
SPONSORED BY

PERFORMANCE AND  
MONITORING TOOLS
The key to success for e-retailers  
during the holiday shopping season

A special survey report from the editors of Internet Retailer

http://www.appdynamics.com


2

2014 Holiday Web and Mobile 
Site Performance Review

SPONSORED BY

A special survey report from the editors of Internet Retailer

For many retailers across the country, the 2014 holiday 
shopping season was a resounding success. The National Retail Federation 
reported holiday spending last year was up four percent over 2013. And 
the news was even better for online retailers. According to a report by web 
and mobile measurement firm comScore Inc., by Christmas Eve 2014, 
retailers had seen a 15 percent increase in online and mobile revenue 
over the previous year.

With the continued growth of online shopping, it’s more important than 
ever that retailers make it through the holiday shopping season free of 
site outages and other problems, and that they provide their customers 
with a superior user experience. The 2014 Holiday Web and Mobile Site 
Performance Review, by Internet Retailer and AppDynamics, offers insights 
into what retailers are doing right during busy shopping seasons and what 
they can do better. 

For this survey, Internet Retailer asked more than 350 senior retail executives 
in various departments—from e-commerce to marketing to IT operations—
about their sites’ performance from Black Friday through Cyber Monday 
2014. While there is a wealth of valuable information to pull from the results, 
the report uncovered several important best practices retailers should imple-
ment. At the core of these is deploying site performance and monitoring 
tools and preparing to respond quickly to problems.

Respondents whose company had a site troubleshooting process in place 
reported the best results. They rated their web and mobile site performance 
higher than those that did not, and were more likely to resolve outages or 
other issues more quickly. And they were 92 percent more likely to have met 
or exceeded their revenue expectations than companies that didn’t have a 
troubleshooting process in place.

Performance and 
monitoring tools: 
The key to success for e-retailers  
during the holiday shopping season

An exclusive 
study shows 
that retailers 
with site 
perfor mance 
and monitoring 
tools in place 
were more 
successful than 
merchants 
without 
these tools, 
indicating 
preparation 
is critical for 
success during 
busy shopping 
seasons.
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Additionally, the results show lower-than-expected conversion rates on 
mobile sites and apps. “Mobile was still a big influencer and a big interaction 
channel,” explains Maneesh Joshi, senior director and head of product mar-
keting and strategy at AppDynamics, the application intelligence company, “It 
plays a vital role in the purchasing process, but it was not the actual device 
for completing the purchase.”

While the 2014 Holiday Web and Mobile Site Performance Review shows 
that some e-retailers are well prepared for peak seasons, it also under-
scores the important role site performance and monitoring tools play 
in a retailer’s success.

By the numbers
The more prepared a retailer was to handle performance issues during the 
2014 holiday shopping season, the better it fared. 

According to the survey, more than half of respondents who added new 
site performance and monitoring tools before the shopping season reported 
minimal outages. Of those respondents who did suffer an outage, but had 
a process to handle outages in place, 60 percent were able to resolve the 
problem and get their site back up and running within 15 minutes.

“We meet with a lot of customers, we see the pain,” Joshi says. “Fifteen 
minutes is an amazingly quick recovery from an outage. You see people 
sitting in a war room for 24 to 48 hours straight trying to resolve issues. 
Fifteen minutes is a drop in the bucket.”

According to Joshi, these results indicate that companies are increasingly 
recognizing the importance of application performance and are getting 
smarter about how to ensure that their websites are always available and 
loading quickly.

Additionally, a majority of the respondents who reported that they added 
new site performance and monitoring tools also reported that they either 
met (51 percent) or exceeded (nearly 20 percent) their revenue expectations 
for the holiday shopping season. 

“It’s astounding to have that success rate by simply having thought through 
how you would respond to website downtime—either with tools and tech-
nologies or processes,” Joshi explains.

The results also showed that respondents who specifically added new site 
performance tools were more likely to have exceeded their Black Friday 

92%
of retailers that had 
a site performance 

troubleshooting 
process in place 
were more likely 

to have met 
or exceeded 

their revenue 
expectations.

See survey appendix,  
questions 5 and 10.
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revenue expectations. Most impressively, respondents that had a site 
performance troubleshooting process in place were 92 percent more likely 
to have met or exceeded their revenue numbers than those that didn’t use 
these tools. On the flip side, respondents who experienced an outage were 
15 percent less likely to meet their revenue numbers.

Charles Hunsinger, chief information officer at Harry and David, the premium 
food and gift retailer, credits site performance and monitoring technology for 
getting his company’s site through the 2014 holiday shopping season smoothly. 
“We have several different tools in place, and they give us a lot of information 
to understand, if there is an issue, where it is coming from,” Hunsinger says. 

That wasn’t the case in past holiday seasons, when Harry and David had 
minimal or no performance and monitoring tools on its site, Hunsinger says. 
He says implementing these tools has proved invaluable. 

“This year, they helped us understand where we needed to apply extra 
capacity based on projected volumes,” he explains. “They also alerted us to 
an occasional long-running transaction or error that we needed to dig into to 
understand better. And in one case, they helped us spot an error in the way 
one of our promotional codes was handled. Thanks to these tools, that issue 
was highlighted very quickly for us.”

