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The State of Mobility 
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Judging by industry news and revenue reports, the fashion 

apparel category is tanking. It feels like every week we 

are confronted with a new headline about a major 

retail brand closing up shop or moving strictly into the 

e-commerce world. 

However, the fashion industry in the United States holds 

a market value of $385.7B — $28B of which was earned 

during the holiday season alone in 2016. A number which 

reflects a 23% increase year-over-year. Worldwide, the total 

revenue fashion generates a year goes up to $2.5T. 

So, while the industry is still a heavy hitter and seemingly 

straightforward – why are all the headlines so bleak and 

why are fashion and apparel brands struggling to survive? 

The industry was built decades ago to accommodate the 

needs and requirements of simply running the business. 

The fashion and apparel world was turned upside down 

with the onset of the Internet and emergence of 

e-commerce. Now, with the emergence of mobility, their 

world is once again being turned upside down.  

With a razor-thin profit margin and a huge need to 

reconfigure the business to be agile enough to evolve 

with consumer expectations and shopping preferences, 

fashion and apparel brands have hit a wall. 

Having worked with dozens of fashion and apparel brands 

and creating our own mobile maturity model for the retail 

industry two years in a row, we have put together insights 

on the three biggest opportunities for fashion and apparel 

brands today and how we have utilized them in the past.

...the fashion industry in the United States holds a market value of $385.7B 
— $28B of which was earned during the holiday season alone in 2016

INTRODUCTION

https://fashionunited.com/global-fashion-industry-statistics
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LARGEST OPPORTUNITIES 
FOR FASHION BRANDS TO GET AHEAD

1.
GIVE CUSTOMERS 

WHAT THEY WANT – 
DON’T ASSUME ANYTHING.

3.
BUILD A BACK-END 

THAT WORKS, 
ONE WITHOUT BAND AIDS.

2.
OPTIMIZE & TEST 

EVERYTHING. 
EVERY PENNY COUNTS.

A)  Brands need to look at the entire customer journey and understand — what 

their customers are already doing, what they want to do, what pain points they 

experience, and then develop a plan to deliver in-store and digital experiences 

per their preferences and needs. 

B)  Research, testing, and iteration are key to uncovering customer  behaviors 

and challenges.

A)  Both of the above opportunities are useless without a seamless user 

experience – both in-store and online.  Although the consumer never views or 

even considers the back-end; it is the backbone of any retailer’s user experience. 

B)  For years retailers have put band aids on much larger integration issues and 

platforming problems. Mobile and e-commerce will not go away. Therefore,  –  

making thoughtful adjustments now and building out an expansive architecture 

that solves challenges in the immediate future is necessary for the future success 

and survival of these businesses.

A)  Once a customer has engaged and brands have the access to any and all 

data on that engagement – data platforms and systems need to be in place to 

easily capture, follow, view, and act upon those insights to make every future 

engagement with the brand better. 

B)  Optimization is great for online. However, how can optimization come into 

mobile and in-store? Lots of brands struggle with optimizing offline because there 

is a lack of data. Is mobile a way to acquire data from in-store shoppers? We think 

it is.

C)  Small incremental adjustments and optimizations build up over time. Insight 

into price shipping sensitivities, likelihood to utilize a discount or coupon, style 

preferences, and more will continue to shape shopping experiences. Without the 

proper data capture and action, brands will be left in the dust.
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RESEARCH: 
WHAT FASHION & APPAREL 
SHOPPERS WANT

In January of 2015 and 2016, DMI’s Strategy and Insights team fielded and 

published proprietary research focused on the mobile in-store preferences of 

shoppers. Dubbed as our Mobile Maturity Model for Retail, it was comprised 

of three key components: original research, the construction of a mobile maturity 

model, and a benchmarking study of 120 retail brands. 

We wanted to dig deeper into our research and uncover what fashion and apparel 

shoppers, specifically are doing on their devices as well as what they want to be 

able to do. 

Out of 2,500 surveyed in December 2016, 1,576 of those survey respondents said 

that they had shopped at a fashion and apparel store in the past six months.

