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F
or retailers, mobility is proving 
to be (pardon the expression) a 
moving target. It wasn’t so very 
many years ago that the soaring 

popularity of consumer smartphones kick-
started mobile commerce, with retailers 
scrambling to build mobile apps and mo-
bile-optimize their websites. The spread 
of smartphones also put unprecedented 
power into customers’ hands, giving them 
the ability to compare products and check 
prices anywhere and at any time. 

As mobility demonstrated its staying 
power, retailers began to realize that they 
could use these devices to put data, op-
erational and transactional capabilities into 
the hands of their store associates, to some 
extent restoring the “balance of power” 
with customers while reaping the added 
bonus of higher productivity and custom-
er service levels. And just in case anyone 
thinks things are slowing down, tablet de-
vices are poised to literally and figuratively 
become a bigger deal than smartphones, 
further transforming the ways customers 
shop and retailers operate.

Although mobility continues to be a vola-
tile part of the landscape, retailers and tech-
nology vendors have already made signifi-
cant strides in taming it and harnessing its 
power. In the following pages, you’ll read 
the latest thinking on how retailers can make 
the most of their mobility initiatives, whether 
they are just getting started or have already 
been riding the mobile whirlwind for a while.

For this first annual 2011 Mobile Guide, 
RIS News has identified three categories 
where mobility is having the broadest im-
pact on retail:

l Mobile Commerce: Selling to consum-
ers through their own mobile devices via 
downloadable mobile apps or mobile-opti-
mized retailer websites.

l Mobile Marketing: A wide spectrum 
of retailer communications with consum-
ers’ mobile devices, including text mes-
sages, mobile coupons, loyalty program 
updates, mass and targeted promotions, 
location-based offers (e.g. earning loyalty 
points by checking in via a third-party 
program such as Shopkick) and action-
triggered offers (e.g. the customer receives 
a promotional offer by scanning an item’s 
barcode while in a store).

l Mobile Operations:  Providing mobile 
devices to store associates for functions 
including displaying product information, 
clienteling, inventory and order look-up 
and as a mobile POS. Mobile operations 
also encompasses devices used for non-
customer facing functions such as work-
flows, task management, labor scheduling, 
training and business intelligence.

While there will certainly be some over-
laps among these categories (in large part 
due to the fluid state of mobility in retail), 
RIS has also included a table indicating the 
key areas of concentration for leading ven-
dors in the mobility space. We hope readers 
find this helpful, because it’s clear mobile 
devices will continue to play important 
roles in retailing – even if some of those 
roles are still being written.  l

Harnessing tHe potential of a powerful, fast-cHanging pHenomenon

 

 

 

 

 

 

Publisher
Dave Weinand 
dweinand@edgellmail.com

eDiTOriAl
editor-in-Chief:  Joe Skorupa 
jskorupa@edgellmail.com

executive editor:  Adam Blair 
ablair@edgellmail.com

Assistant editor:  Caterina Pontoriero 
cpontoriero@edgellmail.com 

ADverTising sAles
Associate Publisher: Cathy Marder 
cmarder@edgellmail.com

Account executve: Ashley Oswald 
aoswald@edgellmail.com

Associate Publisher: Lisa Wallace 
lwallace@edgellmail.com

Assistant to Publisher: Jen Johnson  
jjohnson@edgellmail.com

ArT & PrODuCTiOn
Creative Director: Colette Magliaro 
cmagliaro@edgellmail.com

Art Director: Lauren Cloos 
lcloos@edgellmail.com

Production Manager: Pat Wisser 
pwisser@edgellmail.com

Online MeDiA
vP Media integration: Rob Keenan 
rkeenan@edgellmail.com

Director of lead generation 
& Audience Development: Jason Ward 
jward@edgellmail.com

Web Development Manager: Scott Ernst 
sernst@edgellmail.com

MArkeTing/CirCulATiOn
Circulation Manager: Jeffrey Zabe 
jzabe@edgellmail.com

subscriptions: (978) 671-0449, 
cs@e-circ.net

reprints: Call PARS Int’l, 
(212) 221-9595 x319 
edgellreprints@parsintl.com

Founder: Douglas C. Edgell, 1951–1998

 
COrPOrATe OFFiCe
edgell Communications
4 Middlebury Blvd.
Randolph, N.J. 07869
(973) 607-1300

TECHNOLOGY GROUP

www.edgellcommunications.com



M o b i l e  o p e r at i o n s

In the next 18 months retail-
ers will sharply increase the 
networked devices they 

deploy in their stores. What are 
the top issues and concerns they 
should consider as they execute 
their mobile operations strategy? 

