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M
arrying the brand experience across chan-
nels from offline to online is important to-
day. Retailers should make sure they are 
selling where the consumers are. 

Ryan Bonifacino, chief marketing officer and SVP Dig-
ital for Alex and Ani, said when he looks at anyone inter-
acting with the brand, it has always been important to 
the founder of the company that no matter how big 
they get as a brand, that they don’t stray away from 
engaging with the consumer. 

For Alex and Ani, social media is a support function, it 
is a shared service across all channels. 

“[Social media] is the extension of the customer life-
time value. With the results that we have been able to 
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Alex and Ani maintains an active presence on Instagram. The accessories re-
tailer showcases its pieces daily to its followers. 

But what do consumers expect? 
Consumers are expecting everything from real ser-

vices like free or low-cost shipping, to the ability to be 
able to touch products in-store while still getting the 
deals later online. 

Consumers, however, don’t look at a brand or retailer 
as a channel. It may be how they’re shopping, but they 
view the brands as one brand. This is why it is impor-
tant to keep your brand message and experience uni-
form across each channel. 

Social Media: Not Just  
a Marketing Channel 

When it comes to marketing and selling to custom-
ers, social media has evolved tremendously as a chan-
nel for brands. Brands are going beyond having social 
media as a marketing tool; they are taking active stanc-
es to drive sales to their websites. 

For accessories brand Alex and Ani, the brand thrives 
when it comes to selling on social media. Instagram 
takes the top spot as the social media platform of 
choice for them.
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uncover, the customer interacting with us on any social 
channel, they are going to last longer as customers,” 
said Bonifacino. “The customer lasts longer, in many 
cases, the customer is buying at a higher frequency, 
you are seeing them on the [web]site more, you have 
more abilities to show them relevant content.” 

According to the MCM Outlook 2015 survey, social 
media ranked 84% as a marketing tool for retailers. This 
was below the ecommerce site at 89.7%. In fact, Face-
book is the top social media platform (76.2%) where 
retailers maintain an active presence while Instagram is 
28.6%. Only 26.2% said they use social media for com-
merce. 

Retailers need to stay in front of the consumers and 
engaging at their level. It helps build brand awareness 
and creates a sense of community, engaging shoppers 
which will ultimately result in increased sales. 

There are more than 2 billion active social media us-
ers, and social media has gone beyond a consumer 
education tool: it’s now an ecommerce driver. Consum-
ers use social media for pre-purchase research, while 
brands use social media to introduce new products, 
build loyalty, and make merchandising decisions. 

The Pinterest buy button allows customers to discov-
er millions of handpicked products. According to re-
search from Millward Brown, 93% of active Pinners said 
they use Pinterest to plan for purchases and 87% said 
they’ve purchased something because of Pinterest. 

Making the Online and  
In-Store Connection

Retailers are finding innovative ways to connect the 
online experience to their in-store experience. This in-
cludes new in-store technology, including point-of-sale 
systems, iBeacon-enabled hardware and wearables, 
which have all moved toward the mainstream. 

As the technology landscape matures, retailers will 
be able to look at their customers holistically and they 
will experiment with these innovations to improve the 
shopping experience. Combining the in-store and on-
line data will make this a critical business requirement 
for brands’ personalization efforts. 

Bonifacino said for Alex and Ani, the connection be-
tween online and in-store has been around customer 
data. The company is in year four of e-receipts, and it 

Unbound Commerce announced the launch of a new, dedicated 
mobile commerce site for leading restaurant supplier Restaurant 
Equippers. The mobile commerce site launched on May 20.

Restaurant Equippers is one of the largest equipment and 
supply businesses in the industry, providing fast and trusted 
service to a growing legion of hundreds of thousands of loyal 
food service operators. The new mobile site allows mobile site 
visitors to shop for and purchase products via a new interface, 
custom-built to deliver the best-possible mobile consumer ex-
perience, and maximum conversion rate.

