MOBILECOMMERCE

a Global Perspective
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Mobile devices serve as a direct purchase channel
as well as a research tool to aid purchases
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22 question mobile survey, completed online via smartphone or tablet, across 19 markets.

Sample
N=200 per market (N=3800 in total), 18 years or older, conduct online activities on mobile (smartphone or
tablet) and have purchased a product or service on mobile in the past 6 months.

Conducted with the support of: IAB (US), IAB Australia, IAB Austria, IAB Brazil, IAB Canada, IAB Chile, IAB
China, IAB Colombia, IAB France, IAB Ireland, IAB Mexico, IAB New Zealand, Japan Interactive Advertising
Association, IAB Norway, IAB Peru, IAB Singapore, IAB Sweden, |IAB Turkey, and IAB UK.
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