TAYLOR:  Effective device management 
is a key concern for any retailer who is in-
troducing or expanding mobility within 
their enterprise. Whereas traditional hard-
ware lends itself more to centralized con-
trol as a fixed part of the network, wireless 
devices depend more on proper user op-
eration to maintain and improve enterprise 
performance. For example, devices that get 
switched off or are left uncharged can’t be 
automatically engaged or updated.

Physical security is an issue; any type of 
handheld is subject to misplacement or 
theft, but tablets and other cool consumer-
oriented tools are especially hot targets for 
thieves. And while in-store mobile devices 
offer tremendous advantages for customer 
engagement, associates need to know how 
to leverage them.

All of this highlights the need to develop 
comprehensive mobility strategies and 
training programs before the devices are 
deployed, and to reinforce them continu-
ally to build a culture of proper use.

GAETANO: The top issues and concerns 
retailers will consider when integrating 
mobile computing into their store strat-
egy may hinge on the in-store network 
infrastructure.

The proliferation of mobile devices in the 
store will surely change the traditional 
networking infrastructure everywhere. 
There are considerations when deploying 
wireless network devices and access points 
throughout the stores that were just simply 
not an issue in the past. How to ensure that 
the mobile devices have the proper uptime 
as well as the bandwidth to operate like 
traditional in-store devices is going to be a 
challenge. Most retailers still struggle with 
in-store communications, and this will add 
another layer above that which will also be 
driven by the physical surroundings and 
potentially competing consumer wireless 
devices within close proximity.

Power Shopping
MObILE sTORE dEpLOYMENTs ENhANcE EffIcIENcY, ENRIch 

ThE cusTOMER ExpERIENcE

R o u n d ta b l e  P a R t i c i P a n t s :

“The proliferation of mobile devices in the store 
will surely change the traditional networking in-
frastructure everywhere. There are considerations 
when deploying wireless network devices and 
access points throughout the stores that were just 
simply not an issue in the past.” 
  — RichaRd GaeTano, iSland Pacific

Duncan Taylor
Director of Product Management
customer Transaction Solutions
epicor Retail

ted ave-lallemant 
President 
pccashdrawer

RichaRd Gaetano 
coo
island Pacific

mike stinson 
Vice President of Marketing
motion computing
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sTINsON: Retailers should ensure se-
curity, software compatibility and that 
the necessary infrastructure support is in 
place. For example, tablet PCs are available 
with varying performance and operating 
system options. Can information be secure 
and protected? Will the tablet run the nec-
essary software applications in order to get 
the job done? Will it integrate easily into 
the existing IT infrastructure?

Retailers also need to focus on finding and 
deploying custom-fit solutions that are 
specifically designed for their environ-
ments. Considerations should include:
• Durability – being able to withstand the 
 bumps and drops that occur every day 
 in mobile environments

• Integrated features – Bluetooth, wireless,  
 cameras, barcode scanners, RFID read- 
 ers, magnetic stripe readers

• Ergonomics – built for mobility in that it 
 can’t be cumbersome or difficult to use,
 e.g. lightweight, stylus input for more 
 precise input or signature capture, view- 
 able display regardless of lighting condi- 
 tions and large enough to view multiple 
 screens of data.

AVE-LALLEMANT:  The deployment 
of any technology, especially in distrib-
uted retail locations, brings a set of unique 
requirements. Technology used by store 
personnel must be totally reliable and se-
cure. It must be easy to use and not require 
any degree of technical expertise. It must 
be able to be monitored, managed, and 
updated from a central site with minimal 
involvement from the store.

