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Executive summary
Retail app discovery in the UK App Store is not built around the phrase “retail app”.
That might sound obvious once said out loud, but it has important consequences for Apple Ads strategy. Shoppers are not searching like internal marketing teams, category managers or performance dashboards. They are searching by intent.
They search for shop, shopping, online shopping, clothes shopping, grocery delivery, furniture, deals, sneakers, perfume, used clothes and other need-led terms.
In APPlyzer’s UK App Store data, the term “retail app” showed only 33 estimated daily searches, while “shop” showed 9,927 estimated daily searches. That gap alone changes the way retail brands should think about App Store acquisition.
Across the studied keyword set, several clear patterns emerged:
· AliExpress dominates broad shopping intent, taking the top Apple Ads slot across key searches such as shop, shopping, shopping app, online shopping and buy online. 
· Very is the broadest cross-category advertiser, appearing across fashion, home, footwear, beauty-adjacent and generic shopping terms. 
· Mytheresa is the surprise overachiever, with the highest number of top-slot wins across the selected keyword set. 
· Resale is a proper paid-search battleground, with Vestiaire, eBay, Vinted, alias, Shopify and Whatnot each owning different shades of second-hand, marketplace and selling intent. 
· Grocery has been gatecrashed by delivery apps, with Sainsbury’s strong on cleaner grocery terms, but Deliveroo, Just Eat and Uber Eats heavily present across delivery-led searches. 
· Home, DIY and electronics are noisy, with many apparently useful retail terms being captured by games, AI tools, utilities, camera apps, plant-care apps or sports-score apps. 
The central conclusion is simple:
Retail Apple Ads is not a category game. It is an intent game.
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1. Methodology
This study analysed a selected set of generic UK retail-intent search terms in the App Store using APPlyzer.
The keyword universe intentionally avoided brand terms. The goal was to understand who appears when users search by category, product need or shopping behaviour rather than by retailer name.
The analysis included:
· Estimated daily search impressions 
· Search score 
· Apple Ads top placements, positions 1-5 
· Cluster-level winner and runner-up patterns 
· Noise/relevance flags 
· Category-specific interpretation 
The study covered the following clusters:
	Cluster
	Example keywords

	Broad shopping / retail
	shop, shopping, online shopping, buy online, deals

	Fashion
	clothes shopping, fashion shopping, womens clothes, dresses, jeans

	Footwear
	shoes, trainers, sneakers, running shoes

	Luxury
	luxury fashion, luxury shopping, designer clothes, designer bags

	Marketplace / resale
	used clothes, vintage clothes, preloved, marketplace, sell clothes

	Beauty
	beauty, makeup shopping, cosmetics, perfume, fragrance

	Home / furniture / DIY
	furniture, homeware, garden furniture, mattress, home decor

	Grocery / food retail
	grocery shopping, groceries, grocery delivery, food delivery, takeaway

	Electronics
	electronics, tech shopping, laptops, headphones, phones, camera


The keyword hardware was removed from the study after returning no useful Apple Ads auction data.

2. The demand picture: “retail app” is the wrong fight
The most important demand insight is that retail language and shopper language are not the same thing.
A retailer might describe its proposition internally as a retail app, shopping platform or omnichannel experience. A user rarely searches that way.
In APPlyzer’s UK data:
	Keyword
	Estimated daily searches
	Search score

	shop
	9,927
	96

	online shopping
	2,133
	71

	furniture
	1,227
	62

	shopping
	663
	52

	clothes shopping
	624
	51

	skincare
	405
	44

	food delivery
	405
	44

	takeaway
	381
	43

	makeup
	359
	42

	plants
	317
	40

	retail app
	33
	3


The difference between shop and retail app is not a rounding error. It is the difference between actual customer behaviour and internal category language.
For retail marketers, this means keyword selection should begin with real App Store behaviour, not campaign taxonomy.
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3. Broad shopping: AliExpress owns the front door
The broad shopping cluster is the clearest part of the study.
AliExpress took the top Apple Ads slot for:
	Keyword
	Daily impressions
	Position 1
	Position 2

	shop
	9,927
	AliExpress
	PrettyLittleThing

	shopping
	663
	AliExpress
	Temu

	shopping app
	57
	AliExpress
	Temu

	online shopping
	2,133
	AliExpress
	Very

	buy online
	50
	AliExpress
	Very


This gives AliExpress the strongest top-of-funnel position in the study.
When UK users search broad shopping terms in the App Store, AliExpress is often the first paid result they see. That is a powerful acquisition position because these terms sit before category-level narrowing. They capture users who know they want to shop, but have not yet decided where.
Very, Temu and SHEIN appear repeatedly in the same cluster, but AliExpress is the dominant top-slot advertiser.
Strategic implication: broad shopping terms are expensive-looking for a reason. They are the App Store equivalent of standing at the entrance to the shopping centre.

