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The use of digital channels has reached a critical mass and 
is at a tipping point for widespread adoption throughout 
the retail value chain. In the challenging economic 
environment of these past few years, leading U.S. retailers, 
including both pure play online and multi-channel retailers, 
continue to look to digital channels for growth. With new 
digital venues abounding across social media and mobility, 
eCommerce retailers are actively experimenting with new 
concepts and realizing growth through digital channels. 
Online sales continue to grow at double digit growth rates 
in the US and now constitute 11% of all non-grocery retail 
sales.1 The global market for online retail boasts a relatively 
mature market in Western Europe and exploding growth 
rates in markets like China and Brazil.2 In a competitive and 
dynamic marketplace, the industry has recognized that 
digital initiatives are no longer periphery to the growth 
of retailers but are core to driving growth and engaging 
customers.

To keep tabs on the changing U.S. eCommerce 
marketplace, Deloitte conducts an annual assessment 
of the top 100 online retailers in terms of revenue as 
defined by Internet Retailer’s “Top 500 Guide.”3 Over 
130 eCommerce features and functions are evaluated 

1 Census Bureau of the U.S. Department of Commerce. “E-Stats.” May 
26,2011.
2 Forrester Research.  “Latin American Online Retail Forecast, 2011 To 
2016.” April 6, 2011. 
3 Internet Retailer. “Top 500 Guide.” May 4, 2011.

according to a defined maturity scale. The assessment 
gauges online market trends and compares capabilities 
delivered by the top retailers in eCommerce. (For complete 
details of the methodology and a summary of our analysis, 
please see the Appendix.)

This year, top online retailers exhibited substantial 
capability advancements, reflecting the maturation of 
the online retail market in 2012. According to Deloitte’s 
assessment, the top 100 retailers collectively exhibited 
the most improvement in social networking and mobile 
commerce, indicating continued investment in these areas 
(See Appendix figure 1). From a category perspective, 
specialty apparel retailers displayed the most prominent 
year over year improvement, but trailed behind leading 
general merchandise, office supplies, and computer/
electronics retailers in terms of overall capabilities. 

To simplify the landscape, Deloitte’s assessment suggests 
that online capabilities can be categorized into three key 
themes. Each highlights a competitive building block that 
online retailers should consider when competing in the 
eCommerce market. They include:
1.  Critical Mass. Mature capabilities in the landscape that 

are critical to eCommerce success.
2.  On the Verge. Developing capabilities that online 

retailers have an opportunity to improve.
3.  The Next Wave. Visionary capabilities that are leading 

the market.
 

Chapter 1: eCommerce Assessment

As used in this document, “Deloitte” means Deloitte Consulting LLP, a 
subsidiary of Deloitte LLP. Please see www.deloitte.com/us/about for a 
detailed description of the legal structure of Deloitte LLP and its subsid-
iaries. Certain services may not be available to attest clients under the 
rules and regulations of public accounting.
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Last year’s eCommerce Assessment highlighted capabilities 
that had room to grow. As would be expected in an active 
online marketplace, in 2012 we observed capabilities 
evolve from being areas for improvement to mature 
eCommerce functionalities or those capabilities that have 
reached “Critical Mass.” For these online capabilities, 
customers have come to expect robust functionality, 
and retailers should deliver these capabilities to compete 
successfully in the eCommerce market.

Product search
Internet shoppers today expect to locate products quickly 
and easily. The digital leaders deliver this functionality to 
customers through robust search and selection features. 
Of the capability groups considered in the Deloitte’s 
Annual eCommerce Assessment, the search and selection 
capability group was among the most mature of the 
leading 100 online retailers (See Appendix figure 2). Of 
the individual features considered in the assessment, 
the top retailers showed advanced maturity across the 
board in product keyword search, catalog browse, and 
advanced filtering and sorting functionality. Despite having 
often complex product assortments, office supplies, 
jewelry/beauty, and computers/electronics led the way 
in search capabilities. Search capabilities are no longer a 
differentiating factor for online sellers, but a necessary 
capability to effectively connect buyers to products.

