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Granify recently conducted a deep dive 
analysis to discover some of the differences 
between mobile and desktop shoppers 
and uncover the causes and, more 
crucially, tangible solutions. In our study 
we clustered 2.48 million online shoppers 
into 11 primary personas based on their 
common behavioral traits. We then analyzed 
each persona for notable discrepancies 
between mobile and desktop. It turns out 
that one very low converting persona 
is 4.5 times as prevalent on mobile vs 
desktop: the Anxious Shopper. This 
persona type makes up 9% of total traffic 
on mobile devices and converts 60% less 
than other shoppers. 

he shift from desktop to mobile shopping has created a massive challenge for enterprise 
online retailers. Mobile conversion rates continue to be much lower than desktop and,  
as more and more shopping shifts from desktop to mobile, retailers who fail to understand 

what drives their mobile shoppers and adopt new conversion strategies are bound to be left behind. 

The Mobile Shopper Mindset
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Anxious Shoppers are rapidly progressing through  
your site, but are spending more time navigating and  
less time analyzing. Fearful of making the wrong choice  
while simultaneously being worried they will miss out,  
they display traits bordering on digital panic. 

Anxious Shoppers’ overall 

page-view rate is 30% faster 

than non-anxious shoppers.

Their mean session length, however, is 

40% greater than non-anxious shoppers, 

indicating less efficient, more distracted 

shopping behavior.

An inordinately low time is spent 

analyzing the details of products 

compared to non-anxious shoppers.
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With Anxious Shoppers isolated for closer study, we ran a series of experiments generating 
millions of data points for analysis. The great news is that Anxious Shoppers are actually quick 
to convert in instances where their motivations and objections are addressed correctly. We 
analyze patterns in digital body language to identify when these objections occur. 

Anxious Shoppers that do convert do so  quickly: only 122 
seconds from adding to cart to checking out is almost one-
third the 343 seconds non-anxious shoppers spend in the 
final stages of the sales funnel.

The window to address Anxious Shoppers 
prior to cart abandonment is incredibly 
narrow relative to other shoppers.
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The Anxious Shopper’s conversion issues  
are driven by their mindset. Completing a 
task (in this case a purchase) goes a long way 
towards easing cognitive tension and providing 
comfort. Due to their emotional state, Anxious 
Shoppers seek this comfort more so than other 
shoppers, but the context of mobile usage can 
dissuade them from taking the necessary steps 
to achieve it. The greater range of contexts 
for device usage increases anxiety: riding the 
bus, sitting at work, and waiting in line are all 
far less stable or reassuring environments and 
require more external awareness than sitting 
comfortably with a full screen to focus on. This 
underlying instability strips away comfort and 
reassurance and can hold Anxious Shoppers 
back from their goal of completing a purchase.

The estimated revenue per 
shopper drops by 85% in 
the first day of retargeting, 
with almost zero value 
remaining after 12 days.

In addition, 54% of 
shoppers expressed negative 
thoughts towards brands 
that retarget them.

Time Decay of Visitor Value

Any purchase carries inherent risk, which amplifies uncertainty; questions surrounding a product’s 
quality, reliability, value, ship date, and more can become red flags to a shopper who is already 
predisposed to quickly changing course. It is crucial to address these shoppers while they are 
still on your site, as the value of retargeting them later is subject to a significant time decay. 
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To shift an Anxious Shopper into a more relaxed state and help them complete their purchase, 
retailers must reintroduce stability and reassurance to the shopping experience. Our research has 
revealed that if you can identify an Anxious Shopper in real time and present them with messaging 
that reduces the perceived risk associated with making a purchase, they will be reassured and 
better able to continue their customer journey. The exact messaging varies, but the addition 
of stability through risk reduction assuages shoppers’ concerns and allows them to focus on 
completing their purchase. The resulting conversion rate uplift is a substantial 21%!

Anxious Shoppers present a complex challenge to online retailers and at the same time a  
tangible opportunity. Addressing the emotional state of your shoppers goes a long way  
towards not only improving your conversion rate (and in turn, bottom line), but providing  
a more perfect experience for these shoppers. In an e-commerce landscape racing to  
perfect the mobile experience, every step taken towards this goal is a major win for retailers.

Present these shoppers with a message
of reassurance and stability.

With their anxiety ebbing, shoppers
convert at a much higher rate.

Identify Anxious Shoppers
using artificial intelligence.Identify Anxious Shoppers 

 using artificial intelligence.

Present these shoppers with a message  

of reassurance and stability.

With their anxiety ebbing, shoppers 

 convert at a much higher rate.
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Granify is a machine learning 

e-commerce technology that interprets 

more than 400 attributes per second to 

fully understand your shoppers’ digital 

body language. This information fuels 

a Decision Engine that puts the right 

message in front of the right person at 

the right moment to lead them through 

your sales funnel.

Website granify.com

Blog granify.com/blog

Culture medium.com/granify
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Granify’s Conversion Toolkit  
has more resources like this  
for e-commerce optimization. 
granify.com/our-resources

https://www.granify.com/our-resources

