve 
customer experience, supported by a 
1,000-strong customer support team 
that help communicate with our 
customers wherever they are in the 
world. We are proud to have hugely 
talented teams in Manchester, both 
within our technology operations and 
our customer service teams, made 
up of over 70 different nationalities. 
These people, their abilities and their 
passion are what fuels our business.

Being a global leader means we have 
strong supply partner relationships 
that allow us to leverage better deals 
for customers, as well as offering 
them the largest range of hire 
locations.

What, if any, recruitment challenges 
do you face when building your 
eCommerce team?
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Our sheer scale, 
expertise and close 
understanding of our 
customers is what sets 
us apart. 

TIM MARRIOTT
RENTALCARS.COM



We’re a disruptive business operating 
in a rapidly changing market. Ground 
transportation - from self-driving 
cars to electric vehicles – is at the 
forefront of much global innovation 
as well as societal changes. For 
our customers, technology is their 
main touchpoint with us so staying 
relevant by continually innovating 
our service offering and our platforms 
is non-negotiable. 

People’s expectations have changed 
radically since the smartphone 
became ubiquitous. They want things 
that make their lives easier through 
quick, frictionless services.

What do you think contributes to 
the failure of businesses in your 
industry?

The most powerful and wonderful 
thing about eCommerce is customer 
reviews and they are the essential 
to how we operate. We have over 
3.5 million ratings of car rental 
providers that help guide bookings 
and we won’t work with unreliable 
suppliers. The power is in the hands 
of consumers.

What do you have in place to ensure 
you are kept up-to-date with what 
your customers really want?

Because we arrange over 8 million 
rentals a year, we capture a huge 
amount of data from real customer 
experiences, fed to us through 
contact with our customer service 
team, replies to our supply partner 
reviews and the continual A/B testing 
we do on our site to ensure it works 
for them. 

On top of this, we do extensive 
consumer research to ensure we’re 
always in tune with changing 
consumer needs.   

Used internally, responsibly and 
anonymously, this is a very powerful 
tool. Our dedicated data analytics 
team are constantly poring over what 
we gather and working with our 
product teams to tweak and refine 
our service. This allows for almost 
continual incremental improvements. 
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Tech business like ours are expanding 
at such a rate that there is an almost 
continual need for new talent. We 
have more than 100 roles in software 
engineering available in Manchester 
right now. Hiring graduates and 
apprentices is, fortunately, more 
straightforward thanks to the 
excellent talent pool within the 
region’s universities. But we’d love 
to see greater gender diversity on 
computer science courses because 
the lack of women in training right 
now hinders our ability to have a 
more balanced workforce in the 
future. 

For more senior talent, we’re 
competing against Silicon Valley tech 
brands based in London, Europe as 
well as in California itself. We’re 1,600 
strong in Manchester now with over 
70 different nationalities and offer 
roles, particularly at a senior level, 
that see people work across the 
group’s global network.

What will be the key challenges to 
your online business in the next 5 
years? 



AO RETAIL UK#4
DAVE LAWSON

MANAGING DIRECTOR
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What do you think are the key 
factors that make your eCommerce 
business so successful? 

Any success we experience, we 
believe comes from always putting 
the customer at the heart of 
everything we do. We obsess about 
making sure that every decision we 
make adds value. We want to control 
every touch point of our customers’ 
journey, whether it’s on-site, at 
delivery or even recycling their old 
appliances, we don’t trust anyone to 
do it as well as we can.

Collecting up-to-date customer data 
is also a key priority. We run customer 
labs internally, which give us a great 
opportunity to understand how 
customers are using the site and any 
frustrations they have, so that we can 
make changes if necessary.

Success also stems from having an 
exceptional team in place. We have 
a unique culture here at AO and 
having people who care about what 

they do, live and breathe our values, 
are empowered to make their own 
decisions and have a real sense of the 
importance of the customer is vital.

What, if any, recruitment challenges 
do you face when building your 
eCommerce team?

