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REIMAGINE THE RETAIL EXPERIENCE

THE TIMELINE BELOW DEMONSTRATES “FIRST
GENERATION” SOLUTIONS FOR DIGITAL COMMERCE
“Hello World”
1: Early Web (1990’s)
Search engines
(Google)

Launch
Web Site

2: Channel Expansion (2000-2006)

Launch
eCommerce

Digital
Marketing

Content
Management

Centralized Order
Management

Web Mobile &
Native App

Global
Expansion

Real-time
Shipment Tracking

3: Omni-Channel Enablement
(2007-2010)

Cross-channel ordering
(BOPIS, order on behalf
of, approval routing, etc.)

4: Optimization (2010-2015)
Test & Learn at
Scale (MVT, A/B)

Predictive
Models

Advanced Inventory
Visibility
Centralized Customer
Master

Lead
Automation

Configure, Price,
Quote (CQP)

Centralized Product
Information.
Management

B2B Commerce
Punchout

5: Personalization (2016-2020)

Rules-based Profile
Segmentation

6: Customer Experience (2020-202x)

7: The future: Business of Experience

Campaign Automation
& Targeting

Subscription
Everything

Voice Assistants

IoT
(Machine to Machine)

Artificial
Intelligence (AI)

XR/VR/
Augmented Reality

TBD

OVER THE LAST 30 YEARS, THERE HAS BEEN AN
EXPLOSION OF COMMERCE CHANNELS
Not Exhaustive

COMMERCE
EVERYWHERE

1995

2000

2005

2010

2015

2020

1990 – 2000
Basic Online Sales
Established

2000 – 2010
Expansion of Online
Marketplaces

2010 – 2020
Emergence of Apps, Social &
Service-driven Commerce

2020 – 2030
Commerce Everywhere

Channels:
• Traditional sales (phone, fax, email)
• POS / in-store
• Company site, .com
• “Where to buy” (cart handoff)
• Electronic Data Interchange (EDI)

New Channels:
• Hosted marketplace
• Specialty products
• Retail marketplaces
• Dealer / distributor
• e-Retailer expansion

New Channels:
• Apps (kiosk, sales asst, voice, gaming)
• Commerce supporting tools (eg google
shopping)
• Service-driven sales (renewals, upgrades)
• Customer portal, .com
• Social commerce

New Channels:
• Subscription Services / As-a-Service
• Virtual Brand Stores
• Embedded Commerce (ie. consoles)
• Web VR / Immersive Retail
• …

5+ channels…

10+ channels…

20+ channels…

?? channels…

This growth has
resulted to a
variety of
models across
products’
categories

Fashion

MARKETPLACE

ONLINE
RETAILERS

DIRECT
SELLERS

How to chose
the proper’
mix?

SOCIAL
COMMERCE

Electronics
& media

Toys, Hobby
& DIY

Forniture &
Appliances

Food &
Personal Care

KEY QUESTIONS TO CONSIDER, WHEN DECIDING
WHERE TO SELL
There is no one size fits all in a complex channel mix model strategy

+
What are my main objectives?
Differentiation, incremental sales,
geographical extension, or?

Who are my customers,
and how do I make sure I can
serve them quick and right?

How do I pivot a B2C sales
culture to embrace the value
of digital engagement?

How do I enable my
organization to properly
support each mode?

What is the correct mix of
sales across channels? How do
I avoid cannibalization?

How do I organize
internally to embrace
omnichannel?

How do I integrate channels to
create a seamless customer
experience?

How do I drive incremental
growth & reduce cost of sales
& service?

COMMERCE &
SALES CHANNEL
STRATEGY
Companies can utilize a
variety of potential channels
to reach target customers,
mixing digital and physical
touchpoints.

DIRECT TO
CONSUMER
(D2C)

SALES
CHANNELS

However, finding the optimal
channel mix is complex and
comes with many tradeoffs;
essentially bringing the need
to align to a long-term vision
to deliver scalable and
profitable growth.

PHYGITAL
POS
Today's focus

SOCIAL &
COVERSATIONAL

MARKETPLACES

DIRECT TO
CONSUMER
(D2C)

SOCIAL
COMMERCE

MARKETPLACE
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DIRECT TO
CONSUMER
(D2C)

SOCIAL
COMMERCE

MARKETPLACE
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DIRECT TO CONSUMER
D2C brands are companies that build their offering around direct channels as opposed to selling
through an online marketplace or retailer.