Almost half of the survey respondents were web-only retailers that clearly 
cannot afford downtime. “Any downtime for these web properties equated 
to lost revenue,” Joshi says. “There was a direct correlation between their 
downtime and their top-line getting hurt.” 

These results underscore the importance of preparation and having the 
necessary tools in place to combat any issues that may arise during busy 
shopping seasons.

The role of mobile
Mobile devices (smartphones and tablets) continue to play an increasingly 
important role during the shopping experience, both online and in-store. 
Nearly a quarter of respondents (24 percent) report their mobile traffic grew 
during the 2014 holiday shopping season by more than 41 percent compared 
with the 2013 holiday season. The majority of respondents (74 percent) say 
their mobile conversion rate was three percent or less. Three percent is a 
pretty common conversion rate even for desktop traffic. 

In mobile commerce, smartphones can be a drag on mobile conversion 
because consumers continue to use smartphones mostly for research and 

See survey appendix, questions 5 and 9.
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browsing, but use tablets to browse and buy. As newer smartphones get 
bigger and offer such technologies as Apple Pay one-touch checkout, it’s 
quite likely the conversion rate for smartphones will increase.

“It’s surprising mobile did not play a larger role in sales this past holiday 
season, especially since mobile is disrupting so many industries,” Joshi says.

While Joshi agrees retailers recognize the importance of mobile websites 
and mobile apps, and most believe they have a mobile strategy, he says 
many retailers are not investing in the right application performance man-
agement tools. Those tools help a retailer optimize its results by providing a 
better understanding of how consumers are using a mobile site or app. 

“Without regular monitoring and tweaking, a mobile site or app is never 
going to deliver its full potential,” he says. “Mobile needs to support the 
shopping process and be sticky for users, whether they actually make the 
purchase on mobile, or if its role for the user is to help them search for and 
select products. And of course, it has to be fast. That’s a given”

When it comes to mobile apps, first impressions matter. According to a 
recent study—“App Attention Span” by the Institute of Management Studies 
at Goldsmiths, University of London—86 percent of customers who have a 
bad first experience on a retailer’s app will never return to the app to give it a 
second chance.

“You have one shot, and that’s hard,” Joshi says. “Businesses need to be 
prepared to deliver an exceptional mobile experience.”

Trends and best practices
Besides offering valuable insights into the performance of retail web sites 
during the 2014 holiday shopping season, the survey also sheds light on 
some potential trends. 

First, companies are increasingly recognizing the importance of preparing 
their sites for busy periods by purchasing some sort of performance and 
monitoring tools. This trend will only continue to increase as consumers shift 
even more away from purchasing in bricks-and-mortar stores to web and 
mobile shopping.

Second, tools and processes are becoming more critical. Respondents 
who implemented site performance monitoring tools before the season 
launched fared far better than those who went into the shopping 
season without them. 
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See survey appendix, question 8.

“Businesses have 
not nailed the 

mobile experience, 
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Product Marketing and 
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Finally, companies are realizing that investments in improved user 
experience will pay dividends for their online stores. Increased compe-
tition is keeping e-retailers honest and ensuring they strive for flawless 
site performance. 

Heather Dettmann is experiencing this firsthand. The digital business man-
ager at footwear retailer Finish Line believes providing the customer with an 
exceptional user experience is key to her company’s success. 

“Finish Line has been constantly evolving alongside our customers with 
strategic site improvements,” she said. “We know that customers will 
continue to explore and purchase products through a variety of touch-
points, and we’ll continue to be everywhere that they are. We will use 
customer feedback to drive improvements and deliver the best possible 
customer experience.”

Holiday experience impacts  
brand perception all year long
One of the most important takeaways from this study, Joshi says, is for 
retailers to understand that consumers have little or no patience for imper-
fect retail web sites. They must see the importance of preparation, and 
how having performance tools in their arsenal is essential in combating any 
performance-related issues that may pop up. 

“Experience is everything to consumers, and the slightest problem could 
severely hinder customer perceptions of retail brands,” he says. “Not only 
will this impact retailers’ bottom lines in the holiday season, but it could also 
cost them customers for good.” 

Simply put, retailers cannot afford performance problems or downtime.

“Uptime is dollars for them. I can’t emphasize enough how critical 
preparation is to the success of retailers’ sites and apps and overall 
sales during the holiday season,” Joshi states.

It’s important that companies research the necessary tools that will help 
them identify a problem, and solve it quickly to avoid any sort of disrup-
tion that could hinder sales and, most important, their reputations with 
customers.

For retailers, Joshi adds, implementing performance monitoring tools is not 
an option, it’s a must. l

“Experience is 
everything to 

consumers, and the 
slightest problem 

could severely hinder 
customer perceptions 
of e-retailers’ brands.”