The iRegister Series for pcCashdrawer and 
HP Slate use the remote systems manage-
ment of vendor hardware and familiar 
Microsoft Windows 7 OS and Windows 7 
Embedded. This approach makes it easy 

patient and more apt to move on if their 
needs are not immediately met. As such, 
it’s essential for today’s retailers to equip 
their workforce with the tools to keep 
customers informed and engaged.

Mobility solutions empower store as-
sociates and knowledgeable advisors 
with real-time information about prod-
ucts as well as providing the ability to 
introduce new offerings and deliver 
comparisons, creating more opportuni-
ties to upsell and cross-sell. This real-
time access to information, coupled with 
the ability to process payments from 
virtually any location, reduces custom-
er abandon rates, improves transaction 
times, increases revenue per transaction 
and enhances the store experience – im-
proving overall customer satisfaction 
and loyalty.

for retailers to introduce new mobile solu-
tions yet take advantage of existing hard-
ware and application infrastructure.

What are the top benefits 
retailers can expect to 
achieve from a mobile op-

erations deployment to stores, 
and why?

sTINsON:  With smartphones and tab-
let PCs becoming ubiquitous as well as 
more and more improvements to wire-
less connectivity and mobile broadband, 
consumers have become accustomed to 
around-the-clock access to information. 
With more information than ever before 
at their fingertips, consumers are less 
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AVE-LALLEMANT: Sales revenue can be 
raised by putting the buying decision closer 
to where and when the shopper is located. 
Mobile temporary pop-up stores, mobile 
POS devices or mobile kiosks can be located 
in the high traffic areas to capture conve-
nience or impulse shopping. The use of tab-
lets by sales associates allows them to close 
the sale by providing merchandise videos, 
product reviews, or by accessorizing the sale.

Driving costs down can be achieved by 
using the same technology to perform 
multiple tasks. The iRegister Series by pc-
Cashdrawer consolidates both stationary 
POS function and mobile tablet function 
into a single platform. No longer will re-
tailers need to purchase all-in-one systems 
for checkout and handheld terminals for 
mobile applications.

GAETANO:  The top benefits retailers 
can see by deploying a mobile strategy will 
vary.  Some retailers may be forced into 
mobile computing because their customers 
demand it and the retailer’s brand or image 
necessitates the strategy. The concern about 
being considered relevant by their custom-
ers is akin to peer pressure and cannot be 
overlooked.

I believe the real benefit will be seen over 
time in the way of more efficient processes, 
quicker and more accurate stock positions 
as well as cost-effective replacements for 
line busting and clientele management. 
The convergence of mobile computing and 
the traditional POS devices is here. Expect 
that the traditional POS will be replaced by 
mobile kiosks and handheld devices that 
are smarter, quicker to implement, more 

“Technology used by store personnel must be totally 

reliable and secure.  it must be easy to use and not 

require any degree of technical expertise.  it must be 

able to be monitored, managed, and updated from 

a central site with minimal involvement from the 

store.”   — Ted ave-lallemanT, PccaShdRaweR

“with more information than ever before at their 

fingertips, consumers are less patient and more apt 

to move on if their needs are not immediately met. as 

such, it’s essential for today’s retailers to equip their 

workforce with the tools to keep customers informed 

and engaged.”   — mike STinSon, moTion comPuTinG
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portable across stores and far less expen-
sive to procure. Retailers need to maintain 
higher customer service levels and mobile 
will enable this like nothing else in the mar-
ketplace today.

TAYLOR: Mobility can benefit almost any 
retail operation by improving productiv-
ity, and by genuinely inspiring custom-
ers with a level of service and quality of 
engagement that is simply not available 
through traditional means. The potential 
efficiency gains are obvious. Being able 
to collect, analyze and communicate data 
on the fly supports faster, more accurate 
decisions in response to changing con-
ditions. This is now as true for regional 
managers on the road, who no longer have 
to depend on ‘sync when you get there’ 
laptops, as it has been for employees in 
the distribution center. 

