
6 Mobile Trends 
for 2021 to Close 
the Mobile 
Conversion Gap
Uncover each of the trends, examples of best-in-class 
brands that have positioned themselves for success, 
and the quick-action items that’ll help you get started.

What’s inside:

© 2021 Bolt Financial, Inc

Trend 1

The Growth of Mobile Voice 
Shopping

Trend 3

Alternative payment methods 
(APMs) are gaining popularity

Trend 5

Shoppable content shortens the 
customer journey

Trend 2

AR / VR Become Essential 
Technologies

Trend 4

One-click checkout as the 
holy grail of mobile shopping 

Trend 6

The Quiet Rise of The Super 
App



INTRODUCTION

2

Table of 

Contents

04 The Growth of Mobile Voice 
Shopping

Trend 1

07 AR / VR Become Essential 
Technologies

Trend 2

18 One-click checkout as the 
holy grail of mobile 
shopping 

Trend 4

22 Shoppable content shortens 
the customer journey

Trend 5

25 The Quiet Rise of The Super 
App

Trend 6

11 Alternative payment 
methods (APMs) are gaining 
popularity

Trend 3



3

Introduction

6 Mobile Trends for 2021 to Close the 
MobileConversion Gap

make up a quarter of all 

global retail

half the total volume

The retail pie keeps getting bigger and bigger.



By 2024, ecommerce sales are expected to 

. While desktophas historically been the preferred 

channel for ecommerce shoppers, mobile is now nipping atits heels 

(it’s expected to drive more than .)



While it’s well known that mobile 

conversion rates tend to lag behind 

desktop, there’s a wave ofnew trends 

happening at the moment that are closing 

that gap between mobile 

research,browsing, shopping, and the 

all-important moment of conversion.



To help you capitalize on these trends, 

we’ve identified 6 of the hottest mobile 

commercetrends, gathered examples of 

top brands who have either led the charge 

or evolved with them,and curated a list of 

quick-action items so that you can get 

started.

https://www.wsj.com/articles/e-commerce-to-total-a-quarter-of-global-retail-by-2024-groupm-forecasts-11608116401
https://www.wsj.com/articles/e-commerce-to-total-a-quarter-of-global-retail-by-2024-groupm-forecasts-11608116401
https://www.statista.com/statistics/249863/us-mobile-retail-commerce-sales-as-percentage-of-e-commerce-sales/
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TreNd 1

The Growth of Mobile Voice Shopping

recently announced

Today, almost a third of consumers own a voice assistant and 

they’ve quickly become intertwined into everyday life—from 

answering questions and changing channels, to providing 

directions, checking the weather and even current commute 

times. While these use cases of voice have traditionally driven 

adoption, shopping-via-voice has overtaken them as the 

fastest-growing segment.


 


From 2018 to 2020, the number of consumers who made 

purchases via a voice assistant grew nearly 42% (22M vs 

13.4M). Contributing to this hyperbolic growth is Apple, 

Google and Amazon’s quest to push voice ubiquity. Amazon, 

for example,  that they would allow 3rd 

party access to the artificial intelligence that underpins Alexa. 

The implication? Brands can build their own intelligent 

assistants and mobile apps without the heavy investment 

previously required.


 


As the accuracy of voice search continues to improve (via 

advancements in natural language processing, AI and more) 

and the use of mobile devices continues to rise, the number 

and frequency of purchases-via-voice will continue to grow.



purchases via a 
voice assistant 

2018 2020

22M

13.4M

https://developer.amazon.com/en-US/blogs/alexa/alexa-auto/2021/01/Amazon-Announces-Alexa-Custom-Assistanthttps://developer.amazon.com/en-US/blogs/alexa/alexa-auto/2021/01/Amazon-Announces-Alexa-Custom-Assistant
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Walmart 

Voice Order

Superstores and marketplaces were among the first to enter 

the voice shopping race—aiming to be the one-stop-shop for 

consumers who ingrained digital into their everyday life.



In early 2019, Walmart partnered with Google to offer 

, a program that enabled consumers with a 

Google Home or the Google Express app to order groceries 

with a simple, “Hey Google, talk to Walmart.” 



