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W hen a business decides 
to relaunch its website 
today, responsive design 
is likely one of the first 

concepts to surface in planning meetings.  

Responsive design is a format that adapts the look of a single 
retail website and codebase to the device a consumer is 
using, eliminating the operational headaches of maintaining 

IT PAYS TO BE 
RESPONSIVE  
As mobile use soars, more businesses that redesign their websites are 
responding by opting to use responsive design, a technique that makes 
managing sites across the many screen sizes much easier. New flavors 
of the web design technique are improving mobile site speed.

APRIL BERTHENE

separate websites for smartphones, 
tablets and computers. With responsive 
design, the website is consistent across 
all devices, no matter the size. A retailer 
only needs to make a change to its site 
once, such as adding a new product, 
and it will be made across all devices. 
For consumers, it offers advantages as 
well. Since responsive is all one site, 
if a shopper puts an item on her wish 
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list on a mobile device and then visits the site from her 
desktop, it will still be there. Responsive design also offers 
SEO advantages. Since the website maintains the same URL 
across all devices, and thus all the traffic rather than splitting 
traffic across separate URLs, it could rank higher in search 
results as search engines may deem it as a popular site.  

Not so long ago it was a new design technique that only a 
handful of gamblers were testing. Now responsive design 
is widely used, and can prove an effective way to serve a 
single website not only to consumers on desktops, tablets 
and smartphones, but also to all the various sizes of devices 
within those categories. That’s particularly important with the 
growing variety of dimensions for smartphones and tablets. 

Growth in mobile use is driving the move to responsive, 
says Mark Grannan, an analyst at research firm Forrester 
Research Inc. “Responsive is almost by default the logical 
choice, or starting point for any web design decision; it 
covers all your bases,” Grannan says. “Your mobile website 
(is often) the welcome mat to your product.”  

Indeed, data shows that consumers spend more time 
shopping and searching on their mobile devices than on 
desktops. And that makes it imperative for any organization 
serving consumers to offer an easy-to-navigate, fast-loading 
mobile site across all mobile screens. In Q1 2015 59% of 
U.S. digital shopping time occurred on smartphones and 
tablets, according to comScore Inc. And more than half of 
Google Inc. searches in 10 countries, including the U.S. 
and Japan, now occur on smartphones, the search engine 
behemoth announced in May. 

Maintaining separate welcome mats for the dizzying array 
of mobile devices is difficult, if not impossible. The Samsung 
Galaxy Note 4 phone, for example, boasts a 5.7-inch screen. 
The new iPad pro measures in with a healthy 12.9-inch 
screen, the iPhone 6s has a 4.7-inch screen and the iPhone 
6s Plus has a 5.5-inch screen—and that’s just the tip of the 
mobile screen iceberg. 

More companies are responding to the growing number of 
screen sizes by going responsive. As between 20% and 33% 

of companies are conducting a web 
redesign at any given time, Grannan 
predicts the number of responsive 
design sites will continue to rise. 

As responsive design matures, more 
flavors of the web design technique 
are emerging to solve its first iteration 
downfalls—predominantly slow load 
times. Pure responsive design is the 

original flavor. A pure site bundles 
everything needed to create a web page 
on desktops and tablets and smart-
phones and jams it all into one jumbo 
data package and sends that through 
the wireless pipes to a mobile device. 
Pure responsive design can for the 
most part be deployed by in-house web 
designers without specialized training, 
says Brian Klais, founder and president 
at Pure Oxygen Labs LLC, a mobile 
marketing and mobile search engine 
optimization firm. 

Because it’s crucial that a mobile site 
load quickly, developers have come 

‘Responsive is 
almost by default 
the logical choice, 
or starting point 

for any web design 
decision; it covers 

all your bases.’
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Open source e-commerce platform:  
A critical element of responsive design

Three years ago, responsive design was still in its 
infancy. It was innovative to think that you could build a 
site using a single codebase that would automatically 

adapt to desktops, smartphones and tablets so that visitors 
could easily view content regardless of their device’s screen 
size. Today, however, responsive design is becoming more 
common and many companies see it as an essential web 
design strategy to stay competitive. 

