TOP SOCIAL
COMMERCE PLATFORMS
Business Potential, Key Features & Use Cases
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Have you noticed that recently more
and more brands have started selling
their products directly through social
media? IKEA, for instance, now allows
you to shop for items directly from
their interior design looks on Instagram, while fashion brand Louis Vuitton takes you on an entire journey
through their virtual store on Snapchat.
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These are just two examples of social
commerce – the newest online conversion channel – that brands are leveraging to shorten the sales cycle. While it
was already on the rise over the past few
years, social commerce has now gained
additional momentum due to the
COVID-19 pandemic.
Below is an overview of how you can use
Facebook, Instagram, Pinterest,
Snapchat, and TikTok to maximize your
selling potential in 2021 and beyond.
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THE KEY PLAYERS IN THE
SOCIAL COMMERCE SPACE
IN WESTERN MARKETS
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The social commerce space is cur
rently dominated by four main play
ers: Facebook, Instagram, Pinterest
and Snapchat. However, with TikTok’s
soaring popularity, we might soon
expect this social media channel to
increase its e-commerce market
share.

LET’S START OFF
WITH AN
OVERVIEW OF THE
BIGGEST SOCIAL
MEDIA CHANNEL.
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THE BUSINESS
POTENTIAL
OF FACEBOOK

Facebook is undoubtedly the big dog
among social media giants, with 1.4
billion active users daily. Would you
believe that back in 2014, Facebook
generated only 16% of social commerce sales? Today this number has
grown to a staggering 85%, with an
average order value equal to $55.
And what’s more, Facebook ads
have the highest conversion rate of
all social media channels, standing
at 4.7%.
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WHAT CAN
FACEBOOK OFFER
YOU AS A SOCIAL
COMMERCE PLATFORM?
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FACEBOOK SHOPS
Facebook Stores, which were previously
available only to large enterprises, are
now being merged into Facebook
Shops – and are also being targeted
at small-to-medium businesses.
The store creation is free, and businesses
can select which products from their cata
log to feature. They can also use a cover
image and brand colors to further customize their shop.

01

To facilitate the launch of a dedicated store,
Facebook partnered up with the top 8
e-commerce platforms, including Shopify
and Woo.
What does Facebook Shop offer? Apart
from letting you showcase your product
images and information, it lets you sell directly via the platform, manage orders, coll
ect customer insights, and run personalized Facebook Ads based on purchase data.

9

BUY NOW BUTTON
The ‘buy now’ button is the simplest social
commerce feature, allowing Facebook users
to purchase items.
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source: Facebook
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MARKETPLACE

CHATBOTS

Facebook’s Marketplace started off
as a community space that allowed
users to sell used and new items.
However, as the module has proven
effective in peer-to-peer transactions
– especially in the U.S. – it is now also
being explored by businesses.

Businesses have also discovered that selling via chatbots can take the burden off
of customer service agents. By implementing a chatbot on Facebook, businesses can advise tentative buyers, recommend the best items, and push them
towards a sale.
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With Marketplace, companies can
control the entire buyer’s journey –
from communicating with potential
buyers via Messenger chat, up to finalizing the sale.
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LIVE STREAMING
Now, remember how we mentioned live
streams being one of the most advanced
social commerce tactics? Guess what...
Facebook is also “letting brands and creators (…) tag products in their videos, allowing for the possibility [of] QVC-style
shopping channels on Facebook and Instagram and letting influencers plug their
sponsors when they go live.”
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USE CASES
Pantene North America
Pantene was one of the first brands to leverage social shopping on the platform. It
allowed its North American customers to
browse items, save them to wishlists, and
proceed to checkout on the Walgreen
website by clicking on the ‘Buy now’ button.

source: Facebook

Pantene has uploaded selected products,
along with full listings such as a description and the price.

source: Facebook

13

THE BUSINESS
POTENTIAL
OF INSTAGRAM

The Instagram platform offers the
second-highest conversion rate
among all social media, coming in
right after Facebook. However,
Instagram is the absolute king when
it comes to user engagement, with
a 1% engagement rate.
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According to Shopify research,
“ the average order value for customers
referred from Instagram is $65.00”,
with 42% of Instagrammers earning
more than $75k a year. This creates
incredible opportunities for closing
sales through the social media channel
as it deepens its focus on social
commerce.
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INSTAGRAM
SHOPPING

