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Forbes
‘ Social commerce will change people’s shopping
behavior as profoundly as internet shopping did
over the last twenty years

The Age of eCommerce Social Commerce
2010 — 2020 ($500bn — $4.5tn)

Advertising and SEO led

Urgent Threat: COVID + death of cookies have led to
Customer Acquisition Costs increasing 3x



Retail Exec Priorities

Want to know what other CEOs and CMOs In your industry are prioritizing over
the next year? We set the scene by summarizing exactly what is on front of
mind for Execs Iin the Retall space.




2023 Retail Exec Priorities
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https://retail-insider.com/retail-insider/2021/09/five-key-emerging-retail-trends-to-watch-in-2022-and-beyond/

2023 Retail Exec Priorities .'

CMO

Retailers must break down data silos within their organizations to gain a clearer view
and better understanding of their customers' preferences. Connected data from
point-of-sale transactions, website traffic, email engagement, and media impressions
enable retailers to create targeted campaigns, personalized offers and
customer-centric products and services, which ultimately can result in increased
brand engagement and sales. (source)

Prioritizing Instagram presence, shopping, and purchasing directly within the app Is a
groundbreaker. Retailers need to make their products easily discoverable on Instagram.
Retailers can use Social Commerce to customize and personalize the shopping
experience. Spread marketing campaigns across multiple channels rather than
focusing on just one or two. (source)

Focus on live streaming — real-time, interactive video streams that sell products, often
on social platforms. This brings in-store, personal service to the screen and enables
viewers to comment during the events. (source)



https://www.prnewswire.com/news-releases/top-five-trends-retailers-need-to-embrace-in-2022-to-transform-into-shopper-first-organizations-according-to-publicis-sapients-inaugural-2022-retail-guide-to-next-report-301416474.html
https://influencermarketinghub.com/retail-trends/
https://www.forbes.com/sites/bryanpearson/2021/12/03/whats-on-trend-for-retail-in-2022-here-are-5-predictions/?sh=393a974c63cb

2023 Retail Exec Priorities



https://www.forbes.com/sites/forbescommunicationscouncil/2021/12/20/11-tech-trends-that-will-impact-professional-communications-in-2022/?sh=f9c1fa3d4836

A Summary of Trends
from 2022

The last 12 months have seen a significant shift across social channels, from
the ways they're being used by consumers to the tactics that successful
brands have taken to adapt to them - and many are here to stay.




Market Trends: 2022

Social media shopping is bigger than ever, when combining Social

Commerce, Video Shopping and Livestream Shopping.

The influencer is not dead as Meta introduces the Instagram creator

marketplace, with TikTok following suit and introducing a marketplace

of their own.

That said, influencer trust is at an all time low of just 4% due to a lack

of authenticity and shifting consumer behaviour.

Omni-channel is the now. Although it has been for a while, brands

need to deliver a cohesive experience across multiple channels to

entice customers as well as sell across multiple channels.

Shoppers want (actually, demand) personalized experiences in store

& online.

o Owning more customer data allows for a more personalized
shopping experience - including knowing social media shopping
habits, in-store and online shopping habits. Only then can brands
link them all to one.

There is still talk about the Metaverse & advertising in the metaverse

- but It's not yet mainstream, especially for midmarket brands. 2-3

years from now it is expected to be more prominent, so what are

brands doing now to be ready?
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Consumer Trends:
2022

Consumers want instant gratification, especially from a
purchase perspective. With the introduction of Amazon
Prime & a post-COVID world, consumers now expect quick
delivery and accessiblility of products they want - when they
want them.

The ROBO model: Research Online, Buy Offline. Consumers
will use brand websites to determine what they want to buy
and then purchase In store. Product locators built into
ecommerce Is key, as Is the experience when someone
enters a brick and mortar store.

Google is now competing with TikTok & Instagram as a
search engine: 50% of Gen Zers will go to both platforms to
get Inspiration — and visual inspiration - rather than Google.

Consumers want to and will shop on social media channels.

Consumers trust UGC 2.4x more than brand-created

content.

e Socially integrated visual search - a closer look:

o What is it: Visual search allows users to simply take

a picture of the outfit — or download a photo of a
similar outfit — and search for articles of clothing
within the picture. Then, a search engine like Google
will provide a list of matching items, giving users an
easy path to purchase.

