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analy sis
C H A L L E N G E
Social commerce, or the alliance of social 
media and ecommerce, is creating a new online 
shopping dynamic. 

Social platforms are transforming into hubs for 
entertainment, news, and product research, 
creating new opportunities to engage with 
customers in this environment. Omnichannel, 
which refers to the ability to deliver a seamless 
and consistent experience across different 
platforms and devices, now predominates 
online consumer experiences. As a result, 
there is mounting pressure on brands to 
streamline their marketing models across 
devices and applications. 

In fact, social media is becoming a privileged 
resource for customer engagement and 
customer retention. Working in tandem with 
Big Data and the insights it provides, messaging 
on social media creates the opportunity for 
retailers to hone in on small customer segments, 
make accurate forecasts of customer behaviors, 
and get a detailed understanding of how 
customers form emotional links with brands.

In Embracing Social Commerce: Strategies, 
Successes, and Future Investments among Retailers, 
we examine how social media helps brands 
achieve these links and build strategies for 
long-term success. This report is based on the 
survey responses of retailers who, in working 
with social media, have uncovered new strategies 
and preferred techniques. In the following 
pages, readers will uncover which channels and 
techniques retailers intend to invest in moving 
forward and get a sense of how social commerce 
will evolve in coming years.
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I N S I G H T S
The majority of respondents 
have already created emotional 
connections with their 
customers. A full 73% say that 
such a bond has already been 
forged, making it possible for 
social commerce to build on that 
engagement. Only 27% say that 
such a connection has not yet 
been created for their brands.

Developing a meaningful 
customer engagement 
strategy is a challenge that 44% 
of companies struggle with the 
most. At the same time, 38% of 
these organizations are seeking 
to build a reputation that 
consumers recognize and trust, 
meaning that they are trying 
to build on the emotional bond 
that their brands have already 
created.

89% of the companies 
surveyed are either currently 
utilizing social commerce, 
implementing social commerce, 
or planning to do so in within 
24 months at the latest. Only 
11% of respondents say that 
they have no plans to implement 
social commerce campaigns.

50% of respondents are 
working to align social media 
advertising with their overall 
ecommerce strategy. 

75% of companies surveyed say 
that they will either increase 
their investment in social 
media marketing within the 
next 12 months, or will maintain 
the same level of investment.

A majority of those respondents 
who are already engaged in 
social commerce are, in fact, 
already realizing improved 
customer communications 
(62%). Almost half of 
respondents engaged in social 
commerce (49%) say it helps 
them personalize customer 
experiences based on behavior 
and increase the visibility of their 
product listings.

Instagram is a preferred 
platform for 92% of retailers 
engaged in social commerce, 
followed by Facebook (77%), 
Twitter (57%), and Pinterest 
(47%). 



E M B R ACI N G S O CI A L CO M M E RCE:  Strategies, Successes, and Future Investments among Retailers

4
https://www.stackla.com/go/social-commerce-us/?utm_campaign=wbr_commerce_report

User-generated content UGC the now 

most powerful form of social proof.

Stackla helps retailers inspire shoppers, 

build trust and drive sales by putting 

shoppable UGC at every point in the 

buyer’s journey.

Start connecting content to commerce. Learn more at stackla.com

When we put UGC photos on web pages, people make quicker purchase decisions. I don’t 

think we’d be as personalized or authentic without the UGC capabilities Stackla's given us”

“

44%30% 183%
Increase in sales Boost in time on site Growth in social follows

Drive Sales with 
Authentic Social 
Content

Stackla customers get 
real results with UGC

Don’t look at me
Fresh Face Mask

Sabine Schwirtz. Community Manager, Lush Cosmetics North America

BUY NOW

https://stackla.com/go/social-commerce-us/?utm_campaign=wbr_commerce_report
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analy sis
R E S E A R C H

What is your annual revenue (company size)?

What is your role?

In terms of enterprise size, this study is 
weighted with larger companies: 62% have 
an annual revenue that is greater than $500 
million, and 21% are in the mid-market range 
with annual revenue between $100 million and 
$500 million.

>$500 Million (Enterprise)

$100 million - $500 million (Mid-Market)

<$100 million (SMB)
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The remaining respondents are in closely 
related fields: 9% in social media proper, 8% in 
customer experience, 4% product development, 
3% IT, 2% customer acquisition, 2% CEO, 1% in 
communications—with 3% in other roles.

Most respondents represent roles that are at 
the front lines in terms of social media, with 35% 
in ecommerce and 33% in digital marketing. 