For D2C brands, the unprecedented COVID-19 crisis has
provided an opportunity to drive awareness and grow
online sales

An online D2C strategy focuses on creating a relationships
with a wave of loyal customers who typically seek out
products through direct traffic and often help drive sales by
promoting the brand among friends

The advantages of D2C can be many, but basically they are
all linked to regain control over the relationship with the
consumer, to build a personalized relationship, through
which to acquire more and more useful information and try
to maximize customer lifetime value (CLV)

Direct to
consumer (D2C)

Direct to
consumer (D2C)

WHAT'S DRIVING D2C TO SUCCESS?

BRAND IDENTITY
BUILDING

COMMERCIAL
DECISIONS

DATA &
ANALYTICS

Brands
are
able
to
reinforce their brand
image & control own
messaging and the way
products are presented.
This in turn lets them own
the entire relationship
and
increases
the
likelihood of retention

Brands have full control
on the products and
pricing strategy they
want to apply, choosing
the
level
of
competitiveness
in
relation to what is offered
on their own site.

Brands can collect firstparty data on customers.
This allows to take more
informed decisions and to
make tests and surveys to
better
orient
their
roadmap or the release of
new products/services to
a wider audience.

eMarketer - Why more brands should leverage a D2C model - Apr, 2021
Accenture

Copyright © 2021 Accenture. All rights reserved.
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Direct to
consumer (D2C)

DOWNSIZES & IMPLICATIONS

INVESTMENTS IN
BUILDING TRAFFIC

MANAGE CHANNEL
CONFLICTS

To drive traffic to ecommerce site, brands
need a strong SEO
strategy,
innovative
marketing ideas, pushing
out personalized content,
running campaigns, and
expansion on offerings

When
Brands
sidestep
retailers to sell direct-toconsumer,
this
creates
competition
between
manufacturers and retailers.
To manage channel conflict it
is necessary to work on the
pricing and offer mainly.

ENFORCE THE
ORGANIZATION
Brands
have
to
reorganise their structure in
order to make the D2C
ready, but also functional
with
the
expected
customer experience.
Among main concerns is
the ability to organize the
fulfilment cycle.

Copyright © 2021 Accenture. All rights reserved.
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THE D2C MODEL HAS BEEN MAKING WAVES OVER
THE PAST FEW YEARS, AS A GREATER EMPHASIS ON
OWNED AND OPERATED ONLINE CHANNELS HAS
BEEN PLACED
In 2020, this model became even more attractive
as retailers often faced disrupted supply chains,
delayed orders, and store closures.
+45,5%

US D2C ecommerce sales, including both digitally
native and established brands, grew 45.5% last
year—generating $111.54 billion and making up
14.0% of total retail ecommerce sales,

eMarketer - Why more brands should leverage a D2C model - Apr, 2021

Direct to
consumer (D2C)

CUSTOMERS ARE
SHIFTING TO DIRECT-TOCONSUMER WEBSITES
Diffusion’s annual direct-to-consumer purchase intent
index revealed consumers are still committed to
buying from DTC brands, but maintaining their
attention is more competitive than ever

Main reasons U.S. consumers are increasingly shopping
direct-to-consumer are:

48%

want lower prices

43%

want fast, free shipping and easy returns

26%

look for positive media coverage or review

26%

want superior customer service

Source: Direct-to-Consumer Purchase Intent Index from Diffusion PR, 2020

Direct to
consumer (D2C)

TRADITIONAL RETAILERS ARE MOST
THREATENED BY DTC, IN THE
FOLLOWING CATEGORIES:
• 35% of consumers are reducing spending in
traditional retail on personal health, wellness
and beauty products
• 34% are cutting down on traditional retail in
clothing and apparel
• 32% are cutting down on big box retail in
general, including Target, Walmart, CVS, etc.
• 26% are cutting down on traditional retail in
tech and gadgets

BRAND STRENGHTENING & DIGITAL ENGAGEMENT
In 2019 Nike decided to elevate
consumer experiences & strengthen
its brand focusing into a personal
relationships with consumers

Nike is aiming to grow the share of its
DTC sales from 30% today to 50% in
the near future

1.
2.

Direct to
consumer (D2C)

Lego.com not only sells products
but also features branded videos
and games that tie in with Lego’s
toys

Milk Bar invested in e-commerce to
capture the increased demand during
pandemic. It launched Google Search
& Smart Shopping campaigns

During the pandemic, there has been a
70% increase in content uploads by users,
that help the company engage them and
find out what they like

Milk Bar’s efforts drove a 300% increase in
sales month-over-month from March to April
2020. Milk Bar plans to continue investing in
digital, even after their stores reopen.

https://www.cnbc.com/2020/09/23/nikes-ceo-says-digital-is-here-to-stay-e-com-business-fuels-sales.html
Google case study

CUSTOMERS’ KNOWLEDGE ACQUISITION & OFFER
DIFFERENTIATION

Direct to
consumer (D2C)

In April 2020, Kraft Heinz launched D2C service in the
UK focused on a differentiated & personalized offer.
Now plans to make it permanent given its success.

