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TOPIC: TV ADVERTISING AND ONLINE SHOPPING BEHAVIOUR  

 

Even  though  online  advertising  spending  keeps  increasing  over  the  past  years, with 

nearly half of US paid media ad spending going to digital channels in 2018 (eMarketer, 2018),  

TV  advertising  remains  one of the most popular and well-studied advertising instruments 

with about $71 billion in TV ad spending in 2020 in the US (Guttmann, 2020). 

In recent years though, mobile devices such as tablets and smartphones have changed 

consumer behaviour in various ways, also presenting new challenges and opportunities for the 

TV advertising industry. One phenomenon related to the emergence of mobile devices is so-

called second screen usage, or mutliscreening. It has dramatically increased within the last 

years (Segijn et al., 2019) and describes a situation in which consumers no more watch  TV  

in  isolation,  but  rather  use  their  second  screen  (i.e.,  their  laptop,  tablet  or a 

smartphone) to browse and surf the Internet, search for products and services online, and 

purchase products and services online while watching TV. 

Studies aiming to connect TV advertising and online shopping behaviour reveal that TV 

advertising increases the absolute number of visits to an online shop (Joo et al. 2014)  and  

leads  to  an  increased  number  of  conversions  (Liaukonyte  et  al.  2015) in the time 

window directly after broadcasting a TV ad. The shopping behaviour of consumers who open 

a shop’s website in response to a TV ad, versus the behaviour of those that visit the shop for 

another reason (e.g., searching for a specific product using a price search engine, or clicking 

on a newsletter link) is just starting to be investigated (Lambrecht et al., 2020). 

The aim of this thesis will thus be to assess the differences between the online shopping 

behavior of TV-induced and non TV-induced customers, with a focus on one of the following 

customer revenue measures: 

1) Shopping baskets value 



 
 

2) Repeat purchases 

The student will be given a set of visit-based online shop data provided by European online 

retailers running extensive TV advertising. The data covers customer activity on the shop’s 

website. 
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