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EVERY SECOND
COUNTS FOR
CUSTOMER
SATISFACTION

52%

of mobile users 
expect web 
pages to load in 
2 seconds or less. 

53%

 

of mobile users
abandon sites that 
take longer than 
3 seconds to load. 

 

26%
won’t return to your website. 

Your customers are highly demanding of their 

mobile app and website experiences – and you 

can’t afford to fail to deliver.

Akamai is trusted by the world’s leading retailers to deliver fast, secure, and 

personalised web and mobile experiences.

Learn how to master mobile delivery and reap the rewards at akamai.com/retail
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From the editor-in-chief

WELCOME TO THE latest IRUK Top500 report, in which our focus 

is on Mobile & Cross-channel. The fast growth of mobile commerce 

makes this a particularly interesting area right now. Our study comes 

at a time when shoppers who used just to browse and research their 

and trustworthy that they are happy to complete transactions online. 

Mobile is proving a useful tool for wider shopping journeys too: by 

checking store locations and stock, shoppers can ensure that no trip 

in with the rest of the day. The mobile is the device that’s to hand on 

the journey to work, and one that consumers can use to catch up with 

birthday party or completing the week’s grocery shopping.

we’ll see shoppers making still more of their purchases via mobile, 

asking customer service questions and tracking the progress of their 

deliveries along the way. We’ll also, no doubt, see retailers redesign 

intelligence and machine learning, to the use of merchandising 

measures to showcase the most relevant wares on the small screen 

of the mobile phone. But as we see in the pages of this Dimension 

Report, the average performance is still far from sophisticated. 

That must, and no doubt will, change as shoppers change their 

habits to embrace and enable the most user-friendly customer 

 

the fast move towards Mobile & Cross-channel shopping.  

 

Knowledge Partners. We’ll be going on over the course of the year 

to look more closely at our remaining Performance Dimensions:  

Strategy & Innovation, Merchandising, Operations & Logistics and 

Brand Engagement Dimension Report.

As always, we want to hear what our readers think, whether 

you have views on the metrics we’ve used, and how they could be 

improved, or on an innovative approach that’s working for your 

company. Please do share your thoughts. 

Ian Jindal

Editor-in-chief

ian@internetretailing.net

THE IRUK TOP500 DIMENSION 

REPORTS SERIES

Don’t forget that this Brand 

Engagement Dimension Report 

forms part of our wider series 

analysing the performance of  

UK retailers.

Reports each year that focus on: 

� Strategy & Innovation

� The Customer

� Operations & Logistics

� Brand Engagement

� Mobile & Cross-channel 

� Merchandising

You can download the latest  

copy of any of our Dimension 

Reports, along with the overall 

IRUK Top500 Report, via  

www.internetretailing.net/IRUK

Once registered, we will also send 

you the latest Dimension Reports 

as they are published, allowing 

you to keep abreast of the latest 

developments in the industry.

of top European retailers, via the 

InternetRetailing website.
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Editors’ comment

IN THIS LATEST of our IRUK Top500 Dimension Reports, our focus is on  

Mobile & Cross-channel. It’s worth pausing to consider how far we’ve come.  

It’s really not so long ago, for instance, since few could imagine people wanting  

to use their mobiles to make big-ticket purchases. In the era of smartphones,  

this view of customer behaviour now seems positively quaint.

overview (page 8), many retailers are still adjusting to the rise of the smartphone. 

It’s time to make mobile integral to multichannel strategies, he argues, or risk 

but a way to help customers to shop in ways that suit them. As for an app that  

lacks functionality, it will simply be ignored by savvy consumers who don’t  

have time to waste.

 

 

on mobile because, as Sue Harries, the company’s director of ecommerce, 

explains, the smartphone is a device that those in the building trade always have 

with them. “Our customers are busy tradespeople, time is money to them,” she 

says. “They require a service that is quick, easy, and enables them to get their  

Next, House of Fraser and Tesco.

strategies employed by leading retailers in this Dimension. For emerging practice 

world. Make no mistake, this will mean huge adjustments. As Alex Mathers, 

associate partner at OC&C Strategy Consultants, says, “Smartphone shopping  

is taking over online retail, bringing with it fundamental changes in how, when 

and where people shop.”

 

an overview of our most recent research in the Mobile & Cross-channel 

Knowledge Partners, Ampersand, for the company’s latest Multichannel Retail 

Report, which makes fascinating reading.

FINALLY, PLEASE REMEMBER that we’re always reconsidering the metrics 

that we use to judge Top500 retailers in this Performance Dimension and we’d 

welcome your thoughts on potential new areas of research. You can share them 

by emailing jonathan@internetretailing.net and chloe@internetretailing.net

Jonathan Wright and Chloe Rigby, Editors
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RECENTLY, TECHNOLOGY– AND especially the 

evolution of Cross-Channel Campaign Management 

(CCCM) solutions and predictive techniques – has 

with customers across channels, delivering messages 

that are relevant and immediate. Additionally, 

retailers are more successful in winning shoppers’ 

attention when they deliver personalised messages 

communication channel that best suits them, and at 

the most opportune moment. Retailers will do still 

stand out through distinctiveness, interactivity and 

agility. Indeed, adapting real-time communication 

to context and situational factors, such as location or 

device, will drive interest and engagement. 