According to a recent report by Pew Research, 64% of U.S. 
consumers now own smartphones. EMarketer also reported 
that as of 2015, more than 1 billion consumers worldwide 
use tablets. The reality is that many consumers are using 
their mobile devices to shop online: Responsive design is 
quickly growing. However, most still have not adopted this 
technology—underscoring an opportunity for retailers to 
grab a competitive advantage. 

“A lot of merchants think implementing a responsive 
design site means entering into a huge, time-consuming 
undertaking, and that’s simply not the case,” says Paul 
Boisvert, head of product management at Magento, an open 
source software company. “By taking the proper steps and 
choosing the right platform—one that is open and flexible—
it will take half the time that retailers might expect.” 

Open source means that merchants or their in-house 
developer or system integration partner can more easily 
make changes on their own and on the fly without waiting 
for the vendor, enabling them to create a more differentiated 
branded experience without delay.

The process of adopting a responsive site is straightfor-
ward, Boisvert says. Companies should first review their 
analytics to understand the devices commonly used to visit 
their sites and where market trends are headed. Based 
on that information, companies should then prioritize the 
content they want to display and how they want it to look on 
smartphones, tablets and desktops.

“A person on a smartphone has different use patterns 
than someone on a tablet,” Boisvert says. “Think about how 
you service those particular requests in the context of your 
business and what unique content you provide to them while 
being device-specific.”

The next step, based on the information the retailer gath-
ers, is to put a responsive design plan in place. But Boisvert 
warns that this isn’t the last step. 

“There’s no one-and-done offering,” he adds. “Merchants 
need to be prepared to challenge the assumptions they 
have when they create that plan. They must validate those 
assumptions against the analytics, and then move forward 

with the plan. But they should be prepared to review after 
launch and make adjustments as needed.” That, Boisvert 
says, is where open source comes in handy.

The ability for companies to make changes quickly as they 
gather information on a responsive design site is important. 
And it is why Boisvert says an open and flexible platform is 
critical to a successful responsive design—because it can be 
easily adjusted and customized to fit the retailers’ needs to 
maximize sales.

Responsive design does pay off, as evidenced by some of 
Magento’s clients.
 After implementing responsive design, International 

Military Antiques increased its mobile revenue by 179% 
and its mobile transactions by 163%. Within 45 days, the 
revenue increases had paid for the cost of the responsive 
design project.
 Magento client Skinny Ties also saw huge returns with 

its move to responsive design—the retailer experienced a 
58% increase in transactions year over year, a 20% increase 
in average order value, a 187% increase in revenue from 
Android devices, a 224% increase in revenue from iPads, 
and a 437% increase in revenue from iPhones.
 Within the first six months of its responsive design 

launch through Magento, German fashion retailer Hallhuber 
posted a 20% increase in conversion rate for mobile, a 20% 
increase in mobile revenue, a 10% increase in the number of 
mobile sessions, and a decrease in bounce rate.

Boisvert emphasizes that retailers who are struggling 
with their current platforms shouldn’t be intimidated, 
but should rather look for a flexible platform that will 
keep up with the pace of their business to give them that 
competitive edge. 

“Retailers need to work with a provider that can help 
them get started quickly and continue to innovate at the 
pace they need to be competitive,” he says. “E-commerce is 
accelerating very fast. Merchants need a platform that can 
keep pace with them.”

Sponsored by:
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product was difficult and the basic 
filtering was clunky, he says. 

This was especially a problem since 
between 42% and 45% of the shoe 
e-retailer’s website traffic comes from 
smartphones. Revenue, however, from 
smartphones was not even close to this 
level, at only about 10% of all revenue 
for the web-only retailer, Petersen says. 