The North West is a competitive job 
market, especially when it comes to 
recruiting digital roles. Finding the 
right person for a job as well as AO, 
is always our priority. This is why we 
recruit against our values; caring, 
driven, fun, bold and smart. We 
search for people with the ‘AO DNA’.

Attracting the best digital talent 
was one of the biggest drivers 
behind opening our new ‘digital 
hub’ in Manchester city centre. 
‘AO Manchester’ is home to our 
in-house multimedia and creative 
teams, a large proportion of our IT 
team as well as our sales team.  It’s 
a great space that’s been designed 
to be creative and inspiring, with 

a particular focus on collaborative 
working.

What will be the key challenges to 
your online business in the next 5 
years?

The ever changing retail climate is 
something we always have to be 
aware of. Retail as we know it is 
changing and as the shift to online 
grows, we need to keep up to date 
with evolving technologies. We’re 
always looking to develop new ways 
to simplify a customer’s journey.

Cybercrime is more of a challenge 
than ever before, because of this 
we’ve invested heavily in our IT 
security and employs a dedicated 
team of professionals who constantly 
monitor and test our systems.  We 
use the latest technology to identify 
potential attacks to provide a safe 
and secure shopping environment 
for our customers.



Attracting the best 
digital talent was one 
of the biggest drivers 
behind opening our 
new ‘digital hub’ 
in Manchester city 
centre. 

DAVE LAWSON
AO RETAIL UK



The largest gathering of eCommerce companies, vendors and suppliers 
held outside London returns to Manchester on November 6th & 7th.

learn more

https://ecommerceshownorth.co.uk/want-to-exhibit/?utm_source=Top100eBook&utm_medium=content&utm_campaign=Top100eCommerce
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What do you think are the key 
factors that make your eCommerce 
business so successful? 
 
Our business success has come from 
understanding our customers, as we 
pride ourselves on providing great 
value products, that are relevant to 
our consumers but at an affordable 
price. As a brand we understand 
the need to make data driven 
decisions, whilst looking ahead to 
ensure the best and most customer 
relevant innovations are tested and 
introduced to help the customer 
journey.  
 
What, if any, recruitment challenges 
do you face when building your 
eCommerce team?
 

EXPRESS GIFTS

#7

PAUL KENDRICK
MANAGING 
DIRECTOR



We are aware that there is a 
skills shortage within this sector, 
particularly those with a good 
eCommerce, data understanding and 
commercial acumen. Therefore, as 
a business we must do all we can to 
attract and maintain the best talent 
to continue to thrive. 
 
Although our location can often 
make it more challenging, we 
are a fast-growing business and 
rapidly going through a digital 
transformation which creates 
fantastic opportunities for the 
right people. The benefits package 
we offer is complemented and 
competitive salaries help, so it offers a 
great career opportunity. 
 
What will be the key challenges to 
your online business in the next five 
years? 
 
To ensure the customer’s purchasing 
habits are reflected with the business 
model, we have been working 
tirelessly to move from a traditional 
catalogue business, to a digitally led 
value retailer. Through this strategic 
approach, the brand now has over 
70% of online orders with 1.8 million 
customers. 
 
However, the biggest challenge 

we now face is taking this digitally 
led offer further, ensuring that the 
internal infrastructure is in place 
to allow for a single customer view 
that is joined up with product and 
marketing. What’s more as mobile 
purchasing increases, customers 
are adapting to eCommerce and 
technology at a faster pace, so 
it’s imperative that the mobile 
experience satisfies customers. 
 
How do you build and develop your 
brand to separate yourselves from 
the competition?
 
We make sure we don’t focus on 
doing the latest thing without 
putting together a solid business 
case and undertaking the due 
diligence to see if it’s appropriate for 
our business and audience. 
 