The result of this cross-channel communication 

should be a continuous, seamless experience where 

design, branding and tone of voice stay consistent. 

channels should reinforce and complement each 

challenges to creating an experience in which 

shoppers engage with the retailer as they move 

freely between the store, the website, email and 

SMS communications. Among the technical 

challenges, the choice of the right technologies and 

their integration are prerequisites. Having a single 

view of the customer is vital, while implementing 

automation is compulsory to deliver messages at the 

most relevant moment in the shopping journey. The 

customer approaches the shopping journey. Through 

ethnographic research, retailers can learn how and 

channels. This, in turn, can help retailers identify 

‘micro-moments’ to leverage in communications. 

These micro-moments can then be mapped to shape 

cross-channel consumer journeys, and moments of 

truth can be leveraged to automate communication 

performance – by campaign, channel, segment, 

individual – to understand where improvements 

can best be made. One last challenge is legal. With 

the evolving European legislation around data 

protection and privacy, the right balance must be 

reasonable data exploitation. 

The ambition of cross-channel communication is 

to boost customer satisfaction, increase retention 

probability that shoppers will not only re-buy, but 

will then go on to enhance a retailer’s reputation 

through positive word of mouth and user-generated 

experience is a real challenge, and cross-channel 

communication should be accompanied by 

 

channel communication is managed holistically, and 

Building cross-channel 
communication experience 
for customer retention
 

Céline Brandt, Email Marketing and Strategy 

Manager at LiveArea, the in-house PFS Agency, 

considers current achievements and challenges  

in cross-channel communication

About PFS
A leading global commerce service provider, PFS enables 

brand and specialty retailers to achieve their commerce 

goals. As an ecommerce solutions provider, we combine 

consulting, agency, technology and operations to deliver 

unique and branded customer experiences, creating 

Commerce Without Compromise. Learn more about our 

solutions at www.pfsweb.com

Email us at marketing-europe@pfsweb.com
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THE IDEA THAT today’s consumers want to engage 

across all channels is one that retailers understand 

and then they start again with the same search on a 

to be better connected.

So what should retailers do to cope with this 

challenge? Any answer needs to begin with the view 

That even applies when they go into stores. Google 

data shows that ‘near me searches’ have grown by 

34 times since 2011 and 80% of these searches are 

performed on mobile. This means that retailers 

need to support showing real-time inventory, and 

experience on a mobile device and the experience 

when customers get to the store need to be seamless. 

To give an example of great practice, Home Depot, 

Not only does the app show what items are available 

your phone and then you go in store, it has beacon 

technology to guide you to products on the list.

not happen via mobile, retailers still need to optimise 

experience and consumers won’t wait for slow-loading 

pages. In fact, consumers have such high expectations 

of their interactions with brands to be fast and secure 

that, in the recent State of Online Retail Performance 

slowdown of as little as 100 milliseconds decreased 

conversions on mobile by 7.1%.

A great example of connecting up the customer 

designed digital presence, but this goes up a notch 

when customers sign up for its loyalty programme 

their credit card details via the app, and now they can 

the experience across all consumer touchpoints is 

by properly optimising images. Images are often the 

largest asset downloaded by an app or website and, on 

page weight. A digital asset management process that 

can dynamically detect the type of device and browser 

a customer is utilising, and determine the proper 

size of image and type of image to serve, creates 

both an operational and performance improvement. 

they will be forced to spend the data to download it 

management solution to send the appropriately sized 

image for the device, you save the consumer time and 

data costs. 

channels to meet your customers where and how they 

want to buy from you. 

Mobile drives  
cross-channel sales 
 

Jason Miller, Chief Strategist of Commerce at Akamai 

Technologies, explores new ways of connecting 

channels to promote customer loyalty

About Akamai

reliable and secure for its customers including 

the top-20 global ecommerce sites and one out of 

every three Global 500 companies. The company’s 

advanced web performance, mobile performance, 

cloud security and media delivery solutions are 

revolutionising how businesses optimise consumer, 

enterprise and entertainment experiences for any 

device, anywhere.

www.akamai.com
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IN THE UK, 

 

Linking technology
Many retailers urgently need to rethink their approaches to mobile as part of 

their cross-channel strategies, argues our m-retailing editor, Paul Skeldon

The need for better apps
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The disconnect between 

what consumers want 

from apps and what they 

get, basic features, is a 

problem. App users are 

retailers’ VIPS and should 

be treated as such 
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A privilege, not a right

 

In-store

 

 

Digital Bridge’s Imagination Gap report reveals how 

consumers are keen to use visualisation technology
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The 

Imagination Gap: Retail’s £1bn Problem

The mobile imperative

Strategic overview
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The generations

 



Analysing the numbers
12

www.internetretailing.net/IRUK

BUSY SHOPPERS DON’T distinguish between 

channels. Over the course of researching and 

buying a single item, shoppers can and do move 

between desktop websites, smartphones, social 

media and bricks-and-mortar stores. It follows 

that retailers that perform most strongly in the 

Mobile & Cross-channel Dimension are those that 

help customers to switch between channels easily.