Site performance
Consumers demand a well-designed website and an 
intuitive browsing experience, and strong site performance 
is critical for delivering the rich user experience that the 
majority of the top 100 eCommerce retailers have. Site 
performance was found to be another mature area for 
leading eCommerce retailers (See Appendix figure 2). Site 
load times and performance enable retailers to enhance 
their user experience, site branding, layout, performance, 

and presentation. Over 80% of the leading online 
retailers demonstrated quick page load times and overall 
performance, with office supplies and department stores 
leading the way. This year the market witnessed some high 
profile retailers suffer site performance difficulties, and it is 
critical that companies continue to emphasize site usability 
and performance in order to deliver rich and engaging 
experiences that encourage strong conversion rates. 

Social presence
It is no secret that social networking is a critical way to 
connect with consumers. There are over 800 million active 
Facebook users4 and more than 140 million Tweets occur 
per day.5 Retailers have drastically increased their presence 
on social media platforms to engage with this user base. 
The top 100 showed significant investment and maturity 
in their social presence in comparison to Deloitte’s 2011 
findings (See Appendix figure 1). Over the past year, 
retailers have not only built a presence on popular social 
networking sites, but also used the social network to 
provide access to promotions, facilitate discussions, and 
provide links to product and company information. While 
the full potential of an interactive shopping experience has 
not yet been fully unlocked, online retailers are actively 
experimenting with different social networking ideas. 
Facebook and Twitter integration was found among 89% 
and 80%, respectively, of top retailers which illustrates that 
investment into their social presence is a necessary tool to 
engage with customers, brand advocates and critics. The 
approach for using social still varies widely across the top 
100, but providing seamless integration from the website 
to a social media presence is now at “Critical Mass” for the 
top online retailers. 

4 Facebook newsroom, http://www.facebook.com/press/info.
php?statistics
5 Twitter blog, http://blog.twitter.com/2011/03/numbers.html

Critical mass
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While a number of eCommerce capabilities advanced in 
maturity among the top online retailer websites, there 
are many features and functions that still are “On the 
Verge.” These capabilities present near-term opportunities 
for retailers to improve in order to better meet evolving 
consumer expectations and to differentiate themselves 
against their competitors in the market.

Mobile shopping experience
Much has been said about the global adoption of 
smartphones, but the rise of mobile engagement via tablet 
adoption is also growing at an impressive rate. Currently, 
smartphone penetration stands at about 40% of the 
market6 and around 9% of online shoppers own a tablet. 
Consumers are using their devices to facilitate shopping. 
According to a Deloitte survey, most smartphone users 
searched for information online, browsed the Internet, 
used social networking sites, streamed video content 
and used online banking on at least a weekly basis.7 
Furthermore, tablet consumers have higher conversion 
rates and larger basket sizes than traditional online 
shoppers.8 Tablets allow retailers to offer a more engaging 
and seamless browsing experience that utilizes shopping-
friendly navigation and highly interactive media that 
seamlessly connect to the checkout process. The maturity 
of retailers in mobile commerce is split among those with 
advanced capabilities and those with almost no mobile 
or tablet commerce capabilities. Retailers in the general 
merchandise, specialty apparel, hardware, and jewelry/
beauty categories demonstrated the most advanced 
adoption of mobile commerce, while mainstream apparel 
retailers had the most room for improvement (See Figure 
3). One leading example is a general merchandise retailer 
that offers a mobile app that allows customers to scan 
products, provides a personal shopping assistant, and 
enables associates with mobile devices to enhance the 
shopping experience. Leading retailers should focus on 
improving the customer experience across devices to cater 
to the evolving consumer.

6 Nielsenwire. “40 Percent of U.S. Mobile Users Own Smartphones; 40 
Percent are Android.”  September 1, 2011.
7 Deloitte UK, Global Mobile Consumer Survey—U.S. results, Survey 
conducted in January and February 2011, n=705
8 The Wall Street Journal.  “Tablets: Ultimate Buying Machines.” 
September 28, 2011. 

Robust marketplace offerings
Feeling the pressure of one-stop-shop online retailers, 
many traditional retailers are adding marketplace offerings 
to their websites. A branded marketplace can improve 
a site’s standing as a destination for consumers, provide 
additional product selection without the overhead, and 
engage a larger supplier community. This year, a leading 
electronics retailer launched a marketplace offering 
and dramatically increased its assortment of products, 
brands, and price points. Additionally those retailers with 
a traditional B2C model (i.e. consumer electronics and 
books) can open themselves to B2B transactions through 
a marketplace that can facilitate bulk orders that move 
large quantities of inventory. In 2012, many top retailers 
across electronics and books and media segments built 
marketplace offerings, and there are many others that 
could strengthen their shopping communities through a 
marketplace.