We have a detailed customer 
database, so we have the scope 
to understand their shopping 
behaviours over many years, which 
makes us confident in our business 
plans. This also allows us to offer 
a personalised approach with our 
customers, ensuring what they get is 
relevant and therefore maximises our 
return on investment, we also offer a 
credit facility should they choose to 
use this. Consumers are bombarded 

everyday with advertising and other 
messaging from numerous brands, 
so a brand’s lack of a personalised 
approach means it lacks this 
relevance.
 
We offer fantastic value, as well as a 
wide range of unique products and 
gifts which aren’t available anywhere 
else due to our direct shipping with 
our suppliers. This offer helps to 
differentiate us from our competitors. 
 
What do you think contributes to 
the failure of businesses in your 
industry? 
 
It’s important to be able to react to 
a customer’s needs and changes in 
behaviour, without this any brand 
runs the risk of failing. Failure to 
adapt, allows room for competitors to 
fill the gap, with customers heading 
elsewhere and ultimately the brand 
losing business. 
 
What’s more, service expectations 
are rising, customers don’t just want 
great customer service, they demand 
it. As a value retailer, this can be a 
challenge, but we must make sure 
this is delivered to maintain our loyal 
customers. 

12



What do you think are the key 
factors that make your eCommerce 
business so successful?

High on the list is the quality of 
our people, and the environment 
we create to help them flourish. 
We’re investing heavily in our three 
locations - Ewloe, Manchester and 
London - and we’re attracting top-
quality candidates for the roles that 
are opening up. Manchester is our 
product engineering hub, and we’re 
constantly striving for the best in 
terms of technical innovation and 
product delivery.

Alongside this, we need to provide 
our customers with great products 
that help them make the most of 
their money. That means building a 
panel of providers across the financial 
services market, and working with 
them to secure competitive deals and 
exclusive, market-beating offers. We 

pioneered online price comparison, 
and we remain at the cutting edge. 
We’ve never rested on our laurels, 
and that’s been key to our success.

What, if any, recruitment challenges 
do you face when building your 
eCommerce team? 

eCommerce is multi-disciplinary, 
encompassing tech development, 
marketing and commercial 
negotiation, so we need a broad 
range of skills. We’re fortunate to 
have a firm foothold in key locations 
where there are deep pools of talent, 
and we are known as a progressive, 
inclusive employer.

For us, as for any eCommerce 
business, staff turnover can 
be a challenge, but by offering 
career development support and 
encouraging internal progression 
at every opportunity, we’re giving 

as many colleagues as possible the 
opportunity to put down serious 
roots at MoneySuperMarket.

We’ve recently introduced our 
Freedom to Grow initiative, under 
which every member of staff is given 
a pot of money to spend however 
they want to help their development. 
It doesn’t have to be a technical skill 
related to the individual’s role - they 
have complete freedom to spend 
the money as they wish to help them 
grow.

What will be the key challenges to 
your online business in the next 5 
years? 

Every online business faces the 
challenge of keeping up to speed 
with consumer behaviour. Over 
recent years, we’ve seen a marked 
shift from desktop to mobile devices, 
and we’re now seeing apps take 

MONEYSUPERMARKET #9
CAOIMHE KEOGAN
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We’ve recently 
introduced our 
Freedom to Grow 
initiative, under which 
every member of staff 
is given a pot of money 
to spend however 
they want to help their 
development. 

CAOIMHE KEOGAN
MONEYSUPERMARKET



an ever-greater share of traffic. So 
we have to be agile and capable of 
serving our customers in a way that 
suits their preferences.

We also need to continue to deepen 
our relationships with customers. 
Financial services is fiercely 
competitive, but for most people it 
is only front-of-mind two or three 
times a year, such as when they want 
a credit card deal or need to renew 
their car insurance or switch energy 
provider. So we have to make sure we 
stand out from the pack. 

That means awesome advertising 
and strong organic search 
performance, and it also means 
offering a personalised service 
based on timely and relevant 
communications.

How do you build and develop your 
brand to separate yourselves from 
the competition?

