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Mobile shopping transactions are surging as consumers continue to reach for their smartphones instead of desktops
when browsing online.

Retailers who actively promote their mobile applications especially continue to see positive growth as more
users embrace in-app shopping, according to a new report from Criteo. Bricks-and-motar retailers, however, still lag
behind their online-only competitors and need to better integrate online and offline efforts.
"T oday's shoppers are active across all browsing environments, and they're buying more on-the-go," Jaysen
Gillespie, vice president and head of analytics and data science at Criteo, Los Angeles. "When brands don’t have an
app strategy, it becomes difficult from them to engage and monetize the fastest-growing population, which are
mobile shoppers."
Criteo's Global Commerce Review is based on browsing and purchasing data during the second quarter of 2018
from more than 5,000 retailers in more than 80 countries.
Smartphone shopping
Globally, mobile purchases — completed either on smartphones or tablets — jumped 13 percent from the second
quarter of 2017 to the same period of 2018.
However, sales on mobile Web browsers alone propelled that growth as they increased 48 percent year-overyear. Sales completed on tablets and desktops decreased by 22 and 18 percent, respectively.
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While mobile transactions account for 39 percent of online sales in the United States, mobile purchases dominate in
Asia-Pacific, where they comprise 51 percent of digital transactions. T he Middle East and Africa follow closely
behind with 47 percent of online shopping done on a smartphone.
Retailers who invest in shopping apps and their promotion are seeing positive returns. T hese shopping apps are
especially popular in Asia-Pacific, where they make up 46 percent of online transactions compared to 29 percent on
desktop and 25 on a mobile browser.
Adoption of apps is slower in the Americas, with only 18 percent of purchases completed in dedicated mobile apps.
However, the investment is still worthwhile, since in-app shopping sees conversion rates of 20 percent in North
America compared to 11 percent on desktop and 6 percent on the mobile Web.
"Smartphones are ubiquitous throughout the Asia-Pacific region, and the ways consumers use them are evolving
faster than ever," Mr. Gillespie said. "Apps rule developing markets, and app usage is growing in more mature
regions too.
In emerging economies in Asia-Pacific, where smartphones have become the primary means through which the
internet is accessed, customers will turn to shopping apps for convenience.
"T he majority of smartphone users in the APAC region have between two and five shopping apps on their main
device," he said. "Convenience is the key driver for installation, product range and ease of use, which are crucial for
sustainable usage."
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When retailers promote their shopping apps, digital-only brands still outpace their traditional counterparts in terms of
app sales, 31 percent to 21 percent. However, bricks-and-mortar retailers have more opportunities to integrate apps
throughout customers' shopping journeys.
For instance, Boston Retail Partners reports that 46 percent of consumers across all generational age groups use
their mobile devices while shopping in-store to compare prices, check inventory and read product reviews (see
story).
Digital crossroads
Luxury retailers are not immune from changes in shoppers' habits and their growing reliance on mobile devices.

Affluent consumers are increasingly using digital channels within their purchase paths, with a mere 22 percent
starting and ending their journey offline.
Ecommerce sales of luxury goods are growing rapidly. T oday, online sales of personal luxury goods are $20
billion, making up 8 percent of total luxury sales. By 2025, McKinsey projects this figure will more than triple to $74
billion, with about one in five luxury sales happening online (see story).
According to Forrester, over the next five years, mobile will contribute 69 percent of the projected $19 billion in
revenue that comes from paid search advertising.
While the overall share of advertising revenue from search will decrease, it will remain the biggest driver of digital
advertising. T his presents an opportunity for luxury brands to capitalize on mobile advertising and the unique
capabilities afforded by the channel (see story).
With their growing purchasing power, millennials are making more apparel purchases via ecommerce, while baby
boomers and Gen Z consumers are pulling back on their online fashion spending.
According to another report from Criteo, millennials spent 4 percent more on clothing and accessories online last
year, showing a greater preference for fashion ecommerce than their younger Gen Z counterparts. As these
generations become a greater part of the luxury business, luxury brands need to be ready to meet their disparate
multichannel shopping habits (see story).
"Our Gen Z report just recently revealed that this power group of shoppers spends more time on their mobile devices
than any other generation," Mr. Gillespie said. "Additionally, over 50 percent of Gen Z indicated that retail websites
and apps are more influential in the purchasing process than search engines, online video ads, T V ads or online ad
banners."
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