


Many marketers use Mary Meeker’s annual Internet Trends report, first published 

in 2001, as their guide to the new year’s biggest and best trends. Yet given that her 

report is generally released in the middle of Q2, there’s a lot of time to speculate on 

what will matter most and which businesses will ultimately reap the benefits. 

For ecommerce businesses looking to amp up their digital presence and beat out 

their competition, knowing the trends sooner is always better. In fact, it’s how 

you make sure your company is the one leading the industry, not following the 

breadcrumbs of those who analyzed the data and got a head start.

You already know that mobile is taking over the online shopping industry, but do 

you fully understand how this shift impacts nearly every aspect of your marketing? 

From SEO to email to checkout, being mobile-friendly is about much more than 

responsive web design — which you likely implemented 12 or more months ago. 

In fact, in 2014, Meeker predicted the rise of mobile apps, rather than mobile web, 

as consumers’ preference. Why? Because apps are cookie-free zones, meaning less 

ads and more convenient navigation. In other words, the ecommerce businesses 

that will win the loyalty and purchasing power of the internet will be those that 

focus first on consumer experience, with a particular investment in convenience 

and speed. 

What does this mean for your mobile site and presence? Quite a bit. Whether you‘ve 

issued your own branded app, are using apps like Shopkick to expand your brand 

presence or are simply using a responsive site as your mobile touchpoint, your 

SEO, checkout and email experiences must be congruent with consumer preference 

and leading industry trends. We’ll break down these three key mobile marketing 

functions with advice from experts working closing with enterprise-level ecommerce 

platforms all over the world.
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SEO Trends: Mobile-Local 
Search Provides Improved 
Consumer Experience
When it comes to the biggest SEO trends in 2015, there are only two: mobile SEO 

and local SEO. 

“Google is focused on optimizing for mobile search and expects search queries 

from mobile devices to outpace those coming from desktops in 2015,” says Simon 

Serrano, SEO Manager at Bigcommerce. “Therefore, every business should make 

sure they have an amazing mobile version of their site that is fully SEO optimized 

and provides a great user experience. Sellers who continue to use a desktop version 

of their site for mobile users are going to start seeing their mobile rankings drop.”

With mobile on the rise, local search becomes  

even more important. Most smartphone users are  

invested in locality recommendations, and have their 

geolocation data already turned on for improved 

maps, restaurant listings and more. Ecommerce can 

benefit from locally focused marketing, especially at the 

enterprise level where many stores also have brick-and-

mortar locations.  

Local SEO allows your mobile consumers to personalize 

their shopping experience. In today’s shopping world, 

consumers expect both choice and personalization options. 
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“As a CMO, your mobile strategy should include not only the choice of which 

channels to invest in (e.g., mobile apps, mobile sites), but also the level of 

personalization provided by these experiences,” says Ray Pun, Strategic Marketing 

for Mobile Solutions at Adobe Systems. “Every experience has implications in terms 

of opportunity cost, branding and loyalty:

Revenue lift: How much incremental revenue will be lost if we don’t 

personalize?

Brand image: Will the customer perceive that my brand lacks innovation 

and customer focus?

Customer loyalty: Will my customer leave my mobile experience and 

switch to a competitor’s?

My key message to inspire your team is to ‘think mobile unique to deliver mobile 

delight’ for your customers.”

In July 2014, Google updated Pigeon with a new algorithm to provide more useful, 

relevant and accurate local search results more closely tied to traditional web 

search ranking signals. So while location and distance searches on Google are 

now more accurate, the importance of your SEO increases as well. Shorten both 

your on-page and meta content to optimize for smaller screen sizes, title tags and 

descriptions. Failing to create a good experience for mobile shoppers could result in 

lower conversion and a decrease in Google mobile-local search rankings.
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Claim your Google Business Listing

Upgrade to a mobile-friendly responsive design

Edit copy guidelines to fit mobile search (i.e., the shorter, the better)

Diversify your marketing strategies and focus on quality. Google will reward 

trusted brands.

Global Positioning System (GPS): GPS is considered the gold standard of 

geolocation given that it does not require an internet connection. All modern 

smartphones have built-in GPS capabilities. According to the Mobile Marketing 

Association’s (MMA) Location Terminology Guide, GPS is passively active as long as 

consumers have their settings enabled to allow access to this information — most 

do. 

According to MMA, GPS has a few cons: It’s best used outdoors because 

“interference with building structures” while indoors limits the technology. Also, the 

audience that marketers can target with this technology is more limited because 

GPS opt-in may vary by each app used by the consumer.

Wi-Fi Triangulation: Wi-Fi triangulation targets people inside of stores and in dense 

urban areas. MMA notes that it has high reach and mid-level accuracy. For example, 

Nordstrom used this technology to detect customer movements and time spent 

Mobile SEO Terms You Need to Know

Improve Your Mobile-Local SEO
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within their stores in order to “increase staffing during certain high-traffic times or 

change the layout of a department.” However, the technology raises concerns about 

consumer privacy and the right to collect information about consumers via mobile 

devices without their knowledge or consent. 

