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What are super apps?

“Swiss-army-style apps that
pretty much do everything”

- Marc Steinberg, Concordia University

Examples:

1. WeChat, LINE, KakaoTalk
2. Alipay, Paytm
3. Grab, GoJek
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What makes super apps relevant to transport research? ‘#7
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A super app survey in Germany (N=1,019)

How frequently do you use apps in your daily life?

Rarely (I use apps only rarely, e.g. once a week or less.)

Occasionally (I use apps occasionally, e.g. once a day or less.)
= Regularly (1 use apps regularly, e.g. multiple times a day.)

m Very regularly (I use apps very regularly, e.g. multiple times an hour.)

m Constantly (I use apps constantly, e.g. all day long.)
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A super app survey in Germany (N=1,019)(cont‘d)
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Do you have the feeling that you have too many apps installed on
your smartphone?

When it comes to installing new apps, how would you assess your
behavior?

0 100 200 300 400 500 600

m Rather hesitant (You think carefully about whether you really need a new app and often refrain from installing it.)
m Rather unconcerned (You install new apps without thinking much about it.)
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STUDY 1. CONSUMER PREFERENCES
FOR SUPER APP SERVICES

Dr. Marc Hasselwander, 15.05.2025 k



Super App Market Segments ‘#7
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Research question:

“Which groups of consumers share similar preferences for
super app services, and which indicators contribute to the
formation of distinct super app market segments?”

Methods e,
Cluster analysis and multinomial logistic regression




Super App Market Segments — Data
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Super App Market Segments — Results (1)

Use super apps to simplify
access to local and offline
services like medical services
and restaurant bookings.

Bolt, Uber, FREE NOW
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Super App Market Segments — Results (2)

Show balanced interest across a
wide range of services, valuing
shopping above all.

Amazon, Alphabet, Apple, Meta,
Microsoft
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Versatile Majority (22.8%)
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Super App Market Segments — Results (3)

Are eager adopters of new digital
tools, especially drawn to app-
based finance, entertainment,
and social functions.

Meta (Facebook, Instagram,

WhatsApp), X, YouTube, TikTok,
Netflix
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Digital Enthusiasts (21.3%)
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Super App Market Segments — Results (4)

Seek streamlined everyday
tasks, focusing on time-saving
features like online payments
and deliveries.

DHL, Hermes, Flink, Gorillas,
Lieferando, Wolt
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Efficiency Experts (21.6%)
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Super App Market Segments — Results (5)

Prioritize core daily needs:
banking/financial services,

e-commerce, and social media.

Amazon, Otto Group, Zalando,
Ebay, ING DiBa, N26, Klarna,
PayPal
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Golden Triangle (18.6%)
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Conclusions ‘#7
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e Super app providers should prioritize integrating high-demand services rather than
adding numerous features.

* The research highlights the contrast between established Asian super app markets
and the emerging European landscape, where competition among specialized apps
is more prevalent.

* This study is the first to quantify super app service preferences in a European
context, providing valuable insights for businesses and policymakers navigating this
evolving technological landscape.
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STUDY 2: WHO WANTS TO USE
TRANSPORT SUPER APPS?
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Transportation Research Part F:
Psychology and Behaviour

Who wants to use transport super apps? Insights from combined
PLS-SEM and NCA methods
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Transport Super App Adoption #
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Research questions:

“What factors influence consumers' intention to adopt transport
super apps?”

“What are the necessary conditions to foster the adoption of
transport super apps?”

Methods OJ#ead{0

Partial Least Squares Structural Equation Modeling (PLS-SEM) and i s o
Necessary Condition Analysis (NCA) g, ok it




Transport Super App Adoption - Data
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Using super apps would simplify my life by offering various services in one app. [PE1]

Using super apps would help me better organize my daily activities and meet my daily needs. [PE2]
Using super apps would make it easier for me to get an overview of my online purchases and bookings. [PE3]
Using super apps would improve my productivity and save me time. [PE4]

Learning how to use super apps would be easy for me. [EE1]

| expect that interacting with super apps would be effortless and intuitive. [EE2]

| expect to become skillful at using super apps including all its functionalities in a short time. [EE3]

| am willing to use super apps if people who are important to me use them. [SI1]

| am willing to use super apps if everyone uses them. [SI2]

| am willing to use super apps if the reviews from people whose opinions | value are good. [SI3]

| am willing to use super apps if the reviews in the media are good. [SI4]

| can save money when using super apps. [PV1]

U

| think that super apps offer better services compared to offline alternatives. [PV2]

@i

| am used to book, order, and pay things on my smartphone. [HA1]

I h
| frequently use apps to get daily chores done. [HA2] | | §;
| am concerned about the potential risks associated with sharing personal data while using super apps. [PR1] | | ;.
| have concerns about the reliability and trustworthiness of the services provided through super apps. [PR2] | | gg. Se2's o
| fear that a single super app could dominate the market, which could limit competition and consumer choice. [PR3] | | H-t
| fear that the use of super apps can have a negative impact on local businesses and traditional commerce. [PR4] | | oo ot
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Transport Super App Adoption — Results (1)
DLR
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Transport Super App Adoption — Results (2)
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Bottleneck analysis.

B1 PE EE SI PV HA
0 NN NN NN NN NN
10 NN NN NN NN NN
20 NN NN NN NN NN
30 NN NN NN NN NN
40 NN NN NN NN NN
50 NN NN NN NN NN
&0 2.7 NN NN 24 NN
70 10.9 NN NN 4.8 NN
80 19.1 NN NN 7.2 NN
a0 27.4 NN NN 0.6 NN

100 35.6 NN NN 12.0 NN @ St D RO @

Dr. Marc Hasselwander, 15.05.2025




Transport Super App Adoption — Conclusions

* The significant role of PE and PV highlights the importance of communicating clear
utility and cost benefits to consumers.

* While HA was significant but not a necessary condition, targeting tech-savvy
consumers who are accustomed to smartphone usage remains a strategic priority.
This group can serve as early adopters and influencers.

* The positive influence of "app fatigue" presents a unique opportunity for
positioning transport super apps as an all-in-one solution. Highlighting the reduced
need for multiple downloads, account management, and app navigation will
resonate with consumers overwhelmed by app overload.
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