62%

21%

17%

35%

33%

9%
8%

4%
3% 3%

2% 2%
1%
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What is your seniority?

Would you say that your customers have 
emotional connections with your brand?

There is also a wealth of experience at the 
highest level within the data. A majority of 
the respondents (56%) are directors, 20% are 
managers, 11% are VP/executives, and 6% 
are from the C-Suite. An additional 7% are 
department heads. 

Social commerce depends heavily on customer 
engagement; the emotional links consumers 
form with a brand are forged and reinforced by 
social media content and engagement.

Any successful marketer will confirm that most 
purchasing decisions are made with the heart 
and not the head. When working with social 
media, brands leverage that engagement with 
a narrative that expands brand awareness, 
perception, and purchase intent. Just as 
important, consumers tend to share these 
messages more than others with their network: 
This is a very powerful way for new customers 
to engage with a brand.

It is not surprising that the majority of 
respondents have already created emotional 
connections for their customers with their 
brands. A full 73% say that such a bond has 
already been forged, making it possible for 
social commerce to build on that engagement. 
Only 27% say that such a connection has not 
yet been created for their brands.

C-Suite

Department Head

Director

Manager/Senior Manager

VP/Executive

No

Yes

with a brand succeed in social  commerce.

Companies that build an 

E M O T I O N A L  C O N N E C T I O N

27% 	

6% 	
7% 	

56% 	

20% 	

11% 	

73% 	
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With which of the following areas do you 
struggle the most? 

Nonetheless, customer engagement is a 
predominant problem for a large segment 
of respondents. Developing a meaningful 
customer engagement strategy that has 
internal approval is a challenge that 44% of the 
companies struggle with the most. As these 
companies and their brands have already forged 
an emotional bond with their customers, they 
are hard at work at finding ways to expand this 
engagement using the most effective tool—
social media. At the same time, 38% of these 
organizations are seeking to build a reputation 
that consumers recognize and trust.

Another group of respondents (35%) are 
challenged by the need to identify the customer 
segments most likely to engage in a meaningful 
way. Consumer brand experience is a key 
factor in customer acquisition and retention, 
so providing levels of experience targeted 
to specific segments is a recipe for success, 
and social media enables messaging that can 
be closely targeted. Given that social media 
enables messaging that can be closely targeted, 
it’s an excellent venue for establishing customer 
connections that can be used for further 
segmentation.

Deriving customer trends from Big Data is, 
of course, a key part of digital transformation 
at many organizations. It permits close 
observation of customer behaviors which then 
can be addressed with personalized messaging. 
Linking social media to the insights taken from 
Big Data provides a superb opportunity to 
initiate and develop engagement. 

A similar effort is underway at 41% of the 
companies surveyed, which are leveraging 
unstructured data to learn about customers’ 
personal values, goals, and other types of 
sentiment and preference-based information. 
Data collection is no longer an issue, but 
cleaning unstructured data and processing 
it constitute major challenges that AI and 
machine learning are only just beginning to help 
overcome.

Developing a meaningful customer engagement strategy 

that will receive internal approval

Leveraging unstructured data to learn more about 

customers’ personal values, goals, and others

Building a reupation consumers recognize and trust

Adopting machine learning and/or AI that could help 

us analyze data for the purpose of building meaningful 

customer relationships

Identifying the customer segments most likely to engage 

with our brand in a meaningful way

Fostering long-term communities that generate emotional 

connections

Launching engagement and social campaigns that have a 

personal impact on customers

44%

41%

38%

38%

35%

33%

30%

Nearly half  of  respondent s are leveraging 

B I G  D A T A  &  S O C I A L  M E D I A
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Put in the simplest terms, the insights taken 
from Big Data tell businesses what customers 
want. Addressing this means assuring 
engagement and customer retention. Adopting 
machine learning and/or AI that could help 
analyze data for the purpose of building 
meaningful customer relationships is already a 
priority for 38% of companies. 

Another factor that can determine success or 
failure in a social media campaign is the ability to 
build a community around the brand. Nothing 
creates engagement like discussion among 
consumers; as they express their ideas, they 
attract others who react, and all of this emotion 
goes right into making the brand attractive. This 
is why 33% of respondents are already engaged 
in an effort to foster long-term communities 
that generate emotional connections.

A community-based brand builds loyalty with 
interactivity, building discussion around the 
product or service. It should not involve any 
hard selling, but rather show how the brand 
engages customers on a personal level and 
assists with their tangible needs. Identifying 
tangible needs within the consumer segments 
being targeted also emerges from a community 
of this type. Are customers consistently seeking 
to share the different ways in which they use 
your product? Are they seeking support? Are 
they hoping to cultivate specific skills, or are 
they interested in giving back? Community 
platforms should allow customers to engage 
with the brand in the way that they find most 
pleasant and useful. 

