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Key Findings
Mobile now represents 
a significant portion of 
online Retail shopping

Smartphone purchases 
are completed in-person 
while Tablet purchases 
are completed online

Location is most important 
to Smartphone user – while 
price and deals are top of 
mind for Tablet users

Mobile usage converts 
into sales

of all online Retail activity 
comes from mobile devices

of all Smartphone users 
expect locations to be 
within 5 miles of their 
location

of Smartphone users 
complete their purchases 
in person

of all mobile Retail users 
went on to make a  
purchase

1/3

57%

77%

55%
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TOPICS 
COVERED

» Mobile Reach & Usage

» Profile of the Mobile Retail User

» Mobile Shopping Drivers & Behaviors

» Mobile Advertising – Awareness & Impact

» Mobile Showrooming
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Study 
Methodology

This study combines online survey data from 2,000 U.S. Tablet 

and Smartphone users, as well as actual observed behaviors 

from Nielsen’s Smartphone Analytics Panel of 6,000 Apple 

and Android users – each group reporting they had  

engaged in activity related to Retail information, products 

and services in the past 30 days. 

Respondent totals are as follows (none of which 

are mutually exclusive):

	 • Smartphone owners: 1,765

	 • Tablet owners: 1,526

	 • Retail users: 1,889

xAd, and long-time partner Telmetrics,   

have collaborated with Nielsen to  

expand on the findings from the  

first-to-market mobile behavior study  

executed in 2012, tracking  the mobile 

consumer from initial purchase intent  

to conversion, while exploring ad  

effectiveness and examining the  

various profiles of mobile Retail users.
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MOBILE REACH 
& USAGE
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Mobile reaches a 
significant segment of 
online Retail shoppers

60%  
of Online  

retail users  

are now  

coming from 

Smartphones, 

40% from tablet

Number of Online Shoppers (millions)

PC

Mobile

Tablet*

154

89

62

Source: Nielsen Online panel, Nielsen Mobile panel, Nielsen iPad panel – October 2012
*Tablet estimates are directional
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1/3 of online 
shopping time 

has shifted 
to Mobile

Percent of Time Spent 
Shopping by Device

(Includes consumers who do  

not have all three devices)

Source: Nielsen Online panel, Nielsen Mobile panel, Nielsen iPad panel – October 2012
*Tablet estimates are directional

15%
Tablet*Smartphone

67%

18%

PC
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The Average Shopping 
Session on Mobile is 
short, lasting only  
4 minutes

Shorter shopping 
sessions reflect 
higher urgency and 
immediacy of need 
for information from 
mobile Retail users

Average Shopping Session Length

PC

Mobile

Tablet*

4.4 Min

9.2 Min

4.5 Min

Source: Nielsen Online panel, Nielsen Mobile panel, Nielsen iPad panel – October 2012
*Tablet estimates are directional
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The heaviest retail  
mobile usage occurs 
before lunch

Index of Mobile Shopping Activity by Hour
(100 = average amount of shoppers for that channel)

Source: Nielsen Online panel, Nielsen Mobile panel – October 2012
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While Mobile Web Has The  
Highest Reach, Apps Have 
the Highest Engagement

Source: October 2012 Mobile Database
*Reach % calculated based on consumers with Smartphone devices, 109.2MM

Unique Audience and Reach 
US, Android and iPhone, October 2012

APPS web

Monthly Time per Person
(hh:mm:ss) US, Android and iPhone, October 2012

37.9%

53.1%

Combined Mass Merch Retail 

App/Web Time per Person

00:38:10

WEB
30%
00:14:42

APPS
70%
00:46:27
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Mobile Retail Users are Most 
Likely to access Android Over iOS

Mobile Unique Audience and 
Reach – Mass Merch Retail
US, Android and iPhone, October 2012

Android

42.9M

29.3M

ios

Mobile Monthly Time per Person 
Mass Merch Retail

(hh:mm:ss) US, Android and iPhone, October 2012

39.3%

26.8%
Combined Mass Merch Retail 

App/Web Time per Person

00:38:10ANDROID
64%
00:41:14

iOS
36%
00:33:68

Android users are most likely to visit Retail related sites  
and for a longer period of time

