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Mobile is taking over retail. Consumers research, 
price check, compare products, purchase, and contact 
customer service all from the comfort of their mobile 
phones. And these uber-connected, mobile shoppers 
engage with retailers in virtually every way possible – 
whether they are purchasing from an ecommrce site 
or researching online before heading to a brick-and-
mortar location. They even turn to mobile when are 
at the physical store location itself. Mobile has swept 
the retail landscape and retail marketers are flocking to 
their budgets to get onboard.

Mobile devices are a key aspect of the shopping 
journey. Here’s a look at how shoppers are using their 
phones, whether they are in a physical store location 
or doing research out of the store.

According to the North American Consumer 
Technologies Retail Survey, the top 5 ways consumers 
are using their phones while not in a store location 
include:

 1 – To locate a nearby store or check store hours
 2 – To compare prices
 3 – To look up product information
 4 – To purchase a product
 5 – To read customer reviews of a product

While in a physical store, the top 5 ways shoppers 
use their mobile devices include:

 1 – To compare prices 
 2 – To redeem a coupon
 3 – To look up product information
 4 – To search for a coupon
 5 – To locate a nearby store or check store hours

THE PATH TO PURCHASE
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MOBILE AND THE 
OMNICHANNEL EXPERIENCE

With consumers using their smart devices throughout 
their shopping journey, retailers can capitalize on 
new opportunities to integrate mobile into the entire 
omnichannel experience.  Consumers don’t think about 
offline, online, or mobile – they are simply shopping.

Research by Gfk on behalf of Facebook IQ studied the 
habits of more than 2,400 “omnichannel shoppers.” 
These are consumers who researched and bought 
online through a variety of channels including mobile 
devices, tablets, desktops or laptops and in-store.

According to the study findings:

45% – of all shopping journeys today involve mobile, 
with that figure climbing to 57% for millennials
56% – of respondents said they made purchases on 
mobile devices because they were already using those 
devices
55% – did so because they can do it anywhere and 
anytime
64% –  said they will use those devices for more 
shopping research

61% – said they expect to use their smartphones 
more while they are in physical stores
46% – of respondents who researched product 
ratings or reviews prior to offline purchases did so 
via mobile devices, while 36% used those devices 
to compare prices and 51% researched products 
while in-store
 
What reasons motivated respondents who 
preferred to purchase in-store or via desktop or 
laptop? According to GfK:

56% – find it easier to see all available products
55% – find it easier to use devices with larger 
screens
27% – find it difficult to compare products or 
retailers via smartphones or tablets
26% – find it difficult to enter personal data on 
smartphones or tablets
70% – of mobile shoppers say the overall website 
and application experience can be improved, while 
71% – said the transaction experience can be 
improved
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With mobile being so pervasive throughout the 
shopping journey, retailers must create a seamless 
experience as shoppers move from device to 
device. 54% of omnichannel shoppers say they 
are more likely to shop with a retailer that makes it 
easy to buy on several devices. Integrati ng mobile 
capabiliti es into the overall marketi ng strategy 
ensures a smooth transiti on for consumers as they 
shop both offl  ine and online. In order to meet these 
rising mobile expectati ons, a study by RetailMeNot, 
Inc. ti tled “The Rise of Mobile Marketi ng Spend in 
Retail,” shows that 87% of retail marketers plan to 
invest more in mobile marketi ng.

According to the report, “Investments in mobile 
features, such as product reviews on mobile websites 
and apps, mobile-opti mized emails and the ability 
to download coupons on smartphones will remain 
steady. However, as retailers expand their mobile 
eff orts and look for new ways to uti lize their brick-
and-mortar locati ons, tacti cs like online fulfi llment 
and buy online pickup in-store (BOPIS) will grow in 
uti lizati on. Many consumers view their smartphone 
as a research tool, and visibility to store inventory 
or locati on-based deals and more may provide the 
incenti ve needed to drive them inside stores.”

54% of omnichannel 
shoppers say they are more 
likely to shop with a retailer 
that makes it easy to buy on 

several devices.
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4 TYPES OF MOBILE 
TARGETING

The biggest challenge mobile represents for retail marketers is identifying 
in-market consumers and converting them into customers. 

Retailers have come a long way in infusing mobile experiences throughout the purchase 
journey such as optimizing websites and emails for mobile or creating user-driven mobile 
app experiences. However, once a consumer has gone through the research phase and 
heads to a physical store to make an in-store purchase, mobile is limited in identifying 
these shoppers. Retail marketers need better ways to identify consumers during the 
“Zero Moment of Truth,” which is when a consumer is expressing active purchase intent 
by visiting a store – either a competitive location or the retailer’s own location.