Personalization
As recently as 2009, Deloitte’s eCommerce Assessment 
noted that site personalization was a “Future Trend in 
eCommerce.”9 In 2012 personalization is taking shape 
in certain segments, but many top eCommerce retailers 
still struggle to deliver a personalized experience to 
their customers. Of the top 100 firms considered in the 
assessment, 73 firms offer only limited personalized 
content, like a personalized welcome message. Only a 
handful of firms have truly advanced personalization, 
including content catered to individual consumers 
or customer segments. General merchandise, books 
and media, and office supplies are the leaders in 
personalization because they leverage customer location 
(i.e. ZIP code), shopping preferences, and past order history 
in order to derive a personalized shopping experience with 
specialized catalog views and targeted promotions. For 
example, a leading office supplies retailer saves customers’ 
printers and other past purchases and provides quick order 
links for corresponding products like cartridges and paper. 
With only a few retailers leading the way, this will likely 
continue to be an area of focus for eCommerce retailers.

9 The 2009 Annual Deloitte eCommerce Assessment.

On the verge
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Each year Deloitte’s annual assessment identifies forward-
looking capabilities or “The Next Wave” that top retailers 
are beginning to adopt that advance many existing norms 
for how retailers currently interact and engage with 
customers. Building on our findings from last year, we 
see top retailers investing in social engagement, insightful 
and actionable analytics, and the “consumerization” 
or emergence of customer-centric features in B2B 
eCommerce. 

Social engagement
Online retailers continue to find innovative ways to engage 
with their customers through digital experiences, and 
social engagement leads the list of priorities for many of 
the top retailers. Studies show that 90% of customers trust 
reviews from people they know, and 70% of customers still 
trusted online reviews from people that they did not know 
directly.10 Retailers continue to experiment with applying 
the power of social connectivity and peer reviews for their 
brands to engage and build trust with their customers. 
Social media and eCommerce capabilities continue to 
quickly evolve for enabling peer-to-peer recommendations 
and targeted promotions. As the number of people who 
constantly interact with digital technology continues to 
rise, online shoppers are more likely to describe their 
purchase experience with others across a variety of social 
and commerce touch points. 

This presents retailers a customer service and marketing 
opportunity to use these social engagement points and 
their customer communities to promote products, answer 
questions, and resolve product issues without engaging 
brand resources. A number of home improvement, 
electronics and specialty retailers already benefit from 
operational improvements when customers help other 
customers via social engagement. 

Insightful and actionable analytics 
As customers interact with leading retailers across an 
increasing number of digital and physical touch points, 

10 Nielsenwire. “Global Advertising: Consumers Trust Real Friends and 
Virtual Strangers the Most.”  July 7, 2009.

retailers have another opportunity to better understand 
their customers with more actionable insight than in years 
past. Leading retailers are now able to monitor, collect, 
and analyze these extended data elements (both structured 
and unstructured data) to better personalize content for 
shoppers.

As a result of this dramatic increase in customer data, 
actionable analytics continues to quickly evolve as available 
and relevant customer information expands beyond 
traditional browse and order history, and begins to include 
geo-location, mobile app usage, and social sentiment 
via unstructured data like Facebook “Likes” and Tweets. 
Customers are increasingly comfortable sharing more data 
about themselves, their preferences, and their purchases, 
and this can present a significant opportunity for leading 
retailers. Apparel, general merchandise, electronics and 
appliances retailers have an opportunity to get closer 
to their customers by uncovering insights via analytics 
across web, mobile and social channels in addition to the 
traditional data sets.

“Consumerization” of B2B 
Those who complete large B2B orders for their employers 
are familiar with the personalized and engaging shopping 
experiences prevalent for their own personal purchases 
on B2C sites, and they are demanding a comparable 
user experience at work. The consumerization of B2B 
eCommerce capabilities presents a third forward-looking 
trend for retailers across small, medium and enterprise-
class B2B customers.11 For many retailers who have a 
large B2B customer base, these retailers have historically 
placed most of their investment in B2C capabilities for 
the consumer-facing site. Leading retailers across office 
supplies and electronics are among the early adopters to 
offer personalized product recommendations, targeted 
content and a rich user experience to B2B customers. As 
a result, many of them hold high rankings in our annual 
assessment, reflecting their success from their investments 
in these areas. 