This command enabled consumers to add items directly into 

their cart and quickly complete their purchase. Also included 

in the bundle was the ‘Easy Reorder’ feature, which compiled 

shopping baskets of previously purchased goods and made 

personalized recommendations for consumers who linked 

Google Express with their Walmart account. 



Walmart has since expanded voice shopping across the Apple 

ecosystem, including smart home devices, car applications 

and on Siri—called the ‘Siri Shortcut for Online Grocery.’

WHO’S EVOLVING WITH THIS TREND?



https://corporate.walmart.com/newsroom/2019/04/02/want-walmart-to-help-you-grocery-shop-with-our-new-voice-capabilities-just-say-the-word
https://corporate.walmart.com/newsroom/2019/04/02/want-walmart-to-help-you-grocery-shop-with-our-new-voice-capabilities-just-say-the-word
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HOW TO CAPITALIZE ON THE TREND

Integrate voice technology into your 

ecommerce platform


Update your customer journey maps 

to include voice use cases


1 3

2

Ecommerce platforms like 

BigCommerce offer the VUI app which 

allows shoppers to use voice to check 

order status, get info on returns and 

exchanges or to contact customer 

support.

Identify where your customer journey 

can be improved with voice 

interactions, from browsing and adding 

to cart, to checkout and 

post-purchase. Once you identified the 

touchpoints, develop Alexa Skills, 

Google Actions or Apple Siri Intents for 

your store. These ‘actions’ or ‘intents’ 

are like apps for a voice assistant and 

are relatively easy to program. All they 

need are clear commands that are easy 

to pronounce and can be given in 

natural language. 

Here are links to get you started for all the major voice assistants 

Alexa Skills Google Actions Apple Siri Intents

Optimize your site content for voice 

search


With some relatively easy fixes, you 

can ensure that your website works 

well for voice search: 

SEMRush

Search Engine Journal Search 

Metrics

Make your site content 

conversational and remove 

complicated words or phrases 


Optimize for long-tail keywords, like 

“Blue men’s swim trunks medium” 


Provide Schema Markups so 

search engines know what your site 

is about. Check out , 

 and 

 for more tips. 


https://developer.amazon.com/en-US/alexa
https://developers.google.com/assistant
https://developer.apple.com/documentation/sirikit
https://www.semrush.com/blog/voice-search-optimization-7-seo-strategies-to-rank-better/
https://www.searchenginejournal.com/voice-search-optimization-strategy/379946/
https://blog.searchmetrics.com/us/tag/voice-search/
https://blog.searchmetrics.com/us/tag/voice-search/
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Trend 2

AR / VR Become Essential Technologies

While immersive technologies like Virtual Reality (VR) and 

Augmented Reality (AR) seem futuristic, they have been used 

by early adopter merchants and shoppers for a while. 


 


VR technology places the user in a completely created digital 

world where they can interact with the environment, while AR 

technology superimposes graphics and content onto a user’s 

environment. In ecommerce, customers can experience an 

entire virtual store, visualize how a painting might look on their 

wall, or ‘try on’ a virtual product at home. 


 


In many instances, AR and VR are reliant on smartphones, like 

Google Cardboard. This represents a great opportunity for 

retailers to differentiate themselves by offering a new 

experience to their ever-increasing number of mobile 

shoppers. 


 


The 2020/2021 pandemic forced retailers to rethink the need 

for physical locations. Industry leading brands embraced the 

environmental shift and created unique AR/VR digital 

experiences. They realized that AR/VR wasn’t just another 

nice-to-have, it became a must-have.


61%

These stats speak 
for themselves

of online shoppers prefer 
to make purchases on 

sites that offer AR 
technology

51%
of customers feel that 

retailers are failing to take 
full advantage of AR

63%
 of customers say AR 
would transform their 
shopping experience

70%
of consumers are expected 
to be more loyal to brands 
incorporating AR as part of 
their shopping experience

https://www.bigcommerce.com/blog/augmented-reality-ecommerce/#augmented-reality-in-ecommerce
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As more and more consumers started shopping from home 

in 2020, Kohl’s leaned into their app to engage with their 

millennial and Generation Z shoppers. One of their 

experiments was the use of AR to bring the shopping 

experience to life in partnership with Snapchat. With Kohl’s 

Augmented Reality Virtual Closet, consumers could shop 

their favorite styles from a curated assortment of Kohl’s 

products and complete their purchase without leaving the 

Snapchat app. 