As retail shoppers near the end of the purchase journey, brands are increasingly turning to mobile 
targeting technologies in the hopes of converting “just browsing” shoppers into new customers.

THERE ARE 4 TYPES OF MOBILE TARGETING OPTIONS TO TARGET CONSUMERS:

1 AUDIENCE TARGETING
 Using this method of mobile targeting, retail brands can target relevant audiences with ads based on 
demographics and other data points. These are consumers who are most likely to fit their ideal customer 
profile. These audience targeting methods use underlying data about an individual person, or, to be specific, 
their device ID which can include certain demographic information and even geographic location for more 
effective and engaging ads.
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REAL-TIME LOCATION TARGETING

Marketers are probably most familiar with realti me locati on 
targeti ng such as geofencing and beaconing. In the past few 
years, more brands with brick-and-mortar locati ons have 
adopted these technologies. Here is a quick overview of the 
diff erent types of mobile locati on targeti ng:

3 Geo-targeti ng - Geo-targeti ng involves detecti ng a 
user’s locati on and serving them communicati ons based 
on that locati on. Those communicati ons might be ads 
or other content, like an email or push noti fi cati on.  
Geo-targeti ng uses IP addresses to determine where 
consumers are. Every internet-connected device has a 
unique IP. The fi rst three digits provide a country code. 
The digits aft er that indicate specifi c areas within a 
country, down to state, city, and postal code. Content 
can also be matched with data about user preferences 
and acti viti es to hone in on specifi c groups of people or 
to exclude groups of people you don’t intend to target. 
Geo-targeti ng allows a user to be targeted wherever 
their device goes.

2
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 3 Geofencing
Geofencing is the practice of using global positioning (GPS) 
or radio frequency identification (RFID) to set up a “fence” 
or designated geographic boundary. When a device moves 
into (or out of) the space defined by the fence, triggers are 
sent, and the user will receive a notification such as a text 
or push notification. 

 3 Beacons
Beacons are small physical objects (usually about two 
square inches) that can be placed in desired locations. 
Their purpose is to detect a user’s device when it moves 
into a target range. Similar to geofencing, a signal is 
triggered when you’re near one, and a server sends a 
push, text, in-app message, or even an email. Beacons 
aren’t designed to know the people connected to a 
device, rather they target just the device itself. They’re 
simply little stationary computers that are designed to 
react - when a shopper’s device moves near the beacon 
itself, it triggers a ping. An app then starts communicating 
if the user has the app with notifications enabled for the 
beacon’s particular location. Once the user moves out of 
that beacon’s range, all communications stop.
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Audience targeti ng
Targeti ng based on device, apps, site user 
is visiti ng, and assumpti ve “look-alikes”

Real-ti me locati on targeti ng
Target every device within a store’s 
proximity (beacon, geo-fencing) 

Archived locati on data
Track device over ti me period to 
determine where a person goes

V12 Signals connects customer  data to mobile devices
Reach actual people, not just the device

ARCHIVED LOCATION DATA 

Following locati on targeti ng, technologies are being 
developed that chain together locati on data to look at 
where a device goes over a certain ti me period such 
as 30 days. By doing so, marketers can start to learn 
more about a person based on where they go and then 
use that informati on to target a specifi c audience. 

For example, a device that is seen at an elementary 
school, a park and a store that sells children’s clothing 
could very well be a mom with kids. With that 
informati on, a marketer could target devices with that 
travel patt ern and be more targeted than using the 
device’s current locati on at the ti me of serving an ad.

3

The missing ingredient however to these 
types of targeti ng are that they are limited 
to just targeti ng a device or assumpti ve 
look-alikes who may not even be in market 
to purchase. They do not consider the actual 
person connected to the device.
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REACH PEOPLE, 
NOT JUST THEIR 
DEVICES
Reach shoppers who have 
recently visited your store 
or a competitor’s location 
using V12’s mobile 
intelligence solution, V12 
Signals. V12 Signals is an 
innovative mobile solution 
that enables companies 
to market to  households 
expressing active intent to purchase based on their shopping 
behavior. Specifically, we utilize geolocation data to identify in-market 
shopping activity. We then use our proprietary integration technology 
to identify the likely in-market household. Unlike traditional mobile 
marketing, which only identifies the device, V12 Signals identifies 
households and the individuals in them. Our innovative solution 
provides household contact information complete with a wide variety 
of consumer attributes allowing you to create a highly targeted offer 
across multiple channels.

