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ONLINE GROCERY 
IS THE NEXT BIG 
THING IN RETAIL



THE GROCERY 
EXPERIENCE IS 
CHANGING

In 2019, between 11% and 13% of 
Walmart customers use Grocery 
Pickup, and by 2020 it will account 
for 33% of Walmart’s digital sales. 

Consumers are spending 2.5x more 
on their grocery pickup orders 
versus in-store.  
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Source: GroceryDive

https://www.grocerydive.com/news/walmarts-grocery-pickup-is-reaching-new-high-value-shoppers/555158/
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INTEGRATED STRATEGIES TO DRIVE AWARENESS AND ADOPTION

PURPOSEFUL PRE-SHOP PLANNERS
Shoppers who begin scouring recipe & 
tutorial content days prior to their trip to 
the store, continually adding items to their 
cart along the way

IMPULSIVE LIST BUILDERS
Shoppers who see captivating 

recipes or must-have items during 
their day-to-day social and internet 

browsing, and impulsively add 
items to their cart

LESS FREQUENT TRIPS

LARGER BASKETS

MORE FREQUENT TRIPS

SMALLER BASKETS

INFLUENCING

INFLUENCING
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MAKE INSTAGRAM CONTENT SHOPPABLE 

Influencer-created Instagram Story 
content drives users (via Swipe Up) to 
the recipe and add-to-cart experience 
on your custom shoppable hub

Users add ingredients 
with a few simple clicks, 
and items automatically 
populate in their cart on 
grocery.walmart.com

Swipe to Shop > Influencer-Created Recipe > Add-to-Cart > Check Out > PICK UP

kimscravings

Smoky Chipotle Chicken Chili

Swipe up to add the ingredients 
to your Walmart Grocery Pickup 
cart with one click! 

Shoppers see stores near them 
where Pickup is available
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CONTENT 
DISCOVERY

ADD-TO-CART

BRIDGE THE GAP BETWEEN CONTENT 
DISCOVERY AND CART BUILDING

collective bias
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USE SOCIAL 
CONTENT TO 

DRIVE COMMERCE
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SOCIAL MEDIA MAKES 
AN IMPACT

MAKE YOUR CONTENT WORK FOR YOU -
CONNECT TO COMMERCE DESTINATIONS

Source: Episerver

52% Fifty-two percent of online shoppers who use 
social media have clicked on an influencer’s post. 

31% Thirty-one percent of online shoppers have made 
a direct purchase from that influencer’s post. 

https://www.episerver.com/learn/guides/2019-online-shopping-habits-and-retailer-strategies/
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CLOSE THE LOOP: DISCOVERY TO PURCHASE
Our content reaches an engaged Shopper. This is evident by our average of 2 minutes, 8 seconds spent on influencer 
content. We’ve partnered with Curalate to create Shoppable Content that directs that shopper deeper through the 
purchase funnel by giving them a quicker way to shop directly from our influencers’ content.

SHOPPABLE CONTENT increases 
site traffic and time on content.

increase in 
referral traffic

150%
increase in 
time on site

79%
increase in 
page views

41%
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INFLUENCE CONSUMERS AT THE 
POINT OF INSPIRATION WITH 
SHOPPABLE SOCIAL HUBS

Drive to Shoppable Social Hubs via Influencer content, targeted Facebook 
and/or Instagram ads, contextually targeted display ads, Promoted Pins, or 
mobile proximity ads reaching confirmed OGP shoppers

Custom, branded, mobile-first websites where consumers 
can conveniently browse influencer content and drive 
directly to an online purchase destination. 

● Inspire online purchase with high-quality influencer content 

● Use our enhanced audience targeting to find your perfect 
shopper

● Seamlessly drive shoppers to online shopping destinations

● Repurpose influencer content to drive traffic to retail 
destinations
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CONTENT TO COMMERCE

The purchase funnel isn’t really a 
funnel anymore. People are searching 
for inspiration and solutions in order to 
make a purchase, not the other way 
around.