WHO’S EVOLVING WITH THIS TREND?



IMAGE SOURCE


https://corporate.kohls.com/news/archive-/2020/august/reimagining-the-digital-shopping-experience-with-snapchat
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Similarly, with a seemingless endless 

selection of art and collectibles, Etsy 

recognized that consumers found it 

difficult to envision how each piece of art 

would look on their home. So Etsy turned 

to the power of AR to create a more visual 

shopping experience for mobile shoppers 

who can now bring any piece of wall art to 

life and visualize the size, look and vibe in 

their homes.

One of the early pioneers behind the ‘try before you buy’ 

movement, Sephora created an AR app to enable shoppers to 

virtually try on makeup. The app scans a user’s face to identify 

the location of their eyes, lips and nose and then lets the user 

experiment with different looks, from lip colors and eye 

shadows, to lash and brow styles. The app also includes 

virtual tutorials for expert advice on contouring and more, 

overlaying right on the user’s face. If the shoppers like the 

look, they can buy it directly in the app. 


IMAGE SOURCE


IMAGE SOURCE


https://www.theverge.com/2017/3/16/14946086/sephora-virtual-assistant-ios-app-update-ar-makeuphttps://www.theverge.com/2017/3/16/14946086/sephora-virtual-assistant-ios-app-update-ar-makeup
https://blog.etsy.com/news/2020/visualize-wall-art-with-augmented-reality-on-the-etsy-app/
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HOW TO CAPITALIZE ON THE TREND

Identify your VR/AR use cases

Augmented shopping use cases and maturity by product type

Create your branded social media AR filters



1

2

Deloitte

Every product is different and may have different VR or 

AR use cases. As a starting point, review ’s AR 

framework, which provides a list of use cases for 

augmented shopping experiences by maturity and 

product type.


Snapchat, Facebook and Instagram all offer AR filters, 

which is a great way to boost brand engagement. 

Depending on your product, you can even combine 

the fun filter with a real product and allow users to “try 

it on.”

Try On

Augmented 
shopping use 
case

Product 
category and 
maturity

Apparel AutoShoes Personal 
accessories

Headset

Jewelry

Glasses

Makeup

Hair

Beauty Home 
Accessories

Layout / 
assemblyFurniture Electronics

Try Out

Configure*

Interact

Experimentation

Early technical success

Positive ROI, Spreading adoption

SOURCE


https://www2.deloitte.com/us/en/insights/topics/emerging-technologies/augmented-shopping-3d-technology-retail.html
http://deloitte.com/insights
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Trend 3

Alternative payment methods (APMs) are 
gaining popularity

There was once a time when the only way to pay for an online purchase was by credit or 

debit card. Today’s mobile shoppers want options not only to shop how, where and when 

they want—they also want the convenience of not having to type their credit card details 

into their mobile devices. This demand for more flexible options has given rise to alternative 

payment methods (APMs).



APMs are any form of payment which isn’t cash or a credit card issued by a major 

bank—they can be divided into two broad categories:

Here’s a breakdown of the major players in the space: 

Digital wallets (like PayPal, Amazon Pay, Apple Pay, Google Pay etc.), which are 

connected to shoppers' bank accounts/credit cards. 


 


Financing Tools (Revolving Credit vs. Installments) and buy-now, pay-later services 

where shoppers can purchase now and pay the balance off in installments. 





Wallets for 

ecommerce

Wallets for in 

store

Branded long 

term financing

White label long 

term financing

Short term 

financing

Other popular 

APMs in the U.S.
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43% of global transactionsAccording to the latest research, over  occur via alternative 

payment methods. What’s more, retailers risk losing nearly half of their shoppers if they 

don’t offer their preferred method payment.