But the gains to the business may be even 
more substantial within the store. Associ-
ates armed with tablets are able to provide 
their customers with a rich, seamless and 
highly interactive experience that clearly 
elevates and differentiates the retailer from 
their non-mobile competitors. The cus-
tomer is able to learn and see everything 
they want to know about products, prices, 
availability and alternatives in real-time, 
without ever being abandoned; to com-
plete transactions without multiple stops 
and waits; and to relate strongly to a busi-
ness with the same ‘right-here, right-now’ 
information and the same cool devices that 
she herself depends on everyday.

how can retailers success-
fully deal with network se-
curity, on-device security 

and data security? 

GAETANO:  Security should be at the 
top of every retailer’s list when deploying 
any new technology, especially one that 



is typically wireless and often involves 
a customer initiated transaction. All that 
being said, extending your wired network 
infrastructure wirelessly is something that 
can be done with relative ease.

However, on-device and data security is 
more of an unknown. The reality is that 
mobile devices are being deployed and 
used faster than PCI standards around 
mobile computing are being written. The 
approach one takes with the current net-
work hardening and PCI/PA-DSS certi-
fication should be followed as much as 
possible, as this space is quickly changing 
every day. Retailers should ensure that the 
devices are transmitting encrypted data, 
and where possible make sure that the 
mobile devices themselves are not storing 
customer sensitive data in the local tables 
on the devices.

AVE-LALLEMANT: The iRegister for HP 
Slate 2 takes advantage of the built-in se-
curity provided by HP. HP Connection 
Manager offers easy control over wire-
less connections including WiFi, Eth-
ernet, Bluetooth or optional 3G Mobile 
Broadband. The MSR can be used in either 
encrypted or non-encrypted mode. The 
MSR supports Triple DES Encryption and 
DUKPT Key Management. 

“Being able to collect, analyze and communicate 
data on the fly supports faster, more accurate  
decisions in response to changing conditions.” 
  — duncan TayloR, ePicoR ReTail

Computrace elements in the BIOS of the 
HP Slate 2 provide additional optional pro-
tection, especially for remote security man-
agement. A TPM Embedded Security Chip 
protects data – from e-mail to information 
on the hard drive. Embedded Security for 
HP ProtectTools provides user control and 
management of the TPM chip to increase 
secure user authentication, improve per-
sonal secure drive integrity, secure e-mail 
and support protected digital certificate 
applications.

sTINsON:  As retailers handle very sen-
sitive information relating to customer 
information, credit card payments, etc., 
security is an extremely important part 
of any mobility deployment. Microsoft’s 
Windows operating system is still very 
prevalent in the majority of today’s retail-
ers because of the manageability and the 
additional security benefits it provides.
Retailers should also look for devices that 

“while the [security] issues are real, they can all be 

met effectively with proper planning, strategies and 

technology, such as system-wide tokenization as a 

means of addressing Pci requirements. These mea-

sures are proving to be very modest investments 

when compared to the advantages gained.”    

— duncan TayloR, ePicoR ReTail

come with integrated security features, 
such as the Trusted Platform Module 
(TPM), which provide secure informa-
tion management and enhanced business 
protection. There are also many software 
solutions, such as Computrace, for en-
hanced data protection, improved IT as-
set management and managed computer 
theft recovery. It’s important for compa-
nies to have the ability to track, manage 
and secure sensitive data, whether or not 
the device is on or off the network.

TAYLOR: Mobility poses a number of 
security challenges that may intimidate 
first-time adopters. Access is one concern 
– determining and controlling who can 
use the network and with what devices. 
Security architecture and protocols must 
prevent the exposure of retail data and 
processes to unauthorized individuals, 
and adequate intrusion detection capa-
bilities must be maintained to quickly 
and consistently control threats.

Device theft is another issue; physical 
and policy safeguards must be imple-
mented to minimize this risk. And of 
course, mobile devices impose additional 
considerations for managing PCI compli-
ance. Yet while the issues are real, they 
can all be met effectively with proper 
planning, strategies and technology, such 
as system-wide tokenization as a means 
of addressing PCI requirements. These 
measures are proving to be very mod-
est investments when compared to the 
advantages gained.  l



M o b i l e  C o M M e R C e

Most retailers jump into 
mobile commerce by get-
ting their websites opti-

mized for mobile browsing. What 
are important considerations 
when taking this step, and what 
steps should come next?

