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Mobile retail report
2017 UK Edition

Comparing high street retailers 
in the UK by the mobile web 
experience.

amp.co

http://ampersandcommerce.com/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017


FOREWoRD



Dial it up
When we published our first mobile report in 2014, the 
mobile consumer was largely misunderstood. Even then, 
7 years after the launch of the iPhone, 11% of retailers still 
didn’t offer a mobile-optimised website (including  
Apple!        ). It was an accepted fact that people didn’t buy 
stuff on their mobile phones. But really, people weren’t 
buying because the mobile commerce experience was 
suboptimal, with many retailers trying to cram laptop-sized 
content into mobile-sized screens. Fast forward just three 
years and we’re finding that, anecdotally for some retailers, 
mobile conversion is the same as desktop. Those retailers 
have taken the helm and steered mobile commerce 
forward, leaving many others behind. 
 
As technologies progress, so do our standards. For this  
year’s Mobile Retail Report, we’ve made some changes. 
Firstly, we have refined the product zoom and faceted 
navigation criteria to reflect a truly good user experience 

(more on that later). Secondly, we’ve updated the scoring 
to give more weight to essential mobile services, such as 
checking store stock and mobile form usability. We’ve also 
added a section on native apps, which we hope you’ll enjoy.  
 
Read this report and be heartened. Most of the things we’re 
going to suggest are quick and affordable to action. Our 
aim is to provide retailers with benchmarking data, to make 
informed decisions about technology. We also hope to help 
uncover those little niggles on mobile websites that may be 
hurting mobile conversion.  
 
I hope you enjoy the 2017 edition of the Mobile Retail Report.

Darryl Adie 
Managing Director, Ampersand 
da@amp.co   
@DarrylAdie
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RETAILERS



Adidas
American Golf
And Other Stories
Ann Summers
Anya Hindmarch
Apple
Aquascutum
Argos
Armani
Asics
B&Q
Barbour
Bathstore.com
Bensons for Beds
Better Bathrooms
Blacks Outdoor Division
Bonmarche
Boots
Build A Bear
Burberry
Chain Reaction Cycles
Charles Clinkard
Clarks
Clas Ohlson
Clinton Cards
Coast
COS
Cotswold Outdoor
Cotton Traders
Crabtree & Evelyn
Craghoppers
Crew Clothing
Currys
D&G
Debenhams
Diesel
Dior
Disney Store
Doc Martens

Dreams
Drome
Dune
Dunelm
Dunnes Stores
Early Learning Centre
Evans Cycles
F.Hinds
Farfetch
Fat Face
Field & Trek
Flannels
Foot Asylum
Fortnum & Mason
Foyles (W&G Foyle)
Fred Perry
French Connection
Furniture Village
Game
Gap
George
Go Outdoors
Gucci
H&M
Habitat
Halfords
Hamleys
Harrods
Harvey Nichols
Harveys Furniture
Hawkin’s Bazaar
Hobbs
Hobbycraft Group
Holland & Barrett
Homebase
Hornby
Hotel Chocolat
House of Fraser
Hughes Electrical

Hugo Boss
Ikea
Interflora
Jaeger
JD Sports
Jessops
Jigsaw
Jimmy Choo
John Lewis
Karen Millen
Kiddicare
Kurt Geiger
Laithwaites
Lakeland
Laura Ashley
Lego
Levi’s
Liberty
Links of London
Lush Retail
M&Co
Majestic Wine
Mamas & Papas
Maplin
Marc Jacobs
Marks and Spencer
Matalan
Menkind
Mint Velvet
Miu Miu
Moda in Pelle
Molton Brown
Mothercare
Mountain Warehouse
Mulberry
Multiyork Furniture
Nespresso UK ltd
New Look
Next

Nike
Oak Furnitureland
Oasis
Oddbins
Office
Oliver Bonas
Paperchase
Party Delights
Paul Smith
Pets at Home
Pull and Bear
QD
Reebok
Reiss
Richer Sounds
River Island
Robert Dyas
Rohan
Russell & Bromley
Ryman
Schuh
Screwfix
Scribbler
Selfridges
Simply Be
Size?
Smiggle
Smyths
Smythson
Snow & Rock
Space NK
Speedo
Sports Direct
Sunglass Hut
Superdrug
Superdry
Ted Baker
Tesco Direct
Tessuti

The Body Shop
The Entertainer
The Fragrance Shop
The North Face
The Pen Shop Ltd
The Perfume Shop
The Range
The Whisky Shop
The White Company
Thorntons
Three
TJ Hughes
TK Maxx
Top Shop
Toys R Us
Tu
United Colors of Benetton
Urban Outfitters
Victoria’s Secret
Warehouse
Waterstone’s
WH Smith
Whistles
Whittard of Chelsea
Wickes
Wilko  
Zara
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The criteria
We have defined a multichannel 
retailer as one that sells online and 
in more than one physical store. 