Source: October 2012 Mobile Database
*Reach % calculated based on consumers with Smartphone devices, 109.2MM
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PROFILE OF 
THE MOBILE 
RETAIL USER

Demographic Insights
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Mobile Retail Users are  
Typically 25-44 Making  
Between $50k-$100k in HHI

18-24         25-43          35-44          45-54          55+

Age composition
US, Android and iPhone, October 2012

Total

Applications

Browser

17%

14%

17%

27%

28%

28%

24%

25%

23%

17%

17%

16%

16%

17%

15%

Total

Applications

Browser

gender composition
US, Android and iPhone, October 2012

Female Male

52%

50%

55%

48%

50%

45%

<$25K               $25-50K         $50-100K

$100-150K        $150K+

White

Asian or Pacific Islander

Other Race

Black or African-American

Mixed Racial Background

household income composition
US, Android and iPhone, October 2012

race composition
US, Android and iPhone, October 2012

Total

Applications

Browser

Total

Applications

Browser

13%

12%

14%

27%

21%

21%

35%

35%

34%

19%

19%

18%

12%

12%

13%

5%73% 13% 4% 4%

74% 13% 5% 3% 4%

71% 14% 6% 4% 5%
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MOBILE 
SHOPPING 
DRIVERS 
& BEHAVIORS
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Smartphones = Out of Home
Tablets = In Home

�60% of Smartphone Retail usage is outside  
of the home, while 83% of Retail related Tablet  
usage is in the home

Smartphone

Outside of Home

Home

Retail Store

Other

Tablet

Question Used:CQ16A, CQ16B, CQ16C:, CQ16D Where were you when accessing the website/app on your smartphone/tablet?
Total Smartphone owners (n=419), Total Tablet owners (n=763)

60% 

32% 

1% 1% 1% 6% 
16% 

83% 
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Mobile Is No 
Longer A Last 
Mile Media

1 out of 4 mobile users now 

leverage their device all the way 

through the purchase process

Questions used: CQ39A/B/C/D: When visiting the <CATEGORY>, at what part of the research process did you use your <DEVICE>?
Total Smartphone owners (n=860), Total Tablet owners (n=848)

Stage OF Retail Research Process In Which Device Was Used

Smartphone tablet
At the start

At the end

In the middle

All the way through

32%21%

3%
11%

16%16%

49%53%
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-4
5%

Mobile retail shoppers use 
mobile in collaboration with 
other media outlets

Questions used: CQ8G: When thinking of all the media outlets available when searching for <CATEGORY>-related information, which is most important?
Total Smartphone owners (n=860), Total Tablet Owners (n=848)

Top Ranking Retail Media Channel However, 2 out of 5 users consider 

mobile their primary media source for 

Retail related information

Tablet

Mobile Phone

Online/PC

Television

Newspaper

Yellow Pages

Smartphone tablet
3% 3%
4% 4%

54% 48%

27%

6%

10%

38%
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Consumers 
Turn to  
Mobile In 
Search  
of a Variety  
of Retail 
Items

Questions used: CQ8D: When accessing information about Retail stores on your <<DEVICE>, what type of Retail store related products/services were you looking for? 
Total Smartphone owners (n=860), Total Tablet owners (n=848)

smartphone

Tablet

clothing/apparel

electronics

home goods/improvement

groceries

drug & beauty

pet supplies

51%

49%

54%

36%

33%

35%

31%

20%

20%

72%

77%

60%
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Conversion-related needs 
drive mobile retail access

Questions used: CQ8E: When accessing <CATEGORY> information on your < DEVICE> what were you looking to ultimately accomplish?
Total Smartphone owners (n=860), Total Tablet owners (n=848)
 

49% 38% 27%

60% 23% 24%

Researching Options

SM
A

R
TP

HO


N
E

tab
l

et

Looking for Contact 

Information

Looking for Business 

to Purchase From
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Mobile Has 
the Ability 
to Influence 
Purchasing 
Decisions

60%
of mobile users still 
have a decision to  
make when accessing 
information via  
their device

