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Europe sees sharp rise in shopping by mobile
•
•
•

Two thirds (66%) of people in Europe with a mobile device shopped online in the last year
– up from 58% the year before
Turkey, Italy and Poland are the mobile shopping hotspots of Europe
Half (50%) of mobile shoppers are likely to return to a store that saves their payment
details

More people in Europe are using their mobile devices to buy consumer goods than ever before, with
clothing and electronics the most popular purchases.
The findings from the annual ING International Survey – Mobile Banking 2016 report reveal that two
thirds (66%) of people in Europe with a smartphone or tablet now use it to make purchases – up from
58% in 2015.
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The increase in mobile banking and ease of ‘one-click ordering’ – which saves users’ payment details
– are possible factors in this rise. The study found that 82% of people who bank by smartphone or
tablet are also using their device for retail therapy, while 50% of mobile shoppers admit they are more
likely to return to an online retailer that already holds their details.
Who’s leading the way?
Turkey (88%), Italy (69%) and Poland (69%) are the European countries with the largest shares of
mobile shoppers, but France and the Netherlands are seeing the fastest growth – the share of mobile
device owners in these countries who use them to make purchases has increased 16 percentage points
year-on-year from 2015 to 2016. (See table 1.)
Across the Atlantic, the USA is experiencing similarly fast growth (up 16 percentage points to 74%),
while in Australia the uptake of mobile shopping increased just six percentage points in the year, to
49%.
Mobile shopping is most popular among younger mobile users, but year-on-year growth can be seen
across all age groups. The share of 18-24 year olds using their smartphone or tablet to shop now
stands at 86%, up from 72% in 2015 – and the 25-34 and 45-54 age brackets have both seen an 11
percentage point increase. Men appear slightly more likely than women to shop by mobile device.
What are people buying?
Mobile purchases across Europe over the last 12 months have been dominated by clothing (43%) and
electronics (37%). But there is variation between countries.
The convenience of ordering home-delivered meals on the go means one in five people in Europe
(19%) are now using their mobile device to buy takeaways. (See table 2.) Turkey, home to the world’s
largest home-delivered meal ordering platform Yemek Sepeti, is where the trend is most prevalent
(41%).
With similar companies, like JustEat and Deliveroo, now available in many cities across Europe,
appetite in countries like the UK (21%) and Spain (21%) shows little sign of slowing down.
A higher share of mobile device owners in the UK (26%) buy music via their mobile than in any other
European nation, and the UK and Turkey (both 31%) have the largest shares who use their smartphone
or tablet to buy groceries. Elsewhere, mobile device owners in Luxembourg and Italy (27%) are more
likely to book a holiday from their smartphone or tablet than their European neighbours.
Fleur Doidge, writer/editor at ING eZonomics, which produced the report, said: "The mobile
revolution is in full force and the proportion of people shopping on their mobile device for everyday
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goods is rising at an impressive rate. As more people use their phone to manage their finances, we’re
seeing more people using them for spending too. Convenience is a big factor, and Europe is embracing
this ability to shop anytime, anywhere.
"Technology is changing the way we shop and certainly has its advantages for people with busy lives –
but to keep the bank balance in check, it’s important to search for the best deals, rather than buy on
impulse.”
Ends
Table 1: Mobile Shopping Growth 2015-2016

Country
France
Netherlands
Belgium
United Kingdom
Austria
Italy
Germany
Spain
Poland
Czech Republic
Luxembourg
Turkey
Romania
European average
United States
Australia

Mobile shopping
usage: percentage
point increase yearon-year
16
16
13
12
12
8
7
6
5
5
5
4
2
8
16
6

Percentage who
shopped via mobile in
2016

Percentage who
shopped via mobile in
2015

58%
58%
50%
65%
59%
69%
59%
64%
69%
52%
54%
88%
64%
66%
74%
49%

42%
42%
37%
53%
47%
61%
52%
58%
64%
47%
49%
84%
62%
58%
58%
43%
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Table 2: Items purchased in the past 12 months using a mobile device

3

Note to editors
1

The ING International Survey – Mobile Banking 2016 found that the share of mobile device (defined as a
smartphone or tablet) owners in Europe using mobile banking increased by six percentage points in year to April
2016, from 41% in 2015 to 47% in 2016.
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Table 1: There were 12,776 mobile device owners surveyed in the ING International Survey – Mobile Banking
2016 who used it to buy something in the year to April 2016; and 11,814 in the ING International Survey – Mobile
Banking 2015.
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Table 2: Percent of the 12,776 mobile device owners surveyed in the ING International Survey – Mobile Banking
2016 who had bought at least one of the items from the categories listed in the key. People could select more than
one type of item, so figures may add up to more than 100%.

