Understanding Path to Purchase
for Television Buyers
An in-depth analysis of the buyer’s experiences, behaviors, and thought processes
throughout the purchasing journey, and how they affect the customer’s purchase
decision and satisfaction
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Introduction
We’re approaching the final whirlwind of one of the most memorable presidential campaigns in
history. People are watching debates, listening to interviews, and learning about the candidates so
they can decide who to support. On November 8, 2016, millions of Americans will cast their ballots
and choose the next President of the United States. During the following months and years, voters
will determine if they are satisfied with their choice.
The journey of the voter is similar to the path to purchase for a TV buyer, who will experience three
“moments of truth” during the purchase cycle. Even the lengths of the purchase and election cycles –
approximately every four years – are similar.
InfoScout surveyed 840 people who purchased a TV within a 60-day period to better understand
their experiences, behaviors and thought processes during each of these moments of truth. We also
segmented certain results based on retailer, brand, influences and other criteria to provide additional
context and highlight key data points for retailers and brands.
When the consumer expresses interest in buying a TV, they enter what is essentially their campaign
season, which involves the consideration of a number of factors that influence their purchase
decision. This is the Zero Moment of Truth. We asked TV buyers a number of questions to better
understand the consideration phase of their path to purchase.
The next step is Election Day, when people head to the polls and vote. For the TV buyer, this is when
they choose a TV and where they’ll buy it. This is the First Moment of Truth. Again, we dug deeper
into the consumer thought process to learn more about what happened on the day the TV was
purchased.
The final phase comes after the election, when voters decide if they chose the right candidate. In the
case of the TV buyer, they determine if they’re satisfied with their purchase and overall experience.
This is the Second Moment of Truth. Our survey analyzed the various behaviors and activities that
occur after the purchase.
Both retailers and brands must understand the issues that influence TV buyers during campaign
season, how much influence retailers and brands still have on Election Day before the TV is
purchased, and what factors make the difference between customer satisfaction and buyer’s
remorse. All of these moments of truth during the path to purchase will impact TV sales and customer
loyalty.
InfoScout encourages retailers and brands to read this white paper closely and apply these findings
to a winning campaign, especially as we approach the all-important holiday season.
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Zero Moment of Truth
Because people don’t purchase TVs as frequently as other products, the analysis that goes into the
purchase is quite different and nuanced. The Zero Moment of Truth starts on the day that a person
begins thinking about buying a TV and continues until the day of the actual purchase. During this
phase of the path to purchase, TV buyers will spend varying amounts of time researching products,
brands, retailers, pricing and other information.

How long do TV shoppers wait before making a purchase?
Nearly four in five (79%) TV buyers waited at least one month before they actually bought a TV. One
third of online shoppers indicated a desire to fully research the product, which was a higher
percentage than brick-and-mortar shoppers, who purchased from retailers including department
stores such as Walmart and Target, specialty electronics stores such as Best Buy, and club stores
such as Sam's Club, Costco and BJ's.

What are TV shoppers doing during the Zero Moment of Truth?
Just like voters want to get to know the candidates, TV shoppers want to get to know the
merchandise. The most popular activity during the period leading up to the purchase of a TV was
looking at TVs in stores, cited by 51% of respondents, followed by saving money/organizing finances
(40%), researching products online (37%), checking product specifications (30%), and reading user
reviews (26%). 42% of online TV purchasers spent time reading reviews, compared to just 22% for
those who bought in stores.

How Television Buyers Spent Their Time Pre-Purchase
Looking at Item In-Store

51%

Saving Money, Financing

40%

Researching Item Online

37%

Comparing Specifications

30%

Reading User Reviews
Asking Friends and Family

26%
11%

51% spent time looking
at the item in-store

Where are people looking for TVs?
Nearly six in 10 shoppers (58%) considered and shopped at Walmart for TVs, followed by Best Buy
(54%) and Target (42%). Amazon.com came in fourth overall at 34%. However, 59% of online shoppers
considered and shopped at Amazon.com, making it the most popular online shopping channel by far
for TVs.
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More than three quarters of TV shoppers (76%) still prefer to buy TVs in brick-and-mortar stores. Most
people prefer to see the TV in person, judge picture quality, and get a better handle on what they’re
buying. Even 31% of online shoppers spent time in stores looking at TVs. Just 16% of TV buyers shop
and buy online without visiting a store. Only 8% shop in-store and buy online.

How People Prefer to Shop for Televisions
In-Store Preference

Online Preference

39%
SHOP:
BUY:

37%

In-Store
In-Store

SHOP:
BUY:

8%

Online
In-Store

SHOP:
BUY:

16%

In-Store
Online

SHOP:
BUY:

Online
Online

37% of TV shoppers shopped and looked for ideas online but made the actual purchase in the store.
Best Buy had the highest percentage of shoppers (46%) who shopped online and bought in-store,
citing a desire to become more confident in their final purchase decision.