Questions used: CQ17A, CQ17B, CQ17C:, CQ17D Upon accessing the app/website on your <<INSERT DEVICE>>, which of the following best describes you?
Total Smartphone owners (n=860), Total Tablet owners (n=848)
 

40%
60%

i knew exactly what i was looking for

Had narrowed down their options or had no idea
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Smartphone User Needs 
Revolve Around Location
1/4

Question Used:CQ15C: During this visit, what are some of the ways you used the app/website on your smartphone/tablet?
Total Smartphone owners (n=860)

smartphone users consider proximity of the Retail business  
location the most important factor when looking for  
information via mobile device

130%
43%
25%

more likely to be in search of directions

more likely to be in search of a specific retail location

more likely to be in search of contact information 
such as a phone number

Compared to Tablet users, Smartphone users are...
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Location 
Expectations

1/2

Questions used: CQ28A, CQ28B, CQ28C, CQ28D: When looking up information related to <CATEGORY> on your <DEVICE>, 
which of the following do you expect regarding the location of the business?
Total Smartphone owners (n=860), Total Tablet owners (n=848)

Smartphone users

4%
<1 mile

1%
<1 mile

53%
Within 5 miles

45%
Within 5 miles

27%
No expectation

of distance
38%

No expectation
of distance

16%
> 5 miles

16%
> 5 miles

tablet users

of mobile users expect 
Retail Locations to be 
within 5 miles of their 
current location
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Tablet Usage is Driven by 
Deeper Research Needs

Question Used:CQ15C: During this visit, what are some of the ways you used the app/website on your smartphone/tablet?
Total Tablet owners (n=848)

55%
29%
22%

More likely to be in search of general research information

More likely to be in search of reviews

More likely to be looking for and comparing prices

Tablet users consider a tablet-optimized site or landing page the most important factor when 

looking for information via mobile device followed closely by the search for coupons/offers

Compared to Smartphone users, Tablets users are...
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More than half of Mobile 
Activity Leads to Conversion

Questions used: CQ19A, CQ19B, CQ19C, CQ19D: Did you ultimately visit a store/make a purchase or transaction related to your visit to the App/Site on your <<INSERT DEVICE>>?
Total Smartphone owners (n=860), Total Tablet owners (n=848)

Mobile Users that Made a Purchase  
Related to Their Retail Session

Smartphone tablet

42% 49%

56% 51%

NO

YES
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Smartphone and 
Tablet users  
expect to make  
retail purchases 
quickly, often  
within the day

Over 30% of Smartphone users 
and 25% of Tablet users want 
to make a purchase within 
the HOUR

Questions used: CQ18A, CQ18B, CQ18C:, CQ18D Still thinking of this most recent visit, how quickly were you looking to make a purchase/transaction?
Total Smartphone owners (n=860), Total Tablet owners (n=848)
 

Wasn’t looking to purchase

Longer than within month

Within month

Within day

Within hour

Immediately

Smartphone tablet

14% 13%

2% 5%

26%
36%

27%

23%

14%
10%

18% 15%
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Smartphone Users Convert 
Offline, While Tablet Users 
Convert Online

Question Used:CQ41C: When visiting the <CATEGORY> on your <DEVICE>, how was the actual purchase completed?
Total Smartphone owners (n=860), Total Tablet owners (n=848)

¼ of Tablet users complete 
their online conversion via 
mobile device

7% of online conversion is 

completed via smartphone

smartphone

24% of online conversion is 

completed via tablet

tablet

3%
Other

5%
Other

77%
In Person

39%
In Person

20%
Online

55%
Online



27xAd/Telmetrics Mobile Path to Purchase Study: Understanding Mobile’s Role in the Consumer Path to Purchase - Retail Edition

Top Factors That Lead to 
Conversion by Device

Questions used: CQ20C: Why did you go to the location/make a purchase that you did following your visit to the <CATEGORY> on your <DEVICE>?
Total Smartphone owners (n=860), Total Tablet owners (n=848)