The new m.Equippers.com mobile commerce site carries 
rich features and functionality over to the small screen, yet 
does not use screen scraping as the primary methodology for 
the build. Unbound’s cloud-hosted mobile-specific design and 
best-practices build process mean ultra-fast pageload times, 
rated as up to six times faster than responsive design and up to 
three times faster than transcoding.

“As we watched U.S. smartphone adoption cross 60% and 
mobile traffic to our site increase exponentially, we wanted to 
deliver the best-possible consumer experience, while integrat-
ing with our current ecommerce operations”, said Eric Myers, 
Director, Ecommerce Operations at Restaurant Equippers. 
“Mobile buying behavior is different, and we wanted the flexi-
bility of a dedicated mobile site, allowing us the option to deliver 
mobile-specific features and functionality, downstream, as mo-
bile commerce grows and evolves.”

Ratings and reviews and product-specific social media inte-
gration help make the mobile site a rich, tracked customer en-
gagement tool. The new mobile site also features a location-
enabled store locator, 
pick-up in-store options, and 
customizable mobile banner 
displays, so specific promo-
tions can be used to drive 
traffic and tracked conver-
sions. Custom landing pages 
can be generated and QR 
codes produced at the click 
of a button to link offline, 
physical touch-points to new 
mobile conversions.

According to the results of 
MCM Outlook 2015, 57.7% of 
merchant respondents said 
their company has mobile 
commerce sites to cater to 
small-screen shoppers. 
However, 30.8% of respon-
dents said they are not using 
mobile commerce.

Restaurant Equippers Cooks  
Up New Mobile Site 

CONTINUED ON PAGE 3

The mobile commerce site provides 
rich features and functionality over 
the small screen.
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has been a natural evolution. 
“Being able to have a high capture for it, it helps unify 

customer information,” said Bonifacino. “That is big at 
the transaction level, you have identifiable data. We 
have beacons in all of our stores, we are able to get to 
see if that device has had a touch point in the past.” 

Bonifacino assured that the information captured is 
purely for analysis as it relates to the customer journey. 
It allows Alex and Ani to see if mobile advertising is 
working in a very unique way. 

The Ecommerce Site
Like so many of the channels that sell to the con-

sumer, the ultimate place you want people to land is on 
your ecommerce site. As a retailer, this is your chance 
to close the deal with the consumer and make them 

By changing its mobile focus from conversions to engagement and influence, coupled with an en-
hanced mobile app experience and analysis of customer data from its PowerUp rewards program, 
GameStop has seen tremendous success in mobile-to-store sales.

From January 2014 – six months prior to the launch of the updated app – to January 2015, GameStop 
saw a 415% growth in direct revenue from the mobile channel, a 460% increase in mobile-influenced 
in-store reservations, and a 5x increase in in-store pickup requests.

Jason Allen, vice president of multichannel for GameStop, said the company realized it didn’t make 
sense to focus on mobile commerce when less than 5% of customers were making purchases there.

“One of the first insights we got from PowerUp data when it launched in 2010 was that customers 
were doing the opposite of traditional showrooming, using our online properties to research, get prod-
uct information and find a store, preferring to engage with associates” Allen said. “So we took a dif-
ferent perspective: Forget direct sales online, how can we enhance our services and experiences in 
mobile to help customers find an easier path to purchase, and it doesn’t have to be on a device?”

Tapping its vast store of PowerUp data – gleaned from 40 million members worldwide, representing 
71% of revenue – GameStop then set out to revise its mobile app in 2014 by giving the people what they 
want.

“We found that customers really wanted four things: Easy-to-find products, the ability to look up the value of their old games, simple 
tracking of pre-orders and reservations, and using their devices to order and pick up in store,” Allen said. “So we saw an opportunity not 
to fit our website into the mobile app, but give customers the experience they want. As a result we’ve seen a 138% increase in traffic 
growth and a 68% gain in active users to the app, which represents nearly 20% of our multichannel traffic, up from 9.5%.”