When asked about their shopping preferences, here is how this section of the 

audience responded, compared to the general population.

Our Insight

Exactly the same preference when we look at general 

population. This data points to the fact that more than 

half of the population prefer to shop in-store over 

online Therefore, brands should invest in uncovering 

the experiences customers desire by identifying the 

pain points they face during a purchase journey and 

then strategize how to alleviate those pain points to 

create a better in-store shopping experience.
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Our Insight

Price is most important to all customers, no matter what 

type of store they are shopping in, but for fashion and 

apparel shoppers – they are already looking for more 

information on inventory, product content, and assistance 

with their shopping experience than the more tactical 

and utilitarian items general population shoppers seek.

Our Insight

The top two most desired features are the same across 

the general population and fashion-specific shoppers. 

However, all other desired actions for fashion shoppers 

are geared towards understanding more about a 

product and its availability. Fashion shoppers want to 

know whether it is available in their size, at their favorite 

location, and when they can have it. Also interesting is 

their desire to earn rewards or loyalty points, assuming a 

loyalty program is already implemented by the brand.

TOP 5 ACTIVITIES 
DONE ON MOBILE IN PAST SIX MONTHS: 

FASHION  

1)  Compared prices

2)  Checked inventory

3)  Accessed content/reviews

4)  Requested help with expert

5)  Checked loyalty points 

GENERAL POPULATION

1)  Compared prices

2)  Accessed a coupon

3)  Took a picture of something they like

4)  Checked shopping list

5)  Scanned a barcode to learn more about a product

TOP 5 
MOST DESIRED FEATURES ON MOBILE: 

FASHION  

1)  See store-specific promotions on device

2)  Check rewards balance at any time on device

3)  Instantly check inventory and price via scan

4)  View all inventory at store location

5)  Use mobile to earn extra rewards points 

GENERAL POPULATION

1)  See store-specific promotions on device

2)  Check rewards balance at any time on device

3)  Instantly check inventory and price via scan

4)  Receive alert on mobile device when something 

     that takes time is ready

5)  Check yourself out through device
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Based on our research, the DMI team built a proprietary benchmarking tool: 

the M3 Mobile Maturity Model. The tool is designed to map the maturity level 

of retailers’ current mobile functionality against the experience and features 

customers desire. Click here to read the full industry study and understand if your 

brand specifically was evaluated as a part of the research. 

DMI’s benchmarking study evaluated the mobile experience at 125 brick-and-

mortar retailers across the United States, including 35 fashion and apparel brands. 

The highest score anyone could achieve in the assessment was 240. The highest 

score anyone received was 133, with the average score being 49. When we take a 

look at how different sub-categories performed compared to one another, certain 

sub-categories are significantly more mature than others. 

RESEARCH: 
ARE FASHION & APPAREL BRANDS 
DELIVERING ON THOSE DESIRES? NO.

DEPARTMENT STORES

86/240
BIG BOX

84/240
BEAUTY

79/240 

PHARMACY

76/240
ELECTRONICS

67/240

JEWELRY

61/240
FASHION & APPAREL

42/240
FURNITURE & HOME DÉCOR

31/240
GROCERY

34/240
SPORTS & APPAREL

37/240
INDUSTRY AVERAGE

49/240

Assessment 
Scores

http://pages.dminc.com/USA-17-retail-maturity-model.html


 6

The State of Mobility 
in Fashion & Apparel

Our Insight

To no one’s surprise, the fashion and apparel industry is lagging behind others who have proactively and 

aggressively invested in technology and omni-channel experiences such as  department stores (Nordstrom, 

Neiman Marcus) as well as Big Box stores such as Walmart and Home Depot. While the things that shoppers need 

and want at these stores is very different than what fashion apparel shoppers want – they have clearly invested 

time and money into understanding these things and creating omni-channel experiences that eliminate pain points 

and help optimize the entire shopping journey for their customers.