–Maneesh Joshi,  
Senior Director, Head of 
Product Marketing and 
Strategy, AppDynamics
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Survey Summary
This report contains detailed statistical analysis of the results to the survey titled 2014 Holiday Web and Mobile 
Site Performance Review, conducted by Internet Retailer with responses from subscribers and sponsored by 
AppDynamics. The analysis includes answers from all qualified respondents who took the survey December 9 
through December 15, 2014. 359 completed responses were calculated for the survey. 

1. Which best characterizes your 
organization?
Response Percent

Web-only retailer 48.7%

Store retailer (with a physical locaton) 22.0%

Consumer brand manufacturer 14.8%

Catalog/call center 6.1%

Other 8.4%

2. Which best characterizes the focus  
of your job function?
Response Percent

E-Commerce 49.9%

Engineering 1.4%

IT Operations 5.6%

HR 0.0%

Marketing 23.1%

Finance 3.3%

Sales 12.8%

Merchandise 3.9%

3. What were your total web (including 
mobile) sales between Thanksgiving 
through December 1?
Response Percent

Under $50,000 36.5%

$51,000-100,000 12.5%

$101,000-250,000 15.0%

$251,000-500,000 7.8%

$501,000-1,000,000 5.0%

$1-5 million 9.2%

$5-10 million 3.1%

More than $10 million 10.9%

4. What percent of your total web sales 
Thanksgiving through December 1  
occurred on mobile devices 
(smartphones and tablets)?
Response Percent

Under 5% 35.1%

6-10% 13.1%

11-15% 12.5%

16-20% 9.2%

21-25% 7.8%

26-30% 8.6%

More than 30% 13.6%

5. Did you meet your revenue expectations 
for this period?
Response Percent

Did not meet 30.4%

Met 51.0%

Exceeded 18.7%

6. What percent of your traffic stemmed 
from mobile devices (smartphones and 
tablets) including apps and browsers?
Response Percent

0-10% 27.6%

11-20% 17.0%

21-30% 20.6%

31-40% 14.8%

41-50% 11.4%

51-60% 6.1%

More than 60% 2.5%
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Survey Summary (continued)

7. What was your mobile (smartphone and 
tablet combined) conversion rate?
Response Percent

0-1.0% 30.4%

1.1-2.0% 26.2%

2.1-3.0% 17.5%

3.1-4.0% 10.6%

4.1-5.0% 9.2%

5.1-6.0% 1.7%

6.1-7.0% 0.6%

More than 8.0% 3.9%

9. How did you prepare your site to ensure 
optimal performance and uptime for the 
holiday shopping season?
Response Percent

Added new site performance and monitoring tools 56.5%

Additional staffing 25.9%

Increased hardware 22.6%

Other 24.8%

13. How many outages did your web 
site experience this holiday season 
(Thanksgiving through December 1)?
Response Percent

None 79.9%

1-5 18.1%

6-10 1.1%

11+ 0.8%

11. If “yes,” what sort of tools did you use?
Response Percent

No tools 9.3%

Application performance monitoring 57.0%

Infrastructure monitoring 44.8%

Network monitoring 63.4%

Log file analysis 29.7%

Alerting / Incident management 56.4%

End-user monitoring 38.4%

12. Which troubleshooting tools were key 
for your site performance over the holiday 
period? Check all that apply.
Response Percent

Application performance monitoring 15.3%

Infrastructure monitoring 8.6%

Network monitoring 11.1%

Log file analysis 4.2%

Alerting / Incident management 13.9%

End-user monitoring 11.4%

No tools 35.4%

8. By what percent did mobile traffic 
(smartphones and tablets) grow holiday 
2014 over holiday 2013?
Response Percent

Less than 10% 30.9%

10-20% 22.3%

21-30% 16.2%

31-40% 8.4%

41-50% 8.9%

51-60% 3.6%

61-70% 1.7%

71-80% 0.6%

More than 80% 7.5%

10. Did you have a site performance 
troubleshooting process for your site?
Response Percent

Yes 47.9%

No 52.1%

http://www.appdynamics.com
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Survey Summary (continued)

14. If your web site experienced an 
outage during the holiday season, how 
long did the average disruption go on for 
(in minutes)?
Response Percent

0-15 61.1%

16-30 16.7%

31-45 5.6%

46+ 16.7%

16. If you experienced an outage during 
the holiday season, how long did it take to 
resolve on average?
Response Percent

Less than an hour 69.4%

1-5 hours 23.6%

6-24 hours 5.6%

1-3 days 1.4%

4+ days 0.0%

15. If you experienced an outage during 
the holiday season, how long did it take to 
diagnose on average?
Response Percent

1-10 minutes 55.6%

11-30 minutes 23.6%

31-60 minutes 5.6%

1-5 hours 9.7%

5+ hours 5.6%

17. On a scale of 1 to 5 how would you 
rate your success with web and mobile 
site performance (page load speed, site 
availability, etc.) through the holiday season 
(Thanksgiving through December 1)?
Response Percent

1 (not successful) 8.9%

2 12.5%

3 29.8%

4 27.6%

5 (very successful) 21.2%

About AppDynamics

At AppDynamics, our Application Intelligence Platform empowers today’s software-defined busi-
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