The updated app included a new feature, Trade Center, giving customers access to the trade-in value of all games in GameStop’s 
system. “Before we had a landing page with the trade-in value of the top 150 games,” Allen said. “Now they can look up any game. 
Within the first week after the new app launched in July 2014, Trade Center became one of the top three destinations on mobile that led 
to in-store purchases.”

If GameStop had the PowerUp data insights sooner, “we never would have taken an okay online shopping cart and made it better,” he 
said. “We would have put the effort where the customers are – search, product pages and trade values. Now with this data, we can see 
how our initiatives, projects and experiences can impact all channels.” 

— Mike O’Brien

Mobile App Drives Store Sales Gains for GameStop

CONTINUED ON PAGE 4

come back again. 
Eoin Comerford, CEO of Moosejaw Mountaineering 

said during a video interview at IRCE 2015, content is 
important for their brand. 

“We sell 25,000 products on our site, we can’t pos-
sibly take original content of all 25,000 products. We 
rely on our vendors to give us our products, so for the 
longest time we thought that was enough,” said Com-
erford. 

Comerford said they do customer service surveys all 
the time, and when they asked consumers who went 
to Moosejaw Mountaineering to purchase and didn’t 

     We have beacons in all of our   
 stores, we are able to get to see  
 if that device has had a touch  
   point in the past. —Ryan Bonifacino, Alex and Ani.

GameStop’s mobile app drives signifi-
cant growth for store sales.
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Over the holiday season, Belk launched its Santa Baby Sweep-
stakes, which generated the greatest number of email and mo-
bile opt-ins among other Belk sweepstakes in 2013 and 2014.

Belk partnered with Helloworld, a provider of rich engage-
ment solutions, to offer a multichannel incentive program ac-
cessible across digital and mobile channels for the sweep-
stakes.

Jon Pollack, executive vice president of marketing, sales 
promotion and ecommerce for Belk, said the sweepstakes ex-
ceeded its expectations.

“In a relatively short promotional period, the sweepstakes 
absolutely exceeded our expectations and goals for driving 
traffic during the holiday season,” said Pollack.

Belk saw 233,500 total registrations and 1.1 million entries 
stemming from various activities across its microsite. The cam-
paign generated over 1.6 million personalized eCards.

During the sweepstakes, consumers were able to play fes-
tive games and earn bonus sweepstakes entries by sharing the 
site across social channels such as Facebook, Twitter and Ins-
tagram, as well as watching the Santa Baby television spot and 
following Belk on Instagram and Twitter.

Pollack said Belk has ongoing sweepstakes at various phas-
es throughout the year. He said the company has found that 
promotional tactic to be a key driver in obtaining opt-ins and 
building long-term loyalty. “They’ll continue to be part of our 
overall strategy for the foreseeable future,” Pollack said.

He said one key challenge with sweepstakes for any retailer 
is finding new and creative ways to stand out in the holiday 
season, a period more cluttered than usual with advertising and 
promotions.

“We’re very pleased with the results and look forward to 
looking for innovative ways to spread our brand message,” Pol-
lack said.

From the back-to-school period to the holiday season and 
other points during the year, he said, Belk looks for key oppor-
tunities to insert its brand into customers’ lifestyles and develop 
a marketing approach that resonates with its target audience.

Belk’s Holiday Sweepstakes 
Sees Great Success in Mobile 
and Email

purchase, why they hadn’t. 
“One of the biggest reasons was that we didn’t have 

all the content they needed to make a decision,” said 
Comerford. “They wanted reviews, they wanted better 
sizing information, they wanted 360 degrees of prod-
uct, they wanted to see it on a model.” 

Comerford said the company realized they couldn’t 
rest on their laurels and say whatever they get from the 
vendors is good enough, so Moosejaw Mountaineering 
is making a major investment this year in content. 

The company has plans to incorporate video, a 360 
degree photography, and more how-to content to really 
make it a “stickier experience” for the consumer, to 
where when they land on our site and product page that 
they have everything they need to make a decision. 

