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Homebase has unveiled a new mobile optimised site as it seeks to expand its multichannel offering. 
 
As well as being fully transactional, the mobile site has a store finder function that allows users to check 
if the product they need is in stock and reserve it for collection later that day. 
 
The idea is to use mobile to help drive footfall in-store, which is a strategy we’ve seen recently from 
both L’Oreal and Guess Watches. 
 
In May Homebase revealed that more than a third of its customers research online before going into a 
store, which highlighted the need for multichannel commerce tools such as reserve and collect. 
 
The launch of the new mobile site shows that Homebase is continuing to develop its multichannel 
strategy, but is the site any good? 
 
Homepage 
The homepage offers a number of shortcuts that will be useful for mobile shoppers. 
 
Three large icons at the top of the page links to the store locator, a reserve and collect tool and the 
shopping basket, while the search function is also prominently placed. 
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A list of product categories is also available on the homepage, which is useful for mobile shoppers as 
they tend to know what they are looking for so need to be able to navigate to it quickly. 
One strange feature on the homepage is the promotions banner that advertises deals on kitchens and 
furniture. When I clicked on it the homepage just reloaded. 
 
Navigation 
Homebase sells a huge number of products, so when using the product categories it generally takes 
three or four clicks before you actually get to a list of products. 
 
This list then may need to be refined again using the product filters. 
 
There’s not a lot that Homebase can do to reduce the number of clicks without delivering customers 
irrelevant product options, but it is still a long process for the average mobile customer. 
 

 
 
The search function is quite good though and delivers relevant results, although it doesn’t offer 
predictive search or automatic spelling corrections, which are useful tools for impatient mobile 
shoppers. 
 
Product Pages 
The product pages have a simple design which means they are quick to load, however the ones I viewed 
also only had one product image. 
 
Ideally, they should show several different images to give consumers as much information as possible to 
encourage a purchase. 
Another issue is that although there is a tab for ‘Delivery Information’ on all product pages, it doesn’t 
actually load. And neither does the ‘Email this to a friend’ tab. 
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Also, the ‘Help & Advice’ tab features a number of potentially useful links that don’t actually display any 
content when you click on them. 
On the plus side, the product information is very detailed and customer reviews are very valuable for 
persuading shoppers to make a purchase. 
 
Stock Checker and Reserve & Collect 
One of the best features on the site is the stock check tool, which gives stock information on the three 
Homebase stores closest to you. 
 
This is a really useful option for customers as it means they won’t waste time traipsing round stores that 
don’t have what they are looking for. 
 

 
                       
 
It’s also simple to use and only needs your name, email and phone number in order to make a 
reservation. Homebase will even text you when the product is ready for collection. 
 
It’s great to see Homebase offering customers this functionality as it shows that retailers are aware of 
the opportunities for using mobile to join up online and offline sales. 
 
Checkout 
The checkout process is quite quick, but there are several issues that add up to a poor overall user 
experience. 
 
Firstly there are one or two pages that could be stripped out altogether as they simply reiterate 
information that the customer already knows. 
It’s important to minimise the number of barriers to purchase to reduce basket abandonment and at the 
moment there are a few too many clicks between selecting the product and completing the transaction. 
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Secondly, although the delivery cost is shown upfront, it is a rather steep £3.95 and shipping takes up to 
15 days. This could deter potential customers. Thirdly, the text fields are quite small and fiddly, so 
navigating between them is quite frustrating. 
 
And finally, just before you confirm the purchase there is an unnecessary amount of text laying out the 
various ways that Homebase wants to spam you. 
 
These are all issues that Homebase should be able to fix relatively easily which would greatly improve 
the UX. 
 
On the plus side it does have a progress bar and customers aren’t forced to register an account, which is 
a proven way of losing conversions. 
 
However it should consider giving customers the option of saving their details so they can use a one-
click payment system for future purchases. 
 
Conclusion 
Overall Homebase has built a good mobile site that is easy to navigate but it does suffer from a few UX 
issues, notably in the checkout process. 
 
However, where it stands out against its competitors is the stock checker and reserve and collect tools. 
 
Link: http://econsultancy.com/us/blog/10902-homebase-develops-its-multichannel-strategy-with-new-
mobile-site  
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