For this report, we’ve surveyed the same 187 retailers 
featured in our 2017 Multichannel Retail Report. Then, we 
removed two retailers that didn’t have mobile-optimised 
websites. The retailer data in this report is based only on 
the 185 retailers that have a transactional mobile-optimised 
website. The score for each retailer is based on the overall 
mobile web experience. We did not test the content of 
native apps.  
 
The analysis in this report also includes results from an 
Ampersand-sponsored YouGov consumer survey. The survey 
posed four questions to smartphone owners in the UK to 

ascertain how they use their smartphones for different 
shopping-related tasks. The 2017 survey is a repeat from 
one published in 2015 to see if and how mobile shopping 
activity has changed over time. You can download the 2015 
YouGov survey data here and the 2017 survey data here. 
Any reference to consumer data within this report, unless 
otherwise noted, is from those YouGov surveys. 
 
The benchmarking framework used to score the retailers 
included in this report is called the Ampersand Mobile 
Retail Matrix. The Matrix identifies the best-performing and 
worst-performing multichannel retailers in the UK, when 
compared by mobile website usability and services such as 
touch payments, speed, location of store locator, keyboard 
inputs including email and number, store stock check, 
faceted navigation, product zoom, geolocation and more.

Download the full Mobile 
Retail Matrix dataset (xls).

amp.co/mob17

http://ampersandcommerce.com/insights/mobile-shopping-consumer-survey/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
http://ampersandcommerce.com/insights/mobile-ecommerce-consumer-survey-2017/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
http://amp.co/mob17?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017


amp.co | 7MOBILE RETAIL REPORT: 2017 UK EDITION

Technology
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% Base of 185 Retailers

Mobile speed
Percentage of retailers by mobile page speed score

0-50

49% 46%

51-75

5%

76-100

Google PageSpeed Insights Mobile Score
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Speed and ease
Mobile speed continues to be a key area for improvement 
for most retailers. 49% of retailers scored 50 or below for 
mobile speed when run through the Google PageSpeed 
Insights tool. 44% of retailers scored between 51-70 for 
mobile speed. Only 12 retailers scored 71 or over with George 
scoring an impressive 84 and WH Smith following closely 
behind with 80. Google considers a score below 50 to be 
‘poor’. & Other Stories and Kiddicare scored 0, according to 
the Google tool, and Barbour scored 3, making these three 
retailers the worst-performing for mobile speed.  
 
16% of retailers don’t offer a persistent cart, a small 
improvement since 2015 when 23% of retailers lacked 
the feature. Interestingly, a few retailers that used to offer 
the service no longer do, including The Body Shop, Richer 
Sounds, Blacks and Dior. 44% of retailers do not offer 
geolocation on mobile devices – either automatic or via a 
‘find near me’ link on ‘store locator’ pages.  

This is surprisingly high considering that 71% of smartphone 
owners have looked up the location/opening hours of 
a retailer on their mobile device. For those retailers not 
offering geolocation on mobile, doing it could be a small 
change that makes a big, positive impact on customer 
experience.  
 
88% of retailers offer touch payment technology on their 
mobile websites, but only 2% offer Apple Pay including 
Apple       , Burberry, Hornby, JD Sports and Size. 87% of 
retailers offer PayPal which does deliver touch payments 
through its OneTouch technology. 12% of retailers don’t offer 
any touch payment option at all on their mobile websites.  
 
When compared only by criteria in the technology facet, 
Burberry was the only retailer that came out notably on top 
and offering ApplePay was the deciding factor.  
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Paul Kinlan   Global Lead for Web and Chrome Developer Relations, 
Google

You wouldn’t block the front door to your physical 
store, yet many online businesses put significant 
hurdles in front of their user’s first interaction with 
their business by having a slow loading site. A focus 
on speed should be a top priority for any business 
building online and that’s why we are building tools 
to help you easily identify where you can improve.
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Geolocation

% Base of 185 Retailers

Does it feature automatic or ‘find near me’ geolocation

45%

55%

No (83 retailers)

Yes (102 retailers)
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0

160

120

80

40

Touch payment offering in mobile web browser

13%
3%

87%

No touch payments Paypal (OneTouch)Apple Pay

Touch payment technology
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Experience
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Navigation
Many customers will enter a website at a deep level from an 
external source (e.g. search results), therefore breadcrumbs 
and navigation menus are essential for keeping a customer 
engaged if the page they landed on doesn’t meet their 
requirements. Whilst 97% of retailers display a mobile 
menu that is accessible site wide, 7 retailers don’t, including 
Kiddicare, Argos and Cotswold Outdoor. 84% of retailers 
display a hamburger-type menu icon on the left-hand side 
of the screen. 67% of retailers favour the icon only and 24% 
feature the icon with the word ‘menu’. Listing categories side 
by side as a menu isn’t a popular choice – only three retailers 
use it. But Schuh is one of them, so it must work for them 
(they say they test that stuff       ).  
 
