
Making money with mobile.
OPTIMIZING YOUR SITE FOR MOBILE COMMERCE.
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1 Google, “Micro-Moments: Your Guide to Winning the Shift to Mobile.,” September 2015.

A guide to mobile 
commerce.
For retailers, a mobile-ready website is no  
longer a nice-to-have. It’s a necessity.

Mobile in general and mobile commerce in particular (customers using 
smartphones and tablet devices to shop online) are growing remarkably  
fast. Google’s report “Micro-moments” provided us with many interesting 
facts about the way people use their mobile devices:1

 ✧ 87% of people always have their smartphone at their side,  
day and night.

 ✧ 30% admit that they get anxious when they don’t have their 
phones on them.

 ✧ 68% say they check their phones within 15 minutes of waking 
up in the morning.

 ✧ On average, people check their phones 150 times per day and 
spend 177 minutes using them.

 ✧ 91% turn to their phones for ideas in the middle of a task.
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2 Google, “Micro-Moments: Your Guide to Winning the Shift to Mobile,” September 2015.

3 Internet Retailer, “U.S. e-commerce grows 14.6% in 2015,” by Stefany Zaroban. February 17, 2016. 

4   Internet Retailer, “The Global 1000: The reinvention of global e-retail,” by Stefany Zaroban, August 2, 2016.

5 Internet Retailer, “Online sales will reach $523 billion by 2020 in the U.S.,” by Matt Lindner, January 29, 2016.

IT’S NOT JUST THE PREVALENCE OF MOBILE DEVICES 
THAT’S IMPORTANT, BUT PREFERENCE TOO: 

 ✧ In many countries, including the U.S., more searches take place on 
mobile devices than on computers.2

 ✧ 82% of smartphone users say they consult their phones on 
purchases they’re about to make in a store.2

 ✧ 65% of smartphone users agree that when conducting a search on 
their smartphones, they look for the most relevant information 
regardless of the company providing the information.2

 ✧ In fact, 90% of smartphone users are not absolutely certain of 
the specific brand they want to buy when they begin looking for 
information online.2

 ✧ 51% have discovered a new company or product when conducting a 
search on their smartphones.2

U.S. online retail sales were worth $341.7 billion in 2015,3 and consumers 
spent $1.74 trillion globally in 2015.4 Of that, a new report from Forrestor 
projects that mobile devices influenced more than $1 trillion in total 
purchases in 2015 between online and offline transactions.5

Mobile commerce is growing so rapidly that many retailers—small 
businesses as well as international enterprises—now think “mobile first”  
for all of their online activity.
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6   Source:  eMarketer, February 2016. http://www.emarketer.com/Article/Most-Digital-Buyers-Will-
Make-Purchases-via-Smartphone-by-2017/1013590

Are you mobile-ready?
The first step is to check whether you already 
have a mobile-optimized site. 

45% of 

smartphone owners 

use their phones 
to make purchases 
online.6

Don’t assume that because your website looks great 
on a desktop, it will have the same impact on a mobile 
device; pick up your phone and check.

Check your site on a range of different devices: tablets 
and smartphones, Android and Apple.

Consider how easy it is to find something. Be your own 
mystery shopper, or watch someone else navigate your 
site, and pay close attention to any frictions and irritations 
that would drive a paying customer somewhere else. 

Ask a few friends to try to find and purchase various 
items. Then, watch them as they try to navigate your 
website. Where are they getting hung up? What did 
they expect in a purchase path—and what did they 
experience instead? Just 2 or 3 testers can help you 
uncover some of the bigger issues with shopping and 
checkout on your website. 
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Design best practices.
If you realize your site needs a refresh, follow these best practice tips: 

1

2

3

4

Think mobile first
Treat your mobile site as a project in itself. Don’t try 
to simply translate your old desktop site.

Simplify navigation
Minimize data entry, clicking or zooming. Use big 
buttons, larger fonts, and a fixed navigation bar.