Instagram is constantly expanding
their Instagram Shopping module.
It now includes several features
such as product tags and in-app
checkout.
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PRODUCT TAGS &
SHOPPABLE LOOKS
Brands can tag their products in posts
and Instagram stories, and they can
also appear in the ‘Explore’ option,
which further boosts product discoverability. If a user clicks on a product
tag or a product sticker, they will be
transferred to a product description
page that includes:
- Product image
- Product description
- The price
- A link to the website where they can
purchase the product
source: Instagram

source: Instagram
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INSTAGRAM
CHECKOUT
Instagram plans to introduce in-app
checkout, which will allow shoppers
to purchase items without leaving the
Instagram app. The social media company also aims to integrate in-app purchases with companies’ loyalty programs and connect users with their
client service.

source: Instagram
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USE CASES
There are several brands that have already
tested Instagram Checkout in beta mode –
among them, the sneaker brand Adidas.
The company’s CEO Kasper Rorsted spoke
highly of the feature. He reported that the
company witnessed a 40% spike in sales in
Q1 2019 thanks to this feature, compared to
24% in the same quarter of 2018.
Sephora is one of the companies that have
already decided to give Instagram Checkout
a try once it is live. They have selected 80
brands to be available for sale via the platform.

Carolyn Bojanowski, SVP and GM
of e-commerce for Sephora, says that
“Sephora is thrilled to work with
Instagram on this unique social shopping
experience.
Our clients engage with social media
in so many ways, like drawing inspiration
from the community, getting tips from
experts or learning about new beauty
trends, so we’re always looking for new
ways to enhance that beauty journey.
We’re excited to deliver Instagram
checkout, a new, seamless, direct, and
secure way to shop across our brands’
accounts, while still getting the perks of
being a Sephora client.”
19

THE BUSINESS
POTENTIAL OF
PINTEREST

There are over 175 million active users
on Pinterest, and 47% of them admit to
using it as a source of product inspiration
and as a purchasing platform. This
number is 3 times higher in comparison
to Facebook and Instagram, which makes
Pinterest one of the key players in the
social commerce space.
The platform is especially loved by
Millennials in the US, with 50% of them
using iton a monthly basis. They say
that Pinterest inspires them to fulfill
their dreams.
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WHAT CAN
PINTEREST OFFER
YOU AS A SOCIAL
COMMERCE
PLATFORM?

Pinterest has introduced numerous
features to help brands sell effectively
on the platform. These include:

21

LENS
The company continuously innovates to
make the medium as social commerce
friendly as possible. They have enhanced
their visual discovery engine with Lens to
“surface shoppable products or suggestions based on consumer snaps – with
the current price for an item and a direct
link to the checkout on the retailer’s site”.
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This new feature has allowed the company to triple the number of visual searches, as users can easily find what they are
looking for without using any words to
describe it. As announced by Pinterest –
“If you see it, you can shop it”.
source: Tamebay
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SHOP THE
LOOK ADS

This enables traders to display up to 25
products on a single ad, while at the
same time helping Pinners to discover
great products in the content of a Pin’s
image, and click to checkout on the retailer’s site.
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source: Pinterest
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NEW BUSINESS
PROFILES

Business profiles are getting revamped
to resemble a personal business page
on the discovery engine. There is
a dedicated ‘Shop’ tab that lets consumers purchase directly from the seller’s profile, which also drives traffic to
their site. The redesign gives businesses more personalization options.
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source: Pinterest

For example, they can include a video or
an image in their profile cover to better
show their brand personality and drive
more engagement from Pinners.
Pinterest knows the importance of good
customer service, so they streamlined
navigation and updated messaging
features for quick customer support 
and feedback.
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CATALOGUES &
SHOPPING ADS
Brands can easily upload their product
catalogues to Pinterest, and automatically turn them into shoppable Pins. Products from the catalogues can also be
turned into Pinterest ads, which will be
attractively displayed in the feed to inspire Pinners and drive sales.
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source: Pinterest
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PINTEREST
IS DEDICATED
TO MAKING THE
SHOPPING
EXPERIENCE
AS SEAMLESS
AS POSSIBLE
FOR BOTH BUYERS
AND SELLERS