How does it work?
97% percent of consumers own and carry a mobile device, the 
majority of which have multiple applications installed. When installing 
certain apps, consumers must opt-in to grant permission for location 
tracking. When a consumer drives to a location and has one of these 
apps available on their mobile device, V12 Signals is able to identify 
that device at the location and subsequently infer the household 
associated with the shopping event.

4
 
Rich Marketing Insights
V12 Signals provides rich analytical and marketing insights. In 
addition to a daily source of imminent purchase intenders, our 
clients use V12 Signals for a broad range of insights including:

 9 Lead enhancement
 9 Marketing program performance
 9 Trade area performance 
 9 Insights into consumer brand preferences and activity
 9 Identification of existing customers who may defect to 

another brand

V12 SIGNALS
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POWER YOUR RESULTS WITH V12’S  
BEST-IN-CLASS RETAIL INTENDER DATABASE

Developed over a three-year time span, V12 is proud to launch 
the industry’s largest and most inclusive database of in-market 
retail shoppers.

Using hundreds of sources of offline and online data, best-in-class technology 
and analytics, and proprietary data methodology, we can connect you with 
consumers in market for products and services you sell based on browsing 
activity and store visits based on mobile location intelligence.

In addition to mobile location insights, reach consumers based on other 
in-market indicators including:

Trigger Data: Market based on lifestyle changes and trigger data such as 
new movers, new children and economic changes.
Nearly three-quarters of new movers make major move related-purchases. 
The target window to influence these decisions is 2 months BEFORE the 
move and 2 months AFTER. V12 provides  mover solutions  spanning the 
entire move cycle to make sure you don’t miss a single opportunity.

Online Browsing Activity: Reach consumers who are actively browsing 
online for products you sell.
We provide massive visibility into behavioral data and searches occurring 
on over 90% of internet-connected devices every month.  

V12 Signals Online is actual online behavior data collected 
in real-time, leveraging a broad network and innovative 
tracking techniques to discover behavioral keywords, 
phrases, and terms. Using this intelligence, V12 is able to 
provide in-depth insight into consumer browsing habits and 
purchase intent to power your campaigns and accelerate 
your customer acquisition.

Home Retail Example
190 Million Monthly Searches for Furniture and Home Retail 
Goods: Behavioral data is collected on 91% of internet-
connected devices every month in the US, utilizing millions 
of sites across billions of devices. 

3  K E Y  P I L L A R S  O F  V 1 2  S I G N A L S   

2

Mobile 
Location

Browsing 
Behavior

Consumer 
Trigger Data 
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250
STORES

WEEK 
TEST

8000
LOCATIONS

3
in initi al test

originally slated 
for 3 months

in nati onal rollout 
aft er 3 week test

A V12 Signals success story by the numbers:
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POWERFUL RESULTS

V12 NEW MOVERS PROGRAM 
Regional Home Retail Chain
“Our New Movers program is like printing money.”—CMO 
• $8.2MM in incremental revenue, $3MM yearly run rate  
• 2,500+ new customers, 5200+ orders and counting 

V12 SIGNALS CUSTOMER ACQUISITION PROGRAM 
National Home Retail Chain 

CASE STUDIES

• 3,500 competitive locations monitored for visitors tracked via V12 Signals 
• Mail piece with offer sent to those visitors 
• 4,000% ROI

“Our New Movers program 
is like printing money.” 

—CMO 
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FAQs

Here is a list of some of our 
most frequently asked questions 
concerning V12 Signals:

What information is available on V12 
Signals leads? 
V12 Signals leads can include name, address, email, 

demographics, and automotive ownership data. Clients 

can customize their feed from over 300+ demographic 

and lifestyle data elements. Examples include household 

income, presence of children, marital status, gender, 

income, and much more.

Can V12 Signals determine a new visit 
versus a return visit? 
Yes. Using timestamp and location visit technology, 

V12 Signals can determine if the consumer was visiting 

the location for the first time or if they are a frequent 

shopper.

Does a Signals lead track how long a 
consumer is at a location? 
No, a V12 Signals lead does not track how long a 

consumer is at a location. 

What are some key idustries currently 
available? 
We have the ability to turn on a program for any business 

that has a specific location; below are some examples of 

key industries currently available. (Automotive includes auto 

dealerships as well as auto aftermarket locations.)

How many devices do you currently have 
access to? 
We currently have access to over 305 million active devices 

mapped to over 180 million high-confidence common 

evening locations.  

