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Executive
summary
What every eCommerce
business needs to know about
selling on platforms

Running a profitable eCommerce
business is harder than ever, between
increased competition online, rising
customer acquisition costs and
macroeconomic pressures. Buyers are
changing how they shop, too, prizing
wide selection, convenience and
competitive pricing above all else.

The result of changing market dynamics
and shifting preferences is the
exponential growth of marketplace and
dropship businesses, which grew 38%38%
yyeearar-o-ovverer-y-yeear and aar and at sit six times the rx times the raattee
oof of ovvererall eCall eCommerommerce in 2022.ce in 2022.

Behind the growth of these businesses
are millions of businesses selling through
marketplace and dropship platforms.
Brands and retailers have embraced these
platforms as new sales channels, using them
as a cost-effective strategy to reach a wider
audience and maintain customer loyalty.

Notably, the nthe numumber ober of businesf businessses thaes thatt
bebeggan san seelling on marlling on markketplaetplaces in 2022ces in 2022
incrincreeasaseed bd by 31%y 31% over the previous year. 53%
of marketplace sellers surveyed are selling

on more marketplaces than they were a year
ago, and a staggering 62% plan t62% plan to eo expxpandand
their prtheir presesence aence acrcrososs as additionaldditional
marmarkketplaetplaces in the neces in the nexxt 12 monthst 12 months.

Whether you operate a marketplace or
dropship platform, sell through
marketplaces or dropship, or do both,
understanding the dynamics of these fast-
growing sales channels is essential for
growth in today’s eCommerce landscape.



In this report, we explore why more
retailers and brands are selling on different
channels, their strategies for growth, and
how marketplace and dropship platforms
can attract top sellers.

To uncover the data behind these
trends, Mirakl conducted an in-
depth analysis of the
performance of 65,000 s65,000 seellers andllers and
ssuppliers on Miruppliers on Mirakakl’l’s mars markketplaetplacece
and drand dropship plaopship platforms,tforms,
aaccounting for 125 million SKccounting for 125 million SKUUss
and neand neararly $5 billion in annly $5 billion in annualual
grgrososs mers merchandichandisse ve value (GMValue (GMV)).
We also surveyed 1,500
marketplace sellers of all sizes
across the globe to learn about
their eCommerce priorities and
challenges.
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Mapping
market
momentum
Marketplace and dropship growth
attracts more brands & retailers

Businesses have been selling on
marketplaces or through dropship platforms
for decades—long before the eCommerce
surge accelerated by COVID. What’s new
now is there are mormore businese businessseses selling
through mormore one online channeline channelsls than ever
before. And it’s increasingly a diverse group
of merchants that includes:

RRetetailersailers, which primarily sell products
from brands to consumers through
physical storefronts, eCommerce, or both;

BrBrandsands, which own the production and
distribution of their products and sell

53% o53% of businesf businessses in Mires in Mirakakl’l’s globs globalal
netnetwworork ok of 65,000+ sf 65,000+ seellers and sllers and suppliersuppliers
arare bre brands, 15% arands, 15% are re retetailers, and 32% arailers, and 32% aree
marmarkketplaetplace nace nativtive se seellers.llers.

These businesses have diverse
motivations for selling through
marketplace and dropship channels.
Reaching new customers, boosting

through a variety of channels, such as
direct-to-consumer or through retailers

MMararkketplaetplace nace nativtive se seellersllers, whose
primary business is selling products
through marketplace channels

profitability and strengthening brand
awareness were the top 3 reasons named



in Mirakl’s global survey of 1,500 sellers.

In the past, brands were hesitant to sell
on marketplaces, fearing brand dilution
or loss of brand control. But as
marketplaces mature, they’re proving to
offer greater control over wholesale, from
pricing to positioning. As brands like
Puma, LK Bennett, and Villeroy & Boch
double down on marketplace sales,
they’re playing a bigger role relative to
other types of sellers, growing from 21%21%
tto 30% oo 30% of of ovvererall GMV aall GMV acrcrososs Mirs Mirakakl-l-
popowwerereed mard markketplaetplace and drce and dropshipopship
businesbusinessses in the pes in the past yast yeearar..