How can brands prepare: To prepare for the
emergence of visual search, retailers should ensure
they have a presence on image-based platforms like
Instagram or Pinterest. For example, fashion brands
should constantly provide new photographs that
model their newest clothing. Then, customers can
use an application like Google Lens to identity
exactly what piece of the outfit they'd like to shop
for from that photo.

What to know: As image search becomes more
sophisticated, retailers can also use It alongside
marketing Al to create product innovations. With this
technology, customers could link their Instagram or
Pinterest to their customer profile, allowing the
retaller to analyze the photos within. From there,
they could curate a list of recommended items that
sult a shopper’s existing outfits or general sense of
style.

Source

duel.


https://www.businesswire.com/news/home/20190220005302/en/Stackla-Survey-Reveals-Disconnect-Between-the-Content-Consumers-Want-What-Marketers-Deliver
https://www.marketingevolution.com/knowledge-center/retail-marketing-trends-2020

Brand Trends: 2022

Duel has consulted with over 100 retaill consumer & DTC

brands - and this is what we're hearing:

| When brands say they are
e Budget cuts are happening.
o Especially when it comes to photoshoots and concerned that they NO Ionger own

production costs, into 2023. More brands are trying

to turn to advocates to produce content for them their own narrative, th|3 iS Why

but often brands don’t know how to find true
advocates, they only know how to find database

Influencers.
- Speaking of the influencer - they’re expensive, ;"?OLEZENT POOL RATIO: GLOBAL FILM & TV INDUSTRY VS. TIKTOK
Inauthentic and unreliable, according to brands. 000000000000000000000000000000
SOOI OIOOIRIOIYIYS
e Brands are struggling with Brand Perception. sssssccsssscccsssssasssssasase
o Brands want to gain more control over their narrative ssssscccsssssassssssssasssssss
to help them better target the right audience. A s3sscccssssssacssssssessssssss
brands story can be told within seconds across any ’ eescccesscscsssssssssssssssses
soclal channel - and that story might not be correct. GLOBAL TV & FILM EMPLOYEES FEEiieaiiaieiiiiiiidiiiiiiig.
e Brands need first party data more and more. §§§§§§§§§§§§§§§§§§§§§§§§§§§§§§
o Google, Meta and Apple at every turn are owning ceeccsecssssssssssssssssssssss
data more and more, and brands need to find ways TIKTOK CREATORS

to mine, house and own their own customer data.

11



https://www.duel.tech/
https://www.profgalloway.com/tiktok-boom/
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Duel’s Take From The Trends

e Data + Personalization:

Advocates will be the first to share their information with you - but not just basic information. If they like
your brand, they will tell you anything you ask them. And you know what? Most brands never ask. However,
doing this at scale i1s a challenge. Creating a channel for your advocates to do this for you, however, is the
solution.

User Generated Content (UGC):

Younger generations don't respond well to polished Instagram posts, caked with filters, and consumers of
all ages want to know more when shopping in store. Regardless of age, all consumers are looking for real
content, created by real customers who they can related to and trust to make a better informed buying
decision. Social proof and UGC is 2.4x more trusted than brand created content - what is your UGC
strategy?

Controlling the Narrative:

Brands no longer own the narrative.They used to just have their own channels and OOH to purchase ad
space to tell the story. Now millions of creators and customers able to share the brands story on their
behalf - and it may not be right (or positive). How can brands stay in front of the narrative and story by
educating their advocates and customers on what they stand for as a brand so that it infiltrates organic
communities?




The Real Creator Economy

We've covered the scale of impact that creators can have over and above
what one single brand’s team can achieve - but what do they look like? And
why should you care? This section takes a look at the true makeup of the
economy, and what makes them tick.
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The Creator Economy

e 50 million people consider
themselves to be creators

e 46.7 million think of
themselves as amateur

e 2 million are considered
professional creators, earning
enough from their passion to
consider It a full-time income

e Of those 2 million, 1 million
earn their income from

YouTube

e 500k earn their iIncome from
Instagram, as influencers
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Influencer Trends

The Influencer industry is worth almost $14 billion in 2021 (a 42%

year-on-year increase from $9.7 billion in 2020), and is projected to
exceed $16 billion in 2022. (source)

Engagement is the new north star metric:

o Those with smaller followers have higher engagement due to
trust. Brands should consider working with influencers based on
their engagement rate, rather than following.