• One of the largest proprietary data sets of mobile 

consumer data (1.03 billion unique devices seen per 

month globally)

• 14TB of geo-summary logged since January 2014 with 

full look back capability

• More than 1.2B high quality location data points 

observed every day

What is the timing on leads provided? 
Leads are provided daily for consumers that visited a 
location within the past 1-3 days.

How will I receive my leads? 
V12 Signals™ leads can be delivered through an FTP 
site, directly to your CRM system, or through email.

How do I follow up? 
Because V12 Signals™ leads represent lower-funnel 
consumers, we recommend following up via multiple 
channels to allow rapid engagement. The offer should include 
a coupon or purchase incentive offer without specifically 
recognizing that the prospect is a mobile shopper.

Can V12 Signals™ campaigns be deployed 
through omnichannel outreach?  
V12 Data delivers marketing execution services to 
save you time and resources. Our marketing experts 
can design your creative and deploy your omnichannel 
campaigns which include direct mail, email and display. 
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FAQs

What is the timing on leads provided? 
Leads are provided on daily activity that occurred within 

the previous 24-72 hours.

How will I receive my leads? 
V12 Signals leads can be delivered through a sFTP site or 

directly to your CRM system.

How do I follow up? 
Because V12 Signals leads represent lower-funnel 

consumers, we recommend following up via multiple 

channels to stimulate rapid engagement. The offer should 

include a purchase incentive offer (rebate, % off, special 

financing) without specifically recognizing that the prospect 

has visited a physical location.

Can V12 Signals campaigns be deployed 
through omnichannel outreach?  
V12’s marketing execution services save you time and 

resources. Our marketing experts can design as well 

as deploy a sophisticated, highly targeted omnichannel 

campaign via direct mail, email and display.

Online Browsing 

What is V12 Signals Online? 
V12 Signals Online is actual online behavior data 

collected in real-time; leveraging a broad network and 

innovative techniques to discover behavioral keywords, 

phrases, and terms. Using this intelligence, we are able to 

create complex and effective formulas, which classify user 

intent. The result is an in-depth insight into browsing habits, 

which enables us to identify leads and execute a marketing 

strategy focused on relevant and highly precise outreach.  

The solution evaluates online consumption behavior on 91% 

of accessible devices in the US every month; utilizing millions 

of sites across billions of devices.   

How is this different than online search data?  
The vast majority of our data comes from the keywords on a page 

the person is reading versus the keywords that led them to that 

page.  We process the content that their eyeballs are actually 

reading, parsing out the relevant intent-driven information.    

What channels are available for marketing?   
The solution can be used to create digital audiences that can be 

pushed to any platform. We also have the ability to associate an 

average of 20% of the online behavior to an actual person for email 

and postal marketing opportunities and consumer-level analytics.  

What is the identification process?  
We are able to capture an email on 20% of the digital audience 

as a result of consumers providing the information themselves on 

a form during the website visit.  We are then able to associate the 

behavior to a consumer name and address using our comprehensive 

3rd party data assets.    

What information is available on V12 Signals 
leads??  
V12 Signals Online leads include name, address, email, Signal date 

and time and online segment code(s). Clients can also customize 

their feed from over 300+ demographic and lifestyle data elements. 

Examples include: household income, presence of children, marital 

status, gender, income, and much more.  We have the ability to 

also integrate an Online Signal with a location behavior Signal. 

In addition, we have the ability to apply filters to any of the data 

attributes available, including geography, demographics, and 

segment code.  

What is the timing on leads provided?  
Leads can be provided in a daily, weekly, or monthly feed. Daily 

leads are provided from the previous day’s consumption behavior.  

How will I receive my leads?  
V12 Signals leads can be delivered through an SFTP site or directly 

to your CRM system. 

Can we track specific URLs?    
We do not have the ability to output specific URL behavior. The 

data segments are created at an audience level as opposed to a 

website or keyword level.  
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With V12 Signals, you can now target and acquire actual in-market consumers 
during the period when they’re making a buying decision. V12 Signals is a 
proprietary solution that utilizes in-market behavior data to identify imminent 
purchase intenders.

Contact us today to see how V12 Signals can amplify your conversions.
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LEARN MORE

As consumers increasingly transition from their desktops to 
mobile devices, organizations across all industries need to 

pay full attention to what mobile consumers value and 
expect from brands. Consumer expectations are forcing 

the retail industry to refocus on mobile strategies 
throughout the entire shopping journey, from 

initial interest to final purchase or they risk 
losing out to the competition.