With this means of understanding customer 
behaviors and trends, companies will have the 
capability to build closer relationships with 
customers, across all of their channels. 

However, launching engagement and social 
campaigns that have a personal impact on 
customers is proving to be a challenge for 30% 
of respondents.

There are a number of specifics to this kind 
of challenge. It’s important for a social media 
campaign to have clear and defined goals. 
This involves identifying key segments and, 
if possible, even smaller groupings of both 
potential and existing customers who would 
respond to the campaign on an emotional level. 
Then, the right messages must be individuated 
and linked to a clearly defined marketing goal. 
Using the right mix of social media is also a key 
challenge, as LinkedIn, for example, does not 
offer the same kind of communication that 
Facebook does. Learning how to use influencers 
is also a key part of any social media campaign. 
Too many social campaigns have foundered 
because the right tools weren’t used or because 
the messaging wasn’t relayed by the right 
influencers.

Many companies seek to get the r ight

P E R S O N A L  I M P A C T
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The vast majorit y of  companies either 

campaigns or will  soon
A L R E A D Y  H A V E  S O C I A L  C O M M E R C E

All of this helps to explain why 89% of the 
companies surveyed are either currently 
utilizing social commerce, implementing social 
commerce, or planning to do so in within 24 
months at the latest. Only 11% of respondents 
say that they have no plans to implement social 
commerce campaigns.

It is worth noting that nearly half of the 
companies surveyed are already at work in 
social media: 21% of the companies already 
have social commerce campaigns in place, 
while another 22% are in the process of 
implementing them. This shows that social 
commerce is already recognized by a large part 
of respondents as a priority and a viable means 
of driving growth. Notably, another 17% will 
be ready to launch social commerce campaigns 
within a few quarters. Meanwhile, 10% will 
move to implement social commerce in the next 
12 to 24 months and 19% will implement it 
within the next 24 months or more.

Brands clearly recognize the overall value of 
social commerce; however, they also appear to 
recognize that succeeding with this approach 
requires a strong infrastructure that can 
leverage customer data and a long-term 
strategy that is both contextual and repeatable.

What is your current timeline for social 
commerce adoption?

We are not currently considering social commerce

Within the next 24+ months

Within the next 12-24 months

Within the next several quarters

Currently implementing

We are currently utilizing social commerce

11%

19%

10%

17%

22%

21%
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A vast majorit y of  companies are 

with their  overall  ecommerce strategies
A L I G N I N G  S O C I A L  M E D I A

The majority of retail companies surveyed say 
they are already coordinating their social media 
advertising initiatives with their overall ecommerce 
strategy (50%) or are currently working on doing so 
(17%). However, exactly one-third of respondents 
are not coordinating the two strategies and are not 
working on a plan to do so.

There has long been a link between social media 
advertising and ecommerce, and many companies 
are already using social media ads as a way to obtian 
more traffic on their ecommerce sites. This could 
account for the fact that half of respondents are 
already coordinating the strategies. As companies 
continue move toward omnichannel customer 
engagement, it is likely that more brands will merge 
social media advertising with ecommerce.

A majority of those respondents who are already 
engaged in social commerce say they are realizing 
improved customer communications (62%). The 
ability to personalize customers experiences 
based on behavior and the increased visibility of 
product listings are two benefits which 49% of 
respondents have realized. Similarly, 42% of the 
brands surveyed are seeing enhanced product 
reviews and recommendations.

Beyond engagement, companies are realizing that 
an improved customer experience is also a benefit 
of engaging in social commerce. The ability for 
customers to share and interact with transaction 
details has proven effective at 38% of companies, 
while 31% have improved the customer journey or 
made it easy for customers to make a purchase.

Have you coordinated social media 
advertising with your overall 
ecommerce strategy?

Yes

No

We are currently rolling this out

What benefits do you most associate 
with social commerce?

Improved customer communications

Ability to personalize customer experiences based on behavor

Increased visibility of product listings

Enhanced product reviews/recommendations

Customer ability to share/interact with transaction details

Improved customer journey/ease of purchase

62%

49%

49%

42%

38%

31%

A majority of companies already see 
benefits from social commerce

50% 	

33% 	

17% 	
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A majorit y of  companies will  either

their  level  of  investment in social  media
I N C R E A S E  O R  M A I N T A I N 

The myriad benefits associated with social 
commerce explain why most companies 
surveyed will either increase their investment 
in social media marketing within the next 
12 months or maintain the same level of 
investment. Forty percent plan on increasing 
the budget for social media marketing while 
another 35% say they will maintain the same 
budget. Only 16% plan to decrease their 
investment in social media, while a mere 9% 
have not yet made any investment at all.