32% of smartphone owners say that it’s difficult to type 
information on a mobile device and nearly half (48%) of 
retailers are making it even harder to do so by not offering 
input-specific keyboards. Specific keyboards should be used 

for specific inputs to make it easy for a customer to type 
numbers and email addresses.  
 
15% of retailers display a pop up that interrupts the mobile 
user journey and takes up more than 50% of the viewport. 
Pop up content ranges from discounts for signing up for a 
newsletter, to advertising mobile apps, to asking for website 
feedback. Of these, offers and discounts are the most useful 
to a customer, but there are other ways to get a customers 
attention. The space above the header is a prominent but 
unobtrusive place to highlight special offers – see Liberty for 
a good example of this placement. 
 
When comparing retailers only by customer experience 
criteria – keyboard inputs, product zoom and faceted 
navigation – many retailers performed equally well including 
Bensons for Beds, Dunelm and Fat Face, to name a few.

Download the full Mobile 
Retail Matrix dataset (xls).

amp.co/mob17

http://amp.co/mob17?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
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A shocking 34% of retailers just don’t offer product zoom 
functionality on mobile at all, including Footasylum, The 
White Company and Doc Martens. Whilst they certainly can’t 
be blamed for having a fiddly zoom experience (because 
there is no       ), we think that’s a bit of a cop out.  
 
41% of smartphone owners cite difficulty seeing products on 
a small device as the number one reason they’d be put off 
ecommerce activity on a mobile device. 58% of retailers  

Product zoom
do offer a good product zoom experience, using natural 
touch gestures. 4% of retailers offer an overall unhelpful 
zoom function. For example, H&M opens product zoom in 
a light box, but only just slightly bigger than the image that 
was on the product page, and has no pinch or double tap 
zoom function to see the image in finer detail. 
 
Liberty, Harvey Nichols and Aquascutum don’t offer product 
zoom as such, but the product imagery provided is large 
and the image content is incredibly detailed, making for a 
good mobile experience regardless of not offering zoom.  
 
Interestingly, 6% of retailers display what we would class 
as a bug, including Hobbs, Majestic Wine and Lakeland. 
Pinching the image to zoom in zooms the whole web page, 
not just the product image. It’s unclear whether this is 
intentional as image ‘zoom’ or not. 

It’s not enough to simply have a 
mobile zoom function, it must work 
as a customer expects it to on their 
mobile device, with the natural 
touch gestures. 



amp.co | 16MOBILE RETAIL REPORT: 2017 UK EDITION

Natural touch gestures
Zoom function and availability of natural touch gestures

Has zoom, but doesn’t 
feature natural gestures

Uses natural touch 
gestures for zoom

No image zoom

8% 58% 34%

% Base of 185 Retailers
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The best mobile web experiences let customers complete 
tasks with little friction. Faceted navigation is where a 
customer can filter a list of products by more than one 
attribute within a category, e.g. the colours blue and black. 
Semi-faceted navigation is where a retailer allows customers 
to refine a list of products by only one attribute within a 
category. Filtering, or refining, products is one of those 
functions that can be extremely frustrating to customers  
if it’s not done right. 

80% of retailers offer faceted navigation on their mobile 
websites. In order for faceted navigation to be usable on a 
mobile device, the interface must allow customers to select 
multiple attributes without closing the menu or reloading 

Finding products
the page after each selection, and allow for easy clearing 
of single and multiple filters. If faceted navigation doesn’t 
meet these criteria, it can become a hindrance rather than 
a help to a mobile customer. 15% of those that offer faceted 
navigation are doing so in a way that is detrimental to user 
experience including Build A Bear, French Connection,  
WH Smith, Ann Summers and Links of London,  
among others.

Fred Perry, Apple and Lush are amongst the 11% of retailers 
that don’t offer faceted navigation, however, these three 
retailers don’t really need to because of the nature of their 
products and the structure of their websites. IKEA, Game, 
Matches and Interflora offer a semi-faceted navigation, 
where customers can refine by one attribute per category, 
but it works for them. Mulberry’s ‘filtering’ is quite 
unorthodox, including colour options in the ‘sort by’ drop 
down, but oddly, it works because of the limited number  
of products. 

Functionality that a retailer perceives 
as useful can actually harm user 
experience if implemented poorly. 
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Retailers’ product filtering/refinement methods and usability

Offers usable 
faceted navigation

Offers semi-
faceted navigation

No faceted 
navigation

Offers unusable 
faceted navigation

0

100

75

50

25

Faceted navigation usability

47%

13% 9% 28%
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Our team tested various 
filtering methods and 
faceted nav works best 
for our product range.