Digital / mobile wallet	


Credit card	


Debit card	


Bank transfer	


Charge & deferred debit card	


Cash on delivery	


Buy now pay later	


PostPay	


Pre-paid card	


PrePay	


Other


41.8%	


24.2%


10.6%


9%


5%	


4.5%


1.6%


1.3%


1%


0.6%


0.6%




41.8%	


24.2%


10.6%


9%


5%	


4.5%


1.6%


1.3%


1%


0.6%


0.6%




41.8%	


24.2%


10.6%


9%


5%	


4.5%


1.6%


1.3%


1%


0.6%


0.6%




41.8%	


24.2%


10.6%


9%


5%	


4.5%


1.6%


1.3%


1%


0.6%


0.6%




41.8%	


24.2%


10.6%


9%


5%	


4.5%


1.6%


1.3%


1%


0.6%


0.6%




Worldwide
Latin 

America
North 

America

Europe, 
Middle East 

& Africa
Asia 

Pacific

Source


The Washington Post cited an 

increaes in the use of APMs of 

upwards of 200% during 2020, 

driven by the shift to online 

shopping and a growing 

distrust of credit cards, 

especially among younger 

shoppers.


https://www.ppro.com/news/retailers-risk-losing-customers/
https://www.statista.com/statistics/348004/payment-method-usage-worldwide
https://www.washingtonpost.com/road-to-recovery/2021/02/03/pay-later-afterpay-klarna-affirm/


What are the most popular payment methods by market share?

PayPal is an online payment service that allows individuals 

and businesses to transfer funds electronically. The idea 

behind PayPal is simple: Use encryption software to allow 

people to make financial transfers between computers. 

That simple idea has turned into one of the world's 

primary methods of online payment.

445,758 54.53%

Stripe is a suite of APIs that powers commerce for 

businesses of all sizes	
151,647 18.55%

Stripe Checkout is an embeddable, pixel-perfect payment 

form for desktop, tablet, and mobile devices.
16,168 1.98%

Authorize.Net is a payment gateway service provider 

allowing merchants to accept credit card and electronic 

check payments through websites.

13,745 1.68%

Afterpay is Australasia's buy now, pay later payment 

provider.
11,513 1.41%

Klarna provides e-commerce payment solutions for 

merchants and shoppers.
9,576 1.17%

Vanco Payment Solutions offers specialized payment 

solutions for industries, including faith-based 

organizations, nonprofits, and professional services.

9,088 1.11%

Amazon Pay is a fast, easy, and safe way to accept 

payments online.
30,913 3.78%

A payment processing solution by Square. 19,181 2.35%

Braintree is a full-stack payments platform that makes it 

easy to accept payments in your app or website. Their 

service replaces the traditional model of sourcing a 

payment gateway and merchant account from different 

providers.

18,068 2.21%

1

2

6

7

8

9

10

3

4

5

Technology	 Description Market Share

13

Source


https://www.datanyze.com/market-share/payment-processing--26
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PayPal and Venmo announced

ECO

Some of the major players in the APM 

market are taking this trend one step 

further.  in 

late 2020 that they will start accepting 

cryptocurrencies as a form of payment. 



Another company taking advantage of 

blockchain technology and the so-called 

digital gold-rush, is the mobile wallet , 

which integrates directly with a retailer’s 

checkout and passes the savings of the 

cheaper and faster transactions onto the 

consumer. 

65 million block chain wallet 

users

No chargebacks: Cryptocurrencies like Bitcoin cannot be charged back. 

For merchants this means no chargeback fees, suspended accounts or 

fraudulent transactions to contend with.



Cheaper, faster transactions: Blockchain transactions are decentralized, 

so merchants can save up to 5% per transaction. And because there is no 

middleman, merchants don’t need to wait days for transactions to process. 



A chance to differentiate: There are over 

 who are ready to pay with their cryptocurrency, but very few retailers 

offer it as a payment option. Doing so could be an opportunity to 

differentiate your brand from the competition and attract a new pool of 

shoppers. 