In practice, this means that strongly 

performing retailers make it easy to set up 

wishlists and shopping baskets in one channel 

that can be accessed via another channel. It 

means that consumers who buy items online from 

a retailer can return them to a store or via a local 

collection point at a convenience store. It means 

features such as stock checkers, click-and-collect 

In our research for this Dimension, we gave 

particular attention to retailers’ performance in 

mobile web, apps and cross-channel features. 

We partnered with NCC Group to measure 

mobile web performance. NCC tested the mobile 

retailer’s median results from those tests were 

used to help rank the Top500 in this Dimension.

A building block of 
multichannel retail
Retailers that successfully integrate store and online, and desktop  

and mobile for the customer, suggests Martin Shaw, are the leading 

Strongly performing 

retailers make it easy to set 

up wishlists and shopping 

baskets in one channel 

that can be accessed via 

another channel 

We measured apps because simply having 

an app potentially marks out a retailer 

as approaching cross-channel sales in a 

apps at the time we were conducting our research. 

That’s not to say all apps are equal and we 

and usability. Working in conjunction with 

InternetRetailing Knowledge Partner Poq, we 

assessed Top500 mobile apps on more than 

40 metrics chosen to highlight a dynamic and 

sophisticated Mobile & Cross-channel strategy.

This means we looked at app features such as 

the ability to check stock, to scan products and to 

manage a loyalty card or account. We also looked 

at the kind of product imagery available via apps, 

ratings and reviews. 

Before moving on, it’s worth noting that the 

uptake of apps is perhaps not as high as many 

the scope of our research, we would guess this is 

� It may be there are still retailers – worried by 

here. They have a point. No app is better than an 

unusable app and our rankings in this Dimension 
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What the Top500 do

Turning to mobile web speed – and remember 

even incremental improvements in speed 

improve conversion rates – mobile websites 

took an average of 8.9s to download, becoming 

visually complete in 8.1s. Pages were an average 

of 2.2MB in size, while the median was 1.7MB. 

Looking at another nuts-and-bolts metric, more 

than half (57%) of the 469 retailers for whom 

this metric was relevant enabled shoppers to 

collect online purchases in stores. More than a 

third (37%) enabled goods bought online to be 

returned to stores. 

For those retailers that do have iOS apps, 

less than half of multichannel retailers (47%) 

 

Just 17% of retailers had stock checkers. 

More than half of retailers (52%) had apps 

daily deals within the app. In terms of imagery, 

enabled customers to zoom in on images. While 

only 1% enabled shoppers to Like products via 

social media, a far more impressive 44% enabled 

customers to share products via social media. 

More than a quarter (27%) showed ratings and 

If there’s a pattern here, it’s that overall 

performance amongst the Top500 declines 

While there’s evidence that retailers are enabling 

shoppers to use their loyalty cards via the app in 

just 4% enabled app users to create a new loyalty 

account via the app. More multichannel retailers 

(9%) enabled customers to enter details of 

Features in Top500 iOS apps

The fraction of Top100 and Top500 iOS apps with a feature

IRUK 2017

In-app 

shopping

75%

62%

Feature

Top100

Top500

Barcode 

scanner

47%

33%

Add to 

wishlist

58%

44%

Push 

59%

52%

Share to 

social media

52%

43%

Store stock 

checker

22%

17%

Daily 

deals

34%

28%

Store 

60%

47%
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What the Top100 do

Mobile & Cross-channel strategy is a major 

that bigger retailers performed strongly in this 

Dimension. The four major supermarkets, for 

instance, all feature in the Top50, unsurprising 

when you consider how many people now do their 

weekly shopping online, a development that’s 

pushed these retailers to invest heavily in their 

Tesco, for instance, was rated highly because it 

emerged as one of the few retailers that enabled 

shoppers to create a new loyalty account through 

its app. Researchers found users could also scan 

details in the app. It also scored highly for both 

personalisation and its use of searchandising. 

daily deals via the app and also enabled shoppers 

to enter loyalty card details through the app. 

ratings and daily deals.

performed strongly was Marks & Spencer. In 

ability to scan a loyalty card and enter loyalty  

 

same functionality. 

Turning to retailers that punched above their 

weights in terms of their Top500 Footprint 

Topshop, Holland & Barrett and House of Fraser. 

If there’s a unifying theme here, it’s that each 

company has made cross-channel retail a priority. 

a store stock checker, daily deals and a barcode 

in its iOS app, while additional features included 

written product reviews and star ratings. 

It’s also worth noting that retailers don’t need a 

bricks-and-mortar store presence to make Mobile 

rated for its click-and-collect convenience via 

both proprietary and third-party channels, plus 

its app’s product reviews, star ratings and daily 

features such as a barcode scanner and native 

In conclusion

surrounds the idea of multichannel retail built 

around individual customers, measuring such 

approach to Mobile & Cross-channel. 