About the research

The ING International Survey – Mobile Banking 2016 was conducted by Ipsos using internet-based
polling. Nearly 15,000 people across 15 countries were surveyed: Austria, Belgium, Czech Republic,
France, Germany, Italy, Luxembourg, the Netherlands, Poland, Romania, Spain, Turkey, the United
Kingdom, USA and Australia. Polling took place between 18 March and 6 April 2016.
The ING International Survey is produced three times a year by ING eZonomics. It is about money and
life – combining ideas around financial education, personal finance and behavioural economics to
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produce regular and practical information about the way people manage their money – and how this
can affect consumers' lives.
For further information on ING, please visit www.ing.com. Frequent news updates can be found in the
Newsroom or via the @ING_news twitter feed. Photos of ING operations, buildings and its executives
are available for download at Flickr. Footage (B-roll) of ING is available via videobankonline.com, or can
be requested by emailing info@videobankonline.com. ING presentations are available at SlideShare.
For further information, please contact:
Press enquiries
Susanna Walker Robson / Rachel Finlay / Dan Thompson
Third City PR
+44 20 3174 1023
+44 7850 339727
INGteam@thirdcity.co.uk
Press enquiries
Carolien van der Giessen
+31 20 576 6386

Investor enquiries
ING Group Investor Relations
+31 20 576 6396

Carolien.van.der.Giessen@ing.com

Investor.Relations@ing.com

ING Profile
ING is a global financial institution with a strong European base, offering banking services through its operating company ING Bank. The purpose of
ING Bank is empowering people to stay a step ahead in life and in business. ING Bank’s more than 52,000 employees offer retail and commercial
banking services to customers in over 40 countries.
ING Group shares are listed (in the form of depositary receipts) on the exchanges of Amsterdam (INGA NA, ING.AS), Brussels and on the New
York Stock Exchange (ADRs: ING US, ING.N).
Sustainability forms an integral part of ING’s corporate strategy, which is evidenced by ING Group shares being included in the FTSE4Good index
and in the Dow Jones Sustainability Index (Europe and World) where ING is among the leaders in the Banks industry group.

Important legal information
Certain of the statements contained herein are not historical facts, including, without limitation, certain statements made of future expectations and
other forward-looking statements that are based on management’s current views and assumptions and involve known and unknown risks and
uncertainties that could cause actual results, performance or events to differ materially from those expressed or implied in such statements. Actual
results, performance or events may differ materially from those in such statements due to, without limitation: (1) changes in general economic
conditions, in particular economic conditions in ING’s core markets, (2) changes in performance of financial markets, including developing markets,
(3) consequences of a potential (partial) break-up of the euro, (4) changes in the availability of, and costs associated with, sources of liquidity such
as interbank funding, as well as conditions in the credit markets generally, including changes in borrower and counterparty creditworthiness, (5)
changes affecting interest rate levels, (6) changes affecting currency exchange rates, (7) changes in investor and customer behaviour, (8) changes
in general competitive factors, (9) changes in laws and regulations, (10) changes in the policies of governments and/or regulatory authorities, (11)
conclusions with regard to purchase accounting assumptions and methodologies, (12) changes in ownership that could affect the future availability
to us of net operating loss, net capital and built-in loss carry forwards, (13) changes in credit ratings, (14) ING’s ability to achieve projected
operational synergies and (15) the other risks and uncertainties detailed in the most recent annual report of ING Groep N.V. (including the Risk
Factors contained therein) and ING’s more recent disclosures, including press releases, which are available on www.ING.com. Any forward-looking
statements made by or on behalf of ING speak only as of the date they are made, and, ING assumes no obligation to publicly update or revise any
forward-looking statements, whether as a result of new information or for any other reason.
This document does not constitute an offer to sell, or a solicitation of an offer to purchase, any securities in the United States or any other
jurisdiction.
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