11 Oracle. “B2B eCommerce Trends for 2011.” 2011. 

The next wave
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Deloitte’s Annual eCommerce Assessment has shown 
that retailers are pushing the boundaries. Because the 
industry has reached a maturity in core eCommerce 
capabilities while experimenting with many new formats, 
the eCommerce world appears to be at a tipping 
point. Capabilities like search, social presence, and site 
performance are now at a critical mass. Those efforts 
that were once visionary for companies like mobile, 
marketplace offerings, and personalization are gaining 
a foothold among the leaders. Digital technologies now 
define how businesses transact and how people interact 
socially, and they are on the verge of spreading to be an 
integral part of the entire shopping experience. Retailers 
should embrace digital channels or risk being left behind.

Conclusion
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Chapter 2: Omni-channel Assessment

The lines between digital and physical channels are 
blurring and the connected consumer is no longer a 
futuristic view of the retail shopper. More than 70% of 
customers engage in multi-channel shopping – such as 
researching a product online and then purchasing it in 
store.12 Customers are not only utilizing multiple channels 
in the shopping experience, but using multiple channels 
simultaneously. A clear example of this convergence is 
the use of mobile devices in brick-and-mortar stores, 
with almost half of all smartphone owners using their 
devices while shopping in physical stores.13 Leading 
retailers understand the value in creating an omni-channel 
shopping experience, which is the integration of various 
channels to offer a single experience for the customer 
where the lines between channels do not exist.

To understand current trends in omni-channel integration 
and the capabilities into which leading retailers are 
investing, Deloitte has supplemented the Annual 
eCommerce Assessment with an assessment of 10 leading 
omni-channel retailers. The goal of our assessment was to 
understand the leading capabilities that can help retailers 
differentiate themselves from their competitors. After 
analyzing the results of our assessment, the capabilities fell 
into three different categories:

 1. Demonstrated winners
 2. Emerging stars
 3. The rookies

12 Deloitte. “Deloitte Holiday Survey: Digital Shopping Will Keep the 
Grinch at Bay this Holiday Season.” December 18, 2011.
13 Internet Retailer. “Smartphones are transforming consumers’ path to 
purchase.” December 18, 2011.
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The traditional retail business model requires retailers 
to anticipate customer behavior and distribute products 
to the right stores at the right times. But what if the 
product is not in the right place at the right time? Retailers 
without strong omni-channel capabilities are forced to 
mark down the product in an attempt to liquidate their 
inventory at a steep discount or absorb transfer costs and 
redistribute product to the correct channel/location when 
overstocked. In contrast, the channels that do not receive 
enough inventory can disappoint customers and incur 
high opportunity costs to the business. Developing a way 
to offset distribution inefficiencies can offer a tremendous 
opportunity for many retailers, and specialty retailers in 
particular. In our assessment, we found that three leading 
specialty retailers trailed behind the other retailers in terms 
of tactical omni-channel capabilities such as integrating 
store and online inventory and cross-channel order 
fulfillment. The omni-channel capabilities that specialty 
retailers developed were more focused on creating 
engaging experiences with the customers, such as offering 
personalized rich content in digital channels and using 
mobile apps to enhance the in-store shopping experience. 
While these are important facets of omni-channel retailing, 
specialty retailers are missing an opportunity to drive higher 
sales and increase customer satisfaction.

Cross-channel inventory visibility
Linking inventory across channels is the first step to 
offsetting distribution inefficiencies. Combining inventory 
into a single pool, retailers can show customers online 
which items are available in local stores and show in-store 
customers what additional items are available online. By 

providing this window into the supply chain, customers 
are empowered to locate the desired item in real-time and 
make arrangements to purchase and pick up the item that 
is most convenient for them. This is the first foundational 
capability that is necessary before retailers can enable 
more advanced capabilities, such as cross-channel order 
fulfillment. 