However, to look at this from another angle, 

we need to keep in mind that truly delivering 

multichannel retail according to the demands 

of individual customers is tough. Seen in this 

 

store and online loyalty account, and a  

bells-and-whistles app and another company 

time when customers themselves are more and 

more willing to complete purchases of even  

big-ticket items via smartphones or continue 

their purchases through another channel. 
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Mobile & Cross-channel Top50

Mobile & Cross-channel Top100

Abercrombie & Fitch

Ao.com

Bershka

Blacks

Blackwell’s

Blue Inc

Boohoo.com

Bose

Brantano

Burton

Camper

Debenhams

Decathlon

Fragrance Shop, The

Freemans.com

GAP

Grattan

H&M

Hallmark

Harvey Nichols

IKEA

Jack & Jones

Kaleidoscope

L’Occitane

La Redoute

Laithwaite’s

Louis Vuitton

Maplin Electronics

Massimo Dutti

MatchesFashion.com

Missguided

Naked Wines

Net-A-Porter

Ocado

PrettyLittleThing

Pull & Bear

Selfridges

size?

Specsavers

Sweatshop

Toolstation

Topman

Trainline

Uniqlo

USC

Very

Wagamama

Zalando

Amazon

Ann Summers

Apple

Argos

Asda

Asos

B&Q

Boots

Burton Menswear

Carphone Warehouse

Claire’s

Currys

Dorothy Perkins

Early Learning Centre

eBay

Evans

Game

Go Outdoors

Halfords

hmv.com

Holland & Barrett

House of Fraser

JD Sports

John Lewis

MajesticWine

Mango

Marks & Spencer

Millets

Miss Selfridge

Morrisons

Mothercare

New Look

Next

Nike

PC World

Pets at Home

Quiz

River Island

Sainsbury’s

Smyths

SportsDirect.com

Superdrug

Tesco

Topshop

Waitrose

Wallis

Waterstones

Wiggle

Zara

Share your thoughts on #IRUK500 with @etail

The Top100 retailers of the IRUK Top500  

2017 Mobile & Cross-channel Dimension, 

as measured across dozens of metrics for 

innovative practice in this area

IRUK 500  
Mobile & Cross-channel Dimension

In partnership with our Dimension Sponsor
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Elite

Leading

Top50

Top100

American Golf

B&Q

Blue Inc

Carphone   

Warehouse

Claire’s

Dorothy Perkins

Early Learning 

Centre

eBay

Footasylum

The Fragrance Shop

Homebase

JD Sports

Matalan

Ocado

Pets at Home

Selfridges

SportsDirect.com

Topman

Very

Waterstones

WHSmith

Wiggle

Wilko.com

Ann Summers
Apple
Bathstore
Blacks
Bonmarché
Brantano
Cotton Traders
Decathlon
Dune London
Dunelm
Ebuyer.com
Evans
Evans Cycles

F&F
Freemans.com
Game
Getthelabel.com
Go Outdoors
H&M
H.Samuel
Hobbs London
Hotel Chocolat
Kaleidoscope
L’Occitane
Lakeland
Laura Ashley

Littlewoods
M&Co
MajesticWine
Mamas & Papas
Maplin Electronics
Millets
Miss Selfridge
Monsoon
Morrisons
Moss Bros.
Quiz
Richer Sounds
River Island

Ryman
Shoe Zone
Superdry
TK Maxx
Topps Tiles

Wallis
Wex Photographic
Wickes
Yours Womenswear
Zalando

Ao.com
Argos
Asos
Clarks
Currys

Debenhams
Halfords
Holland & Barrett
House of Fraser
Mothercare

New Look
Next
PC World
Sainsbury’s
Schuh

Superdrug
Topshop
Waitrose

Share your thoughts on #IRUK500 with @etail

as measured across six Dimensions: 

Engagement and Mobile & Cross-channel
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Top150

Top250

Top350

Top500

Accessorize
Adidas
Beaverbrooks
Boden
The Body Shop
Boohoo.com
Burton
Chain Reaction Cycles
Cotswold Outdoor
Crew Clothing Company
Disney Store
The Entertainer
Ernest Jones

Estée Lauder
Fat Face
French Connection
Gear4music.com
Harrods
Hobbycraft
Ikea

Jack Wills
Jessops
Jigsaw
JoJo Maman Bébé
Joules

Lloyds Pharmacy
Lush
Mr Porter
Net-A-Porter
Nike
NotOnTheHighStreet.com
Pandora
Peacocks
The Perfume Shop

PrettyLittleThing
Reiss
Samsung

Simply Be
Smyths
Space.NK
Surfdome
T.M. Lewin
Thorntons
Toolstation

The Works
Zara

Agent Provocateur
Andertons Music
Appliances Direct
Axminster
BonPrix
The Book People
Bose
Boux Avenue
CarpetRight
Cass Art
Cath Kidston
Charles Tyrwhitt
Coast
Countrywide
CycleSurgery
Dabs.com
Dell
DFS
EAST
The Edinburgh Woollen Mill
Ellis Brigham Mountain Sports
Esprit
Euro Car Parts
F.Hinds
Fashion World
Feelunique.com

Figleaves.com
Firebox
Foot Locker

Fragrance Direct
GAP
George at Asda
Goldsmiths
Grattan
Harvey Nichols
Home Bargains
Home Essentials
Hotter
Jacamo
Jacques Vert
Jaeger
JD Williams
Joe Browns
Jones Bootmaker
Karen Millen
Kiddicare
Kitbag.com
Kurt Geiger
La Redoute
Laithwaite’s
Laptops Direct