Accepting cryptocurrencies come with several benefits for 

retailers, most notably:

Image source


https://www.theverge.com/2020/10/21/21527288/paypal-cryptocurrency-support-buy-sell-venmo-bitcoin
https://www.eco.com/
https://www.statista.com/statistics/647374/worldwide-blockchain-wallet-users/
https://www.statista.com/statistics/647374/worldwide-blockchain-wallet-users/
https://eco.com/
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Last November, in time for the mostly-online holiday 
shopping season, Gap Inc. announced a major partnership 

with Afterpay. Knowing that most holiday shopping would 
need to be done online during the pandemic, and to keep up 
with consumer demands for convenience and choice, Gap 
shoppers now have the ability to choose between more 
payment options and even split their purchases over four 

interest-free installments. 



WHO’S EVOLVING WITH THIS TREND?



IMAGE SOURCE


Compared to our first large-scale checkout usability studies in 2009, we’ve found a 

clear increase in the severity of not offering third-party payment options, from being 

an optional convenience factor for a very small minority in 2009 to now being a direct 

cause for abandonments if not present for a dedicated subgroup of users. 


“

- Kathryn Totz  |  UX Researcher, Baymard Institute

https://fashionweekdaily.com/gao-inc-afterpay/
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Sephora too recently adopted an APM. 

They wanted to give their shoppers 

financial choice and control over when and 

how they paid—Klarna did just that. It 

provided a multi-channel payments 

solution that worked online, in physical 

stores, and in their mobile app. 


IMAGE SOURCE


Overstock was one of the first merchants to accept 

cryptocurrency back in 2014 through a partnership with 

Coinbase. Taking it one step further, Overstock even 

branched out into a number of different areas through Medici 

Ventures, its wholly owned blockchain-focused subsidiary. 

They recently converted Medici Ventures to a limited 

partnership with Pelion Venture Partners, a 3rd party venture 

capital firm acting as general partner of the fund. 


https://www.klarna.com/assets/sites/2/2020/11/06035009/Sephora-Case-Study_ENG.pdf
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HOW TO CAPITALIZE ON THE TREND

Offer alternative payment methods 

wherever possible

Be an early adopter of 

cryptocurrencies as a form of payment

1

3

4

2

Today’s commerce is driven by 

ever-increasing consumer demands for 

shopping experience on their terms. By 

offering at a minimum the most 

common APMs, you reduce the risk of 

losing a customer at the all-important 

checkout stage, especially on mobile 

devices where typing in credit card 

information can be difficult.

Cryptocurrencies are on the rise and a 

fast-emerging from a payment, 

especially of younger generations. 

Offering this form of payment comes 

with many benefits for merchants: 

There are no chargebacks (and thus, no 

chargeback fees for you). Transactions 

are much faster and cheaper. And it’s a 

chance to differentiate your brand and 

attract a new pool of shoppers. 


Get your finance & accounting team 

involved early in the vetting process

Understand your customers’ 

preferences

here

Accepting crypto-currencies can have 

significant implications on your taxes 

and your bottom line—some can 

fluctuate in value by 30% or more 

overnight. A review of the top 

cryptocurrency payment networks 

can be found . 


Take a deep dive into your data and 

understand the common trends in 

completed or abandoned 

transactions and optimize your 

shopping experience accordingly. 

This doesn’t have to stop at offering 

alternative payment methods but can 

also include optimizations for 

shipping options, loyalty rewards etc.


https://www.g2.com/categories/cryptocurrency-payment-apps#:~:text


18

Trend 4

One-click checkout as the holy grail of 
mobile shopping 


It’s been over three years since Amazon’s patented one-click checkout™ feature expired, 

granting license-and-lawsuit free use for all online retailers. With mobile shopping—where 

many customers start shopping but don’t finish a transaction—continuing to rise, one-click 

checkout has stepped into the spotlight as the holy grail of the mobile shopping 

experience.


 


A variety of companies have sought to reach that aspirational experience, including the 

major credit card brands, like Visa, Mastercard or American Express, but they have failed. 