MANZ: First and foremost, it’s important 
to define your goals prior to moving into 
any mobile project. It’s very tempting to 
look at mobile as an additional channel and 
revenue stream, and to drive your key fea-
ture requirements based on the expectation 
of new transactions and revenue. While 
there are a handful of retailers in special-
ized markets – those with a younger demo-
graphic buyer or flash sale sites – who are 
seeing upwards of 15 percent of their rev-
enue from their mobile site, we haven’t yet 
seen this type of traction with transaction 
activity across the board. Universally, the 
mobile device is an opportunity to provide 
a higher level of service through shopper 

convenience features, ultimately driving 
engagement and loyalty.

GOLDMAN:  When creating a mobile 
site, retailers should keep in mind the im-
portance of designing and programming a 
site that is compatible with most, if not all, 
mainstream smartphones and tablets. The 
layout would need to conform to a smaller 
screen-size for ease of use and navigation, 
and the checkout screen should be modi-
fied so it flows without leaving the screen, 
in a vertical manner. For SEO, search engine 
common practice standards and algorithm 
guidelines should be addressed, enabling 
the site to appear in more searches.

ROZENBERG:  Understand that ‘opti-
mize for mobile browsing’ isn’t ‘redesign 
for a small screen.’ Crystallize the two or 
three use cases that the audience is trying to 
achieve when mobile. Streamline the site to 
those, reduce clicks and simplify the expe-
rience. In addition, address discoverability: 
Ensure the site is discoverable by typing 
the retailer’s name into a search engine or 

Think Like a Mobile Shopper
CustOMERs’ MOBiLE DEviCE usAGE MODELs shOuLD shApE REtAiLERs’ M-COMMERCE stRAtEGiEs

R o u n d ta b l e  P a R t i c i P a n t s :

lelah Manz
Chief Strategist, eCommerce
akamai technologies

scott PeaRson 
CEO 
Retaligent a Raymark company

ian GoldMan 
President/CEO
celerant technology corp.

aMiR RozenbeRG 
Product Manager
compuware
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EVP, Head of Products  
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“Your order of priority should be first that it 
works, secondly that it’s fast, and then everything 
else. Crashing apps and poor performance have 
doomed many mobile releases by frustrating 
shoppers.”   — LeLah Manz, akaMai TeChnoLogieS



even typing ‘xyz.com’. Detect and redirect 
mobile users to the mobile page from every 
landing page.

Ensure with these minimal set of compo-
nents that the site performs well at all times, 
whether it’s delivered by the retailer or third 
parties. And leverage browser and device 
technology, such as the new technology 
that automates the process of bookmarking. 
Whatever the success criteria is, retailers 
executing the above considerations can be 
much more successful.

pEARsON: Simplification is key to optimi-
zation for mobile browsing. Considering 
the small screens on most mobile devices, 
it’s important to adapt your website’s for-
mat to make browsing an easy and enjoy-
able experience. Make redirection to your 
mobile site automatic, but don’t neglect to 
allow access to the full site. Also, remember 
that actions like scrolling and zooming can 
be challenging or impossible on some de-
vices. Consider the feasibility of native apps 
for the most common platforms, or leverage 
style sheets to provide a more consistent 
user experience for each OS. In streamlin-
ing your site, keep only the most impactful 
features and content.

Also, customers tend to think and act lo-
cally. Retail is still a mostly local experience. 
Shoppers want a seamless, personalized 
experience across multiple touchpoints to 
enhance the feeling that ‘this is my store’. 
The retailers who succeed most with mobile 
will be those who have the business and in-
frastructure flexibility to provide the shop-
per personalized offerings that enhance the 
positive relationship and brand experience 
the shopper already has with them, and also 
entice new customers with that superior 
experience.

Mobile apps can be used 
to draw customers into 
stores, and once they’re 

inside they can be used to en-
gage them. What are some 
things retailers can do to help 
make this happen?

pEARsON: Mobile apps can augment 
the in-store experience by engaging 
customers using automated clientel-
ing communications, sending them 
personalized product recommenda-
tions and offers when they enter the 
store. Leveraging check-in capabilities 
and other ties to social media are a 
great way to build brand and product 
awareness among the social circles of 
your most loyal customers. Make shar-
ing easy by providing the ability to 
scan barcodes or products, add them to 
wish lists and post directly to custom-
ers’ Facebook walls. Retailers could 
also enable customers to monitor their 
loyalty accounts and reward customers 
for their social sharing activities. 