MoneySuperMarket has a proud 
tradition of promoting its brand 
through attention-grabbing, high 
impact advertising campaigns. In a 
competitive arena such as ours, it’s 
important to achieve cut-through, 
and we’ve certainly done that with 
campaigns such as Dave in his denim 
hotpants, Skeletor and He-Man dirty 
dancing, and our current Action Man 
extravaganza.

We’ve recently chosen a new creative 
agency and we’re working together 
on the continued development of 
our brand to keep it aligned with our 
mission of helping households make 
the most of their money.

Our brand is much more than our 
advertising, of course, and it’s a 
priority for us to ensure that we 
present a consistent persona across 
our online estate and throughout 
our customer communications 
programmes.

What do you have in place to ensure 
you are kept up-to-date with what 
your customers really want?

We’re an eCommerce business, but 
we recognise that we function in 
the real world - which is one reason 
why we have a customer service 
number that people can call with 
their queries. We also run a separate 
number for people looking to switch 
their energy provider but who may 
not want to complete the process 
online without support. 

We maintain a customer panel with 
whom we engage on a regular basis 
across a wide range of issues, and we 
run focus groups to help us develop 
particular initiatives.

We also constantly monitor the 
feedback we get from customers and 
adapt our offer accordingly.

15
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What do you think are the key 
factors that make your eCommerce 
business so successful?

At Ryman we focus on the quality 
of our products, the range and 
breadth of our offering and providing 
solutions for our customers with 
competitive pricing. 

We deliver real convenience 
shopping and have done for 125 
years which means we have built up 
a tremendous trust with the brand. 
We have over 200 collection points 
for our customers and work hard to 
make the whole end to end shopping 
process as easy and straight forward 
for our customers as possible.
 
What, if any, recruitment challenges 
do you face when building your 
eCommerce team? 

We have some fantastic colleagues at 
Ryman who really help to make our 
eCommerce such a success. In a fast 
changing retail environment, there 
is no shortage of talent in our area 
but the challenge can sometimes be 
to find the right kind of digital talent 
with a broad spectrum of knowledge 
and experience across different 
digital marketing channels. 
 
What will be the key challenges to 
your online business in the next 5 
years? 

As the retail landscape continues 
to evolve at such a pace, learning to 
adapt to these changes quickly and 
building on our previous success will 
be key when looking into the future. 

The main challenges in the years 
ahead are: 

- Ensuring we continue to deliver 
tangible benefits and optimise for 
all customer engagement points 
as digital becomes readily more 
accessible anytime and everywhere.

- Delivering to ever- demanding 
Customer expectation, not just device 
UX & speed but maintaining and 
delivering the best experience and 
consistency across all touch points 
including payment options, logistics 
and end to end delivery. 

- Futuristic advances in technology, 
with drone delivery looking more 
of a reality in the not too distant 
future we need to stay ahead of the 
curve adopting these practices and 
improve shopping experiences at 
every point of the journey. 



How do you build and develop your 
brand to separate yourselves from 
the competition?

At Ryman, delivering great service 
across multi-channel is a key part of 
separating us from the competition. 

We provide real convenience, 
building on the 125 year trust of our 
brand and known quality of our 
products. We have over 200 stores 
around the UK in key locations which 
helps us to stay ahead.

We use our unique selling points as a 
business to separate ourselves from 
our competition. We keep evolving, 
ensuring we deliver to our customers 
and meet and exceed their ever 
changing demands and expectations. 

We also work with marketplaces for 
some of our selected products to 
reach a different audience and make 
sure we have some market share of 
those marketplaces.

What do you think contributes to 
the failure of businesses in your 
industry?

There have sadly been a number of 
retailers failing in the last few years. 
There are a large number of reasons 
for the failures, but for me, there are 
three key reasons:

1) Not listening and responding to 
customer demand and not adapting 
quickly enough to ensure that the 
business delivers to customer needs. 

In this digital age, customer 
expectation is at an all-time high 
and retailers must offer solutions to 
their customer to make the whole 
shopping experience not just a 
pleasurable one, but one that is swift 
and easy. 