Smartphone User
• �34% - Fit what  

I was looking for

• �21% - Was the 
right price 

• �16% - Close to 
my location

Tablet User
• �37% - Fit what  

I was looking for

• �25% - Was the  
right price 

• �13% - Deal that  
required immediate 
attention
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40% of Users Exclusively Used 
Mobile In Their Purchase Decision

Questions used: CQ36C: Other than on your mobile device, what other media did you use to aid in your purchase decision? 
Made a retail purchase and owns a Smartphone (n=244), Tablet (n=390) 

smartphone

Tablet

media used to aid in retail purchase decision

online/pc

newspaper

television

mail

tablet

yellow pages

other

no other media outlets were used

45%
41%

12%
9%

6%
7%

6%
7%

2%
17%

1%
1%

5%
3%

40%
44%
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MOBILE 
ADVERTISING: 
AWARENESS  
& IMPACT
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3/4 Retail Users 
Notice Mobile Ads

C22/22A. Have you encountered/clicked any of the following types/categories of advertisements on your device(s) in the past 30 days?
Smartphone Owner for Retail (n=419), Tablet Owner for Retail (n=590)

Retail Users THAT HAVE Seen An Ad in the past 30 days

smartphone TABLET

74% 72%

21%  

of Smartphone  
& Tablet Users  
Click on Ads
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1 in 5 Retail users  who viewed 
a mobile ad took action, mostly 
visiting the advertised site

C24. You mentioned that you encountered an ad during the past 30 days on your <<INSERT DEVICE>. Did you do any of the following after viewing the ad?
Smartphone for Retail Smartphone Owner for Retail(n=311), Tablet for Retail Tablet Owner for Retail (n=553), Smartphone Owner for Retail(n=311),  Tablet Owner for Retail (n=553)

Actions Done After Viewing Advertisement  
by Device for Retail

smartphone Tablet

AFTER VIEWING AN AD ON SMARTPHONE 

AFTER VIEWING AN AD ON TABLET 

took no action 

took no action 

took action 

took action 

18%

21%

82%

77%

visited site that was advertised

utilized a coupon/offer

visited advertised retailer

looked online for more info

considered buying product

8%		  10%

5%	 	 4%

3%		  4%

4%		  5%

3%		  5%

15% of users  
got what  

they needed 
without having 

to click on  
the ad
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Local relevance is important for 
both smartphone and tablet users 
followed by THE ABILITY TO UTILIZE  
A COUPON OR OFFER

RETAIL ADVERTISING MOST LIKELY TO CLICK ON
Top rank by device

Ad that offers coupon/promotion ad that’s locally relevant to me ad that features a brand i know

28%
21%

24%

33%

22%
18%

CQ27. When it comes to mobile advertising on your <<INSERT DEVICE>>, what kind of ads are you most likely to click on?

Smartphone

tablet
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MOBILE 
SHOWROOMING
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Most mobile research is happening 
outside of the store. 
Only 6% were at a retail store the last  
time they accessed retail-related  
information on their device

Since in-store shopping is 

low via mobile device –  

is Mobile Showrooming 

really an issue?

Index

Groceries 111

Consumer Electronics 105

Home Goods 103

Clothing/Apparel 73

Drug and Beauty 72

Pet Supplies 70
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Mobile Showrooming 
Occurring More Out  
of Store than In-Store
Pre-Visit Consideration: 
Considering that most Smartphone users 

are looking to make a Retail purchase  

within the day (60%) and in person (77%), 

there is strong indication that any research 

driving their decision has already occurred

Online Research:
Mobile Users that conduct retail research 

online finalize their decisions with the help 

of sites such as Amazon

Amazon is a top 5  
reference for  
Smartphone users  
narrowing their  
Retail decisions

Tablet users are 124% 
more likely to use  
Amazon throughout the 
decision making process 
than Smartphone users

Question Used: CQ26C1: Which did you access or consider during the visit to the <CATEGORY> on your <DEVICE>?
CQ37C1: And which brand(s) did you end up making a purchase with, following your visit to the <CATEGORY> on your <DEVICE>?
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Source: October 2012 Mobile Database
*Total : 2.7MM Retail Minutes

The                   Effect

Combined Retail mobile Web/App Reach
% By Entity - US, Android and iPhone, October 2012
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55.3%