We found the six most important categories for all customers are::   

1)  Pricing

2)  Inventory

3)  Product Reviews & Advice

4)  Personalization

5)  Store Guidance

6)  Checkout & Loyalty

When we took a look at how the fashion and apparel brands scored in each of 

those categories compared to the full industry average, here is what we found:



 7

The State of Mobility 
in Fashion & Apparel

In this space, there is no silver bullet. However, it is easy 

for retailers to try to boil the ocean. We have worked with 

retailers around the world to help hone in on key areas of 

opportunity, prioritize them next to value to the business, and 

deliver solutions that transform the shopping experience. 

Impactful solutions are no small undertaking, however, we 

have found that a small step in the right direction is the best 

way to get started. 

Over the past several years, DMI has partnered with retailers 

to tackle these challenges from start to finish. 

1.
GIVE CUSTOMERS WHAT THEY WANT – 
DON’T ASSUME ANYTHING.

DMI worked with a major international sports apparel 

brand who was getting in their own way. The retail team 

was unbelievably enthusiastic and had no shortage of ideas. 

Since the organization was so siloed, and the company 

was originally structured more like a product company than 

a retail brand, there was fragmented data and disjointed 

work flows. 

We came to the brand with a fresh perspective on the 

competitive landscape that focused on the customer’s 

perspective. In order to help them prioritize where to focus 

and invest, we needed to understand the key challenges 

their target customers had to overcome when it came to 

the sports apparel shopping journey. We interviewed 25 

different people to understand their mindset, priorities, 

workout routines, and more to unearth their motivators for 

purchase, and roadblocks while shopping. We also fielded 

quantitative research with 500 sports apparel shoppers to 

map out which of those pain points were most prevalent 

across the board. 

Following that discovery phase, the DMI team had a strong 

understanding of what the biggest challenges were to the 

brands shoppers. We worked with the internal brand team 

to understand where these challenges ranked when it came 

to business value and the goals they were trying to achieve. 

By mapping these two variables against one another, we 

had a strong prioritized list of challenges our team could dig 

into and brainstorm solutions within the context of the brick- 

and-mortar store, while utilizing technology. 

For example, a challenge that bubbled to the top was really 

making sure the product purchased was going to withstand 

the intensity of the customers’ workout. By simply trying on 

the product in a dressing room, there was no way to feel 

confident a product wouldn’t chafe during a marathon, or 

would keep you warm while running through the rain in 

November. Through our proprietary innovation process, 

the team worked in 2-week sprints to develop ideas and 

concepts that solved the customer challenge and the 

business challenge. 

2.
OPTIMIZE & TEST EVERYTHING. 
EVERY PENNY COUNTS.

The nature of this competitive fashion and apparel 

landscape is that brands only get one shot. Customers are 

fickle and if they have a single bad experience they have no 

OUR INSIGHT: 
CUSTOMER SUCCESS
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problem to never return or shop your store again. So when 

margins are small, experiences must be as optimized as 

possible. To enable this, it is important that you are using 

all of your data to the best of its ability to help shoppers 

experience a user flow that was built just for them. 

DMI worked with a major international lingerie and lifestyle 

apparel brand that noticed an opportunity to avoid cart 

abandonment through varied and personalized shipping 

costs. 

DMI’s data and analytics team worked to segment customer 

data dependent upon the customer’s loyalty to the brand 

and their price sensitivity to shipping costs. Each customer 

who had an account was tracked and categorized based on 

these two criteria. Over a period of time, these segments 

were rolled out online. Post rollout, if a shopper who had 

previously abandoned his or her cart due to shipping costs, 

were given a discount during the checkout process. 

3.
BUILD A BACK-END THAT WORKS, 
ONE WITHOUT BAND AIDS.

As one of the leading apparel retailers in the U.S., Chico’s 

has enjoyed rapid growth over the past 10 years. In order 

to maintain this success, Chico’s felt the need to gain 

better insights into its consumer base and their buying 

habits. In order to achieve this goal, Chico’s decided to 

build an omni-channel commerce solution in order to gain 

a 360 degree view of its customers. The challenge was 

to ensure all its retail data (customer, product and order/

transactions) was available across each sales channel, while 

introducing mobile as a key interface for driving consumer 

interactions. More so, the company wanted to accomplish 

this across multiple brands (Chico’s, Soma, White House 

Black Market and Boston Proper).DMI worked closely with 

key stakeholders at Chico’s to craft a long-term roadmap 

that involved unifying all of the company’s brands on 

one e-commerce platform, synchronizing data with store 

locations and extending the brands beyond their current 

North American borders through a globalization strategy. 