Apps aren’t only for customers: associ-
ates can also be equipped with mobile 

Next, consider the key features your cus-
tomers want: the ability to research products 
and to complete the sale online or to view 
availability in nearby stores. Availability 
checking is enhanced on mobile devices 
by using location-based services, which 
automatically recognize the customer’s 
current location to propose nearby stores. 
Customers frequently turn to their mobile 
devices when considering an in-store pur-
chase, so reviews and community feedback 
are also important to provide on mobile 
commerce sites. 

Lastly, although perhaps most importantly, 
provide information gleaned from across 
all channels. Mobile applications should be 
designed to augment the in-store experience 
as well as provide e-commerce capabilities. 
Make sure your mobile solutions are not 
tied solely to online channel product infor-
mation and inventory.

BEtZALELi: While it’s good for retailers 
to have optimized sites, this is only a first 
step and not the real strength for mobile. A 
prime focus for retailers should be develop-
ing apps to be used during the shopping 
cycle; otherwise, shoppers will use apps 
from other app providers. 
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“although most new phones can display full-size 
websites, a mobile site should be reformatted 
to fit in a display area that conforms to a small-
er screen size, and certain functionality that is 
deemed unnecessary in a mobile environment 
should be removed. With this optimization, the 
overall consumer experience is improved.” 
  — ian goLdMan, CeLeranT TeChnoLogY



devices for in-store clienteling. Make 
good sales associates great by equip-
ping them with customer and product 
information at their fingertips. Associ-
ates can use clienteling to capture pref-
erences and purchases, and then use 
that information to further influence 
sales and build relationships through 
effective outreach to bring customers 
back into the store.

MANZ:  The app or site’s ability to help 
a shopper find a location and check in-
ventory and pricing is now table stakes 
functionality for any retailer. Given 
the price sensitivity of shoppers – 52 
percent of shoppers cited finding a 
better price online as their reason for 
in-store abandonment, according to a 
recent comScore survey – retailers are 
also extending deals to those shoppers 
in or near their stores through applica-
tions like shopkick.

To go further, providing service and 
convenience through mobile devices 
can encourage engagement both on 
and offline. Focus on how you can 
eliminate just one or two steps from 
a customer ’s buying experience. Wal-
greens’ prescription refill application 
is a great example of using the mobile 
device for a higher level of service and 
convenience for the shopper, ultimately 
driving their shopper into their stores 
versus a competitor across the street.

ROZENBERG:  The two key factors 
are handling awareness and privacy. 
Regarding awareness, there are many 
successful examples of driving adop-
tion by tuning the marketing initia-
tives to reflect the value delivered to 
the user. With privacy, there are vary-
ing levels of awareness and concern. 
Transparency about A, How does the 
information translate into value to the 
user?, and B, how securely is informa-
tion handled?, are key to success in 
this area.

BEtZALELi:  When shoppers use mo-
bile apps, they think of several things. 
One is potential savings in the form 
of coupons, deals, and price compari-
sons. Another is readying themselves 
to shop in a better way: shopping lists, 
finding stores, finding product infor-
mation, and so on. A third area is im-
proving their shopping experience, 
meaning spending less time in line, 
being able to make a quicker and easier 
payment, easily getting information 
about where a product is located in 
the store, and getting relevant product 
information while shopping.

We think retailers should focus on the 
areas where they can provide unique 
value. The most obvious area is the 
shopping experience. Retailers can 
control nearly every aspect of their 
stores and the shopping process, so 

“Provide information gleaned from across all chan-

nels. Mobile applications should be designed to 

augment the in-store experience as well as provide 

e-commerce capabilities. Make sure your mobile so-

lutions are not tied solely to online channel product 

information and inventory.”   — SCoTT PearSon, reTaLigenT

each moment a shopper is in the store 
is an opportunity to do something 
unique and positive to increase the sale 
and improve customer satisfaction.