They tried to build their own proprietary service, but it only worked with their own cards and 

few merchants adopted these services. 
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Enter the two types of third-party one-click checkouts:


In contrast to plug-ins, one-click 

checkout platforms offer a holistic 

solution to checkout that is 

cart-agnostic and addresses common 

problems with payments, fraud, 

necessary back-end integrations and 

the shopper experience.


 


With a platform, retailers enjoy the 

benefits of a fast checkout without 

compromising their brand, customer 

security or necessary functionality. 

Additionally, unlike one-click checkout 

plug-ins, shoppers never have to leave 

an online store to complete their 

purchase. There are no redirects, no 

new buttons or 3rd-party usernames or 

passwords to remember. As a result, 

the shopper truly experiences a one 

click checkout and merchants 

experience higher conversion. 


These plug-ins are typically available to 

merchants through the app store of 

most major ecommerce platforms. They 

tend to be a quick and cheap way to 

get a short-term bump in conversions 

but oftentimes lead to problems in the 

long term.


They aren’t meant to scale with a merchant’s 

business


They offer only limited branding options


They have few or no integrations for shipping, 

payments and back office parts of a transaction


They interrupt the checkout because shoppers 

are forced to leave the online store to register for 

a 3rd party plugin and then return to the store to 

complete the purchase 



On mobile devices in particular, these 

challenges open many doors for 

abandoned purchases, add unforeseen 

problems including the lack of support and 

fraud-related costs, and almost all retailers 

realize that the increased costs soon 

outweigh the initial gains.

One-click checkout platformsOne-click checkout plugins
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Bolt’s one click checkout platform

one click checkout

AUTHENTIC BRANDS GROUP (ABG) has a portfolio of 50+ 

brands including Forever 21, Lucky Brand, Brooks Brothers, 

Aeropostale, Juicy Couture, Lucky Jeans, Nautica, and 

Sports Illustrated just to name a few. Together, these brands 

generate more than $14B in annual retail sales across 50 

million shoppers.



As part of their digital transformation ambitions, ABG needed 

a super-fast checkout experience that worked seamlessly 

across all devices, especially mobile. They also needed a 

platform that would support the individual tech stacks for 

each of their brands, without sacrificing the carefully-built 

brand experiences. They also wanted their shoppers to be 

able to save information once and use it across their entire 

family brands. 



To achieve their one-click checkout ambitions, ABG signed 

with . Thanks to Bolt, ABG 

received the world’s only checkout experience platform, and 

ABG’s customers received a speedy  with 

no usernames, passwords, payment, or personal details.




WHO’S EVOLVING WITH THIS TREND?



We chose to partner with Bolt because they 

have a proven solution to remove friction, and 

are excited to collaborate with them on new 

digital products to give our customers the 

best possible online shopping experience.”


“

- Adam Kronengold  

Chief Digital Officer


Authentic Brands Group

https://www.bolt.com/blog/bolt-and-authentic-brands-group-partnership/
https://www.bolt.com/platform/#bolt-one-click
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HOW TO CAPITALIZE ON THE TREND

between one-click checkout 

plug-ins and one-click checkout platforms

Review the differences 

Compare the features and capabilities of each solution

1

2

Make sure you understand the full scope of all 

services–or lack therefore—each solution offers and 

how they can help you achieve your long-term goals. 


Does your solution of choice provide the most advanced 

fraud detection? How well does it integrate with your 

existing cart solution? And will it be able to scale with 

your business as you grow?



3 Tip

Our $0.02—while the ease of implementing a plug-in 

may seem enticing, the cost of adopting said alternative 

will quickly outweigh the benefits.



https://www.bolt.com/fast-checkout/
https://www.bolt.com/fast-checkout/
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Trend 5

Shoppable content shortens the customer 
journey

Grand View ResearchAccording to , the global social commerce market size was valued at 

USD $474.8 billion in 2020 and is expected to expand at a compound annual growth rate 

(CAGR) of 28.4% from 2021 to 2028. This rise in social commerce paved the way for 

shoppable content—where consumers can buy featured products in a couple of clicks 

without ever leaving their smartphone app. 


 


When Instagram rolled out shoppable posts, brands and influencers were instantly able to 

promote their products and create a clear path to purchase for their audience. Other 

platforms like Pinterest, TikTok or Snapchat were quick to follow. 