Liberty
Long Tall Sally
Lovehoney
MAC Cosmetics
Machine Mart
MandM Direct
MatchesFashion.com
MenKind
Missguided
Mobile Fun
Molton Brown
Mountain Warehouse
Myprotein
Naked Wines
Nisbets
Novatech
Oasis
Oliver Bonas
The Outnet
Paperchase
Paul Smith
Pavers
Pull & Bear
QVC
Radley
Ralph Lauren

Reebok
Robert Dyas
Route One
Sally
size?
Slaters
SoleTrader
Specsavers
Staples
Sweaty Betty
Ted Baker
Trainline

Victoria’s Secret
Victorian Plumbing
Viking
Warehouse
Watch Shop
Wayfair.co.uk
The White Company
Whittard of Chelsea
Yankee Candle

Abercrombie & Fitch
Aldo
AllSaints
Anthropologie
Arco
Aria Technology
Avon
bareMinerals
Bensons for Beds
Berry Bros. & Rudd
Blackwell’s
Bondara
Bravissimo
Burberry
Buyagift

Calumet Photographic

Card Factory
Charles Clinkard
Chemist Direct
Clas Ohlson
Cloggs
Costco
Crocs
Deichmann
Dr. Martens
Dreams
Dyson
Euronics

Farfetch
Find Me A Gift
Fitness Superstore
Forbidden Planet

Fortnum & Mason
funkypigeon.com
Furniture Village
Games Workshop
GettingPersonal.co.uk
Google Play
Gucci
Guitarguitar
Hawes & Curtis
Heal’s
High & Mighty
hmv.com
Hollister
HP
Hughes Electrical
Hugo Boss
Iceland

Ideal World
Just Eat
L.K.Bennett
Lands’ End
Lego
Links of London
Lipsy
Louis Vuitton
Mango
Microsoft
Mint Velvet
Misco
Moonpig
Mulberry
The North Face
Orvis

Phase Eight
Photobox
Plumbase
Pret A Manger
Printing.com
Puma
The Range
Rapha
Rohan
RS Components
Russell & Bromley
ScS
Snow+Rock
SportsShoes.com
Sunglass Hut
Swarovski
Tate Shop

Thomas Pink
Thompson & Morgan

Trespass
Tripp
TTS Group

Vans
Virgin Wines
Weldricks Pharmacy
Whistles
WorldStores
Wynsors World of Shoes
YOOX.com
Zooplus

Abel & Cole
Achica
Aldi
Alexandra
Armani
Art.co.uk
Asics
Aspinal of London
Asus
ATS Euromaster
Banana Republic
Barbour
Barker & Stonehouse
BBC Shop
Belkin
Berghaus
Bershka
Betterware
Bettys
BookDepository.com
Bradfords
BrandAlley
Brandon Hire
Build-A-Bear Workshop
Calvin Klein
Camper

Cartier
CCL Computers
Character
Chums
The Co-operative 
Electrical
COS
Crabtree & Evelyn
Craghoppers
Create and Craft
Cromwell
Damart
Denby
Diesel
DJI
DKNY
Dobbies Garden Centres
Dulux Decorator Centres
Dunnes Stores
EAT.
Ecco
END.
eSpares

Expansys
Farrow & Ball

Finlux
Fired Earth
Fitbit
FitFlop
Flannels
Fossil
Fraser Hart
Fred Perry
Free People
G-Star Raw
Gabor
GAK
Gant
Garmin
Glasses Direct
Graham & Greene
Graze
Guess
Habitat
Hackett
Hallmark
Hamleys
Harper Collins
Harveys
Hawkin’s Bazaar
Hawkshead Country Wear

Hi-Tec Sports
Hornby
The Hut
Intersport
itsu
IWOOT
J Crew
Jack & Jones
Jewson
Jimmy Choo
JML
John Smith’s
Joy
Juno Records
Kärcher
Kenzo
Kiehl’s
Lacoste
Leisure Lakes Bikes
Lenovo
LightInTheBox
Logitech
LookFantastic
Lyle & Scott
Made.com
Massimo Dutti

Max Spielmann
Merlin Cycles
Moda in Pelle
Mole Valley Farmers
Montblanc
Multiyork Furniture
Nespresso
Notcutts Nurseries
Outdoor & Country
Plumbworld
Poetry Fashion
Prada
Pretty Green
Pro-Direct
Protyre
QD Stores
Rapid Electronics
Regatta Outdoor 
Clothing
Roman Originals
Rowlands Pharmacy
SecretSales
See Tickets
Sevenoaks Sound and 
Vision

Swatch
Thomann
Thomas Sabo
Timpson
TJ Hughes
Toast

TomTom
Toolstop

Vax
Vente-Privee
Vistaprint
Vivienne Westwood
Wagamama
Warren James
Watches of Switzerland
Wedgwood
Wyevale Garden Centres
YumiDirect
Zavvi
Zulily
& Other Stories
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JOHN LEWIS HAS embedded mobile technology 

innovation, being rolled out this year at a cost 

service. But its commitment goes further, with 

whether it’s in stock, is usually met with the news 

in a minute. But this abandoning of customers 

to check stock availability and other details of 

Designed and built by the John Lewis 

being rolled out following a successful trial in 

customer feedback and according to John Lewis 

During the trial, more than half of the online 

John Lewis: power  
to the partner 

John Lewis is introducing a partner app to help cement  

its reputation for customer service 
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come together, this initiative, which forms  

customer service,” noted Inglis. “This is just the 

 

is ready to take by the horns. To this end, it 

with JL Marks, by including Waitrose in the 

wedding service Wedding Planner and a 

 

in a customer’s home. 