Paul McDermott 
Omnichannel Director, Snow + Rock
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0

120

90

60

30

Input specific keyboards

Retailers offering input-specific keyboards

61% 64%
52%

28%

Phone keyboard Both NeitherEmail keyboard
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Multichannel
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As a multichannel retailer with a significant 
store portfolio, mobile is very important to us. 
We are actively working to understand how our 
customers use mobile in their research and 
purchase journey, and how we can support 
different shopping intents, both online and off.

Steve Webster 
Head of Ecommerce, Harveys Furniture



amp.co | 23MOBILE RETAIL REPORT: 2017 UK EDITION

Connecting experiences
71% of smartphone owners have looked up the location or 
opening times of a retailer, yet only 68% of retailers display 
the store locator link in the most prominent position on 
their mobile websites – the top menu. 40% of retailers 
display the store locator link within a hidden menu, 13% 
display it in the footer and 8 retailers hide the store locator 
link or don’t display one at all, including Barbour and Oliver 
Bonas. 12% of retailers do not display store hours. 
 
Retailers should make it easy for customers on mobile to 
pick up where they left off or save their session for later, be 
it through wishlisting, saved baskets and/or cached sessions. 
When designing for interruptions that are inevitable on 
a mobile device, a surprising 95% of retailers do not offer 
share, save or recover a full basket functionality. George, 
Dunelm, Jimmy Choo and Hugo Boss all offer this feature, 
and it functions remarkably well on each website. Whilst 
57% of retailers offer wishlisting on mobile, 65% of those 

that do require login to save products. Disney doesn’t offer 
wishlisting until after login – reserving it as ‘special benefit’ 
of creating an account. 
 
Appetite for cross-channel, mobile-initiated purchasing 
has increased by 19% since 2014 with 56% of smartphone 
owners now having researched products on their mobile 
with the intent of purchasing later in-store. However, only 
30% of retailers offer a store stock check from their mobile 
websites. The 70% of retailers not offering this service will 
certainly be missing out on multichannel sales. Centralising 
stock data isn’t easy or cheap, but the reward for doing it 
sooner than later is great and lasting.  
 
When compared only by criteria in the multichannel  
facet, Jimmy Choo and Hugo Boss came out on top with  
save/share basket functionality as the tipping point.
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Store opening hours

% Base of 185 Retailers

Does the store locator display store hours

12%
88%

No (22 retailers)

Yes (163 retailers)
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37% 40% 5% 14% 4%

Store locator position
Number of retailers separated by placement of main store locator link

Top menu FooterHidden menu NoneHomepage content

Store Finder

Store Finder



amp.co | 26MOBILE RETAIL REPORT: 2017 UK EDITION

Stock check
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A focus of the new 
responsive site is 
to drive footfall 
to stores.

Steve Mellows 
Ecommerce Manager, F.Hinds



showing 
In-store
stock 
levels
drives 
3 out of 4 
shoppers  
to store

Apple
Argos
B&Q
Boots
Burberry
Clas Ohlson
Coast
Cotswold Outdoor
Currys
Dreams
Dune
Evans Cycles
F.Hinds
Foyles 
French Connection
Game
Go Outdoors
Gucci
Halfords
Hobbs
Homebase
Hotel Chocolat
House of Fraser
Hughes Electrical
Hugo Boss

Ikea
Jigsaw
Jimmy Choo
Karen Millen
Kurt Geiger
Lakeland
Links of London
Majestic Wine
Mamas & Papas
Maplin
Marc Jacobs
Miu Miu
Moda in Pelle
Oasis
Paul Smith
Pull and Bear
QD
River Island
Schuh
Screwfix
Smyths
Snow & Rock
Ted Baker
Tesco Direct
The Entertainer

Top Shop
Toys R Us
Warehouse
Waterstone’s
Wickes
Zara

RETAILERS OFFERING IN-STORE STOCK CHECK ON MOBILE:

Source: Think with Google
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What are apps for?
We always bang on about optimising your mobile web 
experience before investing in a native app. We’re not going 
to go into that this time (but, do that).  
 
52% of retailers surveyed for this report don’t have a mobile 
app. Of those that have at least one mobile app, 39% have 
a primarily transactional app, 9% have a shopping app and 
another type of app, and 35% have only a non-transactional 
app. Native retail apps don’t have to be transactional. 
They can support the ecommerce journey by creating rich 
experiences to meet specific customer needs, such as 
integrating a camera so customers can ‘try on’ makeup.  
 
Several non-transactional apps or features within 
transactional apps stood out as fun, useful or unique: 

1. ‘Adidas Confirmed’ allows customers to reserve new 
release trainers and complete the purchase in-store.  