On mobile devices in particular, linking 

from an app out to a browser window 

interrupts the social experience. But with 

shoppable content, the shopper’s journey 

is more dynamic and uninterrupted: in a 

single session, the shopper can discover, 

interact with and buy a product—and 

moments later go right back to scrolling 

through their feed.


 


This social media shopping journey has 

just begun: social media platforms are 

recognizing the revenue potential of 

commerce, and ecommerce platforms are 

building capabilities to leverage the power 

of social media. Retailers today have more 

options to seamlessly integrate shoppable 

content into their customer journey than 

ever before. 


Customer journeys are getting more 

complex and more difficult to track, 

especially when they involve social 

channels. Shoppable social ads offer 

a rare opportunity in ecommerce—a 

way to generate direct response 

results from brand-driven content. 

When discovery and shopping are 

happening in the same moment, that 

flattens the journey between discovery 

and purchase while also removing 

tracking complexity. Win, win!


- Jaime Frey


 VP of Account Services, Metric Theory


 


“

https://www.grandviewresearch.com/industry-analysis/social-commerce-market#:~:text
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Gymshark was one of the first brands to 

jump aboard the shoppable content trend 

by launching “Shop the Look” ads on 

Pinterest. While they typically only include 

1-2 products per post, they have the ability 

to tag up to 25 items. Gymshark also 

optimized the “Shop” tab on their business 

profile, so that users could browse a 

broader selection of their products directly 

from their profile. 


WHO’S EVOLVING WITH THIS 

TREND?



IMAGE SOURCE


IMAGE SOURCE


Revolve was also quick to jump on the 

bandwagon—launching shoppable Instagram content, 

enabling them to capitalize on the growing trend of 

outfit inspiration.

https://sproutsocial.com/insights/pinterest-statistics/
https://www.digitalmarketingcommunity.com/news/facebook-is-testing-new-shopping-ads-features-for-facebook-and-instagram/
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HOW TO CAPITALIZE ON THE TREND


Sign up with a shoppable account on the platform

Embed an Instagram shoppable feed into your online 

store

1

2

Creating an account on Instagram, Pinterest, TikTok or 

other platforms is easy—and free. You can create an 

account and experiment with organic posts tagged with 

your products to start. Tip: create shoppable photos 

using user-generated content instead of professionally 

shot images, and negotiate the use of influencer photos 

to create a “shoppable look” to drive higher 

engagement with your posts.



third party 

resource

Adding an Instagram shoppable feed to your website 

can increase your traffic and help you reach new 

shoppers in an engaging way. Here is a 

 that can help you enable this integration.




3 Advanced Tip

Expand your shoppable content to paid shoppable ads 

as part of your digital marketing strategy.

https://taggbox.com/blog/embed-shoppable-instagram-feeds-on-website/
https://taggbox.com/blog/embed-shoppable-instagram-feeds-on-website/


Trend 6

The Quiet Rise of The Super App

Here are a few app related statistics to give you pause:

Given this, you might be saying “the US doesn’t need 

another app”…unless you’re talking about Super Apps. 


 


In the US, most popular apps like Facebook, Messenger 

and Skype all exist separately. But in Southeast Asia, you 

can get everything you need through WeChat, Grab or 

GoJek—where these Super Apps are a part of everyday 

life. As the name implies, a Super App is one app to rule 

them all: multiple apps within an umbrella app with 

access to multiple services. The promise behind Super 

Apps is simple: users will be very loyal to an app that is 

friction free, functional, provides good services and is 

easy to use. 


1.96 million different apps

2.87 million apps

Recent research

US is only 5%

In 2008, the iOS App Store launched with 500 apps. Now 

you can find  on the Apple App 

Store for IOS and  on Google Play for 

Android.


 


 shows that 90% of mobile users’ time is 

spent in apps, and only 10% browsing the rest of the 

internet. In the ecommerce space, the contrast is even 

more glaring: mobile app users spend an average 201.8 

minutes per month shopping, compared to 10.9 

minutes/month for website users.