“We really wanted to make sure 
we are optimized for that mobile 
traffic,” says Petersen. He particu-
larly wanted to boost the mobile 

up with a variation of responsive design known as hybrid. 
With this approach the web server first detects the type of 
device requesting a web page and then only sends what is 
necessary to build the page on that type of device. Hence, 
hybrid leads to faster load times, as, for example, much 
smaller images that take up less bandwidth are sent to a 
smartphone. However, developing a site the hybrid way 
often requires more time, technology chops and perhaps 
the help of a developer who specializes in this newest 
flavor, Klais says. Creating a hybrid responsive site requires 
multiple style sheets and image sizes and properly coding 
the site to signal to the server which content to send to a 
device, he says. 

“It requires more expensive engineering and developer 
resources to create the server logic responsible for detecting 
and optimizing the experience,” Klais says. 

Regardless of the species, the benefit of having a single 
website with a single code base that dynamically adapts to 
the size of the viewer’s screen is convincing more companies 
to sign on with responsive. It’s a big commitment, because 
companies must relaunch their entire desktop sites to 
make the transition, which is more work than creating 
a standalone mobile site that runs along a desktop site. 
But many companies that have put in the time and elbow 
grease to go responsive are enjoying the fruits of their labor: 
increased mobile sales, lower mobile bounce rates and 
better-performing mobile sites. 

Below are a few companies reaping rewards from responsive.

ONLINESHOES.COM STEPS UP 
MOBILE PERFORMANCE WITH 
RESPONSIVE DESIGN
Onlineshoes.com, a web-only retailer, this summer decided 
to put its best foot forward by updating its website to 
responsive design. 

The shoe e-retailer had maintained a mobile site separate 
from its PC site. The separate mobile site was subpar, says 
Curtis Petersen, chief marketing officer at OnlineShoes.com. 
While it fit the screen of a smartphone, searching for a 

Between 
42% and 
45% of 
Online 
Shoes.com’s 
traffic came 
from smart-
phones, but 
only 10% of 
revenue did, 
says Curtis 
Petersen, 
chief marketing office for the retailer.
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The project took most of 
OnlineShoes.com’s IT department nine 
months to complete, Petersen says. 

As the retailer is still looking to 
improve performance, hybrid responsive 
design is not out of the question 
for OnlineShoes.com in the future, 
Petersen says. 

RESPONSIVE DESIGN 
HELPS MOTEL6.COM 
BOOK MORE MOBILE 
CONVERSIONS
Motel 6 is another company that 
signed up for pure responsive design. 
Up until late last year Motel6.com, 
owned by G6 Hospitality LLC, lacked 
any version of a mobile-optimized site. 
Today, mobile has moved from a small 
part of its strategy to a major focus for 
the hotel chain. 

“Mobile has evolved from being part 
of our marketing strategy at G6 
Hospitality to being the core of our 
entire strategy,” says Lance Miceli, 
executive vice president, chief marketing 
officer, G6 Hospitality.

Before launching its responsive site, 
Motel 6’s normal desktop site would 
show up on smartphones. However, 
shrinking the original site down to a 
smartphone screen took several clicks to 
book a room, thus spurring the move to 
responsive design, Miceli says.

“Based on industry data, we know 
mobile is king,” he says.

Motel 6 launched a pure responsive 
design site in October 2014, after a 

conversion rate, that is, the percentage of mobile shoppers 
who make a purchase.

The new site launched June 18. OnlineShoes.com antici-
pated a negative impact at first, predicting its consumers 
wouldn’t like a big change in the website’s layout and 
navigation and would need time to adjust. To Petersen’s 
surprise, many of the metrics OnlineShoes.com tracks 
stayed the same, and some improved. The retailer’s bounce 
rate, or the percentage of visitors who leave after viewing just 
one page, fell 10% and the amount of time consumers spent 
on the mobile site increased 5%. The mobile conversion rate 
also increased a couple of percentage points, says Petersen, 
who declined to give specifics.

Unlike the previous filtering options, the new responsive 
site makes searching easier by enabling consumers to swipe 
left on a mobile device to see a navigation bar that lets them 
narrow options by such parameters as heal height, color, size 
and price range. 

“The biggest change for users is the ability to go in and find a 
product more effectively,” Petersen says. But another benefit 
is less work for the retailer. When Online Shoes wants to 
add a new product or promotion it only adds it once and it 
shows up regardless of the device the consumer is using. In 
the past the retailer had to add those new elements sepa-
rately to the mobile and desktop sites. 