DMI also wanted to find a way to introduce a mobile 

presence for their retail stores.

DMI has worked for many years to implement and execute 

on this long-term roadmap. We helped build and roll out 

the Oracle Commerce solution, which allowed complete 

visibility into web orders and customer platforms for 

customer service representatives. We worked closely with 

their team to develop and pilot an in-store clientele servicing 

application which included full integration with e-commerce 

website for ordering and to check the status of the inventory. 

We also worked to gain visibility into inventory access across 

all of the brands and their respective sales channels. We 

built a cross-channel merchandise locator that integrated 

the website into the in-store POS system. 

The new tools and website that DMI designed and 

developed included an Order Management System built off 

the Oracle ATG Web Commerce platform that allows Chico’s 

to handle over $500M in orders.
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DMI understands that as customers evolve, brands too 

need to follow suit by taking advantage of digital tools and 

technologies to enhance and elevate the entire customer 

shopping experience.

We believe that to deliver on true customer needs, 

organizations need to move fast and have focus. Brands 

today are struggling with a lot of different issues. As such, 

organizations need to prioritize these issues based on their 

criticality. The criticality needs to be determined by the level 

of impact that an issue has on an organization(s). Following 

which, these issues need to be resolved one after the other. 

This in turn will ensure a strong present and an even stronger 

future for an organization. 

In the fashion and apparel space  we think that uncovering 

ways to optimize experiences that delight your customers 

and improve their shopping experiences will have the biggest 

impact in the near future. 

Contact us if you would like to learn more about our 

experience, or if you would like to know how your brand 

performed in our Mobile Maturity Model benchmarking study.

...follow suit by taking advantage of digital tools and technologies 
to enhance and elevate the entire customer shopping experience.

CONCLUSION



REINVENTING BUSINESS 
THROUGH MOBILITY
Delivering successful mobility solutions requires a variety of distinct skillsets. Between mobile strategy, UX 
and app development, brand and marketing, big data analytics and device and app management, there’s a 
lot to coordinate. At DMI, we’ve brought together all of these services to create the first end-to-end mobility 
company. Our integrated approach allows us to take care of everything for our clients, from start to finish. 
That means no more back and forth with multiple vendors.

Mobility isn’t just part of what we do, it’s why we exist—to reinvent business through mobility.
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THE PROOF

 › We’ve built more than 2,000 mobile apps and sites over the 
past 10 years—for world-leading organizations—Bacardi, 
Toyota, Vodafone, The National Guard, Novartis, Unilever, and 
Universal Studios.

 › We've been named one of the top enterprise app developers 
in Forrester’s Mobile Enterprise App Service Providers Wave.

 › We have 1,000,000+ devices under management for 
100+ clients, including many Fortune 500 companies—like 
Johnson & Johnson, Sears, The Associated Press, Allergan, 
and more.

 › We provide 24 x 7 x 365 mobile service support. DMI is the 
one call our customers need to make to resolve any issue—
devices, apps, infrastructure, even carriers. 

 › We deliver secure mobile and eCommerce solutions for 
more than 50 leading consumer and business brands.

 › We offer a full range of security options that include Federal-
grade hardware-based security, two-factor authentication, 
secure container, and sophisticated encryption solutions.

 › With our expertise and economies of scale, we can provide 
mobility management at a higher service level and on 
average 20%-40% lower cost than most companies can do 
on their own.

HOW CAN MOBILITY 
TRANSFORM YOUR BUSINESS?
Sales@DMInc.com

P 240.200.5879 · 855.963.2099

Learn more at DMInc.com

http://dminc.com/whitepapers/
http://dminc.com/whitepapers/
http://dminc.com/whitepapers/
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