Mobile web

Cross-channel

Mobile app

DIMENSION SCORECARD
IRUK17/Mobile & Cross-channel/July

internetretailing.net/organisations/rjlw

2
0
1
7

IRUK 2017



Case studies
19

www.internetretailing.net/IRUK

LIKE MANY RETAILERS facing the challenges of 

addressing changes in the way that customers are 

“The way our customers trade with us is changing 

collect deliveries from stores has increased.”

same direction. In recognition of this changing 

something it has restated its commitment to doing 

for the year ahead. 

launching mobile websites in the UK and Northern 

carts to be saved across devices and from August 

 

in November by fast checkout. It is also launching 

 

of its overseas customers. 

focus on online advertising this year earmarking 

Directory customers and recruit new ones. This 

customers don’t see recruiting adverts, but instead 

histories and abandoned baskets. From the 

Next: a directory  
for the digital age 
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IF MOBILE IS the future of ecommerce, then 

 

Mobile is the fix  
at Screwfix

Dominique Corlett why this channel works so well for its customer 

Early adopters
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Mobile web

Cross-channel

Mobile app
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internetretailing.net/organisations/rscr

2
0
1
7

IRUK 2017



Case studies
22

www.internetretailing.net/IRUK

THE BIG SUPERMARKETS’ tie to large areas 

of square footage in bricks and mortar is one of 

their most pressing challenges when it comes to 

adapting to the digital marketplace, but size can 

also be an advantage. It gives big players, such as 

Tesco, the opportunity to try things out on a small 

scale before rolling out large, transformative 

projects. These big operators also have the 

resources to invest, hence InternetRetailing’s 

the fastest loading, generally out-performing the 

fashion sector.

In January 2016, Tesco let it be known it was 

turning its back on the historical marker of 

take on the challenges of the digital age, when 

CEO Dave Lewis announced the supermarket  

was abandoning plans to construct 49 large  

new stores because it “quite simply could not 

 

& Cross-channel developments have earned  

it a high ranking in IRUK’s latest research.

One of its most striking innovations in this 

area is its roll out to every store of its mobile 

payment app PayQwiq, which is available to 

download from the App Store and Google Play 

Store. PayQwiq enables customers to register 

Tesco: thinking big

Tesco’s PayQwiq app allows customers to pay for goods 

by presenting their smartphones at the checkout
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their debit or credit cards on the app, then to pay 

for shopping (up to £250) with one scan of their 

phones at the checkout. Their Clubcard points 

are also automatically updated. Customers 

can also check their transaction histories and 

Clubcard points balances on the app.

Initially trialled in 50 stores in Edinburgh, 

Plymouth, London and Northern Ireland, 

positive user feedback led to the decision to roll 

it out across all the company’s stores. “PayQwiq 

secure way to pay that helps them save time at 

the checkout and collect Clubcard points with 

Mark Loch, Digital Wallet and Group Payments 

Strategy Director.

Another area where the supermarket is  

leading the way is in its click-and-collect service, 

which has seen a 20% increase in users since a 

year ago. Customers who order their groceries 

by 9am from 300 stores are now able to pick 

them up by midday. Previously they could not 

be picked up until 4pm. The new collection slot 

was prompted by growing demand for same-day 

collection, which currently makes up one in 10 

click-and-collect orders. 

Mobile web

Cross-channel

Mobile app

DIMENSION SCORECARD
IRUK17/Mobile & Cross-channel/July

internetretailing.net/organisations/rtsc
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IT’S BEEN A tough few years for the long-

established department store, which was bought 

by Chinese investment group Sanpower in 

2014, but its plans for a state-of-the-art store 

that will combine a destination experience 

with multichannel retail, together with a £25m 

upgrade of the company’s ecommerce platform, 

sets out a bold vision for its future.

House of Fraser’s massive investment in 

double its online sales while also improving its 

to January 28 2017 showed that online sales 

grew by 16.1% on the previous year, with online 

now accounting for 21.8% of its total sales. The 

The retailer is in the process of designing a  

new 100,000 square-foot store for the Northgate 

city-centre development in Chester, where it will 

be the anchor tenant. According to executive 

chairman Frank Slevin, the store, which is due  

to open in 2021, will take HoF into its next phase 

of development focusing on customer experience, 

and integrating online and store shopping. It  

will be, said Slevin, a “multichannel, modern, 

include the widespread use of digital technology 

for ordering and collection.