Support a wide range of devices
Check your mobile site on a range of devices, browsers 
and screen sizes; from a 4” smartphone screen to the 
largest tablet.

Have sticky Add to Cart and Checkout buttons
Make sure they are always on screen to make it easy 
for customers to purchase.
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7
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Include your phone number
Include your phone number frequently, especially where 
users might experience problems, on information pages 
and throughout the checkout process.

A picture is worth a thousand words
Pictures are powerful. Use simple, uncluttered and 
professional product images to sell your goods.

Perfect your mobile payment process
Streamline your payment process to reduce cart 
abandonment. Allow guest checkout, minimize text entry 
and use a payment solution that’s mobile-optimized.

Consider a mobile app for your loyal,  
repeat customers
Apps can be particularly effective when used for 
building and rewarding customer loyalty. When well-
designed, they provide a platform to establish and 
deepen customer connection.
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7   Internet Retailer, “U.S. e-commerce grows 14.6% in 2015,” by Stefany Zaroban. February 17, 2016.

8 eMarketer, “Most Digital Buyers Will Make Purchases via a Smartphone by 2017,” February 16, 2016.

A guide to increasing 
mobile conversion.
Mobile commerce is big and it’s growing— 
U.S. online sales were $341.7 billion in 2015.7

While total online sales grew by 14.6%, 
sales via a mobile device grew by 25%.7 

In 2015, 45% of all U.S. online sales now 
come via a mobile device; that number 
is estimated to grow to 55% by 2020.8 

So, how do you make the most of this 
opportunity and increase conversion 
rates on your mobile site? A good 
starting point is to understand 
customers’ concerns. These fall into 
two broad categories: user experience 
and shopper security.

Start by addressing customers’ concerns 
around user experience and security.
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Build a better  
user experience.
Despite the rapid growth of mobile commerce, 
the user experience is often poor and many 
shoppers find mobile sites just too hard to use. 

According to Bizrate Insights, the top usability complaint from mobile shoppers 
(one-third of users) is too much zooming, pinching and mis-clicks caused by a screen 
experience that’s too crowded and too small.9

Follow the design best practices detailed in our guide to optimizing your site for 
mobile commerce. As a refresher, here are a few ways to help avoid the most 
common user-experience problems:

 ✧ Think mobile first

 ✧ Simplify navigation

 ✧ Support a wide range of devices

 ✧ Have sticky Add to Cart and Checkout buttons

 ✧ Include your phone number

 ✧ Use images (pictures are worth a thousand words)

 ✧ Ensure your mobile payment process runs smoothly

Build a better user experience

Despite the rapid growth of mobile commerce, the user experience is often 
poor and many shoppers find mobile sites just too hard to use. 

According to Bizrate Insights, the top usability complaint (one-third of users) is 
too much zooming, pinching and mis-clicks caused by a screen experience that 
is too crowded and too small.4 

Designing your mobile-optimised site in line with the best practices  
described in our ebook. Making money with mobile will help avoid many of 
these user problems:

  Think mobile first

  Simplify navigation

  Support a wide range of devices

  Have sticky Add to Basket and Checkout buttons

  Include your phone number

  A picture is worth a thousand words

  Perfect your mobile payment process

 
Figure 1 Source: Bizrate Insights
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Protect shoppers’ 
security.
Security remains a top concern for mobile 
shoppers and recent research found that  
two-thirds of shoppers do not trust retailers  
with their payment and personal information.10 

TOP TIP 
Display trust seals and 
logos like PayPal to help 
build user confidence in 
your site’s security.

You can build shoppers’ confidence by clearly displaying 
“trust seals” on your mobile site. There are a variety 
of trust seals available, from privacy seals (granted by 
companies after they verify that you have a robust Privacy 
Policy and that you strive to meet it) to business seals 
(that verify that you’re the owner of your company and 
demonstrate sound business practices) to security seals 
(issued by your SSL provider). 

