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Executive Summary 

People today own more connected devices than ever, 

giving rise to a new type of online customer who is 

connected from any device, at any time. This presents 

marketers with new opportunities to reach customers at 

times previously unavailable and enables new interactions 

along the path-to-purchase. 

In March 2014, Tapad commissioned Forrester Consulting 

to evaluate the state of cross-device usage along the path-

to-purchase. To explore this market, Forrester Consulting 

conducted in-depth surveys with 1,500 US connected 

customers. A hypothesis was developed to test the 

assertion that cross-device engagement is on the rise and 

requires more from marketers than just duplicating the same 

engagement on each screen. 

KEY FINDINGS 

Forrester’s study yielded these key findings: 

› Digital resources now dominate the path-to-purchase, 

and devices have splintered the path. Today’s 

connected customer primarily turns to digital touchpoints 

to aid in the discovery, exploration, and purchase of 

products. And no one device dominates as the access 

point — a variety of devices are used at each phase, and 

almost one-third of connected customers switch devices 

regularly. 

› In the new path-to-purchase, not all devices are equal. 

Customers turn to different devices at different phases of 

the path-to-purchase, as each device offers its own 

unique opportunities and challenges. For example, 

customers prefer the shopping experience on their 

computers to that of the smaller tablet and smartphone, 

but context and convenience lead many customers to turn 

to their smartphones. 

› Customers expect consistency and personalization 

across devices. Today’s connected customers expect 

consistency and personalization as they traverse across 

screens during their path-to-purchase. And they don’t 

respond well when these expectations aren’t met — 71% 

of survey respondents indicated some degree of 

frustration when they face brand inconsistencies. 
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Today’s Customer Is Constantly 
Connected 

Through the adoption of Internet-connected devices, today’s 

customers are rapidly becoming perpetually connected to 

each other, to the Internet, and to brands. Specifically, we 

found that customers: 

› Own more connected devices than ever. More than 

70% of connected customers indicated that they 

personally use three or more devices today (see Figure 

1). Laptops top the list at 82%, while the smartphone has 

surpassed the desktop computer in number of users at 

78% to 71%, respectively. Additionally, exactly half of 

connected customers personally use a tablet, and another 

third are tuning into their Internet-connected TVs. 

› Use all devices to go online frequently. Today’s 

customers don’t just own these devices — they use them 

to connect. Ninety-eight percent indicated that they go 

online daily, and a whopping 85% of them go online 

several times a day. And this behavior isn’t limited to any 

one device — more than two-thirds of device owners go 

online from their desktop, laptop, smartphone, or tablet at 

least daily (see Figure 2).  

FIGURE 1 

More Than 70% Of Customers Use Three Or More 
Devices 

 

 

Base: 1,500 US connected customers 

Source: A commissioned study conducted by Forrester Consulting on 

behalf of Tapad, March 2014 

FIGURE 2 

Regardless Of The Device, Customers Go Online 
Frequently 

 

Base: 1,072 desktop users, 1,237 laptop users, 751 tablet users, 1,171 

smartphone users 

Source: A commissioned study conducted by Forrester Consulting on 

behalf of Tapad, March 2014 

Digital Resources Dominate The 
Path-To-Purchase 

During the path-to-purchase, all customers traverse through 

several stages. First, they discover a brand’s product or 

service. Then, they explore the brand and other alternatives. 

They then ultimately complete their buy and engage phases 

with the brand post-purchase. Traditionally, marketers 

looked to high-reach, paid channels such as TV and print 

advertising to fuel brand discovery owned channels like 

brick-and-mortar retail to aid in brand exploration and 

purchase completion. But with this wave of technology 

comes disruption that is manifesting itself in the way 

customers communicate and engage with brands. Today, 

we find that as customers interact with brands, digital has 

“How many connected devices do you use?”

Two devices
29%

Three devices
30%

Four devices
22%

Five devices
14%

Six devices
5%

“How often do you access the Internet from
the following devices?”

Desktop Laptop

Smartphone Tablet

58%22%

12%

5%

2%
1%

60%22%

12%
3%

2%

65%

20%

8%

2%
2%

2%

41%

32%

19%

1%

5%
1%

Several times a day At least daily At least weekly

At least monthly Less than monthly Never
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become the dominate resource across all phases (see 

Figure 3): 

› Digital resources lead to discovery for more than two-

thirds of customers. Digital channels are the key way in 

which connected customers first find out about a new 

product, surpassing offline ways by more than two to one. 

