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Don't miss the boat

A third of smartphone owners
currently use their devices to
make purchases online, with 47%
saying they plan to in the future.
For tablets, that number goes up
to 56%. What this means for you
is that, if your site isn’t laid out for
mobile commerce, you're missing
out on a huge market.
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Best Practices for
Mobile ECommerce

A vast network of people now browse the Internet using their iPhones, iPads,
and other mobile devices, and their numbers are continually increasing.
What this essentially means is that people are carrying their entire world
around with them wherever they go, from the information they need to ac-
cess, to the people they need to communicate with, to the apps that have
become an integral part of their everyday lives.

All the activities that used to be dependent on being at home by a computer
can now be performed on the go, from anywhere at all. And that includes
online shopping. A third of smartphone owners currently use their devices
to make purchases online, with 47% saying they plan to in the future. For
tablets, that number goes up to 56%. What this means for you is that, if your
site isn't laid out for mobile commerce, you're missing out on a huge market.

So how do you optimize your site to handle mobile traffic, and especially
mobile purchases? The following are mobile ecommerce best practices.

Make it easy to browse

This is the first step: making sure your mobile users can navigate the site
easily, find what they’ve come for, and purchase things without hassle. Re-
member that there’s a difference between having a site that’s mobile-friendly
and having one that’s mobile-optimized. A mobile-friendly site is viewable on
your phone or other device, and isn’'t Flash-based. A mobile-optimized site is
designed to load quickly, has text that can be read easily on a small screen
without pinching and expanding, and doesn’t require scrolling left and right

in order to be viewed. Even if your site is “mobile-friendly,” if your content
displays poorly, or it’s difficult to browse, mobile customers will be turned off
and won't use your site to make purchases.
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And keep in mind that “mobile” doesn’t just
mean phones anymore. People browse,

and buy, on tablets, e-readers, and other
devices. You can design a mobile version

of your site to optimize browsing for people
on the go. But there are too many different
types of devices to have a separate ver-
sion of your site for every one, which means
the design needs to be flexible enough to
display clearly and allow for easy browsing
no matter what platform the customer is us-
ing. The best way to do this is to use a fluid
grid layout. A fluid grid can adjust and resize
itself based on the user’s screen resolution,
so it displays clearly on any size screen.

It's also important to keep the design simple
and straightforward. Organize your site to

be read clearly from the top down, and
don’t put in a lot of frivolous extras that will
slow down load times. At the same time,
though, in making your site easy to browse,
don’t sacrifice functionality. It's important

% \
that a user be able to perform all the major
functions of your site on their mobile device
that they can do on their PC. You don’t want
your customers to have to stop what they're

doing and switch to a desktop computer
halfway through their browsing session.

One of the most important aspects of both
design and functionality is the search box.
Make sure it’s clear and easy to find at the
top of your page, and that it’'s accessible
from every page on your site. This way,
users can browse products more fluidly, per-
forming multiple searches without having to
g0 back to the site’s main page every time.

Make Browsing Seamless
Across Multiple Platforms

In making the mobile version of your site,
you need to make sure it’s still able to work
fluidly with the main version. Not everyone
who browses online wants to purchase
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Use mobile as a tool,
not a replacement

If your business has actual, physi-

cal locations as well as online
selling, then you need to make
sure that both are easy to access
through your website. Some sites
are set up to encourage only
online orders, and make finding
information about actual store
locations cumbersome.

online. So if a customer puts something in
their cart using their iPhone, they should be
able to access and purchase it later on their
PC. It’s also important that customers be
able to manage and change their account
settings via mobile, and have their adjusted
preferences carry over.

Use Analytics Information for
Personalization

As people visit your mobile site, you collect
data on their activity: what they're clicking
on, where they’re coming from, etc. This
helps you target them better as you create
content and promote your products. But
this technology also allows you to create a
very personal, individualized experience for
your site’s users. Customers aren’t always
entirely comfortable with the fact that you
track their browsing history so carefully.

The fact that you know exactly what they’re
searching for and exactly what products
they’re interested in at all times can be a bit
of a turn off for some people. But the best
way to combat this is to use the information
to make their time on your site easier and
more convenient.

Amazon.com does this, though not always
successfully. When you go to their home
page, if you've ever been there before on
the device you're using, they’ll give you a list
of suggestions of products to buy, based on
your recent browsing and purchase history.
If you have an account, they’ll also send you
e-mails letting you know when new products
become available that are similar to prod-
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ucts you’ve bought or searched for in the
past. Unfortunately, their algorithms are off
sometimes, and they’ll occasionally e-mail
you to tell you about products so similar that
buying them would be extraneous, such as
a book you've already bought, now released
with a different cover.

Home Depot’s mobile site does personaliza-
tion better. A lot of their products are, in
fact, things you'll need to buy more than
once, and even on a regular basis: things
like plant food or other gardening products.
Through their site’s tracking algorithms,
they make it easy to buy exactly the same
product, in exactly the same quantity, every
time, without having to remember if you
need item number 13094 or 13095.