There’s also the PayPal logo. Just displaying that you 
accept PayPal goes a long way in helping consumers 
feel comfortable that their payment transaction will be 
handled securely. In fact, 87% of surveyed consumers said 
they trust PayPal when making online or mobile purchase.11
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12  As reported in Nielsen’s Online Panel research for activity occurring from July–November 2015, which 
compared PayPal transactions to non-PayPal transactions on sites that offer PayPal as a payment option. 
Nielsen measured 125,000 households’ online behavior across 10 SMB merchants. Copyright 2016 Nielsen. 

13 Internet Retailer, “56% of online retail searches take place on mobile devices,” July 2016.

IMPROVE YOUR MOBILE  
PAYMENT PROCESS. 

Checkout is the point where mobile shoppers’ two 
biggest concerns come together. Users get frustrated 
by typing their details into a tiny touchscreen and 
they are concerned about the security of those details 
once entered.

Even in traditional brick-and-mortar stores, the 
moments before payment carry the greatest risk of a 
change of heart. Streamline your payment process to 
reduce shopping cart abandonment. You should aim to 
make checkout fast, simple and secure. In particular:

 ✧ Always allow “guest checkout.” You can ask new 
customers to register after they’ve finished their 
purchase rather than distract them at the critical 
payment point with more frustrating data entry.

 ✧ Ask only for the information you really require; just 
username and password for returning customers.

 ✧ Offer checkout options on product pages. Keep 
it simple and let busy shoppers move quickly and 
easily from product to payment.

 ✧ Consider your payment options. Make sure 
they’re optimized for mobile.

 ✧ Add the PayPal Express Checkout button. It 
lets shoppers checkout in just a few clicks and 
can help increase conversion rates by up to 44%.12

DON’T FORGET ABOUT  
IN-STORE “CONVERSION.”

Mobile commerce can also be a powerful enabler of 
local, in-store sales. About half of mobile shoppers 
visit a brick-and-mortar store as part of their buying 
process and “showrooming”—comparing product 
price and features and even buying online while in a 
physical store—is a common trend.

Many retail mobile search queries occur while consumers 
are in a physical store, according to the study. And 77% 
of retail searches that mention the words “coupon,” 
“return policy,” and “price match” are made on a mobile 
device.13 It’s not easy to measure, but make the online/ 
in-store experience is as smooth and seamless as 
possible to support in-store conversion.
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A mini-guide to mobile 
commerce apps vs. web
Almost half UK online sales are now made 
via a mobile device. 

Mobile commerce (customers 
using smartphones and tablet 
devices to shop online) is growing 
so rapidly that many retailers 
– small businesses as well as 
international enterprises – are 
now thinking “mobile first” for all 
of their online activity. 

UK online sales were worth £114 
billion in 2015 and, while total 
online sales grew by 11%, sales via a 
mobile device grew by 42%.1 Nearly 
half of all UK online sales now 
come via a mobile device2 and 45% 
of people use their mobile device 
to make purchases.3 

Having a mobile commerce 
capability is clearly no longer a 
nice-to-have – it’s a retail business 
necessity. But, should you aim 
for the rich functionality of a 
dedicated, native app or are you 
better off building a really great, 
mobile-optimised website? 

The data can seem contradictory. 
In recent research, Flurry Analytics 
found that of the time people 
spent on their mobile devices, 
only 10% is spent using the web 
browser; the other 90% is spent 
within apps.4

* 10% of time spent in browser Figure 1 
Analysis of time spent on mobile devices. 
Source: Flurry Analytics
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A guide to mobile apps 
vs. mobile web.
Almost half U.S. online sales are now made 
via a mobile device.14 

Mobile commerce (customers using 
smartphones and tablet devices to shop 
online) is growing so rapidly that many 
retailers—small businesses as well as 
international enterprises—are now 
thinking “mobile first” for all of their 
online activity.