2. Capitalising on the emoji trend, Anya Hindmarch offers 
iMessage ‘sticker’ apps, as does Smiggle and Farfetch.

3. Currys PC World has a ‘Compare Price’ app that enables 
customers to compare Currys’ prices to those of other 
retailers online.  

4. The Fragrance Shop app includes a visual, BuzzFeed-style 
quiz to suggest fragrances to customers, for themselves 
or gifts. 

5. JD Sports has a separate native app for women’s fashion.  

6. Bathstore has an app that plays white noise to cover up 
unwanted bathroom noises, and save water. 

7. Karen Millen, Clarks, Lush and Nike all have B2B apps for 
staff training or wholesale purchasing.
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Types of mobile app
Types of native mobile apps retailers have in Apple app store or Google Play

18% 7% 52%30% 4% 3%

Shopping Branding Technology Loyalty Gaming No app



2017 results



Comparing Mobile Retail Matrix scores by sector:

The like-for-like median score for all retailers has increased dramatically, up from 52 last year, showing that retailers  
are committed to improving mobile web experience. Overall, Luxury still lags behind other verticals.

Benchmarking

ALL
60

DEPARTMENT
65

HOME & DIY
65

LUXURY
60

FASHION
65
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Best mobile site: 

 +14%

The Burberry mobile website has been ahead of the curve for years.  

The navigation is easy to understand. The website is incredibly slick 

and fast to use. The small touches, such as offering publicly shareable 

wishlists and the trendy but beautiful layout of the product detail pages 

cement Burberry as a leader in forward-thinking mobile commerce. 

 

The typography is perfect on mobile and every element has space.  

Each element on each page was deliberately placed, and it shows.  

Very well done        to the Burberry team. May you continue to care 

about your customers’ experience on mobile and elsewhere.

93/100uk.burberry.com
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43/100

Liberty’s new mobile website 
is a joy to use. There are so 
many nice flourishes that 
elevate it above just a set of 
criteria. One of those nice 
touches is a cached ‘follow’ 
button on brands and category 
pages, paving the way for live 
personalisation. The addition 
of a persistent cart, a guest 
wishlist, and displaying number 
and email keyboards increased 
the retailer’s score for this year. 
Working on faceted navigation 
and adding product zoom 
would potentially sky rocket 
Liberty into the top 10 next year.

Most improved
Based on like-for-like scoring, these retailers have significantly improved mobile experience since last year

57/100

Stefano Cantino, Group  
Marketing Director said in 2016 
that the business has plans 
to ‘double its online business 
within two years ‘ and it shows. 
Miu Miu’s updated mobile 
website displays number and 
email keyboards, store stock 
check, geolocation, and touch 
payment technology. Adding 
usable product zoom and 
faceted navigation will help 
customers use its mobile 
website more efficiently, and 
increase its score for next year. 
Miu Miu holds the highest all 
time improver score, improving 
on its 2015 score by 800%.

The Regatta Group is one of 
Ampersand’s customers and 
we were pleasantly surprised to 
see Craghoppers in this round 
up following the replatform of 
all four of the Regatta brands 
earlier this year. By offering 
wishlisting, placing a store 
locator link in a prominent 
position, displaying both 
number and email keyboards, 
adding a usable product zoom, 
geolocation, usable faceted 
navigation and displaying store 
hours, the score shot up.

+560%
83/100

48/100

Links of London has improved 
mobile web experience 
greatly since 2016 by adding 
a persistent cart, wishlisting, 
displaying number keyboards, 
adding product zoom, 
geolocation, and store stock 
check. Interestingly, the retailer 
removed its save/share basket 
functionality since last year.  
By placing the store locator link 
in a more prominent position, 
displaying number keyboards, 
and working on its faceted 
navigation, Links of London 
could increase its score for  
next year. 

71/100 +308% +300%+350%

Ampersand customer 
Launched June 2017
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Retailers that have the same score are listed in alphabetical order. The % change compares only like-for-like scoring criteria.

93/100

Lost points for no save/
share basket function 
(though it features a 
shareable guest wishlist), 
and mobile speed.

Excelled at the  
prominent placement 
of store locator, not 
displaying disruptive 
pop ups, usable product 
zoom, displaying number 
and email keyboards, 
offering store stock 
check, guest wishlist, 
geolocation, usable 
faceted navigation, and 
offering Apple Pay.

Results: Top

Lost points for mobile 
speed, no Apple Pay, 
and no save/share 
basket function.

Excelled at not 
displaying disruptive 
pop ups, the prominent 
placement of store 
locator, offering usable 
faceted navigation, 
displaying number and 
email keyboards, guest 
wishlist, usable product 
zoom, offering store 
stock check, geolocation, 
and displaying store 
hours.

Lost points for no save/
share basket function, 
mobile speed, and no 
Apple Pay.