Bluetooth: Consider Bluetooth Low Energy (BLE) indoor mapping for brick-and-

mortar stores. Apple’s iBeacon is an example of Bluetooth technology. iBeacon uses 

BLE to send and receive signals with other Bluetooth devices, such as a transmitter 

in a physical store. Apple has rolled out iBeacons in its retail stores to deliver 

relevant communication to customers. For example, when walking around the 

store, you could receive a push notification from the Apple Store app to tell you 

about accessories for sale, even leading you to their mobile site to purchase if the 

in-store lines are extremely long.
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Checkout Trends: 
The End of the Credit Card Era
Mobile commerce hit nearly $204 billion in global revenue in 2014, with predictions 

putting it at $626 billion in 2018. And, just as consumers expect convenience from 

mobile-local SEO, they also expect convenience from mobile checkout. 

What do consumers see as convenient? Not having to enter a credit card number 

on their phone every time they want to purchase something. 

Sounds simple enough, but there hadn’t been any leading technologies allowing for 

the simplification of mobile checkout. In fall 2014, Apple Pay changed that — and 

now many are predicting 2015 to be the year of the digital wallet.

“Expect to see an increase in non-credit-card-based payments in 2015 thanks to 

more secure payment methods like Apple Pay, Bitcoin and PayPal,” says Mike 

Blakely, Enterprise Ecommerce Specialist at Bigcommerce. “Entering credit card 

information will start to become less important in 2015.”

For many, though, this 

predicted jump from 

mobile shopping as a 

niche to a majority is 

theoretical at best. After 

all, mobile shopping 

currently accounts 

for only an estimated 
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1% of all commerce transactions, and even the most conservative predictions 

place mobile shopping at a high of between 30-50% in the coming year. So, what 

is different about digital wallets that will produce such an increase in mobile 

shopping? Bill Ready, CEO of the PayPal unit Braintree, explains:

“Over the next five years, we’ll see digital wallets — apps and hardware that will let 

us buy things directly, without the need to fumble for a credit card — becoming the 

primary way people buy on mobile. That shift is going to begin in earnest in 2015. 

But it won’t be because people want to scrap the physical wallet they carry in their 

purse or pocket.

We carry our smartphones around with us everywhere we go, using them to 

communicate, consume content, shop and fill spare moments in our day. On 

average, U.S. smartphone owners now spend about three hours per day on their 

phones. The increase in the amount of time spent on mobile is also translating to 

an increase in mobile commerce.”

The biggest predicted driver of mobile commerce is one-touch payment, technology 

already being tested and implemented by Apple and PayPal. This will dramatically 

improve the convenience of mobile shopping, increasing conversion as a result.

The security of digital wallets will also be a major driver for mobile commerce. 

While consumers today can use particular payment processors to transact online 

without revealing financial information, the majority of them still send information 

to merchants through card swipes and online forms. 

Security Meets Convenience
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While that type of data may be useful for enterprise ecommerce sites using the 

information to better target ads, emails and recommended products, the potential 

for a serious breach causes more harm than good — both for companies and for 

consumers. Target’s longtail repercussions after their breach are proof enough. 

Digital wallets kill the legacy payment model of sharing detailed financial 

information with every swipe or transaction. Take Apple Pay, for instance. The 

security of Apple Pay relies on a 16-digit encrypted number, or token. Each card 

will get its own token specific to the device on which it is entered. According to The 

Wall Street Journal, this is how it works:

“When a consumer wants to buy cheese at a Whole Foods, the device would use 

a short-range radio system, called near-field communication, or NFC, to send the 

16-digit token to the card reader. This token would be paired with a one-time string 

of random numbers created by encryption keys stored on the iPhone.”

“It’s impossible to do transactions without data, and data is obviously a potential 

risk,” James Anderson, Head of Mobile Product Development at MasterCard, which 

worked with Apple on the payment technology, told The Wall Street Journal. “We 

are hypersensitive to that topic. Let’s say somebody is listening and is able to pick 

up the data. Essentially you get a useless 16-digit number. I could email it to my 

friend and they could email it back to me, but there’s nothing they could do with it.”

Security concerns over private financial data will thus lead more and more 

consumers to the use of digital wallets, forcing retailers (including ecommerce 

retailers), to use differing data sets in order to better segment their customer base. 

Given this, what can ecommerce businesses do now to stay ahead of the trend? 

Implement the use of one-touch payment processing that allows for fast, easy and 
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safe mobile checkout. Doing so is the cornerstone of marketing: that is, keeping 

your customer top of mind. When the consumer trusts you, your conversion will 

soar, and you’ll be ahead of the crowd when digital wallets become the norm.

When it comes to mobile checkout, one-touch processing is ideal, but responsive 

site design is absolutely necessary. In addition, here are a few things to keep in 

mind when creating a consumer-focused and friendly mobile checkout experience: 

Device type: Smartphones vary in size. Don’t ignore the experience of one 

type of device to another. Your site should be responsive. Think through 

tablet experience, Android experience, iPhone 5 vs. iPhone 6, etc. Be 

sure to create an engaging, convenient and easy consumer-to-conversion 

experience for every single possible device type touchpoint. 