Ian MacDonald, director of ecommerce for Silver Star 
Brands said during a video interview at IRCE 2015, tra-
ditionally being a catalog company, they have always 
made sure their website was married with the catalog. 

The ecommerce site has the same offers, the same 
items and graphics and prices, MacDonald explained. 

“We want the buying experience online to be what 
the customer is used to, when they are shopping on 
the catalog,” said MacDonald. “Aside from marrying 
the two, we want to take advantage of ecommerce.” 

MacDonald said they want to provide a better experi-
ence in terms of more copy on the website, they want 
to marry the basics-- the assortment, the pricing-- but 
we try to make it better online where they can. 

At Alex and Ani, Bonifacino said the ecommerce busi-
ness is not a sales channel for them, it is a total online 
experience. Every action that takes place there, there is 
a high intent to reach. 

“We analyze every interaction, we quantify every in-
teraction, which goes back to what the dot.com prop-
erty does for other sales channels for discovery and ac-
tion,” said Bonifacino. 

Bonifacino said this exists not only for their stores, 
but with their partners as well. 

Bonifacino said some of the recent additions they 
have made have been improvements to the experi-
ence, testing tools, being able to match segments to 

CONTINUED ON PAGE 5

     We want the buying experience  
 online to be what the customer is  
 used to, when they are shopping  
   on the catalog. —Ian MacDonald, Silver Star Brands.
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test with the appropriate size of buttons and positions. 
“What is the ideal checkout page for desktop, the 

combination of A/B testing tools as well as analytics,” 
said Bonifacino. “Those two working in tandem is one 
of our power strategic advantages; being able to shop 
the site, shop the collections and get inspired to see 
how people are wearing the product, tons of validation 
and inspiration.” 

According to the MCM Outlook 2015 survey, 69.8% 
of retailers said ratings and reviews are the type of user 
generated content they use on their website, while 
43.4% said integrating “share this” “Facebook” or 
“Tweet this” is what they use. 

How to Conquer Mobile as a Channel 
This year, the topic on everyone’s minds has been 

mobile devices, particularly the smartphone. Retailers 
know it is becoming increasingly necessary to sell on 
this channel, but how? Or better yet, how effective 
should you be when it comes to selling on mobile? 

The answer: very effective. Consumers, especially 
the millennial generation, are on their smartphones and 
mobile devices 24/7. So how do you make it work for 
your business? 

There are higher expectations from consumers as ad-
vances in mobile technology become more prevalent. 
Customers are expecting a one-click “Amazon-like” 
payment and a super-personalized mobile experience. 
Offer your customers a personalized, frictionless mo-
bile experience that will promise bigger business re-
sults, turning mobile browsers into mobile buyers. 

Today, retailers will want to capture the consumer’s 
attention when they are shopping, especially when 
they are showrooming--examining products in-store 

with the mind to buy online. Retailers are implementing 
mobile geo-targeting and geo-fencing, which has be-
come increasingly popular to reach customers where 
they are. 

According to the MCM Outlook 2015 survey, 36% of 
retailers said mobile commerce is the channel they mar-
ket to their customers. On a scale of 1 to 10, retailers 
said they value mobile as an ecommerce strategy as 5.9. 

Your Email Program — Making It Work 
for Your Brand

Email has come a long way and only continues evolve 
as a channel. Retailers are finding different ways to not 
only grab the consumer’s attention, but keep them as 
loyal customers. 

Today, it is important to get personalized with your 
email message and integrate past purchase and brows-
ing history, creating a more a targeted and personalized 
email experience. 

Retailers want to make sure that they capture cus-
tomers at each touch point, from the beginning of the 
subscriber journey to the point when the sale is made. 
If you send an email and there is no reaction from the 
customer, you may want to be able to trigger a remind-
er email. 

Bonifacino said when it comes to their email program, 
they have a highly engaged user base, their customers 
love consuming content weekly through email. 

According to the MCM Outlook 2015 survey, retailers 
said email is primarily used for promotions and market-
ing (91.1%), transactional emails are 82.2% while trig-
ger emails are 66.7%.
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