As pertains to savings, competition 
affects the way the game is played, 
so a retailer ’s unique value is in their 
ability to personalize their offers based 
on the consumer information they 
own. They can also make the coupon 
redemption process as smooth as pos-
sible for their customers. Being mobile 
coupon-friendly is a must.

As the customer readies themselves 
to shop, the retailer must make sure 
the information the shopper seeks is 
easily accessible, ideally via the re-
tailer ’s own app, and also completely 
accurate and timely. Having seamless 
enterprise software that presents ‘one 
version of the truth’ across all touch-
points is a real benefit.

To perform well in each of these three 
areas, it’s important to maintain con-
sistency across  your many varied 
channels and customer touchpoints 
– avoid the development of isolated 
mobile capabilities. In short, focus on 
your strong areas, personalize your of-
ferings, and provide uniform data and 
a consistent experience in every way 
you touch your customers.

GOLDMAN:  Mobile applications that 
may be accessed directly from a smart-
phone or tablet device should work to 
benefit customer retention and provide 
an incentive for shopping. Barcoded 
promotions may be used for in-store 
specials that may be scanned directly 
from a mobile device to receive on-the-
spot discounts off selected products. 
Store information regarding hours of 
operation and additional locations 
may also be used to market additional 
opportunities to shoppers.



device in one of their stores. The func-
tions it provides are based on that as-
sumption – audio-driven shopping lists 
and the ability to search for products’ 
aisle location in their local store. Their 
new iPad app on the other hand assumes 
your shopper is home on the couch and 
browsing through products and deals. 

Bottom line: make sure it works, make it 
fast, and know the device.

G O L D M A N :  Although most new 
phones can display full-size websites, a 
mobile site should be reformatted to fit in 
a display area that conforms to a smaller 
screen size, and certain functionality 
that is deemed unnecessary in a mobile 
environment should be removed. With 
this optimization, the overall consumer 
experience is improved; enabling users 
to more easily view product information 
and make purchases directly from their 
mobile devices. 

ROZENBERG:  As mentioned earlier, 
the key factors are:
•	 Addressing	the	use	case,	streamlining	
and simplifying the experience
•	Ensuring	discoverability
•	Ensuring	the	site	performs	as	expected	
at all times
•	Leveraging	latest	browser	and	device	

Ease of use is a must for 
mobile sites, but many re-
tailers have taken the path 

of least resistance and have not 
optimized their mobile sites for 
a good customer experience. 
What can they do to make the 
mobile experience more conve-
nient and easier? 

MANZ:  Your order of priority should 
be first that it works, secondly that it’s 
fast, and then everything else. Crash-
ing apps and poor performance have 
doomed many mobile releases by frus-
trating shoppers. In fact we know that 61 
percent of users who experience frustra-
tion with a site that is not optimized are 
unlikely to return.

It is also key to understand the device in 
the hands of your shopper. As you move 
through your mobile strategy there are 
great opportunities to provide unique 
experiences that target the user and de-
vice based on context. As an example, 
Walmart is releasing two mobile applica-
tions with voice and budgeting tools. The 
iPhone app recognizes that its shopper is 
likely on the go, perhaps even using the 

“We think retailers should focus on the areas where 

they can provide unique value. retailers can control 

nearly every aspect of their stores and the shopping 

process, so each moment a shopper is in the store is 

an opportunity to do something unique and positive 

to increase the sale and improve customer satisfac-

tion.”  — oren BeTzaLeLi, reTaLix

3 technology to simplify  the experience 
and tune it to the users’ context, as well 
as make it easier for the user to visit the 
site frequently.

p E A R s O N : What customers are ac-
customed to in the desktop experience 
becomes cumbersome on their mobile 
devices, so it’s important for retailers to 
pay particular attention to ease of use 
on these smaller screens. To encourage 
customers to visit mobile sites frequently, 
the experience must be as simple as pos-
sible. However, many retailers don’t have 
the expertise required to optimize their 
websites for mobile devices. One recom-
mendation would be to partner with so-
lution providers familiar with the mobile 
arena, or who can provide white-label 
apps or mobile sites created specifically 
for multi-channel retail.