Blur the lines between inspirational 
content and advertising by maximizing 
social commerce capabilities. 
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IT’S TIME TO GET 
PERSONAL
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CONSUMERS WANT 
PERSONALIZATION

MAKE YOUR CONTENT WORK FOR YOU -
CONNECT TO COMMERCE DESTINATIONS

80% Eighty percent of consumers are more likely to 
make a purchase when brands offer personalized 
experiences.  

20% Marketers see an average increase of 20% in 
sales when using personalized experiences

Source: Epsilon, Instapage

https://instapage.com/blog/personalization-statistics
https://us.epsilon.com/power-of-me
https://instapage.com/blog/personalization-statistics
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BUILD BRAND LOYALTY ONE MESSAGE AT A TIME

Did you know that it takes the majority of consumers about 
four purchases before they consider themselves brand loyal?1

Incentivize consumers and change purchase behavior through a 
customer loyalty program. 

69% of consumers say their shopping choices are influenced by 
where they can earn customer loyalty/rewards program points.2

Marketing Charts
Fundera

https://www.fundera.com/resources/brand-loyalty-statistics
https://www.marketingcharts.com/brand-related/brand-loyalty-105947
https://www.fundera.com/resources/brand-loyalty-statistics
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Customers will spend more 
with the RIGHT personalized 
shopping experience, 
inclusive of personalized 
offers.

Data is important in creating 
the right outreach plan, but 

sometimes too much data can 
cause analysis paralysis. Rely on 

technology to truly learn what 
shoppers want. 
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OMNICHANNEL IS 
DEAD
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HARMONIZED RETAIL IS THE FUTURE

DIGITAL TECH

HARMONIZED 
RETAIL

HUMAN EXPERIENCESTORE LAYOUT

Harmonized retail isn’t about being everywhere 
and being all things for all people. 

What really matters is showing up for the right 
customer, where it really matters, in remarkable 
ways.1 

Harmonized retail works at the intersection of 
physical store layouts, digital technologies, and 
human experiences.2

1. Forbes – Steve Dennis
2. Infosys

https://www.forbes.com/sites/stevendennis/2019/06/03/omnichannel-is-dead-the-future-is-harmonized-retail/
https://www.infosys.com/about/knowledge-institute/insights/Documents/resurrecting-physical.pdf


WE FACILITATE A MORE INTUITIVE, DYNAMIC PATH-TO-PURCHASE,
PERSONALIZED TO CONSUMER BEHAVIOR
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ONE CONVERSATION.

MULTIPLE PLATFORMS.



Messaging- either on social, on shelf, or 
on site - offer brands and retailers with an 
opportunity to tailor conversations based 
on where their shoppers are looking for 
information or based on past behavior. 

Tying digital conversations to the shelf or 
package helps create cohesion between 
marketing channels, enhancing consumer 
experiences. 
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Stop focusing on specific 
channels and focus on the 
shopper. Determine what 
shoppers want, what are their 
frustrations, and how can you 
solve them. 

Create a cohesive 
team whose focus is 
on creating amazing 

experiences for 
consumers. 

Your brand plans 
should work 
together to support 
a cohesive shopping 
experience. 

Despite multi-budget holders in 
different departments, plans to 

reach shoppers needs to be 
completed based on 

overarching consumer KPIs.
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SOCIAL RESPONSIBILITY
SOCIAL PLATFORMS,
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FOCUS ON MENTAL HEALTH AND CONNECTION

Instagram and Facebook are rolling 
out tests that remove like counts 
from users feeds in an effort to 
encourage healthier habits on the 
platforms. 

Platforms are hopeful that this 
change will encourage users to 
focus more on connecting with 
followers and friends, creating 
content they love, and make it less 
of a competition to chase likes. 
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WHAT THIS MEANS FOR MARKETERS

85% of marketers say 
engagement data is the biggest 
metric of success for influencer 
marketing.1

As Instagram and Facebook 
continue hiding like, marketers 
will be losing a key metric for 
measuring Influencer Marketing 
success. 

1. Influencer Intelligence: Influencer Marketing 2020
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INFLUENCER COST-PER-VIEW
Our CPV model helps marketers dig further into the metrics that matter in influencer 
campaigns – that people actually saw your content. In our research we found that, on average, 
only 12% of an influencer’s audience actually see their posts.  



