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A surprise ecommerce partnership with Nike could s ignal a new direction for Snapchat. Image credit: Snap

 
By DANNY PARISI

Social platform Snapchat has taken on a surprising new element of its  business model with the addition of a new
ecommerce push.

In the wake of controversial changes from a new user interface update and a small but significant exodus of
influencers, Snapchat has made the surprising turn to ecommerce with the drop of Nike's Air Jordans through the
platform. If this is a route that Snapchat continues down, it may see more influence from the luxury world as well.

Ecommerce drops
Snapchat has had a tumultuous few weeks. Piling onto its ongoing competition with Instagram, which has
successfully co-opted Snapchat's Stories features, the platform also recently rolled out a big redesign to the
application, which was met with a less than stellar reaction.

After users revolted and created a massive petition to reverse the update, which became so large that Snapchat was
forced to respond. One of the main criticisms was that it strained the relationship between users and influencers on
Snapchat.
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Snapchat users could buy the new Air Jordans directly through the app. Image credit: Nike

But it seems that Snapchat may be moving away from advertising as a business model in favor of mobile
commerce.

At an event hosted by Nike on Feb. 18, attendees were directed to scan a code through Snapchat to get a look at the
new Air Jordans. From there, users could purchase the shoes directly through Snapchat.

This move has the potential to significantly impact the way that Snapchat does business, providing opportunities for
exclusive and limited-run products to be purchased directly through the app and letting Snapchat work with brands
directly rather than through ads or influencers.

A competitive alternative
Snapchat's move towards commerce is surprising given the efforts the platform has gone to recently to court more
advertisers.

For one, Snapchat is testing unskippable advertisements, something that has never appeared on the platform before,
as well as moving content so that it is  not exclusive to the application. As luxury brands and influencers increasingly
move to Instagram, Snapchat is left to figure out how to keep advertisers without alienating users (see story).

Snap's competition with Instagram is well known and the popularity of Instagram Stories, which was directly based
on Snapchat Stories, is  a sore spot for the platform. Even Google has gotten in on the co-opting of Snapchat Stories
with AMP Stories.

AMP Stories allow Google search users to see a carousel-style slideshow of content from some of the partner
publishers for this product, including Meredith, Cond Nast and the Wall Street Journal. The step marks the continued
transformation of how content is consumed on phones, with Stories becoming a major player across all of the big
digital platforms (see story).

Luxury brands have previously linked Snapchat content to a purchase path.

Recently, Italian fashion house Fendi tapped Snapchat for an activation of a campaign centered on "bag bugs," small
creatures who could be controlled through the use of Snapchat's Stories feature.

Fendi's bag bugs. Image credit: Fendi
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As they are viewing a story, consumers can use the organic tap function to advance to the next scene, allowing them
to feel as though they are controlling the animation. When the story ends, consumers will be prompted to swipe up to
navigate to Fendi's ecommerce site, where they can shop the collection (see story).

In the future, it is  likely that Snapchat will push for more luxury brands to make use of its  ecommerce abilities in an
attempt to differentiate itself from the competition.

© 2020 Napean LLC.  All rights reserved.

Luxury Daily is published each business day.  Thank you for reading us.  Your feedback is welcome.

https://www.luxurydaily.com/fendi-taps-instagram-snapchat-navigation-for-animated-engagement/
mailto:feedback@luxurydaily.com

	Snapchat’s ecommerce experiments offer alternative to waning influencer presence

