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E-Commerce/M-Commerce ï2026

Instant gratification will mean more than a quick fix 
(Ovum)

ÅñTheword is convenience ï the word is anywhere,
anytime, however the consumer wants it.ò - Colgate-
Palmolive

ÅBy 2026, instant gratification will have come to mean
something more sophisticated than a quick fix. It will have
evolved into expectations of a seamless shopping experience
across an increasing range of connected devices, in
which immediacy and convenience are paramount.

ÅInstant access and fast turnaround will still be a key part of
the equation, but other expectations will have come to the
fore: proactive customer service and support as well as free
or very low-cost delivery anytime, anywhere.



The desire for shopping experiences will intensify 

ÅBy 2026, many consumers will want retailers to provide an environment where shopping is an event
experience in its own right. This will translate into interactive, highly engaging online and real-world
retail environments where augmented reality (AR) plays a key role. The provision of distinct and
tangible shopping experiences, online and real-world, will become a key means to enhance and

differentiate abrandôsvalue proposition.



The pretzel-shaped shopping journey 

ÅDue to the proliferation of wearable devices and
technology, smart TVs, connected cars and household
appliances, beacons, and other technologies, the
consumer journey in 2026 will increasingly look like a
pretzel that twists, turns and loops back on itself.

ÅConsumers can start and end their shopping 
experiences on a mobile platform, in store or online. It 
is a fluid movement that by 2026 will be even harder for 
retailers to keep up with or predict because it will 

include a growing number of devices and touch points. 



The sharing economy is here to stay but with a mixed impact on retail 

ÅThe trend for collaborative consumption that is emerging today, whereby technology is used to
facilitate the borrowing, sharing, lending, renting and swapping of goods and services, will become
more pronounced by 2026. The trend is being driven partly by economics and the drive to save or
make money, along with the diminishing desire to own digital content on physical media, evidenced
by the strong growth of streamed music and TV services.

ÅThe sharing economy is also being shaped by a mindset that is far more attuned to environmental
issues and the need to maximize existing resources.



Pure play and physical retail: blurring boundaries 

ÅñPhysicalretail will still exist, but it will need a good
reason to exist.òDunkinôBrands

ÅThe already blurred lines between physical-heritage
retailers and Internet-heritage retailers will have been
eradicated by 2026.

ÅThe former will continue to reduce the amount of
physical space they hold, switching their investment
emphases online, while the latter will invest further in
establishing physical presences to support the
showcasing of brand and private-label products. While
the large pure-play Internet retail brands will survive, the
term pure play will be rendered obsolete.



An increasingly fragmented physical footprint 

Demand for large-footprint physical retail space will
continue to fall, as the need to keep complete
inventories in stock at every store diminishes due to
improved logistics built around online delivery and
the click-and-collect model. This will increase the
pressure on the existing space to be more efficient
and effective, although the ability to understand and
measure the impact of physical space becomes
more problematic as channels merge.



Contextual location becomes a building block for retail 

ÅBy 2026, contextual location will be an integral part of the retail
experience, driven by mobile technology. The ability to identify
a userôslocation and deliver targeted, timely, contextually
relevant information, advertising and marketing messages is a
powerful, compelling proposition.

ÅThere is already a growing focus on hyperlocal commerce ï
precise targeting within a highly defined locationïboth outdoors
and in building. Todayôsefforts are still largely in experimental
mode, but by 2026, hyperlocal commerce applications will be
more widespread, with Bluetooth Low Energy (BLE) beacons
being an important enabling technology.

ÅGlobal B2C E-commerce report 2016 link: 
http://www.ecommercefoundation.org/full-reports#!/Global-B2C-
Ecommerce-Report-2016/p/76002848/category=0

http://www.ecommercefoundation.org/full-reports#!/Global-B2C-Ecommerce-Report-2016/p/76002848/category=0


South Africa and e-commerce



South Africa and e-commerce

ÅSouth African online spend is forecasted to grow to over R53bn by 2018. In 2016, 43% of adults in
South Africa shopped cross-border (Finance 24, February 2017).

ÅThe US is the most popular cross-border online shopping destination for South African online
shoppers, followed by China and the UK, according to the PayPal and Ipsos third annual cross-
border commerce report.

ÅAccording to the report, online shopping has been slow to take off in South Africa, but in recent
years has picked up steam. The research indicated that 58% of online adults in South Africa
shopped online over the past 12 months, amounting to an estimated total spend of R37.1bn.

ÅThe increase in online spending is also forecast to continue.

ÅWhen it comes to buying products online, the most popular online categories for South African
consumers were downloadable digital entertainment and education items (purchased by 53%
of online shoppers in the past 12 months)

ÅMobile commerce - With high rates of mobile penetration in South Africa, online shoppers are
increasingly opting to make purchases on their mobile devices ïresulting in an estimated 65%
growth in online spend via mobile device (smartphone or tablet) between 2015 and 2016, to reach
an estimated R9.5bn, with momentum expected to continue.