Do you anticipate changes in your budget 
allocated to social media marketing 
within the next 12 months? 

Yes, we are increasing our investments in social 

channels

Yes, we are planning to decrease our investments in 

social channels

No, these investments will remain the same

No, we do not currently have any investments in 

social channels

Yes

No

We are currently rolling out this capability

A majority of respondents are either using 
native ad listings on social media sites (47%) or 
are in the process of rolling out the capability 
(12%). However, 41% of respondents don’t 
include selling via native listings in their social 
commerce strategy, nor do they have plans to 
roll out the capability. 

Does your social media/social commerce 
strategy include selling via native listings 
on social media sites?

More than half of respondents work  
with native advertising 

40% 	

47% 	

41% 	

12% 	

16% 	

35% 	

9% 	
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What is your annual revenue (company size)?

What is your role?

What is your seniority?

We can refine our broad sense of the value and 
effectiveness of social commerce by drilling down 
into the dataset with a specific 100 responses. In 
these responses, most of the respondents work 
in areas directly related to online marketing and 
ecommerce, so their contribution is of particular 
interest. Furthermore, these respondents 
highlight their own choice of methods and tools 
that lead directly to results.

The specific demographics for this section 
show that 88% of the companies are very large, 
with revenue greater than $500 million, while 
12% are in the midmarket range, with revenue 
of $100 million to $500 million. None of the 
respondents in this segment represent SMB.

The distribution of roles is more specific 
to ecommerce and marketing, with 40% of 
respondents in digital marketing, 35% in 
ecommerce, 17% in social media, 6% in product 
development, and 2% in customer experience.

However, a full 83% of these respondents are 
directors, with 7% representing VP/Executives, 
6% representing department heads, and 4% 
from the C-suite.

>$500 million (Enterprise)

$100 - $500 million (Mid-Market)

Customer Experience

Product Development

Social Media

Ecommerce

Digital Marketing

C-Suite

VP/Executive

Department Head

Director

88% 	

2% 	6% 	

17% 	

35% 	

4% 	
7% 	

6% 	

83% 	

40% 	

12% 	
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is  st ill  a  subjec t of  debate among respondent s
A T T R I B U T I O N

As a means to determine how brands calculate 
value, researchers asked these respondents 
which method of attribution they favor. This 
continues to be a fraught question with a 
number of prevailing viewpoints.

Attribution assigns value to the channels that 
drove an outcome, whether it’s revenue-related 
or not. For instance, attribution measures a 
purchase or a click or a download.

Of these respondents, 34% assign attribution 
to the last click and 33% assign attribution 
to the first click, while 31% assign it to time 
decay, which is an algorithm-based method 
for measuring how long social media content 
lasts. Only 1% use linear attribution, based 
on dividing assignment among all interactions 
a viewer has had with the material, while a 
separate 1% prefer position-based attribution, 
which splits assignment between the first 
interaction and conversion.

What method do you currently use for 
attribution?

First Click

Last Click

Time Decay

Position-Based

Linear Attribution

But there is a more general consensus on which 
channels the respondents prefer to advertise in.

Of the group taken as a whole, 71% prefer 
online marketplaces, while 65% opt for 
streaming websites like YouTube. Meanwhile, 
62% prefer paid searches and 61% favor 
advertising on Facebook, Instagram, and other 
social media sites. Organic web traffic is a 
preference of 57%, while 30% opt for brick-
and-mortar channels.

Which channels do you currently advertise in? 

Brick and mortar

Organic web traffic

Facebook/Instagram/Social media

Paid search

YouTube/streaming websites

Online marketplaces

30%

57%

61%

62%

65%

71%

Most companies prefer online marketplaces 

33% 	

34% 	

31% 	

1% 	 1% 	
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are the preferred tools
R A T I N G S  A N D  R E V I E W S 

Companies that advertise and engage with 
customers on social media have a clear 
preference for ratings and reviews, with 82% 
already making use of them and 25% planning to 
use them in the next 12 months. As we’ve seen, 
interactivity is a key element of social media 
community building, and ratings and reviews 
provide consumers with a means to voice their 
feelings about a brand, its products, and the 
customer experience it provides.