Instagram and TikTok have both recently launched creator
marketplaces, making it easier for brands to find brand-aligned
talent to help with campaigns on those platforms.

Walmart is currently exploring its own creator marketplace to help
the brand and its 100k+ third party sellers gain exposure through
influencers. (source)

1in 4 Gen Zers (16-25) in the US would prefer to become an
influencer over a 9-5 job. (source)

Gartner predicts that by 2025, 30 percent of influencer marketing
budgets will be allocated to virtual influencers, like Lu do Magalu.
(source)



https://www.shopify.ca/blog/influencer-marketing-statistics#:~:text=The%20influencer%20marketing%20industry%20is,exceed%20%2416%20billion%20in%202022.
https://www.reuters.com/business/retail-consumer/walmart-explores-matchmaker-marketplace-social-media-influencers-2022-08-18/
https://www.ladbible.com/news/study-reveals-one-in-four-gen-z-people-wish-to-become-an-influencer-20220829
https://www.instagram.com/magazineluiza/
https://www.cmo.com.au/article/701048/rise-virtual-influencers/
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The Other (untapped, more authentic) Creators

Gj !
Charlotte Tilbury
Employees Professionals Ambassadors
Tapping into retail Activating Athletes, pro and
employees to propel professionals In an photographers
brand growth Industry to become an creating incredible
engine of growth content




Understanding Audiences

Now that you've got a decent understanding of the landscape today, we
thought it would be valuable to share some insight of how different
demographics are responding to those changes. This is really where the
learnings and insights shared can be applied to certain audiences In order to
capitalize on the Social Commerce movement.




Baby Boomers Generation X Millennials Gen Z Gen Alpha
1946-1964 1964-1980 1981-1995 1996-2010 2011-2025
Age: 58 - /6 Age: 42 - 59 Age 27 - 41 Age: 12 - 26 Age: O - 11
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Gen Alpha: who they are, and why you should care

Born: 2011 - 2025... just after the IPad was created in 2010

Gen Alpha is heavily influenced by technology and the Gen Z creators who dominate their feeds. They are also
termed Gen C - the COVID generation. For many years, at such a young age, everything was digital.

Gen Alpha - with the oldest in the group becoming teenagers this year - are soon to be the largest generation of
future consumers. These last 2 years have dramatically shifted how they view the world.

Gen Alpha kids are raised on screens - and that's not necessarily all bad news.

Digital to Gen Alpha means a two-way street of communication where they can interact, collaborate and share their
INnput.

Why brands need to care - and now:

Gen Alpha interacts digitally. They anticipate - and expect - all of their needs to met through their devices and at a
quick speed. Brands need to know how to communicate to and capture the attention of this generation - in /.5
Inches of visual space with a million distractions.
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Duel’s take on Social Commerce

The most powerful definition of social commerce is: a purchase
which is made or influenced by social and where selling is done
through people (customers), not owned brand channels.

Social commerce is not limited to just the ability to make a purchase
through a social platform, it is all encompassing of brands being able
to use other vehicles to bring awareness to their products.
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Social Commerce Trends

e Social commerce sales are forecast to increase from $958
billion USD in 2022 to $3.37 trillion USD by 2028.

e Many sites fall under the social commerce umbrella. As of
2021, Facebook was the most popular social media
platform worldwide for online purchases at 31%, followed
by Instagram at 23%, and TikTok at 8%.

e China Is paving the way for social commerce and US
retallers hope what they are experiencing with WeChat will
translate. WeChat functions as a brands one-stop shop for
eCommerce.

e Soclal commerce Is earned content - it iIs not owned by
the brand. The Gen Zs want to see what other people are
saying about the brand, not what the brand is saying
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Bringing together Social Commerce and
the different audiences it reaches

The following slides profile purchase behaviours of the different
Generations when it comes to aspects of social commerce. The
Information is pulled from



https://latana.com/reports/social-commerce-report-2022/
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Question: How likely are you to make a purchase through a social media platform?