 


The growth in app downloads in the  

compared to 45% globally.


1.96M

These stats speak 
for themselves

different apps on the 
Apple App Store for IOS

Time app users spend  
shopping per month

2.87M
Google Play for 

Android

5%
Growth in US app 

downloads, compared to 
45% globally


201 
minutes
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https://www.statista.com/statistics/276623/number-of-apps-available-in-leading-app-stores/
https://www.statista.com/statistics/276623/number-of-apps-available-in-leading-app-stores/
https://jmango360.com/mobile-app-vs-mobile-website-statistics
https://www.businessofapps.com/data/app-statistics/#2.2
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Chinese apps tend to combine as many features as possible into one application – 

something we call a ‘Super App.’ This is in stark contrast to Western apps, which 

lean towards app constellations.”

“
- Connie Chan   |   General Partner Andreessen Horowitz

acquisition of Postmates for $2.65 
billion

Uber is on a quest to become the West’s first 
Super App. Their ambitions include bringing 

ride-hailing, bike and scooter rental, food 
delivery and eventually groceries under a single 
app. 



Their recent 
 in stock shows how app-based food 

delivery has become more critical as their ride 

business bookings were down 80% year over 
year during the pandemic while UberEats food 
delivery bookings were up more than 50%. And 
their intentions to make more services available 
from a single app is becoming more apparent. 

Last September, they changed their design for 
the first time in three years. Instead of finding a 
map when you open the app, there are now 
three buttons: Ride, Food or 2-Wheels




WHO’S EVOLVING WITH THIS 

TREND?



IMAGE SOURCE


“

https://www.cnbc.com/2020/07/07/from-uber-to-asia-pandemic-is-remaking-worlds-super-app-race.html
https://www.cnbc.com/2020/07/07/from-uber-to-asia-pandemic-is-remaking-worlds-super-app-race.html
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Protocol - Feb. 11, 2021

Uber is not the only one jumping on the super App trend, 

Paypal CEO Dan Schulman also recently announced plans to 
launch a Super App in the US for consumers to “manage 
payments, shopping, savings, investing, budgeting, crypto 

and identity—all in one place.” ( ). 



According to the announcement, Schulman believes that 
consumers only want to use eight to 10 apps, and that the 
rest are going to be essentially superseded by Super Apps.


What a Super App wants to do is turn all of those separate apps into a 

connected ecosystem where you can streamline and control data and 

information between those apps, between the act of shopping, the act 

of paying for that," Schulman said. "And then you have this common 

platform and common data that allows machine learning and artificial 

intelligence to kick in and give personalized recommendations to those 

consumers."

- Dan Schulman   |    CEO, PayPal



 


“

IMAGE SOURCE


https://www.protocol.com/fintech/paypal-fintech-super-app
https://www.protocol.com/fintech/paypal-fintech-super-app
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HOW TO CAPITALIZE ON THE TREND


Brainstorm

Building the West’s next Super App is a grand ambition 

but it doesn’t mean you can’t chip away at creating 

more value for your customers. If you have a mobile 

shopping app, are there new revenue streams you can 

introduce to your customer? If you don’t have an app, 

what other apps can you partner with and what are the 

unique qualities of your customers that will be appealing 

to partners?


1
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CONCLUSION

The mobile device has been our daily companion for 

texting, phone calls, emails and social networking for 

sometime—it’s now on the path to becoming our go-to 

device for shopping.



Smart assistants are helping us order commoditized 

products, AR/VR have removed the need to test 

products in store, APMs and cryptocurrencies are 

impacting how, and when we pay, the rise of one click 

checkout platforms are eliminating the need for 

usernames and passwords, and the creation of Super 

Apps will soon replace the cluttered homepage of 

phones everywhere.



As these 6 trends have demonstrated, mobile is no 

longer reserved for just the beginning of the shopping 

journey. It is changing the entire customer journey and 

accelerating the pace from inspiration to discovery to 

checkout.



Only time will tell, but in the much heated battle 

between mobile and desktop in that all-important 

moment of online conversion, all signs are indicating 

that mobile may emerge as the winner.



Conclusion
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