Specifically, two-thirds of customers cited digital 

resources as their source of product discovery, whereas 

only 27% cited offline resources, including TV, radio, and 

print. And some digital channels alone trump all offline 

channels combined: One-third of consumers cited search 

engines as their discovery resource. 

› Digital resources top the list of channels used to 

explore. During the explore phase, customers turn to 

multiple channels that provide them with the depth of 

information required to understand a brand or product and 

compare it against others. And digital resources top the 

list again: While offline advice makes an impact, search 

engines are the top resource used by 44% of connected 

customers, while more than a quarter visit a retailer’s 

website. 

› Digital resources factor into half of purchases today. 

Digital channels increasingly play a role in the ultimate 

purchase of a product as well. While half of these 

connected customers still purchase offline, the other half’s 

purchases contain some digital component. Roughly one-

third of connected customers’ recent purchases were 

done completely online, and the other 15% started the 

order online and either paid or picked it up offline. 

 

 

 

 

 

FIGURE 3 

Digital Touchpoints Dominate The Path-To-Purchase 

 

Base: 1,500 US connected customers 

*Note: “Don’t know” responses not shown 

Source: A commissioned study conducted by Forrester Consulting on behalf of Tapad, March 201 

 

I ordered it
online, but paid

and picked it
up offline (e.g.,

in a store)

Discover Explore Buy

“Prior to making your
recent product purchase,
how did you first find out
about it or discover it?”*

“After you discovered the product, which of the
following sources of information did you use

to research this product or service?”
(Top three resources)

“How did you make this most recent purchase?“

I bought it
completely
offline (e.g.,
in a store,

via the
telephone)

66%

27%

Digital
resources

Offline I bought it
completely
online (i.e.,
ordered and

paid for it
online)

I ordered and
paid for it
online, but
picked it up
offline (e.g.,
in a store)

50%

34%

9%6%

Search
engine

Retailer’s
website

Spoke with a
friend, family
member, or
colleague

44%

28%27%

Roughly one-third of connected customers’ 

recent purchases were done completely online, 

and the other 15% started the order online and 

either paid or picked it up offline. 
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The Ubiquity Of Connected Devices 
Creates A New Path-To-Purchase 

Driven by the adoption of connected devices, customers 

now have the ability to connect with brands anytime, 

anywhere. As attention increasingly shifts to digital 

resources across the path-to-purchase, there exists an 

enhanced opportunity for brands to connect with customers 

at each phase. But which device is your customer likely to 

use at each stage? The data demonstrates that today, no 

one device dominates. For example, at each phase, 

approximately half of connected customers are likely to turn 

to their laptop and a third to their desktop. But mobile 

devices factor in as well, as one in five customers indicated 

that a tablet or smartphone was used during discovery, and 

almost 40% turned to these screens to explore (see Figure 

4).  

 

FIGURE 4 

Connected Customers Turn To A Variety Of 
Screens 

 

Base: US connected customers 

*Multiple responses accepted 

Source: A commissioned study conducted by Forrester Consulting on 

behalf of Tapad, March 2014 

CONNECTED CUSTOMERS TURN TO A VARIETY OF 

DEVICES FOR EACH PHASE 

Equipped with many devices, your connected customers 

face a myriad of choices that can help meet their digital 

information needs. But just because they go online from 

their many devices throughout the day doesn’t mean they 

turn to each device equally at each phase. In fact, data 

reveals that connected customers turn to a variety of 

screens, and that the screen used can change as 

customers advance through the path-to-purchase. For 

example, while 13% of customers were on their 

smartphones for discovery, almost twice as many 

customers used their smartphones during the explore 

phase. This indicates that customers aren’t sticking to the 

same device at each phase. In fact, we uncovered that: 

› Almost one-third of connected customers switched 

devices. Thirty-one percent of customers who turned to 

digital channels for their last purchase used multiple 

devices along the way. 

› The device used for discovery is serendipitous. 

Discovery of a brand or product tends to be serendipitous, 

and the top reason as to why a person was on his or her 

stated device during discovery, cited by more than two-

thirds of respondents, was because “this is the device that 

I use most of the time for everything.” 

› User experience and convenience lead to switching. 