For the first time you can purchase 
guaranteed deliverables (as you 
would in any other form of media) 
without sacrificing the efficiency of 
your campaign, or the authenticity 
of its impact.

WHY DOES THIS 
MATTER?
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Paying influencers 
based on their number 
of followers, thereby 
encouraging inauthentic 
behavior

Paying for ad campaigns 
(with basic, GEO/Demo 
Targeting) disguised as 
influencer marketing

Paying for impressions 
of ads units instead of 
the actual content 
influencers create

Paying only for actual, 
verified views of organic 
content, in its native 
environment



WHAT IS UNIQUE ABOUT OUR MODEL?
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Guaranteed 
Deliverables

Reporting 
provided

Value Organic 
Views

Fraud 
Detection

Audience 
Accuracy 

Content Quality Brand Fit
Historical 

Performance

Our Model

Verified Views 
of Content 

Impressions 
of Ads

Cost per 
influencer/
Post model

Varies Some Some Some Some Some

100% Ad-
based 
Delivery 
Model

Impressions of 
Ads
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Hiding vanity metrics on 
social platforms will 
encourage marketers to dig 
deeper into the metrics 
that really matter for 
determining influencer 
success. 

Metrics like actual content 
views, true engagement rate, 

affiliate sales, product 
conversion, and content quality 
will all become more important 

as likes fade. 



Q&A
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REPURPOSE INFLUENCER CONTENT

84% of millennials say UGC from strangers has at 
least some influence on what they buy.1

Marketers can capitalize on the effectiveness of 
influencer content by repurposing it on other 
channel and in other marketing tactics. 

Try using influencer content on your brand’s 
website, on in-store displays, or in a digital ad 
campaign. 

1. Gartner

https://www.gartner.com/en/marketing/insights/articles/fuel-social-marketing-user-generated-content
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ACCOUNTABILITY AND 
AUTHENTICITY ARE ON THE RISE 

Consumers are quick to call out content that doesn’t feel 
authentic and they notice when something doesn’t match 

an influencer’s typical style. 

Rather than create influencer content that matches the 
production quality of branded content, influencer posts 

should mirror the content that appears on their feed.

Marketers need to evolve their influencer partnerships to 
encourage content creation that can live organically 
beside nonbranded content without seeming out of 

place.
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UNDERSTANDING GEN Z

Just like the Millennials before them, Gen Z has 
amassed an array of stereotypes that “define” them. 

Marketers need to ensure they don’t fall into these 
classic tropes and should seek to understand the 
nuances that define this generation. 

Gen Z consumers prefer getting information from 
Instagram or Snapchat, and 85% are using YouTube 
to be cheered up or entertained. 

1. Wordstream

https://www.wordstream.com/blog/ws/2019/08/21/marketing-to-generation-z
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TIK TOK IS THE NEXT 
GENERATION OF SOCIAL 

TikTok, which launched worldwide in 2017, is the latest social 
platform darling. As of June 2019, TikTok had over 500 

million monthly active users and was the third most 
downloaded app in Q1 2019.  

TikTok is hugely popular with younger demographics - 41% 
of users are 16-24- making this app a strategic way to 

connect with Gen Z.

Advertising options are still in their infancy, but marketers 
should start planning how they could utilize the app to reach 

younger consumers and develop a content strategy that 
feels native to the platform. 

Source: Oberlo

https://www.oberlo.com/blog/tiktok-statistics
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INFLUENCER MARKETING 
IS GETTING SMALLER

No, budgets aren’t decreasing, but use of micro 
and nano influencers are on the rise. 

Not only are smaller influencers a more cost 
effective option for marketers, but they appeal to 
consumers desire for more authentic content and 
product recommendations. 

This is especially true for Gen Z consumers who are 
ditching the “Instagram Aesthetic” in favor of a 
more unfiltered, natural approach to influencer 
marketing. 

1. Wordstream
2. The Atlantic

https://www.wordstream.com/blog/ws/2019/08/21/marketing-to-generation-z
https://www.theatlantic.com/technology/archive/2019/04/influencers-are-abandoning-instagram-look/587803/