Online Shoes selected pure responsive design since it was 
quicker to implement, and speed to market with the new site 
was a top priority for the retailer, Petersen says. 

As it built its new pure responsive design site, 
OnlineShoes.com focused on page load times since the original 
form of responsive design has a reputation for being sluggish, 
Petersen says. Sure enough, when the new site launched, the 
load time increased on smartphones, Petersen says, without 
getting specific. However, the retailer identified and fixed a 
number of culprits, such as database coding and the number 
of times the site had to call the server to load images and large 
JavaScript files. Making some tweaks brought the load time 
down to the level of the previous mobile site.

http://www.internetretailer.com
http://www.mobilestrategies360.com
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Why site infrastructure plays a significant  
role in successful responsive design

As mobile sites get bigger and more complex—in 
the past four years, they’ve gone from about 400 
kilobytes to about 1.2 megabytes in size—more 

consumers worldwide are shopping online, with those 
shoppers expected to grow 50% by 2018, according a to 
report from the United Nations Conference on Trade and 
Development. At the same time, a recent Akamai study 
reported that 57% of consumers using mobile devices 
to shop online encounter problems—and 46% of those 
customers don’t return to a site after that bad experience.

For retailers, the consequences of this combination 
can be devastating—and poorly executed responsive 
design can be one of the culprits of a poor-performing 
mobile site.

“A lot of retailers fail to understand that most respon-
sive design uses technology originally intended for 
desktop use,” says Ari Weil, vice president of marketing 
and business development at Yottaa, a cloud platform for 
optimizing web and mobile applications. “The JavaScript 
and jQuery components developers have to use were 
never designed for a mobile network, and mobile net-
works were never designed to handle data transfer the 
way they are forced to today.”

The key is to have the proper infrastructure in place 
so the responsive sites can quickly and securely load 
on mobile devices. According to Weil, 60% of web pages 
today contain 10 or more JavaScript requests for content, 
more than 50% contain 50 or more requests and 20% 
contain 100 or more. “That means the site is going back 
100 times and asking for resources before the user sees a 
page fully loaded,” Weil says.

All this adds up to slow-loading pages on mobile 
devices and countless dollars in lost sales for retailers. 
But according to Weil, there’s a solution to the problem. 

“We have a platform that adapts the delivery, accelera-
tion and security to the end user’s context, and we provide 
integrated analytics across the web infrastructure, app, 
and end user so we can help inform our own machine 
learning process,” Weil explains. Machine learning is 
when computer programs change based on data, without 
human intervention.  The analytics also help companies 
better understand how consumers navigate a respon-
sive design site and offer clues on where businesses 
can make improvements. 

To speed web and mobile sites, rather than processing 
hundreds of JavaScript requests for content every time a 
user visits a site Yottaa caches the entire rendered page 
based on the last person to visit the page. 

“We say, ‘the last time someone asked for it, it looked 
like this,’” Weil explains. “Every visitor interaction 
refreshes the version of the page that Yottaa caches so at 
worst that will be a few seconds old.”

Yottaa shows the online user what he requests to see—
delivering the content the user wants while accelerating 
the site’s performance.  This is important to mobile per-
formance for responsively designed sites because much 
of the page weight is from hidden or overflow content that 
mobile users cannot see.

Moosejaw, for example, turned to Yottaa when it was 
struggling with the load time of its responsive site. The 
popular outdoor retailer placed its Twitter feed on its 
mobile homepage, which was great for marketing, but 
also meant it took 12 seconds for that page to load—
hurting its conversion rate. 

Weil says Yottaa helped Moosejaw employ what he calls 
application sequencing. “If it’s below the fold, we don’t 
show it immediately.” As a result, Moosejaw’s initial home-
page load time was shaved to four seconds, and at seven 
seconds the Twitter feed loaded. Additionally, by speeding 
up the mobile site significantly, Moosejaw had a 16% 
improvement the time it takes for a page to appear visually 
complete, a 4.6% decrease in bounce rate, 12% increase in 
time on site and a 17% increase in conversion rate.