Multichannel development and international 

expansion were put at the heart of the company’s 

strategy when the Sanpower Group took control. 

in Nanjing in December 2016, but plans to open 

two further Chinese stores have been put back 

and running. Abu Dhabi is currently home to the 

only other brick-and-mortar store outside the UK, 

but international customers can shop on House 

of Fraser’s UK website. The company recently 

 

in Australia, its biggest-spending overseas market.

Back at home, it has invested in smaller 

HouseofFraser.com stores where customers can 

browse the full HoF range online and collect 

its bigger stores. It has also trialled virtual queuing 

and last year signed up digital transformation 

agency TH_NK to help it envisage what the store 

of the future might look like. 

All of this represents a positive change of  

compared to a loss of £2.9m for the year ending 

January 2015. 

House of Fraser:
a new dawn 
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House of Fraser is investing heavily in upgrading its 

ecommerce platform as it prepares for the future

Mobile web

Cross-channel

Mobile app
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12 approaches to 
Mobile & Cross-channel 
shopping
Prioritising the shopping device that’s 

always close to hand makes sense 

for IRUK Top500 retailers. Here are 12 

strategies that these leading companies 

use both to improve the m-retailing 

experience and to put mobile at the heart 

of their multichannel businesses

Give shoppers a reason 

to download an app 

Shoppers need to be loyal to download an 

downloading it, but once installed apps take 

up valuable storage space. Nonetheless, once 

shoppers a good reason to download.

The major reasons that Game gives its 

shoppers to download the app include the ability 

to use augmented reality to play in-store games, 

and its Reward Account. Members collect loyalty 

to buying in store. Such a scheme, said Fred 

encouraged them to come into the stores more 

The data that Game holds on its customers 

also personalises the shopping experience: 

when they scan gaming devices and games in 

item would be, once their points balances are 

taken into account. “You can scan a game at 

our competitors and see the price you would 

do with technology and how you can adapt that 

technology to suit your objectives as a retailer 

2

 

strategies

 

via mobile devices, it makes sense to ensure  

that shoppers have the best online experience 

via their smartphones. 

it has prioritised mobile is at the checkout: 

it is deploying its mobile checkout across all 

channels and will soon add to the experience 

new My Account section that enables mobile 

and returns updates along with wishlists, all 

customer experience designed and developed 

technologies to provide a new, seamless 

in those results. It says customers who have 

downloaded the app visit it around eight times 

a month, and spend more than 1h 20m on it. 

1
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Bridging  

the gap

Mobile helps to bridge the gap between  

navigate a store. 

Tesco has taken digital in-store with the 

their in-store grocery shopping via their own 

 

and pay to complete their purchases.  

Debenhams aims to use mobile to encourage 

more shoppers into store. Already, more than 

The department store now plans to put its 

work to encourage shoppers to its high street 

presence. From this autumn, it will trial a 

‘click, collect and play’ service, which ties into 

personal shopping advice. It aims to make 

3

Narrow down  

search choices 

Shopping via a mobile device brings its 

can’t see as many products as they can on a 

desktop screen. Technologies that help narrow 

down their search options mean shoppers move 

searches, with dropdown suggestions, or 

through navigation that takes shoppers to the 

reach the most relevant products. 

example, is using touch-based technology 

its UK, French, German or Dutch websites to 

Elliot has noted: “Retailers have a rapidly 

diminishing window to allow customers to 

browse a superabundant and burgeoning 

product catalogue. Together, Made.com and 

 

4
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Managing  

delivery
Today’s on-the-go shoppers can manage their 

their smartphones or other mobile devices. 

It’s no longer the case that when their plans 

change, deliveries get missed. More retailers 

customers the chance to change where and 

and New Look, which use the DPD Precise 

local collection point. DPD and UPS are among 

the delivery companies that have launched 

their own apps, enabling shoppers to manage 

deliveries that are sent to them via their 

and places, and tracking orders.

5

Consider the customer’s 

direction of travel 

Smartphones represent a shopping tool that 

will use their mobiles to complete essential 

tasks, such as grocery shopping at convenient 

moments in their days. 

Forward-thinking retailers have built 

smartphones. Not only can shoppers place their 

orders wherever they are, using their mobile 

phones, they can now pick up their shopping 

store at Cannon Street Underground station 

7Get mobile  

payments right

devices. Retailers that inspire trust and make 

making inputting credit card numbers and 

card details saved in advance, or alternative 

customers when they buy via the mobile web 

or via its apps. Apple is among the retailers 

devices that carry its own Apple Pay system. 

Klarna technology to give shoppers the option 

entering their payment details at a convenient 

moment. Its ecommerce and customer 

experience director Sean McKee says this has 

helped to make the payments process painless, 

6 
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Email for 

mobile 

are opened on a mobile device, according to 

Litmus’ March 2017 State of Email report. It’s 

important to ensure that messages can be easily 

using responsive design will ensure links 

can be touched to open, and phone numbers 

to dial. Saima Alibhai, practice manager, 

up reminders to dual-screening consumers who 

someone is browsing on their phone they 

might not necessarily be that engaged and get 

set an automated trigger that will send a browse 

recovery email and drive them back to continue 

8   Think 

international 

International customers are ever-more 

international brands and to shop. The latest 

interest has grown particularly strongly in 

Europe. According to Google retail director 

Martijn Bertisen, it comes both as sterling has 

mobile devices. “Increased demand is largely 

world, having a great user experience is crucial 

Meantime, UK retailers are continuing to 

to leave the EU. 

enables customers to personalise their use 

based in one country with its local delivery 

options but pay in another currency. Thus, an 

app user might select France to see products 

presented in the French language, but pay 

delivery options, language and currency.