4. Very: the full-funnel challenger
Very does not dominate the study by top-slot wins. Its strength is breadth.
It appears across:
· Broad shopping 
· Fashion 
· Footwear 
· Furniture 
· Beauty-adjacent terms 
· Resale-adjacent terms 
· Generic retail searches 
This matters because real retail behaviour is fragmented. A single user might search online shopping, clothes shopping, furniture, women shoes, discount shopping and perfume across different moments.
Very’s visibility across these intent clusters suggests a broader Apple Ads strategy than many single-category retailers.
Strategic implication: Apple Ads success should not only be judged by position-one wins. Top-five consistency across many relevant searches can be just as strategically useful, especially for multi-category retailers.

5. Mytheresa: the surprise overachiever
Mytheresa was the most interesting advertiser in the study.
It was expected to perform strongly on luxury terms. What stood out was its reach beyond luxury.
Mytheresa appeared strongly across:
· Luxury fashion 
· Luxury shopping 
· Designer bags 
· Designer shoes 
· Buy clothes 
· Men fashion 
· Summer dresses 
· Discount shopping 
· Sale shopping 
Across the selected keyword set, Mytheresa recorded the highest number of position-one wins.
	Advertiser
	Top-slot wins

	Mytheresa
	10

	AliExpress
	5

	eBay
	5

	Next
	4

	Vestiaire
	4

	Charlotte Tilbury
	4

	Very
	3

	Deliveroo
	3

	Notino
	2

	Just Eat
	2


The finding is not that Mytheresa wins luxury. That is expected.
The finding is that Mytheresa appears much more aggressively across broader fashion and value-led searches than its brand positioning might suggest.
Strategic implication: luxury retailers may be using Apple Ads to expand into adjacent fashion intent, rather than simply harvesting narrow luxury demand.
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6. Fashion: fragmented, competitive and query-specific
Fashion does not have a single winner.
Different retailers win different versions of fashion intent:
	Keyword
	Position 1
	Position 2
	Notes

	clothes shopping
	Very
	SHEIN
	Clean fashion intent

	fashion shopping
	Very
	SHEIN
	Broad fashion shopping

	buy clothes
	Mytheresa
	Grailed
	Fashion/resale overlap

	womens clothes
	Next
	Mytheresa
	Women-focused retail

	mens clothes
	New Look
	Vestiaire
	Resolved after retry

	women fashion
	Next
	Mytheresa
	Clean fashion intent

	men fashion
	Mytheresa
	SHEIN
	Mostly retail

	dresses
	REVOLVE
	Very
	Clean fashion auction

	jeans
	Zalando
	SHEIN
	Clean product-level term

	summer dresses
	Mytheresa
	Voghion
	One noisy marketplace result


Fashion should not be treated as one campaign bucket.
Womenswear, menswear, dresses, jeans, luxury, sale-led shopping and generic fashion shopping each produce different auction dynamics.
Strategic implication: fashion advertisers need intent-specific campaign structures. A generic “fashion” campaign will hide too much of the useful nuance.

7. Resale and marketplace: one of the cleanest battlegrounds
The resale and marketplace cluster produced some of the clearest Apple Ads patterns in the study.
	Intent
	Keyword examples
	Main winner pattern

	Used / vintage clothing
	used clothes, vintage clothes, second hand clothes
	Vestiaire

	Preloved shopping
	preloved
	eBay

	Selling clothes
	sell clothes
	alias

	Selling online
	sell online
	Shopify

	Auctions
	auction
	Whatnot

	Marketplace search
	marketplace
	eBay


Vestiaire was particularly strong on second-hand and vintage clothing terms. eBay performed strongly on broader marketplace and deals-led terms. Vinted appeared repeatedly as a strong challenger, while alias, Shopify and Whatnot each owned more specific behaviours.
This confirms that resale is no longer a peripheral retail category in the App Store. It has become a defined acquisition battleground.
Strategic implication: resale advertisers should not simply bid on broad marketplace terms. They should separate buyer intent, seller intent, auction intent and second-hand fashion intent.