Gen Z

I've made a purchase on a social media
platform and would consider doing so aqain

I've mode a purchase on a social media
plattorm end would not do so again

I've never made a purchase on a social media
platform but would consider doing so

I've never made a purchase on a social medio
platform and would never do so

Gen X

'-i*“@'@ fl )

I've made a purchase on a social media
platform ond would consider doing so again

I've made a purchase on a social media

7%
platform and would not do so again
I've never made o purchase on a social medio 2896
platform but would consider doing so
I've never made a purchase on a social medio 20%

platform and would never do so

45%

Millennials

I've made a purchase on a socal medio
platform and would consider doing so again

I've made a purchase on o sooal medio
platform and would not do so ogain

I've never made a purchase on a sociacl media
platform but would consider doing so

I've never made o purchase on a social media
platform and would never do so

Baby Boomers

&

W

I've made a purchase on a socal medio
platform and would consider doing so again

31%

I've made g purchase on a socal medio
platform and would not do so again

I've never mode a purchase on a social media
platform but would consider doing so

25%

I've never made o purchase on a sociol media
platform and would never do so

Duel Takeaway: Gen Z & Millennials have purchased on a social platform - and will
consider doing it again. From a brands perspective, how can you integrate a robust
storytelling approach to authentically have your brand story tell? Because what we
know Is Gen Zs and Millennials aren’t using brand owned channels to find the product,

just for the final step of checkout.
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Question: How are consumers using social media in the concept of social commerce?

QOur data for the

-~ general population
‘ was as follows:

| have posted about my new purchoses
on social medio

| have discovered new products | like
on social medsa

| rarely use social media

| follow brands or influencers
on social medwo

| use social media to find out more
about brands or products | like

None of these

Duel Takeaway: 42% of consumers use social channels to discover new products. Most of this
IS nhot a brand’s owned channel. This i1s why having people being the vehicle in which you sell is
the most important aspect of Social Commerce, not the abillity to just facilitate a transaction.
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Question: Who Is the best audience when it comes to social platforms and social commerce?

Female Gen Zers Female Millennials

| have posted about my new purchoses
on social medso

| have posted obout my new purchoses
on sociol media

I have discovered new products | hike
on secial medea

| have discovered new products | like
on social media

| rarely use social media | rarely use social medio

| follow brands or influencers
on social medso

| follow brands or influencers
on sociol media

| use social media to find out more
about brands or products | like

| use social media to find out more
about brands or products | like

None of these None of these

Duel Takeaway: over 50% of Gen Zers & Millennials are using social media to discover new products -
how are brands equipping those who are telling their brand story with the right story? Controlling the
narrative Is hard for brands today, are you advocates equipped and educated to sell on your behalf?
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Question: Which social media platforms would you consider buying from?
(response are not gender or age specific in responses below)

3

16%

Other
None

O Instagrom
Finterest

b :

S

e Tiktok
' .'

° Facebook

Duel Takeaway: Interesting statistics here as we are seeing a move away from Facebook from
the younger generations, however, Facebook owns the Marketplace category extremely well

and are winning in that sense.




Question: Which social media platforms would you consider buying from?
(broken down by generation)

Facebook

O

Gen Z

oOp -

Millennials

Qm -

Gen X

~

‘ 68%

Baby Boomers

» -

Instagram

®

enZ

69%

G

Millennmals

Boby Boomers

Q-

Pinterest

Baby Boomers

)

TikTok

Baby Boomers

9]2%

None

GenZ

) 7

Millenmials

|5%

GCen X

@)~

Baby Boomers

p -

Duel Takeaway: How are you showing up as a brand on these high converting channels?
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Clothing & Apparel

65%

Cosmetics & Beauty

51%

Food & Beverages
35%

Airplane Tickets
. 16%

Travel Accommodation

£ RN
‘\.'; - ;]' :}1 15%
)w - —

Health & Wellness Services

Millennials

@.

.

Clothing & Apparel

Cosmetics & Beouty
-
Food & Beverages

- -~

Airplane Tickets
9%

Travel Accommodation
» *x D, ‘ “\
‘‘ Pes

g . 19%

sy Y
Sl

Health & Wellness Services

Gen X

Clothing & Appare!
- -
Cosmetics & Beouty
- -

Food & Beverages

D

Airplane Tickets
. 6%

Travel Accommodation

0 e

g
W

-
-
e

Health & Wellness Services

23%

Question: Which of the following would you consider buying on social media if any?

Baby Boomers

Clothing & Apparel
D -

Cosmetics & Beoauty

» -~

Food & Beverages

. 12%

Airplane Tickets
2%
Travel Accommodation
\{1:.:-?‘,‘ T
1::0 B9 10%
a*?.?’ =

Health & Wellness Services

38%

Duel Takeaway: If you fall under this vertical, are you where your consumers are?
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Question: Which of the following might influence you to make a purchase on
a soclal media platform, if any?