10

Social 

media

Retailers are using social media as a way 

to communicate directly to customers who 

shopping. That makes sense since, according 

spent on social media happens via mobile. 

mobile-only social channel Snapchat to tell 

shoots. Burberry was among the retailers using 

Instagram to livestream its London Fashion 

Debenhams, meanwhile, promises to put 

experience, and Boohoo.com has added 

engagement via social media shows that IRUK 

also operates a blog. Shoe retailer Schuh has 

operated by Matalan, the retailer also has a 

Snapchat channel. 

9
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  Learn from 

the customer

New technologies such as machine learning 

they browse and buy. This means they are more 

likely to show the customer relevant items 

relevant way. 

way that enables the app to learn their style 

Shop Direct, the retailer behind the Very 

Very Assistant in its Very app, which provides 

promises a more personalised experience when 

it’s introduced later this year.

launch: “In the long term we believe AI-driven 

personal shopper. The more customers talk to 

shop in Bond Street? It’s a bold ambition, but 

12
  Enable shoppers to 

check stock levels 

the trip to the store. 

are looking at via their phones is in stock in a 

The Schuh mobile website also shows 

where a product is in stock, based on the 

viewer’s geographic location, while shoppers 

well as how soon the item can be delivered or 

11 
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Consumers have moved quickly 

Chloe 

Rigby

The journey to 
mobile-first retail 

BACK IN 2014, House of Fraser became one of 

The Mobile Mandate report, 
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of The Mobile Mandate

 

 

“The web is being rewritten  

from the ground up. 

Mobile-first will require 

significant infrastructure 

changes. Everything is up 

for grabs” 

Nick Wilsdon, SEO lead, Vodafone
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COMPILED BY ONE of our Knowledge  

Partners, Ampersand’s annual Multichannel 

Retail Report

 

 

 

 

 

Click and collect

 

Multichannel metrics
Jonathan Wright outlines some of the key learnings from new research 

conducted by Ampersand

Persistent carts

 

 

 



Retailer Score (out of 100)

87

Argos 84

B&Q 81

78

78

78

Coast
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Sectors that o� er “fi nd near me” information on mobile

Health & Beauty  73%

Sports   72%

Food & Drink  67%

Fashion   62%

Home & DIY  55%

Department  53%

52%

Children   27%

IRUK 2017



Conclusion
FROM THE PERSPECTIVE of those working in ecommerce, 

kicking around for a while. That doesn’t make it any 

less important, or the shift in people’s behaviour that it 

represents any less profound. Look beyond the statistics 

comes via smartphones and tablets, and it’s clear an age of 

desktop dominance – the world of web 1.0 – is genuinely 

coming to an end.

Should retailers therefore prioritise smartphone-wielding 

customers? Of course, as many articles in this Dimension 

Report have argued, but we would interject a note of caution 

here by asking another question: what happens when we 

look beyond the immediate future?

the so-called Internet of Things is a day-to-day reality. This 

involves more huge changes. Where the smartphone is, at 

least in its current guise, a device that enables customers to 

interact with the web primarily via a screen, this is a world 

where more and more voice-activated devices have a web 

presence. It’s also a world where labels on products will 

be connected to the internet, enabling, for example, the 

automated ordering and replenishment of products that 

consumers or businesses use on a regular basis.

we call this the Mobile & Cross-channel Dimension. Start 

to think of smartphones primarily as small computers 

that bind together channels rather than merely as mobile 

to the Internet of Things far easier to navigate. Without 

important stopping point along the way.  

Conclusion
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wwww.pfsweb.com

HELLO,
WE ARE PFS.
We combine integrated technologies, professional 

services, and a worldwide network of systems and 

logistics infrastructure to deliver global eCommerce 

solutions for leading retailers and brands. 

WHY
CHOOSE US?
Through our consulting, technology, operations, 

and digital agency capabilities we provide uniquely 

branded shopping experiences to our clients, 

creating Commerce Without Compromise.

Operations

Reduce fraud, maximize 

fulfillment scalability, and 

exceed your customers’ 

expectations with PFS’ 

flexible operations and 

customer care capabilities. 

Agency 

Keep customers aware, 

engaged, and buying with 

the world-class capabilities 

and boutique approach of 

our in-house digital 

experience agency, 

LiveArea.

Consulting Technology

We create the solutions, 

strategies, roadmaps, and 

essential frameworks 

necessary to meet specific 

commerce goals, guiding 

clients through the 

execution of these plans.

Reduce complexity and risk 

without compromising 

quality and brand align-

ment as you launch or 

re-platform your 

eCommerce site. 

www.pfsweb.cominfoeurope@pfsweb.com
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