For US sporting goods brand LLands’ Endands’ End,
selling on marketplaces is attracting new
customers to the brand and driving
revenue. While overall Q4 2022 revenue
was down, the company’s revenue from
selling on marketplaces was up. “These
new customers come in through these
marketplaces: 75% of them either never
shopped at Lands’ End or are lapsed
customers and haven’t shopped at Lands’

End for five years,” according to former
CEO JJererome Gome Griffithriffith.

The increased number of sellers is also
linked to the growing volume of
opportunities beyond the likes of Amazon

and eBay. 56% o56% of businesf businessses ses seell on morll on moree
than 2 marthan 2 markketplaetplaces compces comparareed td to 50% ao 50% a
yyeear aar aggoo,, according to Mirakl’s analysis.

For example, MMaaccyy’’s Incs Inc.., which launched its
Mirakl-powered marketplace in September
2022, added 500 sellers by the end of its fiscal
quarter, and added another 450 in Q1 2023.
Macy’s plans to grow by about 2,000 brands
this year in areas that are new categories,
new brands, new styles, sizes, aesthetics and
demographics,, according to head of
marketplace JJosh Josh Janos.anos.

Another example is home improvement
retailing company KingfiKingfishersher
plcplc, which launched its first Mirakl-
powered marketplace on its brand
B&Q’s diy.com in March 2022. Since
then, the marketplace has added 400
carefully selected third-party sellers
with an additional 340,000 SKUs across
18 home improvement categories.

Looking ahead, the marketplace ecosystem
will continue to grow. 62% o62% of sf seellers sllers sururvveeyyeedd
plan tplan to so seell on morll on more mare markketplaetplaces in the neces in the nexxtt
yyeearar..
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Sellers and
suppliers
optimize for
growth
Pairing fast onboarding with a
curated, customized approach

A simple onboarding process is key to
operating an efficient multi-channel
business. According to the analysis,
businesses selling on a Mirakl-powered
marketplace or dropship platform on
average achieve their first sfirst sale just 23ale just 23
dadayys afs aftter beer beginning the onginning the onboboarardingding
prprocesocess, withs, with tteechnical intchnical inteegrgraationtion
completcompleteed in as little as one dad in as little as one dayy. For the
fastest 25% of sellers, the average was
just 4 days.

This rapid onboarding means that
businesses operating platforms can connect
suppliers with buyers faster. SnappSnappy Gify Giftsts
onboards dropship suppliers to its Mirakl-
powered gifting platform in a matter of
days, and has expanded its supplier base by
300% as a result. “On average, we’ve been
able to reduce the onboarding time by 3X,
getting partners live and accepting orders
within two weeks; previously it was
upwards of 1+ months,” shared DDvir Cvir Cohenohen,
co-founder and CTO.

Just selling through marketplace and
dropship platforms isn’t enough. Sellers
have different strategies to grow, from

the types of sites they sell on, the
product assortment they list and how
they market.

Roughly half of companies sell their full
product assortment from their website on
marketplaces, but others take a more
nuanced approach. A quarter of sellers
only sell a subset of their full product
catalog on marketplaces, and 8% of sellers
have no overlap at all between their
marketplace and owned channels,
according to the survey.

When we look at the 65,000+ experienced
retailers, brands and marketplace-native
sellers on Mirakl-powered marketplace
and dropship platforms, 70% cur70% curaattee
custcustomizeomized cad cattaloaloggs for es for eaach channech channel.l.

Merchants are selective about which
marketplaces they choose to sell on,
with 57% pr57% preeferring gferring genereneralialistst
marmarkketplaetplacesces (marketplaces that sell a
wide range of products and categories)
and 43% prand 43% preeferring curferring curaatteed mard markketplaetplacesces



(marketplaces that specialize in specific
categories).