After customers discover a brand, user experience and 

convenience lead them to their next device for exploration 

(see Figure 5). When asked why they switched devices 

during their last purchase, 51% of device switchers 

indicated that they transferred to a device with a better 

user experience, and 22% didn’t think about the device at 

all; they just turned to what was with them when they 

wanted to look into the product.  

 

 

 

“What device did you
use when you first

discovered this
product or
service?”

(N = 987)

“What device(s) did
you use when you

researched this
product or service

prior to purchasing?”*
(N = 1,124)

“Through which of
the following devices

did you make your
recent purchase?”

(N = 749)

46%

33%

13%

7%

1%

51%

41%

24%

14%

3%

50%

37%

6%

7%

1%

But which device is your customer likely to use 

at each stage? The data demonstrates that 

today, no one device dominates. 

Thirty-one percent of customers who turned to 

digital channels for their last purchase used 

multiple devices along the way. 
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FIGURE 5 

The Convenience Or User Experience Of A Device 
Leads People To Switch 

  

Base: 218 US connected customers who used multiple devices 

Source: A commissioned study conducted by Forrester Consulting on 

behalf of Tapad, March 2014 

NOT ALL SCREENS ARE EQUAL ALONG THE PATH-

TO-PURCHASE 

This research revealed that connected customers don’t 

always stick to one device across the path-to-purchase, and 

that not all devices are created equal — each is likely to be 

utilized at different stages and for different reasons. What 

factors play in favor of, or hinder, the use of a given device 

at each phase? 

› A better, more trusted shopping experience leads 

people to their computers. Half of connected customers 

have no issues shopping and making purchases on their 

desktop or laptop, compared with only 23% on their tablet 

and a measly 14% on their smartphone. Privacy plays a 

role here, as more than one-third of connected customers 

indicated that they worry about making purchases while 

on their smartphone, compared with only one in five who 

worry about making purchases on their computer or 

tablet. And customers prefer the computer’s user 

experience as well: When asked about their attitudes 

toward shopping on each device, 60% of respondents 

indicated that the computer’s screen size makes it easier 

to browse content. 

› Convenience leads people to their smartphones. 

Contextual factors are more likely to lead customers to 

turn to their smartphone than any other device. For 

example, when asked why they were on their 

smartphones during the discovery phase, 44% indicated 

that “it was the closest device available at that time,” one-

fifth cited that due to their location it was “the easiest 

device to use,” and 28% noted that “I am usually on this 

device at a certain time of day.” 

Connected Customers Demand 
Cross-Device Consistency And 
Personalization 

Today, one-third of your connected customers are already 

switching devices as they advance from brand discovery to 

exploration to making the ultimate purchase. Data reveals 

that as these customers go across devices, their high 

expectations of the cross-device experiences go with them. 

In fact, 71% of connected customers reported that they feel 

negatively toward brands when they run into 

inconsistencies. Nine percent will stop interacting with a 

brand, 16% cited extreme frustration, and 39% find it 

frustrating, though not enough to change their opinion about 

the brand — yet (see Figure 6). 

 

FIGURE 6 

71% Of Customers React Negatively To Brand 
Inconsistencies 

 

Base: 1,500 US connected customers 

Source: A commissioned study conducted by Forrester Consulting on 

behalf of Tapad, March 2014 

“Which of the following best describes why you used
multiple devices or switched devices between

discovering, researching, and while
making the purchase?”

I often start the process on the device
that is with me at the time, and then

transfer to one with a better user
experience as I get more serious about

researching and purchasing the product

I was never thinking about the devices
or the user experience on them; I just
used whatever device was nearest to
me when I wanted to do research or

purchase products

I have different content and information
needs at different times of the process,

and used the device best suited to
my needs at each stage

The entire process from discovery to
purchase took some time, so I

completed it across several devices
based on what devices I had

with me at the time

9%

17%

22%

51%

“If an experience that you have with a brand is
inconsistent across devices, what impact does

that have on your impression of the brand?”

29%

39%

16%

7%

9%

It has no impact on me

I find it somewhat frustrating, but not
enough to change my opinion

about the brand

I find it extremely frustrating

I will form a negative opinion
about the brand

I will stop interacting with that brand

Seventy-one percent of connected customers 

reported that they feel negatively toward 

brands when they run into inconsistencies.  
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These expectations for consistency and optimization carry 

through each phase of the path-to-purchase, as your 

customer expects: 

› Consistent, contextually optimized ads during 

discovery. When interacting with the same brand’s ads 

across channels, 28% of customers expect to see 

consistent ads, as well as ads optimized for the device. 