Excelled at displaying 
number and email 
keyboards, the 
prominent placement 
of store locator, not 
displaying disruptive 
pop ups, guest wishlist, 
usable product zoom, 
offering store stock 
check, geolocation, 
displaying store hours, 
and offering usable 
faceted navigation. 

89/100

Lost points for mobile 
speed, no Apple Pay, 
and no save/share 
basket function.

Excelled at geolocation, 
not displaying disruptive 
pop ups, the prominent 
placement of store 
locator, displaying 
number and email 
keyboards, guest wishlist, 
usable product zoom, 
offering store stock 
check, offering usable 
faceted navigation, and 
displaying store hours. 

Lost points for mobile 
speed, not offering 
Apple Pay, no save/share 
basket function.

Excelled at not 
displaying disruptive 
pop ups, prominent 
placement of store 
locator, displaying 
numerical and email 
keyboards, usable 
product zoom, offering 
store stock check from 
mobile, geolocation, 
displaying store hours, 
and offering usable 
faceted navigation. 

85/100

Congratulations to Burberry for earning the top spot two years running 

Lost points for no Apple 
Pay, mobile speed, 
no save/share basket 
function, and no guest 
wishlist.

Excelled at offering store 
stock check, usable 
product zoom, not 
displaying disruptive 
pop ups, the prominent 
placement of store 
locator, geolocation, 
displaying store 
hours, offering usable 
faceted navigation, and 
displaying number and 
email keyboards, 

89/10089/100 +44%+14% +20% NEW NEW



Lost points for no Apple 
Pay, no save/share basket 
function, mobile speed, 
and no wishlisting.

Excelled at usable 
product zoom, not 
displaying disruptive 
pop ups, the prominent 
placement of store 
locator, displaying 
number and email 
keyboards, geolocation, 
displaying store hours, 
and offering usable 
faceted navigation, and 
offering store stock 
check.

Also scoring 79/100: Kurt Geiger and Topshop

85/100

Lost points for no save/
share basket function, 
no Apple Pay, mobile 
speed, and displaying 
disruptive pop ups.

Excelled at the 
prominent placement of 
store locator, displaying 
number and email 
keyboards, guest 
wishlist, usable product 
zoom, offering store 
stock check, geolocation, 
displaying store hours, 
and offering usable 
faceted navigation. 

Results: Top

82/100
88/100

Lost points for mobile 
speed, no Apple Pay, 
no save/share basket 
function, and no store 
stock check.

Excelled at guest 
wishlist, the prominent 
placement of store 
locator, not displaying 
disruptive pop ups, 
displaying number 
and email keyboards, 
usable product zoom, 
geolocation, offering 
usable faceted 
navigation, and 
displaying store hours.

Lost points for mobile 
speed, no save/share 
basket function, no store 
stock check, and no 
Apple Pay.

Excelled at displaying 
store hours, usable 
product zoom, not 
displaying disruptive 
pop ups, the prominent 
placement of store 
locator, displaying 
number and email 
keyboards, geolocation,  
offering usable faceted 
navigation and guest 
wishlist.

Lost points for mobile 
speed, no Apple Pay, 
no save/share basket 
function, and no store 
stock check.

Excelled at not displaying 
disruptive pop ups, 
prominent placement of 
store locator, displaying 
number and email 
keyboards, guest wishlist, 
usable product zoom, 
geolocation, displaying 
store hours, and 
offering usable faceted 
navigation. 

Lost points for no 
wishlisting, mobile speed, 
no Apple Pay, no save/
share basket function, 
and no geolocation.

Excelled at not displaying 
disruptive pop ups, the 
prominent placement of 
store locator, displaying 
number and email 
keyboards, usable 
product zoom, offering 
store stock check, 
displaying store hours, 
and offering usable 
faceted navigation.

82/100 79/10079/100+54% NEW+20% +14% +174%



Also scoring 21/100: Interflora and Scribbler

21/100

Lost points for mobile 
speed, displaying 
disruptive pop ups, 
no guest wishlist, no 
prominent placement 
of store locator, not 
displaying number 
and email keyboards, 
no product zoom, no 
store stock check, no 
geolocation,  no Apple 
Pay, and no save/share 
basket function.

Excelled at offering 
a persistent cart, 
offering wishlisting, and 
displaying store hours.

Results: Bottom

88/100

Lost points for mobile 
speed, no Apple Pay, no 
prominent placement 
of store locator, no 
wishlisting,  no usable 
faceted navigation, 
no product zoom, 
no store stock check, 
no geolocation, and 
no save/share basket 
function.

Excelled at not 
displaying disruptive 
pop ups, displaying 
number and email 
keyboards, and 
displaying store hours.

