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Abstract 
The proliferation of mobile devices especially smart phones brings remarkable opportuni-
ties for both industry and academia. In particular, the massive data generated from users’ 
usage logs provide the possibilities for stakeholders to know better about consumer behav-
iors with the aid of data mining. In this paper, we examine the consumer behaviors across 
multiple platforms based on a large-scale mobile Internet dataset from a major telecom op-
erator, which covers 9.8 million users from two regions among which 1.4 million users have 
visited e-commerce platforms within one week of our study. We make several interesting 
observations and examine users’ cultural differences from different regions. Our analysis 
shows among the multiple e-commerce platforms available, most mobile users are loyal to 
their favorable sites; people (60%) tend to make quick decisions to buy something online, 
which usually takes less than half an hour. Furthermore, we find that people in residential 
areas are much easier to perform purchases than in business districts and purchases take 
place during non-work time. Meanwhile, people with medium socioeconomic status like 
browsing and purchasing on e-commerce platforms, while people with high and low socio-
economic status are much easier to conduct purchases online. We also show the predictabil-
ity of cross-platform shopping behaviors with extensive experiments on the basis of our ob-
served data. Our findings could be a good guide for e-commerce future strategy making.                
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