76% of shoppers still prefer to buy televisons in-store
What about those all-important Millennials?
Millennials like to do their research. In fact, 66% of high-income Millennials spent most of their time
researching online or looking at products in-store before making a purchase, compared to 47% of
high-income TV shoppers from other generations.
However, only a small percentage of Millennials spent most of their time checking product
specifications while considering the purchase of a TV, including just 5% of high-income Millennials.

Televison Buyers Who Did Online Research or Looked at Products In-Store

66%

40%

High Income
Millennials

Low-to-Mid Income
Millennials
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47%

49%

High Income
Other Generations

Low-to-Mid Income
Other Generations
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Do price-sensitive consumers have different TV shopping behaviors?
Nearly three quarters (73%) of low-income shoppers waited at least two months before buying a TV.
28% said they spent most of this time saving money. Similarly, 32% of shoppers who waited at least
six months to make a purchase spent most of that time saving money.
Shoppers who purchased bargain brands considered a higher number of brands before making a
purchase. In fact, bargain-brand buyers considered 3.7 brands compared to 2.3 brands for top-brand
buyers.
Bargain brands include but are not limited to Element, Emerson, TCL, Hitachi, Magnavox, RCA,
Insignia, Westinghouse, JVC and Phillips. Top brands include Samsung, LG, Sony and Vizio.

Television Brands Considered, Name Brand vs. Bargain
Purchased a Name Brand Television
Name Brands Considered
Bargain Brands Considered

2.3
0.5

Purchased a Bargain Brand Television
Name Brands Considered
Bargain Brands Considered

2.0
1.7

Key Takeaways
• Purchasing a TV is not an impulse buy. It usually takes at least a month.
• TV buyers do a lot of research, which includes in-store visits, online research, checking product
specs and reading product reviews. However, four in 10 purchasers spend most of this time making
sure they have enough money for a TV.
• The vast majority of TV purchases occur in a store, and nearly one third of online TV buyers look at
TVs in the store before making a purchase. For both brands and retailers, maximizing the
merchandising effort to tell the best story is paramount.
• Because 45% of all TV purchases involve both the store and the online presence, retailers and
brands must ensure a consistent, seamless experience across online and offline platforms.
• The showrooming phenomenon could be overblown in the case of TVs. Just 8% of TV buyers shop
in-store and end up making a purchase online.
• Browsers should be embraced, not ignored. TVs drive store traffic, even when a consumer doesn’t
plan to buy a TV. They still want to see TVs before they buy. Use this opportunity to build
relationships, collect customer data, and send relevant or even personalized offers.
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• Explore ways to accelerate the sales process. A lot can happen in the weeks and months between
a store visit and a planned purchase. Financing, layaway and other offers may motivate buyers to
pull the trigger more quickly.
• Millennials, particularly high-income folks, spend significant time researching TVs before making a
purchase.
• Low-income TV shoppers tend to take more time to make a purchase, spend most of that time
saving money, and consider more brands.
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First Moment of Truth
The First Moment of Truth is the big day – Election Day. This phase of the path to purchase is the day
on which the TV shopper plunks down the money and either walks out of a store with a TV or places
an order online. But what influences those final decisions about what product to buy and where to
buy it?

Why did people pull the trigger on a new TV?
49% of TV buyers purchased a new TV to replace an old one. 47% purchased a new TV in addition to
other TVs. LG and Samsung were the brands most frequently chosen as replacement TVs, while
Vizio, Element and Sony were the brands most frequently chosen as additional TVs.

How do shoppers choose between TVs?
Most TV purchasers focus on two simple questions when choosing a TV. Does it fit my wallet? Does it
fit my wall? People want to make sure the price is close to what they planned to spend and that the
screen is the right size. Reputation and quality are also considered, but not nearly as much as price
and size.
Interestingly enough, product features such as 4K resolution and Smart TV functionality are not
among the top considerations. Only 26% of TV shoppers chose a specific brand because of available
product features.

Reasons for Deciding on a Specific Television Brand
Fit into My Budget

50%

It Was on Sale

46%

Good Online Reviews

31%

It Was In-Stock
Product Features

30%
26%

Only 26% chose brand
because of product features

40% of TV buyers used their smartphones while in stores. Among those who used smartphones,
about three quarters (76%) checked prices, while 55% checked product ratings and reviews.
However, only 66% of smartphone users in Walmart checked prices, which could reflect Walmart’s
reputation for everyday low prices.

How much does the brand matter?
Brand was not a primary driver of the final purchase, as 69% of TV shoppers were undecided about
the brand. Only 22% had a specific brand in mind, while 47% were considering a couple of brands.
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Samsung, Vizio, LG and Sony were the most frequently considered brands, while Element was the
brand that was purchased most often even though it wasn’t initially considered. Just one in five TV
shoppers purchased the exact brand that they intended to purchase.

Reasons for Deciding on a Specific Television Brand

Purchased the Exact
Brand Intended

21%

47%

Had several brands in mind

22%

Did not have any brands in mind

10%

Had one brand in mind, but switched

79%

The top reasons for choosing a specific brand were price-related. 50% of TV shoppers chose a brand
because it fit into their budget, while 46% were influenced by a sale price. Positive product reviews
and ratings were difference-makers for 31% of TV shoppers, while 30% chose a TV because it was in
stock and available for purchase.