20/100

Lost points mobile 
speed, no wishlisting, no 
prominent placement 
of store locator, not 
displaying phone or 
email keyboards, no 
Apple Pay, no store stock 
check, no geolocation, 
not displaying store 
hours, no faceted 
navigation, and no save/
share basket function.

Excelled at not displaying 
disruptive pop ups, 
offering save/share 
basket function, usable 
product zoom.

Lost points mobile 
speed, no prominent 
placement of store 
locator, no guest 
wishlist, not displaying 
number and email 
keyboards, no Apple 
Pay, no store stock 
check, no geolocation, 
not displaying store 
hours, no product zoom, 
and no save/share 
basket function.

Excelled at not 
displaying disruptive 
pop ups, and offering 
wishlisting.

83/100

14/100

Lost points for mobile 
speed, no wishlisting, 
not displaying phone 
or email keyboards, 
no product zoom, 
no persistent cart, no 
store stock check, no 
geolocation, no Apple 
Pay, and no save/share 
basket function.

Excelled at not 
displaying disruptive 
pop ups, the prominent 
placement of store 
locator, and displaying 
store hours.

Many retailers are still failing to offer what we consider an all around good mobile experience

18/10021/100 NEW+40% -35% +20%+20%



Retailers that have the same score are listed in alphabetical order. The % change compares only like-for-like scoring criteria.

14/100

Lost points for mobile 
speed, no wishlisting, 
not displaying number 
and email keyboards, no 
Apple Pay, no product 
zoom, no store stock 
check, no geolocation, 
not displaying store 
hours, no faceted 
navigation, and no save/
share basket function.

Excelled at not 
displaying disruptive 
pop ups, the prominent 
placement of store 
locator, displaying store 
hours.

Results: Bottom

88/100

Lost points for mobile 
speed, no wishlisting, 
not displaying number 
and email keyboards, no 
Apple Pay, no product 
zoom, no store stock 
check, no geolocation, 
not displaying store 
hours, displaying 
disruptive pop ups, 
no usable faceted 
navigation, and no save/
share basket function.

Excelled at the 
prominent placement 
of store locator, and 
offering a persistent cart.

Lost points for mobile 
speed, no guest 
wishlist, no prominent 
placement of store 
locator, not displaying 
number and email 
keyboards, no product 
zoom, no store stock 
check, no geolocation,  
no Apple Pay, and 
no save/share basket 
function.

Excelled at not 
displaying disruptive 
pop ups, offering 
wishlisting, and 
displaying store hours.

-33% -56% -20%

Lost points for mobile 
speed, no wishlisting, no 
prominent placement 
of store locator, not 
displaying number 
and email keyboards, 
no product zoom, no 
store stock check, no 
geolocation, no Apple 
Pay, and no save/share 
basket function.

Excelled at not 
displaying disruptive 
pop ups, and displaying 
store hours.

83/100

-85%

Lost points for mobile 
speed, no guest 
wishlist, displaying 
disruptive pop ups, no 
prominent placement 
of store locator, not 
displaying number and 
email keyboards, not 
displaying store hours, 
no product zoom, no 
store stock check, no 
geolocation, no Apple 
Pay, and no save/share 
basket function.

Excelled at offering 
wishlisting.

-76%14/100 11/100 7/100 4/100

Conclusion
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Simple improvements can have a big, positive impact.  
Get customers to the right product quickly. Make sure they 
can see the product in detail. Don’t interrupt them. Give 
them tools to complete tasks later. Build a usable navigation 
(even if that means hiding marketing content on mobile!).  
 
Do these things and you’re well on your way to improving 
the performance of your mobile website and increasing your 
sales on the mobile channel and beyond. Do you need help 
optimising multichannel services on mobile?  
 
Let’s talk.

Conclusion
A report I read recently said that 21% of people would rather 
give up their shoes than their mobile phone. I guess that 
makes sense if their shoes cost less than their phone (as mine 
do), but the sentiment does punctuate just how important 
mobile is to many people. Last year Statcounter, a research 
company that tracks internet use across 2.5m websites, 
reported that mobile internet usage had surpassed that of 
desktop, meaning that more websites are now loaded on 
smartphones and tablets than on desktop computers. The 
data didn’t even include Facebook or Whatsapp usage. 

The mobile channel is continuing to grow. Retailers not 
optimising their mobile websites in ways that matter are 
most certainly losing potential sales. With these reports, we’re 
not saying that each mobile website needs to be exactly the 
same in order to be good, but there are technical standards 
that must be upheld if you want to drive sales on mobile.