Not surprisingly, social platforms are a 
preferred social commerce tool for 71% of 
respondents, with 35% claiming to make use 
of them within the next 12 months. Social 
shopping tools, on the other hand, are a primary 
choice for 68% of the brands surveyed, with 
35% planning to use them in the next 12 
months. Finally, 63% of brands currently opt to 
work with influencers and 44% plan to use them 
within the next 12 months.

Which social commerce tools do you 
currently utilize? 

Influencers

Ratings and reviews

Social platforms

Social shopping tools

63%

44%

82%

25%

71%

35%

68%

35%

In terms of which social media platforms brands 
favor, there are clear preferences. Instagram 
is the most popular platform, with 92% of 
respondents currently using it. Facebook (77%), 
Twitter (57%), and Pinterest (47%) next on 
the list. Not surprisingly, it is the most popular 
social media platforms among consumers that 
earn the most attention from retail brands, and 
competition on these platforms is fierce.

Other platforms like Reddit (30%), LikeToKnowIt 
(30%), WeChat (29%), and Slickdeals (21%)
represent smaller, but healthy shares of 
respondents, and can be ideal for targeting 
specific types of social media user or breaking 
out of potentially over-saturated channels. 

Instagram is the preferred platform

Currently using

Will use in the next 12 months
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C O N C L U S I O N
Because social media is already considered 
a monolith among retail advertisers, it’s easy 
to forget that the concept of social media as 
we know it today is less than 20 years old — 
Facebook was founded in 2004.

As our survey confirms, social media has 
become one of the most predominant means of 
communication between brands and customers 
in a very short span of time. It has profound 
implications for the future of social commerce 
and the customer experience.

While the vast majority of respondents are 
already using social media in some capacity, be it 
for marketing or customer communication, there 
are clear changes emerging in how brands plan 
to use social media platforms to build customer 
relationships. 

Developing more meaningful customer 
engagement strategies beyond simple 
advertising is one area that many brands will 
likely explore, alongside the deployment and 
use of new data technologies to build more 
personalized customer experiences.

Nonetheless, a majority of respondents are 
already enjoying the benefits of their customers’ 
emotional connection with their brand and these 
new channels of communication. Only those 
retailers who seek to expand upon their hard-
won gains, learn from their failures, and leverage 
customer data will be able to attract and retain 
customers in the future.

Put simply, social commerce is a powerful 
method for acquiring and retaining customers 
because it allows a brand to engage with 
those customers in the ways they recognize 
and are comfortable with from their personal 
interactions on their platforms of choice. Brands 
are only just beginning to realized the untapped 
power that social media has in this regard, and 
it will be interesting to see how the strategy 
evolves in the coming years.
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Methodolog y
A P P E N D I X  A : 

A B O U T : 

The results analyzed in this report were gathered 
from responses to a digital benchmarking 
survey, and prepared by eTail researchers. 200 
executives responded to the survey. 

eTail is where the top minds in retail 
meet, collaborate and learn about what’s 
disrupting the industry today and what’ll 
change tomorrow. Designed to build your 
business and your profit, we cut out the fluff 
and provide you with content from retail 
innovators in the trenches. 

From our beginnings in 1999, to running 9 
eTail conferences worldwide in 2015, it’s fair 
to say we, like the retail industry, have come 
a long way. We started before the dot.com 
bubble burst, we were there when Amazon first 
recorded profits, when Facebook was launched, 
when Apple released its first iPhone, IPO in US 
history… the list goes on. Learn more about us 
at https://etaileast.wbresearch.com/

We are a team of writers, researchers, and 
marketers who are passionate about creating 
exceptional custom content. WBR Insights 
connects solution providers to their targeted 
communities through custom research 
reports, engaged webinars, and other 
marketing solutions.

Learn more at http://digital.wbresearch.com

Stackla is the world’s smartest visual content 
platform, helping marketers discover, manage 
and publish the best authentic consumer 
content across all their marketing touchpoints. 
With an AI-powered user-generated content 
(UGC) platform and asset manager, Stackla 
sits at the core of the marketing stack enabling 
brands to build a rich library of visual content 
by actively finding, recommending and rights 
managing content from across the social web 
to fuel personalized and shoppable content 
experiences at scale. Trusted by 350+ brands 
across retail, CPG, travel, automotive, education 
and nonprofits, Stackla is designed to meet the 
needs of enterprise-level organizations like 
McDonald’s, Lush, Kmart, Expedia, Ford and 
Canon. For more information, please visit  
www.stackla.com and follow us on Twitter  
at @stackla. 

https://stackla.com/go/social-commerce-us/?utm_campaign=wbr_commerce_report