Integrate Mobile Shopping with
In-Store Shopping

If your business has actual, physical loca-
tions as well as online selling, then you need
to make sure that both are easy to access
through your website. Some sites are set

up to encourage only online orders, and
make finding information about actual store
locations cumbersome. But this is counter-
productive. If someone is looking to come
to your location and buy a particular product
immediately, rather than waiting for it to be
shipped to them, then eschewing location
information can cost you sales.

If you have multiple locations, include a
store locator that allows the user to enter
in their zip code and see a list of the most
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conveniently located stores in their area.
And whether you have one location or
several, be sure to include the full street
address for each one, and integrate it with
Google Maps, or a similar app that provides
driving directions. Also include store hours
and a phone number.

Once the customer has entered in their zip
code, store that information and use it to
help them in future browsing sessions. You
can, if you like, program your site to glean
your customers’ location information auto-
matically as soon as they arrive. But keep in
mind that though some people will find this
convenient, others may be uncomfortable
knowing you can track their location without
their providing it for you. Use your best judg-
ment on this point.
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Another important personalization feature
is letting people know as they’re browsing,
which products are available in which loca-
tions. That special ergonomic keyboard the
customer wants: is it carried in the store
nearest to him, or does he have to go a
couple of miles out of his way to pick it up?
This is the kind of information that people
want to have at their fingertips as they navi-
gate your site.

Employ Multi-Channel
Marketing

54% of Facebook users connect using
mobile devices, and 20% of those people
are networking exclusively via mobile. Over
60% of Twitter users use mobile devices,
which is not surprising, mobile networking
is what Twitter was designed for. What does
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this means for you? In addition to sales and
browsing, your site needs to be optimized
for liking, following, and, most importantly,
sharing of content.

First, figure out what social media platforms
your target audience is most likely to be on.
Facebook and Twitter are generally a given,
but depending on your customer base, there
may be other networks worth exploring. Do
they favor Pinterest? Instagram? LinkedIn?
There are so many different networks out
there that maintaining a visible presence on
all of them is impractical, and a waste of
resources. So research and find out where
your customers are, and concentrate on
those specific channels.

Then, in addition to maintaining your social
presence, add buttons to each of your prod-
uct pages, so that users can share them
with their friends across all of their social
media channels. Whether it’s the product
they just bought, the product they want to
buy, or just some content you've created
that they enjoy, people love to share their
recent finds with their friends on social me-
dia. Make it easy for them to do that, and
your customers will be helping to promote
your company among their friends. Then
their friends can in turn share it with THEIR
friends, and so on.

And social media channels aren’t the only
ones that can be used for marketing. You
can also market via e-mail. Amazon’s algo-
rithms might not be the best, but they still
excel at e-mail marketing. They keep their
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customers constantly updated on the latest
items that are of interest to them, and make
those updates interesting and dynamic, so
users will want to read them. You can also
capitalize on your customers’ mobile use by
offering to send them texts about important
deals. Sending coupon codes to customers’
inboxes is a good way to drum up repeat
business.

But remember: don't just start sending your
customers e-mails and texts as soon as
you have their information. Offer them the
option at checkout by having them check
boxes to indicate the kind of updates they'd
like to receive. And always allow them the
chance to opt out. There’s no faster way to
lose customers and ruin your company’s
reputation than by flooding people’s e-mail
and text inboxes with information they don’t
want.

Utilize Multiple Payment
Methods

First, it's important to accept all major credit
cards. The more options you have to offer
your customers, the more likely they'll be
to buy from you. In addition to credit cards,
it can help to offer the option of paying
through a third party payment site, such as
PayPal, or Google Wallet. For many people,
one of the biggest reasons they don’t want
to make purchases via mobile is because
of security. They don’t feel that it's safe to
relay credit card information on a mobile
device.
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However, if they're already registered with
an online payment service (which many
people are), the site has their payment
information on file, so they can pay simply
by logging in. Using a trusted and reputable
payment site helps reassure the customer
that their account information is secure. It
also means they don’t have to go through
the rather tedious process of having to get
out their wallet and transcribe the digits of
their credit card number.

Customers’ security fears can also be
assuaged by taking measures to authenti-
cate their identity, as well as general fraud
protection measures. People should know
that when they’re on your site and safe from
identity theft.

In addition, the checkout process should
be as simple as possible. Adding items to
a cart, reviewing the order, and choosing
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from multiple shipping options is fine for
PCs, but on mobile devices, everything is
streamlined. Once a customer is logged into
their account, they should have the option
to buy items with a single click. For the
reasons stated above, they should still be
able to add items to a cart if they want, but
a one-touch order option is a great way to
encourage mobile customers. This simpli-
fied process is not only convenient for the
customer, it's also good for you. One-touch
ordering is a great way to facilitate higher
spending. When purchases are a split-
second decision, without the added thought
time of an order review process, you’re more
likely to get some impulse buys.

