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By MICKEY ALAM KHAN

Retailers that invest in advertising their standalone mobile applications continue to find success, with an average of
63 percent of all their transactions coming from mobile shopping.

According to Criteo's Q3 2018 Global Commerce Review, transactions completed on the mobile Web continue to
rise across all regions. While omnichannel shoppers who make purchases in-store and online including
smartphones are only one in 10 of all customers, they also account for more than a quarter of spending.

"This doesn't mean brick-and-mortar is dead," said Jaysen Gillespie, vice president and head of analytics and data
science at Criteo, Los Angeles. "Our Q3 Global Commerce Review found that the omnishopper is one of the most
valuable audiences, demonstrating the desire from consumers to have both an in-person experience and the
convenience of purchasing online."

Criteo's Global Commerce Review is based on browsing and purchasing data during the third quarter of 2018 from
more than 5,000 retailers in more than 80 countries.

Upwards mobility
An increase in sales of smartphones is contributing to the growing popularity of mobile shopping. In the United
States, sales of smartphones were up 14 percent in the third quarter of 2018 compared to the third quarter of 2017,
while sales of laptops and tablets both fell year-over-year.

Fifty-two percent of all transactions in Asia-Pacific are done with mobile devices, including smartphones and
tablets. APAC also continues to report the highest share of app transactions among retailers who promote their
shopping apps at 46 percent, followed by Europe and the Americas at 28 and 25 percent, respectively.

In-app purchases account for almost a third of online-only retailers' transactions. Image credit: Pinterest

Globally, even retailers that see a small share of sales come from mobile devices have seen those transactions
increase after advertising shopping apps.

Online-only retailers that promote their apps see 31 percent of their sales come from in-app transactions, compared
to omnichannel retailers, for whom 21 percent of sales come through apps.

Shopping applications also have a higher conversion rate than the mobile Web or desktop sites.
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Shopping applications also have a higher conversion rate than the mobile Web or desktop sites.

In North America, apps have a conversion rate of 20 percent compared to 11 percent on desktop and 6 percent on
mobile sites. Shopping apps have a 10 percent conversion rate in Latin American markets, outpacing desktop at 8
percent and mobile at 3 percent.

Purchases made on tablets are on decline. Image credit: Apple

Retailers who have a presence in both bricks-and-mortar and ecommerce also have access to more data to optimize
marketing efforts.

While offline only customers account for 49 percent of the client base and transactions, a crucial 7 percent of
shoppers are omnichannel consumers and are responsible for 27 percent of spending. Online only shoppers are 44
percent of the shopping base but only make 24 percent of sales, underscoring the reality that retailers need to better
capture omnichannel shoppers.

Additional insights
As younger generations become a greater part of the luxury business, luxury brands need to be ready to meet their
disparate multichannel shopping habits.

According to a recent 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.

All of the growth in apparel ecommerce in the first three quarters of 2017 came from mobile shopping. While
desktop still accounts for a greater portion of online apparel sales, revenues from these devices have recently
decreased.

Although Gen Zers spend the most time on their mobile devices, they still show an affection for bricks-and-mortar
browsing (see story).

Outside of the retail industries, travel and hospitality companies must also leverage omnichannel capabilities,
including mobile apps, to reach millennial travelers.

In a Criteo report on millennial travelers in the Asia-Pacific region, 37 percent of respondents said that they use
travel apps to book and manage their trips abroad.

Criteo estimates that by 2020, three out of four households in China and two out of three in Vietnam will be equipped
with smartphones, making the countries more connected and susceptible to campaigns involving mobile activation.

In terms of travel, related sales through mobile have surpassed 50 percent in Asia in 2017. By 2020, this will extend to
almost three quarters of all online travel bookings (see story).
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