“In order to make responsive work well across every 
type of device and to make sure you can maintain the 
agility you are after, you need a solution that automatically 
and continuously makes everything on the site faster and 
more secure for every visitor,” Weil says.

Sponsored by:
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MOOSEJAW ACHIEVES 
A FASTER AND FULLER 
MOBILE SITE WITH A 
REDESIGN
Moosejaw Mountaineering is one 
step ahead of Motel 6. The retailer of 
outdoor gear first used pure responsive 
design, but once it was ready for another 
redesign four years later it switched to 
the hybrid variety.

Moosejaw, No. 260 in Internet Retailer’s 
2016 Mobile 500 Guide, started 
using responsive web design in 2011, 
says CEO Eoin Comerford. When it 
switched to hybrid June 30, Moosejaw 
immediately saw a 20% increase in 
conversion rates across all devices 
accessing its site. 

Back in 2011, Moosejaw didn’t update 
navigation or add features to its website, 
but took the existing design and made it 
responsive, Comerford says. So by 2015, 
the core architecture of Moosejaw’s 
website hadn’t been updated since 
2008, and it was time for a ground-up, 
responsive redesign, he says.

Moosejaw embarked on the year-
long redesign process in 2014. It 
hired e-commerce implementation 
vendor Astound Commerce and 
website optimization vendor Yottaa, 
and added eight employees to its 
in-house team to manage the site 
after the launch. Moosejaw invested 
more than $500,000 in the redesign, 
Comerford says. Moosejaw.com now 
loads 15-20% faster than before, 
with the improvement in smartphone 
speed on the higher end of that range, 
Comerford says.  

year of developing the new site with creative agency Code 
and Theory. The company selected pure responsive design 
because that variety allowed it to launch the site faster and 
required fewer resources, Miceli says. 

The responsive design site offers one-click booking via 
Google Wallet, making reserving a room faster. Google 
Wallet is a mobile payments system that allows consumers 
to store credit cards, loyalty cards and gift cards on their 
smartphones. Motel6.com also uses a smartphone’s location 
via GPS to show a map of the nearest available Motel 6. 
Other improvements include personalizing the website 
based on location, recent searches and booking history.

Mobile conversion rates, including both smartphone and 
tablet, increased 21% for Motel6.com after the redesign. 
Desktop conversion rates also increased 19% after the new 
site launched.

Mobile conversion rates for Motel 6, including both 
smartphone and tablet, increased 21% after moving 
to responsive design, says Lance Miceli, executive vice 
president, chief marketing officer, G6 Hospitality LLC.

http://www.internetretailer.com
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Moosejaw isn’t the only company 
reaping rewards by moving from pure 
to hybrid. For example, web-only 
sports and entertainment decal retailer 
Fathead LLC updated its site from pure 
responsive design to hybrid late last 
year and decreased its page load time 
by 37% and page weight by 53%, says 
Michael Layne, director of Internet 
marketing at Fathead. 

RESPONSIVE 
DESIGN LEADS TO A 
DECREASED BOUNCE 
RATE FOR ASDA
But there are still plenty of companies 
using the original variant of responsive 
design. Among them is Asda, one of the 
largest grocery store chains in the United 
Kingdom and a subsidiary of Wal-Mart 
Stores Inc. The retailer ditched its sepa-
rate mobile site this summer, redesigned 

Besides working to make the mobile site faster, Moosejaw 
also wanted to improve its content. Moosejaw typically sur-
veys its customers three times a year, and so it made one of 
those surveys—which typically garners 25,000 responses—
about the upcoming redesign. One of the key questions 
it asked consumers was if they came to Moosejaw.com 
intending to buy something and didn’t, why not?

“Reading through those, there was some real gold in there in 
terms of what people suggested,” Comerford says.

Besides complaints about the site loading slowly on mobile 
devices, a lot of the answers were about the content accom-
panying the product. Customers said they wanted more 
images, bigger images and more reviews.