Contextual relevancy is on the rise as well — 23% want 

ads to be tailored to the content they are looking at, and 

21% expect ads to be tailored to their location. 

› Consistent, device-optimized content experiences for 

exploration. Fifty-two percent of connected customers 

stated that they want to see the same content, but device-

optimized, as their experience continues across devices. 

And demand for personalization is rising, too: One in five 

expects the site to “know” them across devices, while only 

15% expect to remain anonymous. 

› Consistent, individualized purchase experiences. Half 

of consumers cited that while shopping across devices, 

they expect their experience to continue across devices 

when signed in. And these expectations are rising even 

beyond those who have self-identified; for example, 

nearly one-fifth of consumers reported that they expect 

their experience to continue when shifting to another 

device regardless of whether they have logged in (see 

Figure 7). 

FIGURE 7 

Customers Have Rising Expectations For 
Personalization 

 

Base: 1,500 US connected customers 

Source: A commissioned study conducted by Forrester Consulting on 

behalf of Tapad, March 2014 

 

“Under what circumstance do you expect your
shopping experience to continue across devices?”

8%

19%

25%

49%

None of the above

All of the time, regardless of
whether I have logged in or not

I never expect my experience to
continue across devices

Only if I have logged into
the site or app
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Key Questions For Marketers To Ask 

This state of perpetual connectivity has created a wealth of opportunities for marketers to reach their customers on any 

device across the path-to-purchase. But this constant connectivity has also created a shift in customer expectations: 

They now expect any information to be available to them at their moment of need, and they increasingly expect 

consistent, personalized experiences as they shift between devices. To meet their customers’ rising expectations and 

successfully navigate the cross-device journey, marketers should ask themselves: 

› What is my customer’s unique path-to-purchase journey? Answering this question correctly requires deep 

analysis of two things: 1) your customer’s behaviors and 2) your specific product category. As we have seen, 

each device has its own unique use case, so by considering the context in which your customer is likely to be 

interacting with your brand at each phase, you will be able to optimize your strategy. For example, if customers 

are most likely to be browsing vacation spots during their commute home, investing in a smartphone ad strategy 

to boost discovery might be optimal. Additionally, your product category plays a role in their device choices along 

the path-to-purchase. For example, products with short consideration phases affect whether your customer will 

switch devices, as research revealed that 42% of those who stayed on the same device did so because “the 

entire process from discovery to purchase was quick, so I completed it on the same device.” 

› How can we create consistent cross-device experiences? Your customers have high expectations for a 

consistent experience across devices, and also expect their experience to be contextually and personally relevant 

to them while being privacy-safe. Delivering on this is no easy task for marketers today, as each device allows for 

different targeting and tracking mechanisms, posing significant hurdles for marketers looking to connect the dots. 

But with more than a fifth of connected customers expecting you to know who they are across devices even 

without self-identifying, delivering on a positive cross-device experience becomes an imperative. To do this, start 

with an internal audit of how you manage and plan for cross-device experiences today, ensuring that 

collaboration occurs across devices. And then ask tough questions from your ad technology, agency, and 

analytics partners, too. For example, how are they navigating the difficult tracking environment presented today 

while maintaining consumer privacy? And what tools do they have in place to help make cross-device 

connections? 

› How urgently do we need to get started? This is a trick question, because the answer for all marketers is “as 

soon as possible.” It is true that the industry has some work ahead of itself here; for example, mobile advertising 

standards are still in flux, different devices offer inconsistent tracking abilities, and ad technology solutions are still 

in their early days. But this doesn’t mean that marketers should wait and see, as demand for these consistent 

cross-device brand experiences will only grow as device adoption continues to rise and more shopping behaviors 

shift to mobile devices. Therefore, ensure that your assets are optimized for each device, and that you are putting 

the internal and external tools in place to execute on a cross-device vision. 
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Appendix A: Methodology 

In this study, Forrester conducted an online survey of 1,500 US Internet-connected customers to evaluate cross-

screen/device engagement. Questions provided to the participants asked about types of devices used during the purchase 

process, details about switching devices at each stage of the purchase process, and other preferences for engaging with 

brands across devices. The study was conducted in March 2014. 

 