& z
: S
2 . -
- 9 Z
44% Q -
> 40% y 42% & 5
5 " £ g 1= g,
- g‘ & » | 3 g 32% T
h (- - g 4 — ~
\ o v | a =
. £ 3 L |
b 8 = o v g 8
o o - I 3 - 15%
0 12% e 3 ? | £ v
5 @ < S | on 2 U
= o o I -
= v W “ | L= 5 g
-— » o - I QU o
L Tt L O a0 o prd

ﬂ A chosce of pay

\ - -

o o Y
&
& ' (‘7: ”.'.‘ .
\. ‘._o 4
-‘ /\‘1 ..‘ \ ’
‘ . .<‘o. .
. .\ J"‘
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'._‘ "

Duel Takeaway: There are 4 principles of rewarding: timely, match to the advocate, variable and
be brand relevant. Consumers are incentivized by rewards. As a brand, are you encouraging and
rewarding advocating enough?




Question: Which of the following might influence you to make a purchase on a social media

platform, if any? Broken down by generation.

Gen Z

Influencer composgns

® B ~

Exclusive discounts

Custamer reviews

-~ 40%

Being shown preducts of interest

© D -~

A cholce of payment options

® D~

Previous knowledge of the brand

None

9%

Millennials

Influencer campaigns

®»-

Exclusive discounts

© D -~

Eose of yse
1N
D -

Customar reviows

-

Being shown products of interest
© m» -~
A choxce of payment options

© D ~

Previous knowledoe of the brond

- -~
None

5%

Gen X

=

Influencer compoagns

@)

Exclusive decounts

© D -

Eose of use

Customer reviews

. 40%

Being shown preducts of interest

© D ~

A choice of payment optons
® D ~

Previous knowledge of the brand
D

None

17%

Baby Boomers

&

&

Influencer campaigns

®)-

Exclusve discounts

-3

Ease of use
"O
o

Customer reviews

- 26%
Being shown products of interest
A,

A choce of payment options

e~

Previous knowlkedae of the brond

» -
None

36%

Duel Takeaway: While any brands primary focus is most likely Gen Z & Millenials on social channels,
consider how you can facilitate and cater to all generations when it comes to engaging with them - to
support in converting a breath of ages.




Question: Which of the following might stop you from making a purchase on a social media
platform, if any? Broken down by generation.

Gen Z Millennials Baby Boomers

e

| don't use social media fdont use socl maeda | don't use social medio | dan't use socal meda
) < o)~ O® -~
Lock of trust in the brand LOCK of trust in the brond Lock of trust in the brond Lock of trust in the brond
ED ) OHEED-' © HD -~ © D -
Not ComeratiE sharing information Nat comfortable sharing information Not comfortable sharing infoermation Not comfortable sharing information
FOOr reviews Poor reviews PoOr reviews
Previous neaative expenence Faanicuc onasteeTxperence Previous negative expenence Frovious neqotve expenenoe
- - — e P —— Pt R — eIFon, T
Y < : -'; \ o e 4 ','..' .\ r(‘,‘ T \ :‘.. /4 _'_.- : .;-:. ‘ <
& A - 40% :}r"’é’._g \ { - 47% = ','-fj,rt — 40% 5 U - 38%
None Naone None None
15% 6% 11% 6%

Duel Takeaway: Trust + Social Proof (reviews) are what consumers need to see in order to convert -
IS this baked In to your brand strategy?




The Future of
Social Commerce

Now that we've explored the biggest priorities for retail leaders going forwards,
the trends that are shaping the landscape, the creators that are driving i1t as
well as and the audience that are responding to it, your brand is that much

closer to making a success of Social Commerce at your brand.




About the authors
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duel.

Duel 1s an Advocate Management SaaS platform, used by
enterprise retall brands, to build Social Commerce programs
and grow through the advocacy of their customers and fans.

Charlottelilbury  vonica N A [v |||||| PANDORA 5AE;SQ)M\I t\\Rab
BEAUTY = = CHARLES MINT
cLeMIS ce .
PIE CEITH VELVET KUHL
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Interested in learning more
about Social Commerce
programs for your brand?

duel.tech:y



https://www.duel.tech/

