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Session 3:  
Joining the Dots  
How mobile technology 
can revolutionize retail 

TNS Mobilize 2012 
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We’ve all heard the story:  
Online is killing bricks ‘n’ mortar 

TNS Mobilize 2012 
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Is it going to get worse? 

TNS Mobilize 2012 
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People oscillate between Online & In-store when 
purchasing 

TNS Mobilize 2012 

In-Store 

Online 
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The in-store experience remains critical 

TNS Mobilize 2012 

In-Store 

Online 

Detailed Product 

Info User/ Expert Reviews 

Comparisons 

Guarantee Best Price 

Stock availability/checking 

Tactile 

Product 

Performance/ 

Demo Salesperson 

expertise/advice 

Service Immediacy 

After sales service 
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http://www.forbes.com/sites/larrydownes/2012/01/02/why-best-buy-is-going-out-of-business-gradually/ 

TNS Mobilize 2012 
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So how do highstreet 

retailers retain the 

purchase? 
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Can mobile be the saviour? 

TNS Mobilize 2012 



X AXIS 

LOWER LIMIT 

UPPER LIMIT 

CHART TOP 

Y AXIS Y AXIS LIMIT 

©TNS 2012 10 

TNS Research Overview 

TNS Mobilize 2012 

 In-store 
observation 
of mobile 
behaviour 

Ethnography 

 Review of in-
store behaviour 

 Exploration of 
future 
developments 

Focus 

Groups 
 Quantification 

of existing 
behaviour 

 Interest in 
potential 
retailer 
concepts 
 

Quantitative 

Study 
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As smartphones become ubiquitous, in-store usage grows 

*Source: *TNS Digital Life 2011 **TNS Mobile Life 2012 

TNS Mobilize 2012 

78% 

53% 

30% 

Internet 
penetration*  

(total 
population) 

Own a 
Smartphone** 

Use their 
smartphone 

in-store to aid 
shopping 

% of internet users that: 
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Australia is one of the leading mobile retail 
markets in the world 

TNS Mobilize 2012 
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Source Mobile Life 2012 

Australia 

Use their smartphone in-store to aid shopping 
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How are they currently 

using mobile in-store?  
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Price checking amplifying the need for price 
matching 

TNS Mobilize 2012 

82 

65 

51 

34 

2 

In Electronics… 

If 10% more expensive: 34% would buy online instead 

If 20% more expensive: 64% would buy online instead 

Reason for mobile use in-store 
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…but other information is being sought too 

TNS Mobilize 2012 

82 

65 

34 

Checked prices Checked product

information or reviews

Inspiration/ideas

Reason for mobile use in-store 
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People are using their mobiles for a range of 
purchases 

TNS Mobilize 2012 

Clothing / 
Shoes 
42% 

Groceries 
40% 

Mobiles 22% 

Travel 20% 

Toys 19% 

Furniture 17% 

Sports Equipment 14% 

Cars 12% 

Other 6% 

Categories ever used mobile web/apps in Store for 

Electronics 
79% 

Entertainment 
48% 
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Where do 

they start? 
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Websites and Search dominate over Apps 

TNS Mobilize 2012 

64 

29 
21 18 15 

3 

Website Search App Scanned

barcode

Scanned

QR code

Other

Retailer’s (being visited) 
website 

49% 

Price comparison site 35% 

Another retailer’s website 33% 

eBay 30% 

Blog/website with user reviews 23% 

Blog/website with expert reviews 21% 

Access points (last occasion) 
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In FMCG, apps and barcode scanning is more 
prevalent 

62 

26 

16 19 21 

4 

69 

37 

20 

12 13 

2 

63 

32 

15 
21 

11 

3 

69 

36 

26 

9 
14 

2 

36 

21 

42 

35 

8 
5 

Website Search App Scanned

barcode

Scanned QR

code

Other

Clothing/shoes Electronics Entertainment Travel Groceries

Access points 
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What sources would 

they ideally use? 
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What sources would they ideally use? 

TNS Mobilize 2012 

64 

29 
21 18 15 

3 

37 
31 

45 43 

27 

1 

Website Search App Scanned
barcode

Scanned
QR code

Other

Current Ideal

Ideal access point 
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3 Leading Applications 
Amazon App 

TNS Mobilize 2012 
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3 Leading Applications 
FoodSwitch App 

TNS Mobilize 2012 
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3 Leading Applications 
Woolworths App 

TNS Mobilize 2012 
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When are phones 

being used? 
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EXIT 

16 

49 46 46 

4 

Used throughout research, but typically not 
first touchpoint 

TNS Mobilize 2012 

Upon 
entering 

General 
browsing 

Examining 
products 

Making the 
decision Buying 

ENTER 

Point in purchase funnel where mobile used (last occasion) 



X AXIS 

LOWER LIMIT 

UPPER LIMIT 

CHART TOP 

Y AXIS Y AXIS LIMIT 

©TNS 2012 27 

What impact 

on purchase 

cycle? 
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Using a mobile in store shortens the purchase 
process 

54 22 

Shortened Lengthened

Impact of Mobile on Purchase Decision (Electronics Purchase) 
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For higher involvement categories, mobile is a catalyst for decision 
making 

TNS Mobilize 2012 

35 
22 

29 

7 

36 

31 21 

15 

24 
45 47 

71 

Electronics Clothing/shoesEntertainment Groceries

Visit other stores Not bought at all Bought anyway Other

71% lost 

sales! 

What would they have done if no mobile on that day (last occasion)? 
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What do 

shoppers want? 
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People are open minded about who provides 
the apps 

21 

21 

27 

38 

48 

12 

18 

10 

14 

5 

40 

36 

35 

27 

21 

28 

24 

28 

21 

27 

Travel

Electronics

Entertainment

Clothing/shoes

Groceries

Retailer Brand/ Manufacturer 3rd party No preference

Preferred app provider 
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Price checking remains key  

TNS Mobilize 2012 

Appeal of being able to use mobile in store for … 

In-store deals 

Check prices 

Store info 

Compare products 

Check stock levels at all stores 

nearby 

Product information 

Check stock levels in the store  

I am visiting 

Check the full product range 

Check user reviews 

Store layout and navigation 

Check expert reviews 

Pay using mobile 

Inspiration 
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5 “Future” services tested 

TNS Mobilize 2012 

Billboard 
grocery 

shopping 

Shopper 
rewards 

Price 
comparisons, 

reviews & 
product info 

Ideas & 
inspiration 

Recipe 
suggestions 
while buying 

groceries 
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The idea of a shopper reward app is seen as both 
unique and exciting  

Ideas &  

inspiration 
Billboard 

grocery 

shopping 

Price 

comparisons, 

reviews & 

product info 

Shopper 

rewards 

Recipe 

suggestions 

while buying 

groceries 

E
x
c

it
e
m

e
n

t 

Uniqueness 
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4 thoughts to  

leave you with 
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4 recommendations for your mobile strategy 

TNS Mobilize 2012 

1 
Don’t stick your head 

in the sand.  
 

It is happening and 
will only increase 

2 
Ensure your pricing 
strategy is regularly 

benchmarked  
(vs. online) 

3 
Mobile optimised 

site/search = 
hygiene factor 

 
Mobile app = ahead 

of the game? 

4 
Cross promote mobile 
capabilities in-store 

and encourage 
interaction 