This goes across all points of contact 
and shopping channels available to 
the customer connecting with the 
brand. The experience needs to be 
joined up to appeal to the customer 
and meet their needs to be there 
when and where they need you to be.

2) Wrong product / offer for the 
target market.

Pricing needs to be competitive, 
but compromise must not be made 
on the quality of the product or the 
experience that is delivered.  

A lot of focus must be placed on 
the positioning of the offer to the 
customer too.  Maximising assets and 
USPs of the business are really key to 
make sure you stay.

3) Not managing costs of the 
business.

Managing costs in the granular detail 
to trade the business correctly is vital.

Bottom line is that businesses need 
to be agile and evolving all the time 
to address the constantly changing 
requirements of their customers. 
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TYRES ON THE DRIVE
SERVICES
HOLMES CHAPEL

PUBLIC DESIRE
CLOTHING
MANCHESTER

LED HUT
ELECTRONICS
MANCHESTER

BATHROOM TAKEAWAY
HOMEWARES
MANCHESTER

DABS.COM
ELECTRONICS
BOLTON
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#39

#40
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#37

#46

#43

#44

#45

#50

#47

#48

#49

#54

#51

#52

#53

#58

#55

#56

#57

#42

#41

GRAFENIA
SERVICES
MANCHESTER

A ONE DISTRIBUTION
IT
BURY

APPROVED FOODS
FOOD & DRINK
BRADFORD

BETTER2KNOW
SERVICES
MORECAMBE

CLIQ DESIGNS
TEXTILES
ROCHDALE

CLOTHINGSITES
FASHION
BURY

CONTACT HIRE & LEASING.COM
TRAVEL
STOCKPORT

CONTOUR COSMETICS
BEAUTY
NANTWHICH

#62

#59

#60

#61

#66

#63

#64

#65
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What do you think are the key 
factors that make your eCommerce 
business so successful?

We believe that it’s our disruptive 
nature, and the convenience of the 
service we offer, that are the key 
factors that make us so successful. 
We are moving away from the 
traditional business model of tyre 
fitting, that is not comfortable or 
convenient for many people. We offer 
a more transparent alternative where 
customers can book online or over 
the phone. 

We offer the best value on the market 
and our quotes are inclusive of VAT, 
fitting, a new valve, tyre balancing 
and the disposal of your old tyres. 
Our team of advisers and our expert 

TYRES ON THE DRIVE

#54

ANTONY EDEN
eCOMMERCE 

& MARKETING 
DIRECTOR



technicians are also on hand 7 days a 
week to complete bookings. 

What will be the key challenges to 
your online business in the next 5 
years? 

A key challenge for us will be 
continuing to get the brand heard. 
We are on a mission to transform 
the way people buy their new tyres 
and it’s important that we get Tyres 
on the Drive out there as a popular, 
straightforward brand that people 
can trust. 

This goes hand in hand with 
achieving our 5-year growth plan. We 
are disrupting the current bricks and 
mortar process of tyre fitting and we 
are looking to expand significantly 
over the next few years.

How do you build and develop your 
brand to separate yourselves from 
the competition?

We can separate ourselves because 
we offer an end to end service, rather 
than a product that gets delivered 

to your home. Our great prices 
and convenient service are game 
changers that Amazon and eBay 
can’t service themselves.

How do you personalise the 
customer experience when 
purchasing?

There are several ways in which we 
personalise our customer experience. 

We take customers’ postcodes and 
their vehicle registrations when 
they land on our site. This allows 
us to bring up the most relevant 
tyres for their vehicle during the 
search process. This also allows us to 
serve up tyres that were purchased 
historically for existing customers. We 
can identify if the vehicle requires run 
flat tyres, or a different sized tyre for 
the front and rear, to ensure that the 
customer is only shown tyres that are 
applicable. 

We also use data to identify when 
customers are in market for new 
tyres, to communicate with them in a 
more appropriate way.