JJaade Hde Hansansenen, Director of Operations at
marketplace seller ClickHere2Shop, says
that diversifying their channels has helped
them grow. “Selling on the big digital-native
marketplaces like Amazon is getting to be so
competitive, it’s a breath of fresh air to have
other channels available. While other
marketplaces may not have as much traffic,
we see sales almost instantaneously. Our
margins are often better, and profitability is
better as a result. We typically see anywhere
from 2-5% higher profit in these cases."

Regardless of their preference, sellers
prioritize website traffic, product categories,
commission rates and the seller interface/
ease of use as the most important factors
when selecting new marketplace channels,
according to Mirakl’s survey of 1,500 sellers..

U.S.-based multi-brand seller RResesultultcoco
boosted growth by expanding beyond
generalist marketplaces, adding 10+
curated marketplace channels in the U.S.
and abroad through Mirakl Connect. As a
result, the business has already achieved
a 15% lift for its already-mature
marketplace business, according to Brian
Binno, Resultco vice president.

When asked about how they will grow
their marketplace businesses over the
next year, sellers plan to strstrengengthenthen
brbrand aand awwarareneseness thrs through marough markketingeting, a, adddd
nenew prw producoducts tts to their eo their exixistingsting
marmarkketplaetplace channece channels,ls, and sand seell on morll on moree
marmarkketplaetplaces.ces.

While commission rates differ for
each product category, the average
commission fee on enterprise
marketplaces was 14.1% in 2022.
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Marketplace
customer
experience
Marketplace sellers not only
support, but actually enhance
the buyer’s experience

Shoppers are putting more pressure on
retailers each year to provide value. 89% o89% off
consconsumers globumers globally sally saay inflay inflation has mation has madede
them look for bettthem look for better ver valuealue, according to a
9,600-person global survey recently
conducted by Mirakl.

Marketplace sellers are rising to the challenge,
working with retailers to meet customers’
rising expectations for both value and a
seamless shopping experience. The average
seller has nearly thrthreee ye yeears oars of ef experiencexperience
selling on marketplaces. According to
shopper-generated ratings and reviews, the
most emost experiencexperienced sd seellers ellers earnearned a rd a raating oting of 4.5f 4.5

out oout of 5 frf 5 from shoppers, a strom shoppers, a strong signal oong signal off
custcustomer somer saatitissffaacction.tion.

What’s more, customer service issues are
rare and getting rarer, with inquiries perinquiries per
ororder fder falling talling to 4.6% compo 4.6% comparareed td to 5.2% in Q2o 5.2% in Q2
20222022. And nearly all inquiries are resolved
autonomously by sellers: 99.8% of inquiries
are handled without intervention from the
operator.

Marketplace sellers have
mastered customer service. 99.8%99.8%
oof custf customer somer serervice inquiries arvice inquiries aree
handlehandled bd by sy seellers withoutllers without
intinterervvention frention from the operom the operaattoror
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Using sellers &
suppliers to
boost revenue
Why companies are adding more
sellers to their marketplace and
dropship businesses

As retailers look outside of conventional
first-party eCommerce for more revenue
and profits, growing marketplace
assortment by quickly onboarding new
sellers is critical – whether they’re
expanding new categories, deepening
existing categories, or both. Successful
sellers are embracing the opportunity
with these new platforms, and growing
their own businesses as a result.

"We choose marketplaces and dropship
platforms because they fuel our
business growth. Marketplaces are
tried-and-true for scalability, while

dropshipping offers low-risk access to
new markets, both locally and globally.
It’s all about strategic expansion. We
are currently selling on 20+ Mirakl-
powered marketplaces, all centralized
in Mirakl Connect,” shared Rami Karia,
Founder & Director, Pertemba.