Cross-channel order fulfillment
Cross-channel order fulfillment goes one step further 
and allows customers to immediately order the item 
from an alternate channel, such as from a store through 
the website, when the item is not available in the 
primary channel. There are already numerous examples 
of non-specialty retailers who have been tremendously 
successful with these capabilities. One leading department 
store retailer enabled online fulfillment from stores when 
items were out of stock and saw a 20 percentage point 
increase in same store sales for the 11 months post-
launch compared to the 11 months prior to launch.14 This 
directly contributed to a $200 million improvement in 
gross margin and a reduction of $200 million in average 
inventory.15 In addition, another large department store 
chain has seen a 10 – 20% sales lift by enabling customers 
to order products online that are not currently available in 
a local store. These capabilities have proven business cases 
and can drive significant financial return and increases in 
customer satisfaction for retailers.

14 NY Times. “Nordstrom Links Online Inventory to Real World.” 
December 21, 2011.
15 Deloitte Analysis.

Demonstrated  winners
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Mobile devices, and smartphones in particular, continue 
to gain adoption among customers at a rapid rate. In fact, 
this past Black Friday, mobile accounted for 9.8 of total 
sales.16 While mobile commerce is poised to become a 
huge opportunity for retailers, a more powerful benefit 
of the smartphone proliferation may be the increase in 
conversion retailers see in physical stores. Mobile devices 
give store associates and customers access to incredible 
amounts of information and options that serve to 
enhance the shopping experience. Retailers understand 
the importance of in-store mobility and have invested in 
developing these capabilities. 

Mobile equipped store associates
One mobile-enabled capability that has gained a lot 
of prominence recently, is equipping store employees 
with mobile devices, such as smartphones and tablets. 
Half of the retailers we surveyed already had or recently 
announced an intention to equip store employees with 
mobile devices.17 Employees with mobile devices are better 

16 CNET. “E-Shoppers go mobile on Thansgiving, Black Friday.” 
December 19, 2011.
17 Dow Jones Newswires. “Sears Plans Large In-Store Initiatives to Use 
Online Systems.” December 20, 2011.

informed, more accessible to customers since they spend 
more time on the floor and most importantly, they can 
find an item for a customer that is not available in the 
local store. Leading retailers even enable their associates 
to order the items for customers, capturing the sale and 
improving the customer experience. Store associates 
equipped with mobile devices can better serve customers 
and increase conversion.

Digital content linked to store inventory
The proliferation of mobile devices has also made it easier 
for customers to get detailed product information and rich 
media that is not normally available in store to aid in the 
purchasing decision. More than half of the retailers in the 
assessment, including retailers in the general merchandise, 
specialty apparel, electronics, home improvement, office 
supply and appliance sectors, offered either QR codes 
in-store or apps with built-in bar code scanners. Both 
technologies present customers with quick access to rich 
product data and media to aid in the purchasing decision 
and provide another channel to place an order quickly and 
conveniently. One example of effective QR codes use is 
an office supplier that posted QR codes next to product 

Emerging stars
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displays which linked to product video demonstrations 
for items that the customer could not plug in and try in 
store. If the retailer has integrated their inventory from the 
various channels as well, customers can also easily see if 
there are items available in nearby stores or online through 
their mobile devices. This gives the customer a self-service 
tool to purchase the item even if not available in the store 
they are currently shopping.

Mobile POS
Mobile devices can also be used to enhance in-store 
checkout. Mobile point of sale (POS) devices enable 
associates to check out customers from a mobile device, 
no matter where the customer is in the store. This allows 
customers to check out faster, reduces the square footage 
dedicated to checkout, and gives associates an additional 
opportunity to service customers and provide product 
recommendations. A leading home improvement store 
has rolled out mobile POS devices nationally and reported 
that the devices have significantly sped up checkouts and 
boosted customer satisfaction.18 In total, four of the ten 
leading retailers in the assessment were either using or 
testing mobile POS systems.