“As people around the world use
Pinterest for shopping inspiration, we’ll
continue making updates to help Pinners
discover the right Pin to shop at the right
time, while giving businesses the tools to
reach people while they’re in a planning
mindset.” No wonder that an average
sales value on Pinterest is $50, which is
one of the highest among social media
platforms.
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USE CASES
Forever 21 has a well-groomed profile on
Pinterest, with over 10m monthly viewers.
It is perfectly tailored to their primary
target audience: millennial women. Each
board is categorized in line with how customers search the Forever 21 site. Product boards are displayed first to enable
quick product discovery, especially for
new users.

To drive engagement, each board is rich
in pins – a high pin volume increases
following.

The brand has boards which cover their
entire assortment, from activewear to
home. Each board includes an attractive
image, with a category name such as
“swim”.

Including a link back to their site in the
bio drives referral traffic and increases
sales.

To optimize for Pinterest’s search, each
pin is keyword optimized with relevant
phrases like “chiffon fabric” or “short
sleeves”, in order to enable discovery and
boost exposure.
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source: Sell Brite
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THE BUSINESS
POTENTIAL
OF SNAPCHAT
If you’re targeting users under the age
of 24, Snapchat is definitely a medium
you will want to prioritize. A staggering
90% of all U.S. 13-24 year-olds can
be found on the platform.

Furthermore, its users clearly love
a good bargain. According to a
Snapchat-commissioned study,
it has been estimated that platform
users spent 20% more during shopping
events like Black Friday than the average non-Snapchat buyer.
Another reason to consider Snapchat
is that its users are already very comfortable with Augmented Reality (AR) –
an increasingly popular tool in social
commerce. Reportedly, over 170 million
Snapchat users engage with AR technology daily – on average, 30 times a
day.
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HOW CAN YOU USE
SNAPCHAT AS A SOCIAL
COMMERCE PLATFORM?
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SNAPCHAT
COLLECTIONS
Collections are Snapchat’s most
e-commerce friendly advertisements.
They let you feature up to four different products, along with calls-to-action (CTA’s) with redirects to your
online store. Collections can be used
to complement Story Ads and Snap
Ads, which should be used
earlier in the sales funnel to sell
a brand’s story.
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source: Business of Apps
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LENSES
Lenses, previously used for entertainment purchases, can now also be used
for e-commerce sales. In a piece for
Vogue Business, Product Marketer
Carolina Arguelles, who is responsible
for Snapchat camera development,
points out that “we used entertainment to educate the mass consumer
on how to enable AR.
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Now, we’ve moved from pure entertainment and expanded the
use-case(...). The Snapchat camera
is connecting brands to their audiences in new ways.”
Snapchat is the first social medium
that lets users try on not only hats,
sunglasses, or makeup, but now also
shoes as well. The company has partnered with AR startup Wannaby, who
offer a shoe try-on & purchase module.
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Soon, Lenses will also be able to be
triggered by voice scan, enabling users
to find specific lenses rather than
simply browsing through them manually. For example, if a user says “try on
smoky eye” or “try on cat eye sunglasses”, Snapchat will be able to apply
a lense created by a relevant company.
If the user likes what they see, they will
be able to finalize the purchase.
Lenses can be created by brands
using Camera Kit.
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source: Vogue Business
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TAKE SCAN
Take Scan is another step into the
future of social commerce. Users are
able to scan a barcode or brand logo
in order to be taken to an advanced
AR shoppable installation. The introduction of Take Scan comes at a time
when brands might be forced to emulate the real-life, in-store shopping experience, should a COVID-19 lockdown
happen again.
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USE CASES
SnapChat announced that one of the
first brands to test out their Take Scan
feature is French fashion giant Louis
Vuitton. If users scan the brand’s iconic
monogram, they will be taken to a 360
installation featuring both the newest
shoppable pieces, as well as being able
to view their iconic trunks as part of a
virtual exhibition.
On the other hand, PepsiCo, along with
many other brands on Snapchat, continues to leverage Collection Ads
to promote its offering. It has especially
gained media attention with its newest
soft drink campaign – Drinkfinity.
source: Instapage
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THE BUSINESS
POTENTIAL
OF TIK TOK