8. Grocery and food retail: supermarkets meet delivery apps
Grocery was one of the more strategically interesting clusters because it shows how category boundaries break down in the App Store.
On cleaner grocery terms, supermarkets perform well:
	Keyword
	Position 1
	Position 2
	Position 3

	grocery shopping
	Sainsbury’s
	Sously
	Giant Bradley’s Sweet Shop

	online groceries
	Sainsbury’s
	Joybuy
	Waitrose

	grocery delivery
	Deliveroo
	Uber Eats
	Sainsbury’s

	groceries
	Deliveroo
	Uber Eats
	Sainsbury’s


Sainsbury’s wins the cleaner grocery-shopping terms. Waitrose also appears.
But delivery platforms dominate once the query shifts towards food fulfilment:
	Keyword
	Position 1
	Position 2

	food delivery
	Just Eat
	Uber Eats

	takeaway
	Just Eat
	Uber Eats

	food shopping
	Deliveroo
	Uber Eats

	grocery delivery
	Deliveroo
	Uber Eats


This is a major strategic overlap. Grocery, takeaway, food delivery and online food shopping are not separate in the user’s mind in the way they may be inside a retail organisation.
A hungry user does not care whether the internal P&L calls it grocery, restaurant delivery, rapid commerce or meal fulfilment. They want food to arrive.
Strategic implication: supermarkets are not only competing with other supermarkets in App Store search. They are competing with delivery ecosystems.

9. Beauty: commercial queries work, broad queries get weird
Beauty shows why auction cleanliness matters.
Commercial beauty terms produced useful retail advertisers:
	Keyword
	Position 1
	Position 2

	makeup shopping
	Charlotte Tilbury
	P Louise

	beauty shopping
	P Louise
	Zalando

	cosmetics
	Charlotte Tilbury
	P Louise

	perfume
	Notino
	Charlotte Tilbury

	fragrance
	Notino
	The Fragrance Shop


These are valuable because the user intent is clearly commercial.
But broader beauty terms are noisier:
	Keyword
	Issue

	makeup
	Face editor, makeover and beauty camera apps appear

	skincare
	Product scanner, skin-health and treatment apps appear

	skin care
	Scanner and health apps appear

	hair products
	Scanner and editor apps dominate


This does not mean broad beauty terms are useless. It means they need careful interpretation.
Strategic implication: beauty advertisers should prioritise explicit commercial terms such as makeup shopping, cosmetics, perfume and fragrance before assuming broad beauty terms are clean retail acquisition opportunities.

10. Home, furniture and DIY: useful in places, chaotic elsewhere
Home and DIY produced one of the biggest gaps between category label and actual auction behaviour.
Useful retail terms included:
	Keyword
	Position 1
	Position 2

	furniture
	Very
	Dunelm

	homeware
	Next
	Wilko

	garden furniture
	Next
	TradePoint

	mattress
	Wilko
	Deyongs

	beds
	Voghion
	Deyongs


But several apparently obvious home and DIY terms were polluted by non-retail intent:
	Keyword
	Auction issue

	sofa
	Dominated by sports-score apps due to Sofascore

	DIY
	Game-heavy

	paint
	Colouring and drawing apps

	decorating
	AI design and home makeover apps

	home decor
	AI design and home makeover apps

	plants
	Plant-care and identifier apps

	garden centre
	Games and planner apps


This is a strong warning for retail advertisers. A term can sound commercially relevant and still be a poor paid-search opportunity.
Strategic implication: home retailers should focus on proven shopping/product terms such as furniture, homeware, garden furniture, beds and mattress. Broader lifestyle and DIY terms need much tighter validation before budget is committed.

11. Electronics: weaker than expected
Electronics looks like an obvious retail category. In App Store search, it is not.
The cleanest electronics-adjacent term was tech shopping, where Argos and Very appeared, although Mytheresa unexpectedly held position one.
Many product-led electronics terms were dominated by non-retail apps:
	Keyword
	Main issue

	laptops
	AI, printer and study apps

	mobile phones
	Phone-number and tracker apps

	phones
	Phone-number and browser apps

	camera
	Camera and photo apps

	headphones
	Utility, tracking and music apps

	computer
	AI search, accounting, browser and GPS apps

	smartwatch
	Search, fitness and maps apps

	gaming laptop
	One game ad, not retail-relevant


The reason is simple: App Store searches for electronics-related words often reflect app functionality, not retail purchase intent.
A user searching camera in the App Store is more likely looking for a camera app than a retailer selling cameras.
Strategic implication: electronics retailers should be careful with broad product terms in Apple Ads. Many of these searches do not behave like shopping searches in the App Store.

12. Search intent is doing all the work
The strongest lesson from the study is that intent beats category.
Retail advertisers should not assume that a keyword is useful simply because it belongs to their category. The actual auction must be inspected.
A good Apple Ads keyword needs three things:
1. Enough demand to matter 
2. A clean enough auction to suggest commercial relevance 
3. A realistic competitive position for the advertiser 
Some terms have volume but poor relevance. Some have lower volume but cleaner intent. Some look obvious but are hijacked by unrelated apps.
For example:
· shop is high-volume and retail-relevant 
· retail app is low-volume and strategically weak 
· furniture is useful 
· sofa is not, because of sports-score intent 
· perfume is clean 
· makeup is noisy 
· tech shopping is semi-useful 
· camera is mostly not retail 
This is why retail Apple Ads strategy should be built around intent clusters, not category names.
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13. Cluster-level view
The study can be summarised as a set of smaller retail battlegrounds.
	Cluster
	Winner pattern
	Main challenge