U.S. online retail sales were worth $341.7 
billion in 201514 and, while total online sales 
grew by 14.6%, sales via a mobile device 
grew by 25%.15 Finally, 45% of people use 
their mobile device to make purchases.16

Having a mobile commerce capability  
is clearly no longer a nice-to-have— 
it’s a retail business necessity. But, 
should you aim for the rich functionality 
of a dedicated, native app or are you 
better off building a really great, mobile-
optimized website?

The data can seem contradictory. In recent 
research, Flurry Analytics found that of the  
time people spent on their mobile devices, 
only 10% is spent using the web browser; 
the other 90% is spent within apps.17

14

14   Internet Retailer, “The Global 1000: The reinvention of global e-retail,” by Stefany Zaroban, August 2, 2016.

15  Internet Retailer, “U.S. e-commerce grows 14.6% in 2015,” by Stefany Zaroban. February 17, 2016.

16 eMarketer, “Most Digital Buyers Will Make Purchases via a Smartphone by 2017.” February 16, 2016.

17 Yahoo Flurry Analytics, “Seven years into the mobile revolution: Content is King… again.” August 26, 2015.
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18 Business Insider, “THE E-COMMERCE REPORT: Spending habits, crossdevice trends, and the 
mobile web’s importance.” February, 2015.

In research on millennials and mobility, 55% 
say that a poor app experience would make 
them less likely to use a company’s products 
or services and 39% would be less likely to 
recommend a company’s products.18

When it comes to app development, the stakes are high that you need 
to “get it right” or risk your brand’s reputation. So, is it worth building 
a mobile app instead of (or in addition to) optimizing your website for 
mobile shopping? Perhaps the answer is that repeat and loyal customers 
appreciate the convenience and depth and richness of an app, while new  
or casual shoppers prefer the breadth of their browser’s search engine. 

In many ways, “either/or” is the wrong way to look at this: each serves a 
purpose. Your mobile web is going to show up in search results, not your 
mobile app. So, if a potential new customer wants to buy from you, are 
you really going to require them to download your app first? Conversely, 
if you’re trying to nurture customer loyalty, consider making a rewards 
program available only to those who download and use your mobile app.

Finally, rather than thinking app vs. web, think of this as a question of 
priority: if you want or need a dedicated app, how does that rank against 
the need to continue investment in your website? The answer depends on 
your business, your budget, and how you want to segment your customers.

15

http://uk.businessinsider.com/retailers-and-mobile-web-commerce-2014-11
http://uk.businessinsider.com/retailers-and-mobile-web-commerce-2014-11


Here are five points to consider:

Development and supportability.

Native apps can be expensive to develop and 
maintain. You will need to decide which platforms 
you will target, then build and maintain separate 
apps for each. At the very least, you’ll probably 
want your app to be available for both Apple and 
Android devices. At the same time, you’ll need 
to maintain a mobile-optimized website for new 
customers and those you have not yet persuaded 
to download your app.

User experience.

Imagery is important in mobile commerce. 
Pictures are powerful, especially on the limited 
real-estate of a smartphone screen, and a 
dedicated app allows you greater control over how 
your content is presented; not just images and 
text, but audio and video too. An app also gives 
better access to device features—such as camera 
or GPS—and functionality like tapping, shaking, 
etc. so that you can build a far richer customer 
experience than is available on a website.

User engagement.

Bear in mind that it’s hard to capture and keep 
users’ attention. Most people keep less than 10 
apps on their smartphones and, according to 
AppsFlyer, only 25–29% of apps downloaded are 
retained for even one full day. Only 3% survive 
for 30 days.6 If you decide to build an app, first 
consider what incentive a user might have to 
download it. Can you offer, for example, 15% off 
their first app-order or free delivery?

Discoverability.

Although customers may search for you within 
an app store, more people are likely to find you 
through search engines like Google. Google and 
other search engines now prioritize websites that 
are mobile-optimized in their search results so, 
once again, you may wish to maintain a mobile-
friendly site alongside any app that you develop.

Access to customer data.

Apps work best when used for building and 
rewarding customer loyalty, giving you a platform 
to establish and deepen a connection with the user. 
An app gives you greater opportunity to personalize 
the user experience, perhaps based on additional 
information you have gathered by requesting/
allowing users to log in using their Facebook account.