TikTok is the fastest growing social
media platform, with over 800 million
active users as of July 2020. It’s also
the most downloaded app on the
Apple App Store - with 33 million
downloads registered in Q1 of 2019.
What also speaks in TikTok’s favour is
its high engagement rate – 90% of
users access the app on a daily basis
and on average spend 52 minutes in
the app.
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WHAT CAN
TIKTOK OFFER
YOU AS A
SOCIAL COMMERCE
PLATFORM?

With the introduction of TikTok for Business, it looks like TikTok is ready to take
the social commerce space by storm. It
serves as a platform for all its current
and future marketing solutions for
brands, giving them access to various
ad formats and features including:
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TOP VIEW
An ad which appears right after
launching TikTok, and which lasts up to
60 seconds with the sound on.

BRAND
TAKEOVER
This is a full screen ad that appears on
the feed, and which is prioritized over
user generated content. Only one brand
per category per day is featured, which
guarantees high exposure. It can be in
a video or image format.

01 02

38

IN-FEED VIDEOS
A video ad which lasts up to 15 seconds, displayed in-feeds for one day
only. The starting price for this ad
format is $26,000 for 3.6 million impressions.
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HASHTAG
CHALLENGES
This is considered TikTok’s flagship ad
format. Advertisers can create custom
dance or comedy challenges – with an
assigned hashtag – which acts as a
call-to-action for users to create their
own versions of the challenge. They have
6 days to submit their videos. The
hashtag challenge also incorporates
Hashtag Plus, which adds a shopping
feature to the whole experience.
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BRANDED
EFFECTS AND
BRAND SCAN
This gives brands an opportunity to
take a more active part in the content
creation experience. A brand or
product can be featured in a 2D, 3D or
even AR format, in either the
foreground or the background of the
video. Adding a hashtag challenge to it
further boosts engagement.

ADDING LINKS
TO PROFILE BIOS
TikTok has allowed some users to add
links. These links lead to e-commerce
sites, to their profile bios and videos, or
to any other destination. This helps with
driving more traffic to the sites, and improves sales.

05 06

40

ADDING LINKS
TO PROFILE BIOS
AND VIDEOS

source: Instagram
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USE CASES
As a way of coping with the COVID-19
pandemic – which pushed Levi’s into
temporarily closing their stores – the
company entered into an advertising
partnership with TikTok in order to
drive more customers to their online
stores. They were one of the first
retailers to use the “Shop Now” button
in TikTok, letting consumers make
purchases via links posted to TikTok.
Levi’s say that engagement is high,
and they have observed a significant
increase in their site traffic.

To maintain this trend, Levi’s started
a collaboration with TikTok influencers
Callen Schaub, Cosette Rinab, Gabby
Morrison and Everett Williams. They
invited them to try their laser-powered
Future Finish 3D denim customization
technology to create their own denim.
The influencer videos were turned into
in-feeds ads, allowing consumers to
buy the custom-made designs from
the Levi’s website.
TikTok >
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SUMMARY

The number of social media users is
growing, so it’s natural to assume that
social commerce will become an
important element in the future of online
sales. All of the platforms mentioned
above have prioritized the development of
social commerce features. That means
now is the time to get onboard.
If you have enjoyed reading this piece,
make sure to subscribe to Newscatcher
– an e-commerce hub brought to you by
Molecular BBDO, which features podcasts,
articles, and reports on the hottest topics
in the e-commerce industry.
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HOW CAN
WE HELP?
Molecular is the global e-commerce hub of
BBDO Worldwide, an award-winning
advertising agency. Molecular supports
customers globally with e-commerce
consulting, strategy development and asset
production.
If you would like to make the most of social
commerce, Molecular BBDO will be thrilled to give
you a hand.
Reach out to us at https://molecularbbdo.com/
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