Clienteling
Clienteling is another mobile capability that can significantly 
enhance in-store assisted service. Clienteling is the 
application of a customer’s buying habits and preferences 
in stores to create a customized shopping experience. This 
has been widely discussed as the next big opportunity in 
retail, but in our assessment only one high-end department 
store chain was actively testing this feature. The current 

18 RIS. “Home Depot Hits 100,000 Mobile POS Transactions Per Week.” 
December 20, 2011. 

conundrum for retailers is how to recognize when 
frequent shoppers are in the store. One of the specialty 
retailers in our assessment had an interesting solution 
to this challenge. They linked their mobile app, GPS and 
associates’ mobile devices to pinpoint customers inside the 
store.19 Another option for retailers would be to leverage 
existing location-based services, such as Foursquare and 
Shopkick. Both services can detect when customers arrive 
in store, but use different technology, with Foursquare 
utilizing GPS and Shopkick leveraging a high-pitched sound 
to know when a customer is in store. Several retailers, 
including a leading consumer electronics retailer, are 
actively using location-based services already and therefore, 
a logical next step could be to link those services with 
in-store mobile devices that instantly alert associates when 
a frequent shopper enters the store. Providing associates 
access to customer preferences can facilitate personalized 
product recommendations and enable them to provide 
customized services enhancing the shopping experience. 

Customers expect a seamless experience when they 
migrate from one channel to another. Mobile devices have 
come a long way to bridge the gap between digital and 
physical channels to give customers access to tools that 
give them more information and make it easier to find the 
item they are looking for. In addition, mobile devices can 
help create more informed and better store associates that 
can help increase customer satisfaction and drive increased 
sales. Retailers not already embracing mobile as a tool to 
enhance their existing channels are likely missing out on 
this emerging trend.

19 Tuaw. “Apple’s retail tech can notice shoppers when they arrive.” 
December 21, 2011.
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While many capabilities discussed so far are present in 
a variety of retailers already, the future holds interesting 
possibilities as omni-channel retail continues to evolve. 
Many of the enhancements already described, such as 
cross-channel fulfillment, means that retailers may not 
always need to have a product in the store to make the 
sale. One potential opportunity that could arise from this 
phenomenon is that the store starts to serve as more of a 
showroom or virtual store for certain sectors or product 
categories. Another opportunity for retailers is to leverage 
analytics and unstructured data to offer better product 
recommendations for customers.

The store as a showroom
A traditional retailers’ biggest two assets are overhead 
and inventory. If storefronts do not need to carry inventory 
for many of their product categories, retailers would 
benefit from smaller store footprints (i.e. overhead) and a 
reduction in inventory carrying costs. Additionally, retailers 
could create popup stores in unconventional locations, 
providing increased access to customers. One leading 
global retailer recently created a virtual store in a South 
Korea subway station by creating photo displays of their 
store aisles and including QR codes. Customers could place 
orders and have the products shipped to them within 
30 minutes of arriving home.20 A large US department 
store chain has announced recently that they will create 
virtual toy stores in a similar fashion and include them at 
select malls, bus shelters, subway stations, airports and 
movie theaters around the country.21 Having a way to 
engage customers and capture sales using only pictures 
of products has huge potential for retailers and will allow 
them to capture whole new audiences that might not 
otherwise ever access those brands.

Social media analytics
Another opportunity for omni-channel retailers is the 
ability to leverage actionable analytics to help customers 
make purchase decisions. The key to understanding 
customers and offering customized recommendations and 

20 Adverblog. “Tesco’s subway virtual store.” December 18, 2011.
21 Los Angeles Times. “Sears and Kmart roll out virtual shopping walls 
for toys.” December 21, 2011.

experiences is comprehensive data that can be quickly 
and easily accessed on-demand. Retailers have begun 
to look for ways to leverage the increasing amounts of 
unstructured data available through social media sites, 
such as Facebook. A leading general merchandise retailer 
in our assessment has a mobile app that can use Facebook 
data to recommend gifts to consumers.22 More effective 
than knowing a customer’s interests, may be giving the 
customer tools to get real-time feedback from their social 
network in order to aid in the decision making process and 
increase brand awareness. One large department store 
chain has enabled customers to virtually try on clothes 
and post them to Facebook to get real-time feedback 
from friends and family.23 These social media integrations 
merely scratch the surface in terms of turning the vast 
amount of unstructured data into tangible benefits to 
the shopping experience. Imagine combining clienteling, 
loyalty programs and social media data on customers. 
Retailers would be able to personalize each shopping 
experience and offer customized recommendations to 
drive conversion and customer loyalty. 