12.8%
11.6%

Amazon drives nearly 25 percentage  
points of unique retail reach

Amazon leads the majority of  
mobile retail reach online at 55%, 
with Walmart and Target coming  
in a little over 10% each

4.6%
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Source: October 2012 Mobile Database
*Total : 2.7MM Retail Minutes

Nearly three quarters of smartphone retail 
minutes are spent on

Combined Retail mobile Web-App Minutes 
% By Entity - US, Android and iPhone, October 2012
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74.4%

Consumers spent 2MM minutes on Amazon in October 2012:

 • 79% on the App, 21% on the web

 • 64% on Android, 36% on iOS
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CQ37C1: And which brand(s) did you end up making a purchase with, following your visit to the 
<CATEGORY> on your <DEVICE>? Smartphone (n=244), Tablet (n=390)

NOTE: Responses were un-aided

• �Less than 2% of Smartphone Retail users 
say they actually made a purchase via 
Amazon as the majority of purchases were 
made in-store (77%)

• �On Tablet, Amazon was the top retailer 
brand utilized when completing purchases

               �helps drive in-store sales 
for Smartphone users,  
online sales for Tablets



39xAd/Telmetrics Mobile Path to Purchase Study: Understanding Mobile’s Role in the Consumer Path to Purchase - Retail Edition

n �Mobile now represents a significant portion of online Retail shopping.  

As a result, both online and brick and mortar retailers must understand  

how to integrate this fast growing media into their overall media plans

n �Smartphone and Tablet users have very different needs and intent. By taking 

into consideration user need by device (location for Smartphone users  

and pricing and deals for Tablet users) marketers can effectively reach their 

mobile audiences 

n �Although the phenomenon of in-store “mobile showrooming” doesn’t  

appear to have broad usage among the general mobile user – online  

comparison shopping is definitely happening and should be taken into  

consideration when trying to reach and impact consumer purchase decisions

Conclusions
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About xAd
Since 2009, xAd has grown to become one of the largest mobile-local advertising networks in the U.S. and the only one 

offering the ability to target mobile audiences using a combination of location signal and search context, leading to 

performance that is 3 to 5 times above the industry average. Across its network, xAd aggregates and manages the 

largest network of location verified mobile inventory in the industry,  resulting in billions of location-specific ad impressions 

per month and over one million national and local advertisers. xAd is based in New York City with several satellite offices 

across the U.S. and internationally. For more information, visit xAd.com.

About Telmetrics
For more than 20 years, Telmetrics has been the call measurement industry leader. Telmetrics’ call tracking solutions, which 

are available in North America and across Europe, track the lead generation quality of local search advertising and pay 

per call programs for the leading brands in local search. This includes both publishers and agencies that serve millions 

of SMBs and national franchise locations across North America and Europe. With greater visibility into advertising per-

formance across all media channels—digital, mobile, print and more—media publishers, agencies and advertisers can 

optimize the media mix for higher quality lead generation, resulting in increased revenues and a more complete picture 

of ROI across converging media. For more information, visit Telmetrics.com

About Nielsen
Nielsen Holdings N.V. (NYSE: NLSN) is a global information and measurement company with leading market positions in 

marketing and consumer information, television and other media measurement, online intelligence, mobile measurement, 

trade shows and related properties. Nielsen has a presence in approximately 100 countries, with headquarters in New 

York, USA and Diemen, the Netherlands.

Additional study details and findings can  

be found at MobilePathtoPurchase.com.  

For questions or to provide feedback,  

please contact us at 888.234.7893 or  

requests@xAd.com

For More 
Information:
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• �Mobile Application/App: mobile content portal which does not require access  

via a mobile browser, though does still require internet access to reach. 

• �Mobile Website/WAP: mobile content source accessible via a mobile browser such 

as Google or Safari, which requires internet access to reach. Desktop-accessible 

websites visited with a smartphone are then called mobile websites. 

• �Showrooming is the practice of examining merchandise in a traditional brick and 

mortar retail store without purchasing it, but then shopping online to find a lower 

price for the same item.

Terminology