Optimize your Searches

The same principles for getting people to
find your site in the search engines apply
to helping people find things ON your site.
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Are you optimized for all
devices?

Is your latest feature loading for
iPhone but not Android? Are items
displaying badly on tablets? It's
important to keep downtime to a
minimum, so that your custom-
ers’ shopping experiences aren’t
interrupted.

You need to know what keywords people
are going to use to find specific products.

If someone is searching for a certain pair

of shoes, they may enter in “tennis shoes,”
“sneakers,” “athletic shoes,” “Nike Cross
Trainers,” or any number of other keywords.
Make sure your site’s search algorithms

are designed to get people to the products
they’re looking for, no matter what keywords
they use to get there.

This includes anticipating common typos
and spelling mistakes. Particularly on mobile
devices, you have to compensate for “fat
finger syndrome”: the tendency to hit the
wrong character, or multiple characters at
once, when typing on a smaller keyboard.

If someone accidentally types “Niker Cross
Trianrs,” it's important that your search
program be able to discern what they really
mean.

Regularly Test Your Site for
Problems

On even the best-designed sites in the
world, sometimes things can go wrong. You
need to have someone on staff who can
stay on top of exactly what’s going on with
your site, and fix it as soon as possible. This
means testing, and lots of it. Is your latest
feature loading for iPhone but not Android?
Are items displaying badly on tablets? It's
important to keep downtime to a minimum,
so that your customers’ shopping experi-
ences aren't interrupted.
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This also ties back in with the security is-
sue. Keep your eye on both your site and
your social media channels to be sure you
haven’t been hacked. A hacker on social
media can tarnish your reputation and make
you look bad publicly. A hacker on your
website can use a Trojan Horse to steal
your customers’ information. Always check
for these things, and be aware of security
glitches and loopholes that nefarious people
can exploit. Your customers need to know
that their information and identities are safe
when they’re using your site. If you can’t
provide them with that peace of mind, they
won’'t want to buy from you.

Provide Customer Service

So your website is clear, straightforward,
and easy to understand. You test it regu-
larly to make sure it’s running optimally. But
even so, there are always going to be a few
people who need something extra. They're
not sure if the product listed on your site is
quite the one they need. They're having a
problem selecting the shipping options they
need for their order. Whatever the issue

is, it’s important to be able to help them
resolve it quickly and effectively.

One way many companies are doing that

is by providing customer service on their
website via instant message. If a customer
gets stuck, they can look for a chat box on
the Help or Contact page, and a live person
can give them the assistance they need,
any time of day or night. This kind of service
is generally outsourced. Depending on the
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size and the nature of your company, you
may or may not find this to be a worthwhile
investment.

Still, some form of customer service is
necessary. You can choose to have a phone
line they can call for assistance during busi-
ness hours. This is particularly well-suited to
smartphones. At the very least, you should
have an e-mail address that customers can
write to, to explain their issue. But keep in
mind that in today’s world of instant gratifi-
cation, users might not want to wait for an
e-mail reply. Their problem is immediate,
and if they can’t resolve it immediately, they
may simply take their business to a compet-
ing site.

Keep Things Flexible

Technology is growing and progressing at

an incredible rate, allowing you to do new
and innovative things with your site that just
a couple of years ago you couldn’t have
dreamed of. You know this, though, which is
why you're interested in mobile best prac-
tices. But here’s the thing to keep in mind:
the faster technology progresses, the faster
it will continue to progress. You can optimize
your site to flow well with today’s mobile
devices, but tomorrow’s innovation may ren-
der that work obsolete. Two or three years
down the road, there are sure to be new
factors to consider when making your site
easily browsable. Don’'t make your design or
your site features too rigid, and be ready to
change and update things as needed. You
never know what the future might bring. If
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you're not able to adapt, you're liable to get
left behind.

Summary

There’s a significant amount of money to be
made from mobile ecommerce. More peo-
ple now access the Internet through mobile
devices than through PCs. And they want
to be able to use those devices to buy the
products they need. This year, an estimated
$243 billion dollars will be spent in mobile
transactions, and that figure is expected to
double by 2015. The sooner you implement
mobile capabilities on your own site, and do
them well, the sooner you'll be able to take
advantage of this vast resource.

Keep in mind, though, that the term “best
practices” is subjective. Every company is
different, and every site is different. And
they all have different needs. “Best practic-
es” refers to the courses of action that work
best in your particular company to produce
your desired results.

Nobody knows your company or your cus-
tomers like you do. In your business, it’s
your job to figure out what it is your custom-
ers want, and how best to give it to them.
On your mobile site, your job is to figure out
what they want while on the go, and how
best to give it to them anywhere, any time,
on any device.

If you'd like more information on how
SellerActive can help you achieve your
mobile ecommerce objectives, get in touch
with us today!