Moosejaw listened. It made the product images 70% bigger. 
It added more specifics in the product descriptions, such as 
instead of saying this is a Gore-Tex jacket, explaining how 
Gore-Tex works as a waterproof material. It also embedded 
True Fit technology, which suggests to a shopper which size 
of an apparel product will fit him best.

Moosejaw also updated its customer reviews, which it 
had managed in-house since 2004. The retailer now uses 
customer ratings and reviews firm Bazaarvoice Inc. to show 
reviews from the brands it works with, alongside Moosejaw’s 
customer reviews. For example, if a shopper looks at the 
product page for a YETI Cooler, she sees reviews from 
Moosejaw and from Yeticoolers.com. Of the 25,000 products 
Moosejaw sells online, now 31-32% have customer reviews, 
up from 25-26% of products previously, Comerford says.

30 days after the site launched, Moosejaw’s smartphone 
conversion rate increased nearly 50% compared with a year 
earlier, while the desktop conversion rate increased 30%, 
Comerford says.

Moosejaw’s smartphone conversion rate is now “well north 
of 1%” and desktop conversion rate as of late summer 
months was in the mid-2% range, he says. Smartphones 
account for more than 30% of Moosejaw’s traffic and nearly 
15% of revenue. 

Moosejaw.com now loads 15% 
to 20% faster after its move to 
hybrid responsive design says 
CEO Eoin Comerford. 

http://www.internetretailer.com
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is sending 24% more traffic to other 
sites within the Asda family, Asda 
reports. Asda.com receives more than 
90 million visits per year from more 
than 46 million unique visitors, the 
retailer reports. Internet Retailer 
projects Asda’s 2015 mobile sales will 
total $640.8 million.

One of the key changes in the redesign 
was limiting the number of sites that are 
highlighted in the lead navigation bar to 
only its most popular sites: Groceries, 
George Fashion and George Home and 
Money, Asda’s financial services site, 
to simplify the look of the site. Asda 
also introduced a “what’s popular now 
on Asda” section on its home page, 
which the retailer can populate with 
seasonal and trending products, such 
as barbecue food and back-to-school 
clothes; when a shopper clicks on that 
tab she is  directed to the appropriate 
page and site.

Asda.com used digital agency Code 
Computerlove Ltd. to redesign the site. 
The redesign, the spokesman says, was 
completed in three phases: gathering 
visitor feedback, infrastructure devel-
opment and personalization. Asda 
invested a “significant amount” in the 
redesign, although the retailer did not 
disclose a specific number. 

Whether launching a mobile presence 
for the first time, ditching a separate 
mobile site or embarking on a site 
relaunch, more businesses are turning 
to responsive design. And as mobile 
use and the variety of screen sizes only 
continues to grow—the data increas-
ingly shows: It pays to be responsive. 

its site to responsive design and is finding mobile shoppers 
are sticking around longer as a result.  

Asda, No. 39 in the 2016 Internet Retailer Mobile 500, 
switched to pure responsive design in mid-July after previ-
ously maintaining a separate mobile and desktop site. 

In the first six weeks since the switch, Asda.com’s bounce 
rate, or the rate of shoppers leaving the site after only 
viewing one page, decreased across all devices, an Asda 

spokesman says. On smartphones, the bounce rate 
decreased 33.27%, on tablets 27.47%, and 39% on desktops, 
the spokesman says. 

Asda.com decided to move to responsive design so 
consumers see the same content across all devices, the 
spokesman says. Plus, having one website instead of two is 
easier to maintain.

Besides its primary grocery site, Asda.com, Asda also 
maintains several e-commerce sites for other brands 
it owns, including apparel site George Fashion and 
general merchandise site George Home, as well as such 
Asda-branded sites as travel booking site Asda Travel. 
Since updating Asda.com to responsive design, the site 

In the first six weeks after 
switching to responsive design, 

Asda.com’s bounce rate 
decreased across all devices. 
On smartphones, the bounce 

rate decreased 33.27%,  
on tablets 27.47%,  

and 39% on desktops.
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