	Broad shopping
	AliExpress leads
	Competitive, high-volume

	Fashion
	Mytheresa, Very, Next, Zalando split intent
	Fragmented

	Footwear
	The Sole Supplier, eBay, Zalando
	Specialist-heavy

	Luxury
	Mytheresa and Vestiaire
	Low volume but clean

	Resale
	Vestiaire, eBay, Vinted, alias, Shopify, Whatnot
	Intent-specific

	Beauty
	Charlotte Tilbury, Notino, P Louise
	Broad terms get noisy

	Grocery
	Sainsbury’s on grocery, delivery apps on fulfilment
	Delivery overlap

	Home
	Very, Next, Dunelm, Wilko
	High noise outside core terms

	Electronics
	Weak retail signal
	Utility/app-function intent dominates
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14. Strategic recommendations for retail app marketers
14.1 Stop using internal language as keyword strategy
The phrase retail app is not where the market is. Retailers should base Apple Ads structure on how users search, not how teams label campaigns.
Priority should go to intent-led search terms such as:
· shop 
· shopping 
· online shopping 
· clothes shopping 
· grocery delivery 
· furniture 
· used clothes 
· perfume 
· deals 
14.2 Separate category intent from purchase intent
A keyword belonging to a retail category does not guarantee retail intent.
For example:
· camera behaves like an app-function search 
· plants behaves like plant-care intent 
· paint behaves like colouring-app intent 
· sofa behaves like Sofascore/sports intent 
Retailers should validate auction composition before assuming relevance.
14.3 Build cluster-specific Apple Ads campaigns
The data supports a clustered structure:
	Campaign cluster
	Suggested use

	Broad shopping
	High-intent acquisition, expensive but strategic

	Fashion
	Split by gender, product and sale intent

	Resale
	Separate buying, selling and auction intent

	Grocery
	Separate grocery shopping from food delivery

	Beauty
	Focus on commercial terms first

	Home
	Prioritise furniture/homeware/product terms

	Electronics
	Use caution; validate every term


14.4 Monitor both winners and runners-up
Position one matters, but position two and top-five presence reveal competitive pressure.
Very is the clearest example. It does not dominate every top slot, but it appears across a wide range of searches.
For multi-category retailers, broad top-five presence can be strategically valuable even without constant position-one dominance.
14.5 Use noise flags in campaign planning
Every Apple Ads keyword should be scored not just by volume, but by retail relevance.
A simple framework:
	Noise level
	Meaning
	Action

	Low
	Auction is mostly retail-relevant
	Strong candidate

	Medium
	Some relevant results, some noise
	Test carefully

	High
	Auction dominated by non-retail apps
	Avoid or isolate



15. Conclusion
The UK retail App Store is not one clean market.
It is a collection of intent-led battlegrounds.
Some are obvious and valuable. Broad shopping, fashion, resale, grocery delivery, fragrance and furniture all show meaningful retail acquisition potential.
Others are misleading. DIY, paint, plants, camera, phones and sofa all demonstrate how quickly category assumptions can fall apart once you inspect the actual Apple Ads auction.
The brands winning are not simply the ones with the largest budgets. They are the ones most aligned to real search behaviour.
AliExpress wins the broad shopping entrance. Very appears across the widest spread of retail intent. Mytheresa is far more aggressive than expected. Resale apps have carved out distinct territories. Delivery apps are pushing hard into grocery-adjacent demand.
The real lesson is this:
In Apple Ads, retail growth is not about buying keywords. It is about understanding intent before everyone else pays for the wrong one.

Appendix A: selected high-demand keywords
	Keyword
	Cluster
	Daily impressions
	Search score

	shop
	Broad shopping
	9,927
	96

	online shopping
	Broad shopping
	2,133
	71

	furniture
	Home
	1,227
	62

	shopping
	Broad shopping
	663
	52

	clothes shopping
	Fashion
	624
	51

	skincare
	Beauty
	405
	44

	food delivery
	Grocery / food retail
	405
	44

	takeaway
	Grocery / food retail
	381
	43

	makeup
	Beauty
	359
	42

	plants
	Home / DIY
	317
	40

	marketplace
	Resale
	298
	39

	buy and sell
	Resale
	280
	38

	sneakers
	Footwear
	280
	38

	perfume
	Beauty
	264
	37

	used clothes
	Resale
	248
	36

	supermarket
	Grocery / food retail
	233
	35

	skin care
	Beauty
	233
	35

	homeware
	Home
	219
	34

	auction
	Marketplace / resale
	219
	34



Appendix B: suggested chart package for the whitepaper
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1. Cover / hero
UK retail app search wars 
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