Case study: Joules

Total retail

Multichannel model sets Joules
fair for a sustainable future

When a global pandemic shuts down your
stores from Newquay to Newry, it helps
to be a multichannel business.
“The fact that we had multiple routes to market was
advantageous,” says Nick Jones, CEO of lifestyle
group Joules. Jones describes the company’s
flexible multichannel model – trading online
through its own website and Friends of Joules
marketplace, stores and wholesale – as ‘total retail’.
Building relationships
As lockdown closed Joules’ physical channels,
the business adapted by shifting to digital. “We
focused on the channels that were open,” says
Jones. That focus fell on building customer
relationships – online, of course – simply by
helping them through a difficult time, through
everything from book clubs to home-schooling
tips. Supporting customers helped grow Joules’
active customer base from 500,000 prepandemic to 1.3 million today. Joules leverages
customer data to deliver consistent, relevant,
and authentic communications and experiences
across its channels, which serves to increase
customers’ frequency of interaction and spend
with the brand.
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On the market
As customers migrated online, Joules put
more and more emphasis on the digital
elements of its total retail model. A key
element is Friends of Joules, its curated digital
marketplace. With 12,000 products from
more than 450 independent sellers, it offers
customers a broad range of complementary
products and categories in what Jones
describes as a ‘digital bustling market town’.
“It’s another channel that supports what we
stand for as a lifestyle brand,” says Jones.
“It’s great for our customers, it’s great for us
in terms of growth, and we’re excited about
where it’ll take us. I think marketplaces are
here to stay, that’s for sure.”
Physical presence
Digital trade now accounts for 70% of Joules’
overall business. “We think of ourselves as
more of a digitally-led platform”, says Jones.
“The physical is of course still of value, but we
see its role evolving to support the growth
that we’ll generate through digital.”
With its portfolio of standalone and franchise
stores and concessions, on local high streets,
in city centres and staycation destinations,
Joules remains committed to its physical
presence. Its recent launch of five stores in
Centre Parcs locations evidences its belief
in the physical as a unique experience that’s
part shopping, part leisure.

Meeting new customer demands
Joules’ stores have rebounded since reopening,
with performances reflecting pandemicprompted revolutions in living and working
habits: stronger in local high-street locations
than city centres, with footfall down but
conversion up. “Rather than just browsing,
customers are in a committed purchasing
mindset. We’ve seen more digital interactions,
such as collection in-store,” says Jones. He
believes that the store is now just one part
of the multichannel experience, not only
driving revenue and customer acquisition but
also part of the brand proposition.
Financing a sustainable future
Barclays is supporting Joules’ growth with
a financing arrangement that’s tied to ESG
[environmental, social and governance] and
sustainability measures. This reflects Joules’
strong commitment to operating responsibly and
sustainably. Sustainability – and ESG – are central
to Joules’ strategy. Jones says: “A very important
part of what we do is that we do the right thing –
and that includes how we behave and not just what
we sell. We have a purpose that is more than just
driving growth. We want to be a force for good.”

“The physical [store] is still of value, but we
see its role evolving to support the growth
that we’ll generate through digital.”
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