Testing sites across multiple devices 
can easily be accomplished using em-
ulators, and is an important task to 
ensure that the mobile experience is 
optimal for all your customers. Most 
importantly, create clear and measur-
able goals at the beginning of your mo-
bile optimization project, and never 
stop monitoring the success of your 
site and making adjustments to achieve 
your objectives. l



S O L U T I O N S  G U I D E

In this first annual 2011 Mobile Guide, RIS News is focusing 
on three core areas of mobility in retail: commerce, opera-
tions and marketing. Whether they’re trying to make sales, 
streamline their workforce or reach out to consumers, retail-
ers are fully focused on mobile in 2011, and it seems that 
momentum is only going to continue to pick up.

The chart below lists 32 major providers of mobile solu-

tions. These providers offer mobile solutions in up to three 
areas of mobility: m-commerce, which extends e-commerce 
capabilities to consumers’ smartphones and tablets; m-
operations, which allows retailers to manage their enterprise 
from the supply chain to the store floor with mobile devices; 
and m-marketing, which lets retailers advertise straight to 
consumers’ devices. l

Mobile Solutions Guide
Companies offering m-CommerCe, m-operations and m-marketing

ThiS charT iS a coMpariSon Guide of producT SpecificaTionS and funcTionaliTieS in 

a Specific caTeGory To help reTailerS beGin Their Search for vendorS in The rfp pro-

ceSS. The charT iS noT a coMprehenSive reSource. pleaSe viSiT vendor web SiTeS for 

furTher inforMaTion.

coMpany naMe/webSiTe M-coMMerce M-operaTionS M-MarKeTinG

2ergo
www.2ergo.com l l

agilysys
www.agilysys.com l

airwatch
www.air-watch.com l

akamai
www.akamai.com
SEE AD ON PG 13

l

applied data Corp
www.ad-c.com l

atg
www.oracle.com

l



coMpany naMe/webSiTe M-coMMerce M-operaTionS M-MarKeTinG

Bill ing revolution
www.bill ingrevolution.com l

Cardinal Commerce
www.cardinalcommerce.com l

Celerant
www.celerant.com
SEE AD ON PG 17

l l

Cisco
www.cisco.com l

CodeBroker
www.codebroker.com l

CompuWare
www.compuware.com
SEE AD ON PAGE 15

l

digby
www.digby.com

l l

epicor
www.epicor.com
SEE AD ON PG 5

l l

Hp
www.hp.com l

iBm
www.ibm.com l l l

insite software
www.insitesoft.com l

inkhouse agency
www.inkhouse.net l

island pacific
www.islandpacific.com
SEE AD ON PG 9

l

magstar
www.magstarinc.com l



coMpany naMe/webSiTe M-coMMerce M-operaTionS M-MarKeTinG

microsoft
www.microsoft.com l l

microstrategy
www.microstrategy.com
SEE AD IN PG 3

l l

motion Computing
www.motioncomputing.com
SEE AD IN PG 7

l l

natural insight
www.naturalinsight.com
SEE AD IN PG 11

l

oneView
www.oneviewsystems.com l l

pCms
www.pcmsdatafit .com
SEE AD ON PG 10

l

raymark
www.raymark.com 
SEE AD ON PG 18

l l l

rBm
www.rbmtechnologies.com l

retalix
www.retalix.com
SEE AD ON PG 19

l

sybase
www.sybase.com l l

Usablenet
www.usablenet.com

l

Volusion
www.volusion.com

l



INSIDE:

● Maximizing Mobile

● M-Commerce

● Solutions Guide

Roundtable

● Mobile Operations

Roundtable

Island Pacific
The one that works

THANK YOU TO OUR SPONSORS

http://www.akamai.com/upwardmobility
http://www.celerant.com
http://www.Compuware.com/apm
http://www.epicor.com/retail
http://www.islandpacific.com
http://www.MicroStrategy.com
http://www.motioncomputing.com
http://www.naturalinsight.com
http://www.pccashdrawer.com
http://www.pcmsdatafit.com
http://www.raymark.com
http://www.Retalix10FutureReady@retalix.com