Operating system: Audience behavior can vary by operating system. 

For example, demographic differences may exist between Apple iOS 

and Android users. Here, it isn’t just the size that differs, it’s also the 

functionality of the OS. Be sure your app or site works well from homepage 

to product page to checkout on all operating systems, or risk losing a large 

potential customer base.

Connection type: Consumers can shift between Wi-Fi and 3G or 4G 

connections depending on their current locations. Optimize your 

experience for both fast and slow connection speeds.

Mobile Checkout Must-Dos
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Email Marketing Trends: 
Bridging Content and Social 
with Inbox Priority
Yes, consumers are using their phone to check email on a nearly 24-hour cycle. 

While this certainly gives your brand the opportunity to reach the customer at any 

point in time, it also presents one major hurdle: standing out. 

Per a Forrester study published at the end of 2013, consumers were more than 

twice as likely to delete email advertising without reading it (42%) than they were to 

read it just in case something caught their eye (19%). The best way to overcome this 

is segmentation, but getting to the right segments is difficult. 

A Strong View study quantified some of the challenges 

for enterprise businesses, finding that the top issues are:

Accessing and leveraging customer data 

from multiple channels and sources (40% of 

respondents)

Coordination across marketing channels (34%) 

Developing more relevant engagements (32%) 

Niche marketing is obviously optimal because  

personalized content has the best shot of getting through 

to the customer, but actually getting to the niche — who 

they are, how they behave, etc. — is increasingly difficult. 
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Two email marketing trends emerging as winners in the mobile click-through race 

are micro-targeting and micro-content.

With micro-targeting, marketing professionals will begin a very serious 1:1 

relationship with customers rather than a 1:many in 2015. This mimics the strong 

consumer desires for convenience via personalization seen in the other marketing 

segments previously addressed. 

To create these types of experiences, brands need data. 

As we already know, transactions will begin to offer less of a data trail in 2015 as 

digital wallets become more and more popular. And most mobile apps are cookie-

free zones. Even social platforms including Facebook and LinkedIn are getting 

stricter on the type of second-party data offered to brands outside of the social 

media ecosystem. Instead, 2015 will be the year of first-party data, much of which 

will need to be collected during 1:1 interactions. 

“Brands need some kind of easy online chat system,” says Liam Garcia, Enterprise 

Account Manager at Bigcommerce. “There is a trend and emphasis on more 

personalized customer support for some of the larger brands as a means of 

improving the customer’s experience on a site — especially for health, beauty and 

apparel online retailers. Having a person on the other end is really helping brands 

stand apart from competitors, improving engagement on sites and allowing brands 

to collect personalized first-party data based on expressed desires.”

Micro-Targeting
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Using this data to better segment audiences and create personalized email 

campaigns will increase click-through rates, particularly on mobile.

Mobile content needs to be shorter and easily readable on a small screen, and 

in 2015, brands will begin to get seriously creative about producing thumbnails, 

cropped images and slide decks to draw viewers with bite-sized chunks instead 

of long, overwhelming images. These images will naturally share well on social 

platforms and bridge the gap between email and social networks. In essence, brand 

emails will need to better resemble content layouts similar to offerings like those by 

The Skimm or OZY. 

“One trend that will continue into 2015 is the ever-blurring lines between 

SEO, content and social,” says Simon Serrano, SEO Manager at Bigcommerce. 

“Historically, these groups are siloed in a enterprise environment, which has always 

caused battles for budget, resources and time. But the confluence of these channels 

is growing, and large enterprises are just starting to understand how to make them 

play well with each other to maximize results. Email is a perfect experimentation 

area to combine content, images and easily sharable information, all of which 

pushes back to a site and increases SEO by quality alone.

For enterprises that haven’t figured this out yet, collaboration, cooperation, 

patience and shared understanding of metrics, tactics and keywords will be key to 

properly overlapping these channels for maximum effect.”

Micro-Content
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In all, 2015 will be a year focused on mobile, with more and more consumers 

dedicating their loyalty to brands that focus on and provide the utmost in 

convenience and personalization. From mobile-local SEO to one-touch payment 

processing to email marketing that segments based on first-party data via on-site 

interactions, consumers simply want the world of data surrounding them to follow 

a moral code. What does that mean? Do unto their data as you would want done 

unto yours. It’s the golden rule, and it is even more important now for businesses 

than perhaps ever before. 

Here are a few simple rules to follow in order to ensure your consumers’ data rights 

are being protected, while still maximizing your marketing efforts and increasing 

product page views and customer lifetime value:

Ask for consumer consent: always ask for consumer consent to collect 

first- or second-party data (i.e., terms of service notifications).

Create personalized experiences: collect data with consent and then use 

it to build personalized and engaging digital experiences through email 

marketing, SEO, etc.

Security comes first: leave your reliance on data from transactions in 

the past. Instead, put consumer security top of mind: allow for one-touch 

checkouts and optimize your site for convenience.

With retailers like Target and Amazon already seeing more than 60% of online 

traffic coming from mobile, optimizing your local SEO, mobile checkout and email 

marketing are the best ways to set your brand up for success in 2015.
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