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Using M-Commerce Benchmarking 

to ensure that you are
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About FitForCommerce
Å FitForCommerce is a consultancy founded to help online businesses ófigure out what 
they need and how/where to find itô
ï Team of former multichannel retailers, marketers, technologists and service providers, with 

hands-on expertise in eCommerce and mCommerce

Å eCommerce DiligenceÊis a philosophy and methodology based on diligent 
preparation and decision-making to ensure success
ï Strategic DiligenceïeMerchandising, eMarketing, Multichannel, Operations, Technology, 

Organization, Financial Planning

ï Requirements/RFP/Selectionïfor eCommerce technologies and providers including: 
eCommerce and mCommerce platforms, point solutions, back-end solutions

ï eCommerce Marketing ïstrategy, tactics, planning, budgeting

ï Implementation Coaching

Å eCommerceKnowHow.com is the first eCommerce knowledge base:
ï Best Practices, feature evaluations, expert advice 

ï Provider directory and solution comparative info

ï FFC Verificationógood housekeeping sealô for eCommerce providers

ï A self-service opportunity corner for retailer-vendor matching

ï A budget calculator for eCommerce technology planning

Å mCommerce Benchmark & Buyers Guide benchmark of 150+ m-sites across 100 
best practices and guide to mCommerce technologies and providers (2Q 2011)



FitForCommerce

mCommerce Benchmarking, Assessment & Consulting

www.fitforcommerce.com/mobile +1.973.379.7399

http://www.fitforcommerce.com/mobile
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What weôre seeing

Å Retailers are hustling to get sites ready, apps built and partners lined up

Å Best Practices are quickly evolving

Å Trending towards a more affluent customer base

Å Shoppers who have been satisfied with a mobile site are 32% more likely 
to buy online from that retailer, and 31% more likely to make a purchase 
offline. 

Å 33 percent of U.S. respondents visited an online retailer from their mobile 
device in that time, compared with 24 percent in 2009* 

Å 11 percent of shoppers reported making a purchase from their phones 
this holiday season, compared with two percent that did so the previous 
year*

*January ForeSee Results Survey



5

FFC M-Commerce Benchmark

About the FFC M-Commerce Index

Å 200 multichannel retailers

Å 160 mobile commerce sites

Å 100 best practices and criteria

Å 13 categories:
ï Apparel/Accessories - Luxury Apparel

ï Discount/Auction Sites - General/Department

ï Gifting - Healthy/Beauty

ï Mass Merchant - Specialty

ï Travel - Books/Media

ï Office Supplies - Electronics

ï Food - TBD: Financial Svcs

How does this help? Answers:

Å How do you get started?

Å Where do you stack up?

Å What capabilities should you focus on next?

Å How do you build the business case for further investment?
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#1 Think about the ñMobile Momentsò

Å ñLimited Time Onlyò Discount Auction sites 

have one of the highest mobile site 

penetration at 89%. (ebay not included).

Å This ñfirst-come, first servedò sales model are 

leaders in many features because they have 

to be. 

Å The ability to easily and quickly shop by phone 

is critical as inventory is slim.  

Å Enhancing web experience ïGilt Group even 

notifies your phone when items in your cart 

are about to expire. This is an add-on from the 

web; there is a timer, but no sound or vibration 

notification. 
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#2 Limited Real Estate

Decide what you want 

to portray on the first 

page. 

About 30% of retailers with 

B&M stores ask for 

location/push notifications 

which pop on first entry of 

the site. Other sites let you 

input later.

With Sears, this occurs 

every time you update your 

version of their app. More 

popular is to have users 

agree to the license terms 

at checkout.

Sears2Go
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#3 Simple Navigation

Å The apparel vertical is the champion of 

Category Site Navigation. 

Å Over 98% of apparel m-sites have some 

category navigation as the home page.  

Å Most popular categories should be listed 

first. 

Å Lessen confusion

Å Other verticals top out at 75% having 

guided navigation on first/home page
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#4 Home Page sets CTA

Crutchfieldôs mobile site clearly communicates  4 CTAôs:

Promotion, Search (if itôs this bold, it better be good), Call  

and Shop

Electronics as a category 100% have some promotion on 

Home Page

Best Practice in apparel is less featured 

promotions and more straight to 

navigations.  

Lifestyle brands include imagery.
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#5 Site Search Varies 
Search: Paint Brush Search: PaintbrushNavigated to Paint Brushes

On almost 50% of sites!!
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#6 Always Present Search 

Å Search box should present on every page or tool tip below within the phone. 

Å 14% out of 160 retailers surveyed have this. 
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#7 Search Best Practice

Hunter vs. Gatherer 

mentality on Mobile web 

Typing is not easy!

Steve Madden and New Egg 

are in the minority by using an 

Auto Complete functionality to 

help guide the customer to 

what they are looking for 

faster.  

Advanced Search  - 20% sites 

have it, but the irony is that itôs 

almost impossible to find.
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#8 No Results & Hard Declines 

Å Just like on web, there 
should never be ñno 
items foundò.

Å Always have a soft 
decline of suggested 
items.

Å Whether itôs 
typo/spelling or 
inventory issue.

Å Apparel retailers do 
not offer Soft Declines 
for no result searches 
as often as 
Electronics and 
Gifting.
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#9 Pick up in Store not prevalent
Å Opportunity exists for 

multichannel retailers to 
better market to 
customers, based on 
location.

Å Walgreens, Macyôs, Sears 
and JC Penney are some of 
the only retailers who market 
their store-specific 
promotions based on the 
shopperôs location.  

Å 12% of all benchmarked 
retailers. 

Å With all the GPS technology 
available, development in 
this area should be big win 
for multichannel cross-
promotions.
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#10 Mass Merchants have 
Micro Level Item Search

Å Target not only tells you which local 
store has your item in stock, but it tells 
you the aisle location and section of 
the store. 

Å You can add this item to your 
óshopping listô to view while you are in 
store.

Å < 2% Benchmark that has Brick and 
Mortar.

Å Roadmap item, needs high level of 
integration
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#11 Compare is Rare

ÅElectronics, Books & 
Media, and Home are the 
few that have mobile sites 
allowing a shopper to 
compare product features.  

ÅElectronics is the category 
best-suited to providing 
comparison functionality, 
since there are so many 
distinct specifications for 
each product.  

ÅElectronics shoppers view 
this as a ñmust haveò, so 
providing it on a mobile 
site gives the retailer an 
advantage.
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#12 Instant & Constant Confirmation
Verification of items added to cart.  Godiva 

lets the customer know with an immediate 

pop up from the Product Detail page that 

this item has been added and gives you a 

shortcut to checkout or to keep shopping. 

45% of benchmark have some form of mini 

cart.

Ever-present Mini-Cart is a consistent way 

of demonstrating óadd to cartô completion. 

User is 1 click away from the cart. 

83% in apparel 

66% in gifting

90% home