What do you have in place to ensure 
you are kept up-to-date with what 
your customers really want?

We are always thinking about how 
we can stay up-to-date with our 
customers’ wants and needs. 

We are currently in the process of 
moving our customer service team 
into the marketing department, 
so that we can be closer to our 
customers’ values and build 
meaningful relationships with them. 

We want our customers to be at 
the heart of our decision making, 
and we want to make sure that we 
give them what they are looking for 
at the right time. To do this, we are 
working closely with an AI company, 
and we are conducting qualitative 
and quantitative research to better 
understand our customers, and to 
be able to serve them better in the 
future. 

We also refer to NPS scores and 
surveys to delight our customers at 
every opportunity. 
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COUNTRY ATTIRE
CLOTHING
PRESTON

CRUISE COMPARE
TRAVEL
TYNE & WEAR

CURRENTBODY.COM
BEAUTY
CHEADLE

FALLEN HERO
FASHION
SCUNTHORPE

FRUUGO.CO.UK
RETAIL
ULVERSTON

HEALTHY FOOD SUPPLIES
FOOD & DRINK
LIVERPOOL

TOP 100 eCOMMERCE COMPANIES IN THE NORTH 
67 - 100

HGS UK TRADING
HOMEWARES
BURY

ICE LOLLY
TRAVEL
LEEDS

IN THE STYLE
FASHION
SALFORD

INTERRISK SOLUTIONS
SERVICES
WIRRAL

JAMJAR DIRECT
AUTOMOTIVE
WHITEFIELD

LAVISH ALICE
CLOTHING
MANCHESTER

LITTLE BLACK DRESS
CLOTHING
MANCHESTER

LOOKING4.COM
SERVICES
LEEDS

MANIÈRE DE VOIR
CLOTHING
MANCHESTER

MODA FURNISHINGS
RETAIL
MANCHESTER

MONEY GURU
COMPARISON
MACCLESFIELD

MY PARCEL DELIVERY
SERVICES
MANCHESTER

NOW HEALTHCARE GROUP
SERVICES
SALFORD

PIMORONI
IT
SHEFFIELD

PINK BOUTIQUE
CLOTHING
NEWCASTLE

PJA DISTRIBUTION
ELECTRICAL
STOCKTON-ON-TEES

PREDATOR NUTRITION
FITNESS
LEEDS

PUSH DOCTOR
SERVICES
MANCHESTER

REALLY GOOD DOMAINS
AUTOMOTIVE
HAZEL GROVE

SONIK SPORTS
SPORTS
BLYTHE

SPARK ETAIL
IT
GATESHEAD

THE 1ST STOP GROUP
FINANCIAL SERVICES
BLACKPOOL

THE CAR BUYING GROUP
AUTOMOTIVE
BRADFORD

THE SUPERBIKE FACTORY
AUTOMOTIVE
MACCLESFIELD

TICKET LINE NETWORK
LEISURE
MANCHESTER

TOXIC FOX
GIFTS
STOCKPORT

WHOCANFIXMYCAR
SERVICES
NORTH SHIELDS

Have we missed your 
company? 
If so, email 
david@prolificnorth.co.uk
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If your eCommerce business would like to be profiled and 
included in our new eCommerce Matters eBook series 
then please contact :

Nathan@ProlificNorth.co.uk 

We’d like to thank Knight Corporate Finance for their 
diligent research in compiling this Top 100 eCommerce 
list. If, for some reason, your company is missing from this 
list please email: 

David@ProlificNorth.co.uk

All enquiries for eCommerce Show North - the biggest 
eCommerce expo outside of London -  which is being held 
in Manchester this November, please contact: 

Martyn@ProificNorth.co.uk

Finally, many thanks to Adyen for sponsoring this first 
eCommerce Matters eBook. 

If you’d like more information on how to simplify and 
accelerate global payments contact: 

colin.neil@adyen.com

eCommerce
Matters
TOP 100 eCOMMERCE 
COMPANIES IN THE NORTH