 

Darryl Adie 
Managing Director, Ampersand 
da@amp.co   
@DarrylAdie

mailto:da%40amp.co?subject=
https://twitter.com/darryladie
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3. Speed score using Google PageSpeed Insights >81 
- 1 point

4. If the retailer’s store pages displayed store hours: 1 point

5. If the retailer offered save or share basket  
functionality: 1 point

6. If the retailer utilises geolocation technology: 1 point

7. If the retailer offers Apple Pay: 1 point

8. If the retailer places the store locator in a prominent 
location: top menu or hidden menu: 2 points

9. If the retailer offers a persistent cart: 4 points

10. If the retailer’s product zoom function uses natural touch 
gestures: 3.5 points

11. If the retailer displays numerical and email input 
keyboards in checkout: 4 points

To create the list of retailers used in this research, we first 
aggregated various existing lists. We used IMRG financial 
rankings, web traffic data from Hitwise and Sitemorse’s 
usability list. This gave us over 2,000 companies to 
research. We eliminated retailers that did not have a UK 
presence, had no ecommerce presence, no transactional 
mobile website and no physical stores. The final list is 
comprised of 185 multichannel retailers. 

The Ampersand Mobile Retail Matrix criteria represent 
the core tenets of multichannel ecommerce, specifically 
using the mobile web to shop on a mobile device. 
Retailers were scored against 24 criteria (not all scoring) 
with a weighted formula out of 28 possible points. 
 
The criteria includes the following specifics and scoring. 

1. If the retailer does not display a pop up message that 
takes up more than 50% of the viewport: 1 point

2. If the retailer offers wishlisting: 1 point  
(additional 1 point for offering a guest wishlist)

Methodology
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Ampersand provides the information in this report ‘as is’. It 
is based on the researchers judgement of each site at the 
time of testing and in relation to documented guidelines. 
Ampersand can’t be held responsible for correctness of the 
data. 

Screenshots and logos used in this report may contain 
images and artwork that are both copyright and trademark 
protected by their respective owners. Ampersand does not 
claim to have ownership of said artwork, and it only stores 
websites screenshots in order to provide constructive review 
and feedback within the topic of ecommerce web usability.

Citations, images, and paraphrasing may only be published 
elsewhere in limited extend, and only if crediting 
‘Ampersand Mobile Retail Report 2017’ and a link back  
to http://amp.co/retail-reports. 

For press enquiries, please contact the Ampersand press 
office via marketing@amp.co. 

12. If the retailer offers in-store stock check from the mobile 
website: 3 points

13. If the retailer offers usable faceted navigation: where 
the menu remains open after tapping one selection,  
and retailer supplies a ‘clear all’ or ‘clear single’  
function: 3.5 points

We calculated the final score to be out of 100: 
=100/28*SCORE. 

All retailer research was completed in Greater Manchester, 
UK on an iPhone 6 using a Chrome Incognito browser on 
iOS10 between 14-28 July 2017.  

All consumer survey figures, unless otherwise stated, are 
from YouGov Plc. Fieldwork was undertaken between  7- 10 
July 2017.  Total sample size was 2,068 adults. The consumer 
survey was carried out online. The figures have been 
weighted and are representative of all GB adults (aged 18+). 

See how you compare. Download 
the Mobile Retail Matrix (Excel file).

amp.co/mob17

http://amp.co/mob17?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
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Report library. Go wild.

Mobile Report 2016 >

Multichannel Retail Report 2017 >

Retail Trends Report 2017 >

Luxury Report 2015 >

Guide: Avoiding Black Friday Disaster >

Christmas Review: Department Stores 2016 >

Want even more retail insight and analysis?  

http://ampersandcommerce.com/insights/mobile-retail-report-2016-edition/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
http://ampersandcommerce.com/insights/multichannel-retail-report-2017-uk-edition/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
http://ampersandcommerce.com/insights/retail-trends-report-2017/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
http://ampersandcommerce.com/insights/luxury-retail-report-2015-uk-edition/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
http://ampersandcommerce.com/insights/avoiding-black-friday-disaster/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
http://ampersandcommerce.com/insights/department-store-report-2016-christmas-edition/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017
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Any agency can build you a website. But online retail is more 
than just a website. It’s infrastructure. It’s integration. Data. 
Processes. It’s about getting online fast with the right tech to 
make data-driven decisions. Most agencies struggle to define 
and build websites that work for high-growth multichannel 
retailers. We’ve been doing it for years. 

Ampersand is an award-winning ecommerce agency that 
builds flexible ecommerce systems for high-growth retailers. We 
collaborate with our customers to architect lasting multi-channel 
retail systems and build ecommerce websites that drive sales 
across channels. Ampersand works with multichannel retailers, 
such as Harvey Nichols, Regatta and Bensons for Beds to help 
increase conversion and efficiency through the strategic use of 
technology. Ecommerce technology suite includes: 
Magento, Fredhopper, Akeneo and snow.io.

amp.co  |  +44 161 236 5504

Report library. Go wild.

http://ampersandcommerce.com/?utm_source=mobile-retail-report-2017-uk-edition&utm_medium=pdf&utm_campaign=mobile2017

