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This report looks at the following areas:

» The impact of COVID-19 on consumer behavior and the ecommerce
market

¢ Increased focus on value due to the recession

* How consumers are using their social media platforms during the shopping
process

What's needed to drive consumers to purchase through social channels

The way consumers are shopping online continues to evolve — and social
commerce will play a larger role moving forward. As consumers shop more
online due to the COVID-19 pandemic, brands and retailers have the
opportunity to drive awareness, engagement, and purchases through social
channels. The confinued adoption of social commerce will sfreamline the
shopping process as consumers can complete their journey without ever having
o leave the platforms.

are subject to change due to currency fluctuations.

“Prior to COVID-19, the
ecommerce ecosystem was
continuing its ongoing
evolution. This included
incorporating the latest
technologies and platforms
that streamlined the shopping
process for consumers —
including the continued
adoption of social commerce
capabilities.”

- Katie Yackey, eCommerce
Analyst
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APPENDIX - THE CONSUMER

Figure 43: Consumer inferaction on social media
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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