Putting it together
Omni-channel retailing is no longer a futuristic vision 
of what the retail shopping experience should be like. 
Leading retailers have taken strides to integrate their 
channels and create a virtually seamless experience as 
customers interact across digital and physical channels. 
Some capabilities such as enabling cross-channel inventory 
visibility and fulfillment have been demonstrated to be 
successful across a variety of retailers. Others, such as 
in-store mobility, have strong business cases and are rapidly 
being deployed across retail sectors. Other capabilities, 
such as clienteling and virtual stores, hold significant 
potential but are not yet proven commodities. Regardless 
of which specific capabilities emerge as the most promising 
opportunities for retailers, omni-channel is a reality that 
retailers should embrace today.

22 Retail Customer Experience.com. “Wal-Mart unveils social 
networking app.” December 22, 2011.
23 NRF: Retail’s Big Blog. “Macy’s Terry Lundgren talks holiday trends, 
Black Friday, and the importance of ‘Believing’.” December 18, 2011.

The Rookies
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Deloitte’s eCommerce Assessment benchmarks the 
top 100 online retailers in terms of revenue as defined 
by Internet Retailer’s “Top 500 Guide.” Deloitte’s 
methodology utilizes a framework of 142 measurable and 
consumer-facing business capabilities to assess a retailer’s 
online maturity. A maturity score on a 0 to 12 scale was 
assigned to each. Scores for each retailer’s Web site are 
based on current consumer expectations and the existing 
capabilities in the market. Deloitte used its business 
knowledge to assign maturity-level descriptions to the 
score of each capability to provide a guide for assessment 
(see Table 1).

Appendix: Assessment methodology 
and figures

The Deloitte eCommerce Assessment results for each 
category identify key areas where eCommerce leaders 
are distinguishing themselves from their competition and 
scoring much higher than average (see Table 2). Examples 
of such distinguishing categories include “Shipping 
Details,” “Shipping & Fulfillment,” “Social Networking,” 
“Recommendations,” “Multi-Channel Support” and 
“Mobile Commerce.”

Maturity level Score Explaination

Does not Exist 0 Functionality not present

Functional 1-3 Functionality exists at basic 
level

Competitive 4-6 Some advanced functionality 
exists within capability

Advanced 7-9 Almost all advanced 
functionality is offered

Best in Class 10-12 Leading practices and all 
advanced functionality and 
within capability offered

Table 1: Maturity level criteria

Category Category Description

Place Order Retailers offer features before and after placing 
the order to provide the customer with the 
desired information and functionality necessary to 
complete the transaction

Manage Order Customers can access their past orders and 
current order tracking

Shipping Details Retailers offer multiple shipping options with 
detailed explanations and associated dates

User Experience & 
Personalization

Retailers provide a rich, consistent and relevant 
user experience based on the user login 

Product Search/
Selection

Product search, search results, and search result 
filtering capabilities are efficient and effective 

Shipping & 
Fulfillment

Retailers offer the customer shipping flexibility and 
transparency to shipping and fulfillment status

Payment 
Information

Extensive payment options are offered to the 
customer. Clear and concise information about 
payment methods are available

User Management Customers are provided functionality for 
managing their user information and preferences

Globalization Retailers cater to global users by providing them 
with localized experiences

Customer Service Retailers provide users with multiple ways to get 
help and contact customer service

Catalog Retailers’ product catalog information is well 
structured and provides a rich experience

Social Networking The site interacts and supports pre-existing social 
networking Web sites with user communications 
and media advertising

Multi-Channel 
Support

Retailers integrate various channels to enhance 
the user experience and drive sales

Recommendations Users are interactively offered relevant products 
and recommendations

Shopping Cart Customers are able to evaluate, view pricing, and 
send/share product information to others 

Mobile Commerce Retail site functionality is available on user mobile 
commerce devices with various on-location 
capabilities

Table 2: eCommerce assessment categories
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Figure 2: Assessment results by capability group
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Deloitte Top 100 index

Figure 1: Year-over-year changes by capability
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Note: Aggregate negative maturity changes may occur year-over-year due to the advancement of the maturity scale and substitution 
of companies within the set of the top 100 retailers studied.
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Figure 3: Mobile commerce scores by retailer category
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