For example, high inflation has
impacted eCommerce sales for home
furnishings retailer Maisons du
Monde, leading to lower website
traffic and conversion. Strong
momentum of its marketplace has
helped the retailer offset the negative
web dynamics in 2023: marmarkketplaetplacece
GMV doubleGMV doubled yd yeearar-o-ovverer-y-yeear in Q1ar in Q1
2023, r2023, reeaaching €42.1 million.ching €42.1 million. Maisons
du Monde’s marketplace now has more
than 242,000 SKUs (+59% year over
year) from 560 marketplace sellers
(+27% year over year) available online
and in stores across France, Spain,
Italy and Germany.

For Macy’s, the marketplace has

attracted new customers and a younger
existing customer responding to their
new categories. That’s resulted in
increased basket size, president and
CEO-elect TTonony Springy Spring said in its Q1
2023 earnings release



The average seller achieved $146,016 in$146,016 in
ssales per marales per markketplaetplace or drce or dropshipopship
plaplatform in 2022tform in 2022, contributing more to
operators’ bottom lines than ever
before. For the businesses operating
commission-based marketplaces, those
sales result in average commicommisssionssions
rreevvenenue oue of $20,647 per sf $20,647 per seellerller, an incr, an increeasasee
oof 42% yf 42% yeearar-o-ovverer-y-yeearar..

$146,016 Average annual sales
generated per seller in 2022
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Conclusion
Year after year, marketplace and dropship platforms
are outpacing the growth of eCommerce.

The companies that sell through these platforms are diverse,
representing brands, retailers, and marketplace native sellers.
They’re drawn by opportunities to reach new customers, boost
their profitability, and increase brand awareness – and they’re
adapting their strategies to maximize all of these benefits.

For the companies operating marketplace and dropship platforms,
the pool of sellers is more diverse and mature than ever before,
making it possible to create a curated, brand-aligned experience
for customers. Whether through negotiated margins (dropship) or
category-specific commissions (marketplace), every individual
seller contributes tens of thousands to retailers’ bottom lines –
adding up to meaningful business impact.
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Methodology
The Mirakl Seller Report is based on
analysis of a data set of aggregated and
anonymized insights of B2C marketplaces
and dropship platforms powered by Mirakl.
Strict aggregation measures are employed
to ensure marketplace and seller
anonymity. These measures include
requirements on analysis set size, diversity,
and consistency, in order to present
credible and reliable information that is
insulated from concentration risk, and can
not be reverse-engineered to identify any
specific customer or marketplace.

To qualify for inclusion in the analysis set,
each marketplace or dropship platform
must have transacted throughout the
entire analysis period, in this case the
24-month period from Q2 2021 through Q2
2023. Additionally, sellers must have
published offers to a marketplace or
dropship platform during the start of the
analysis period Q2 2021. Additional data

hygiene factors are applied to ensure
accurate metric calculation. Data footnotes
are noted throughout the report to provide
additional clarity on analysis.

Additionally, an online survey was
conducted to a panel of 1,500 retailers
selling on marketplaces in Q4 2022.
Respondents were based in the United
States, United Kingdom, Germany, France
and Spain.

The Mirakl Seller Report report is not
directly indicative of the operational
performance of Mirakl or its reported
financial metrics, including GMV growth.
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About Mirakl
Revolutionize the way you
sell online

Mirakl is a global SaaS technology
company that enables businesses to
revolutionize the way they sell online.
Mirakl’s industry-leading suite of
products accelerates profitable,
sustainable eCommerce growth through
solutions in marketplace, dropship,
supplier sourcing ecosystem, supplier
catalog management and pay-out,
personalization, and retail media. More
than 400 of the world’s most trusted
brands across retail and B2B industries
choose Mirakl’s award-winning
technology, including Airbus,
Decathlon, Galeries Lafayette, Kroger,
Leroy Merlin, Macy’s, Maisons du
Monde, MediaMarkt, Sonepar, Toyota
Material Handling and Yves Rocher.
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