Do in-store marketing and sales efforts influence TV purchasing decisions?
By and large, sales associates and in-store promotional displays were not considered important to
the final purchase decision. Only 32% of survey respondents categorized in-store promotional
displays as extremely or somewhat important, while 25% said the sales associate was extremely or
somewhat important to their decision.

Key Takeaways
• Despite the many bells and whistles available in today’s TVs, most purchasing decisions still come
down to price and size. One could reasonably hypothesize that shoppers calculate the cost per
screen inch when making their final purchase decision. For brand marketers, the implication is
clear. Focus less on features and more on what truly matters to consumers: value and quality, which
are largely based on price and size.
• Brand is not a primary driver of the final purchase decision.
• If only 20% of TV buyers purchased the TV that they intended to purchase, that means 80% can be
influenced. Right now, they’re not, at least in terms of sales personnel and in-store marketing. Their
final decisions are based primarily on price and size. This remains a big opportunity for both
retailers and brands to demonstrate meaningful differentiation in the minds of shoppers.
©2016 InfoScout. All rights reserved.
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Second Moment of Truth
From the moment the TV shopper gets the TV home (or wherever the final destination might be) and
out of the box, the ensuing activities and experiences will determine the level of customer
satisfaction. This phase of the path to purchase is the Second Moment of Truth.

What else is needed for the TV?
For approximately one in five shoppers (19%), the first experience involved the realization that they
needed to purchase additional items. The most common items required were HDMI cables, a
mounting kit, a sound bar, and various connectors for DVD players and accessories. However, only
44% of TV buyers returned to the store in which the TV was purchased to buy additional items.
Walmart was the exception, as two-thirds of TV buyers returned to Walmart for these purchases.

Of the people who have to purchase additional items for their televisions, over
half are going to a different retailer than the place they bought the television.
Just 7% of TV buyers experienced frustration related to the setup or installation of their new TV. The
top frustrations for those who did experience issues involved programming channels, connecting to
wireless networks, connecting to devices, and not having the required cables.

Are TV buyers sharing their experiences?
Social media isn’t just about kids, pets, politics and what people are having for dinner. 22% of TV
buyers planned to share their TV buying experiences on social media. Far and away, the most
popular social media platform for sharing these experiences was Facebook, used by 58% of TV
shoppers, followed by Instagram and Twitter at just 9% and 6%, respectively.

Sharing the TV Buying Experience On Social Media
Facebook

58%

Instagram
Twitter

9%
6%

22% plan to share on social media, Facebook (58%) is the winner

When TV buyers wrote online reviews, the retailer’s website was the most popular posting
destination. 76% posted reviews to the retailer’s site, compared to 30% for the brand site. 14% posted
reviews to other websites.
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Key Takeaways
• A relatively small percentage of TV buyers find that additional equipment is needed for their TVs.
However, more than half of those purchases are going to other retailers, except in the case of
Walmart.
• Challenges related to setup and installation are relatively rare.
• Social media often becomes an extension of the customer experience as TV buyers use social
platforms to share information about their purchases and experiences. Both brands and retailers
need to be focused on (and intentional about) listening to and engaging with their consumers to
help grow and protect the brand's equity.
• A growing number of TV shoppers are writing product reviews, especially on the retailer’s website.
As indicated by data related to the Zero Moment of Truth, these product reviews will influence the
decisions of future TV shoppers.
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Conclusion
The path to purchase for TV buyers is often a complicated journey, with each consumer having his or
her own timeline, priorities and preferences. Understanding solid data about customer behavior and
attitudes, and converting this information into insights and business value, are essential to maximizing
sales and earning customer loyalty.
Our survey results uncovered tremendous opportunities for retailers and brands. First, 80% of TV
buyers are undecided until the day of purchase. Those consumers are up for grabs. Second, the
brick-and-mortar store still rules. 76% of TV purchases still occur in-store, and 84% involve a visit to
the store. Much can be done during the weeks and months of campaign season, on Election Day, and
beyond to influence TV purchase decisions.
• Synchronize the in-store experience and the online experience to create a seamless, holistic
customer experience.
• Improve in-store marketing, promotional offers and sales efforts to encourage faster purchase
decisions and capitalize on the desire to shop in the store. At the same time, understand that
buying a TV is not an impulse purchase.
• Look to build relationships with consumers by collecting data and following up consistently, both
online and offline.
• Make sure customers know exactly what accessories they need, and make sure they buy those
accessories before they leave the store.
• Encourage customers to then review products and share experiences on social media, which will
influence a growing segment of future buyers.

About InfoScout
InfoScout helps brands and retailers grow via next generation consumer insights derived from
America’s largest purchase panel. With more than 200 million brick-and-mortar and ecommerce
receipts captured annually, InfoScout has rapidly become a primary source of real-time, omnichannel
behavioral insights for the world's leading brands and retailers.
Learn more at www.infoscoutinc.com.
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