Most people keep less than 10 
apps on their smartphones and, 
according to AppsFlyer, only 
25–29% of apps downloaded are 
retained for even one day.19

19  eMarketer Inc., “How many Apps do Smartphone owners use?“ The article cites research from Research Now, Pew 
Research Center and AppsFlyer.
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20  Forrester Research Inc., “The Total Economic Impact of PayPal on Mobile.” A commissioned 
study conducted by Forrester Consulting on behalf of PayPal. April 2016.

Apps vs. web?
There are pros and cons for either an app or 
a mobile-optimized website and—even if you 
decide to develop an app—you will still need to 
have some form of mobile website.

PayPal as a 
payment option 
generated an 
ROI of 406%.20

However you decide to prioritize your development 
budget, PayPal can help. Our solutions are designed  
for mobile payments on the web or within your app.  
They help simplify the payment process, reduce errors 
and increase conversion rates.

In fact, in a commissioned study conducted by Forrester 
Consulting on behalf of PayPal in the U.K., the research 
firm found that integrating PayPal as a payment option 
within a business’s mobile website and apps generated 
a return on investment (ROI) of 406%, and a payback 
period of less than six months.20

To learn more about recent developments in mobile 
commerce and how PayPal can help you with mobile, 
visit www.paypal.com/business.

17

https://www.paypal.com/business


How PayPal helps with mobile commerce.
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PayPal helps support 
mobile shopping.
PayPal can help improve conversion rates in a 
number of ways. Our solutions are designed for 
mobile payments.

“PayPal is very 
mobile-focused. 
They’re one of 
the leaders in  
the space.”
Michael Cowan,  
Ecommerce Director,  
Chain Reaction Cycles

Our merchant services simplify the payment process, 
helping to reduce key-entry errors and increase conversion 
rates. For example, customers who activate PayPal One 
Touch™ can skip the PayPal login stage and go directly 
from the “Pay with PayPal” button on your site to 
the “Confirm” button on PayPal—making the checkout 
process as simple and quick as possible.
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21  As reported in Nielsen’s Online Panel research for activity occurring from July–November 2015, 
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PayPal Express 
Checkout.
PayPal Express Checkout gives your customers a fast-track to 
checkout—both on your product pages and from the shopping cart.

It lets buyers to complete a purchase without manually entering 
shipping and payment information on small screens. That 
information is pre-populated by PayPal, so they can simply 
review the payment information and confirm the purchase.

Simple and secure, PayPal Express Checkout prevents your 
customers from having to juggle a card and phone—sometimes in 
a public place—while trying to enter a 16-digit number on a tiny 
touchscreen. And that simplicity can pay off: checkout conversion  
can be up to 44% higher for PayPal versus non-PayPal (debit or 
credit card) transactions.21 

To learn more about how PayPal helps you make money with mobile, 
visit www.paypal.com/business.
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PLEASE NOTE: 
The information in this article has been prepared by 
PayPal and is for informational and marketing purposes 
only.  It does not constitute legal, financial, business or 
investment advice of any kind and is not a substitute for 
qualified professional advice.   

You should not act or refrain from acting on the basis of 
any content included in this article without seeking the 
appropriate professional advice. The contents of this article 
contain general information and may not reflect current 
developments or address your situation. PayPal disclaims 
all liability for actions you take or fail to take based on any 
content on this article.  

 

Although the information in this article has been gathered 
from sources believed to be reliable, no representation is 
made as to its accuracy. Links and other tools are provided 
for informational purposes, and PayPal is not responsible 
for their content. This article is not an endorsement or 
recommendation of any third-party products or third-
party services of any kind.

FIND OUT HOW PAYPAL CAN HELP 
SUPPORT YOUR BUSINESS,  CALL 
US AT 1-888-430-6611 OR VISIT 
PAYPAL.COM/BUSINESS.

http://paypal.com/business