Scotti has strengthened its online position across
different digital channels, with a dedicated commercial
offering and ad hoc communication strategy.

DIRECT TO
CONSUMER
(D2C)

SOCIAL
COMMERCE

MARKETPLACE

Copyright © 2021 Accenture. All rights reserved.
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SOCIAL SELLING - SOCIAL MEDIA EVOLUTION
The role of social media has
evolved from a marginal purpose
linked to user engagement to a
central role covering the e2e
experience, including the final
conversion.

4
3
2

1
SOCIAL PLATFORM
WHERE TO SHARE
EXPERIENCES
ACROSS USERS
*The state of social ecommerce in 2019, eMarketer

SOCIAL
COMMERCE

ENTERTAINING
AND TIMEFILLING TOOL
WHERE USERS
CAN CONSUME
CONTENTS

MARKETING
PLATFORM WHERE
COMPANIES CAN
ENGAGE CUSTOMERS
AND MOVE THEM TO
OWN SITES

MAIN ACTOR IN THE
PURCHASING PROCESS
FROM CUSTOMER
ACQUISITION TO
CONVERSION

SOCIAL COMMERCE

SOCIAL
COMMERCE

Social selling is commerce that takes place directly on social
media and gives users the possibility to purchase items
without ever leaving these platforms.

69%
Used a Shopping
App on mobile
phone or a
Tablet 1

51%
Smartpones
incidence on
total eCommerce
sales 1

1- Osservatorio eCommerce B2C, PoliMi March 2021
2- https://wearesocial.com/blog/2021/01/digital-2021-the-latest-insights-into-the-state-of-digital

JANUARY 2021

Percentage of internet users
aged 16 to 64 who report
performing each activity
(global)

The great adoption of social &
conversational channels (+490 mln
active users in 20212) has pushed the
eCommerce into the context of new
tools to create an immediate
connection between experiences and
purchase patterns

SMARTPHONE BECAME THE FIRST ECOMMERCE
CHANNEL IN 2020
+22%

+37%

+55%
+70%

€ 12,9 BLN

€ 9,4 BLN

€ 6,1 BLN
41%

€ 3,6 BLN

€ 15,6 BLN

51%

34%
26%

18%

2016

Source: Osservatorio eCommerce B2C, PoliMi March 2021

2017

2018

2019

2020

SMARTPHONE
INCIDENCE ON
eCOMMERCE
TOTAL SALES

SOCIAL
COMMERCE

BENEFITS OF SOCIAL
LEVERAGING

SOCIAL
COMMERCE

ADDITIONAL TOUCHPOINT WITH GREATER
ENGAGEMENT
While social content behaves like some push marketing channels such as
email and other CRM tactics, it also reaches a larger, amplified audience
that grows with engagement, not limited to those who opted in.

HYPER-TARGET AUDIENCE
Brands have the possibility to segment more specifically its audience and
to provide more customize and ready-to-buy products. A Brand can inspire
and engage with Gen Z and millennials to foster a conversion.

INFLUENCERS TO INCREASE SALES
The biggest players on social media and social commerce are the
Influencers. They are a opportunity to shorten the marketing funnel and
increase conversions as they have become a source of shopping inspiration.

INSTANT AND PERSONAL CRM
Social provides instant customer service, avoiding shopping cart
abandonment with quick Q&A, allowing quick issue resolution, and
retargeting customers that may have gotten distracted.
Copyright © 2020 Accenture. All rights reserved.

DOWNSIZES & IMPLICATIONS

Marketplace

SELECT THE RIGHT PARTNER based on your
target habits, your values, the contents you
share, your tone of voice and your follower
base

GET CAPABILITIES TO CURATE THE SOCIAL
EXPERIENCE as part of the overall customer
omnichannel journey

DESIGN & SETUP THE COMPLETE JOURNEY
including checkout and shipping in order to
maintain consistency on every channel and
during each step

MONITOR
RESULTS
TO
DEFINE
THE
ROADMAP and keep improving the experience
provided

Copyright © 2021 Accenture. All rights reserved.
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WHAT’S NEXT?

SOCIAL
COMMERCE

NEW WAY TO SELL: LIVE STREAMING SHOPPING
Live streaming on social platforms has offered brands, experts and
influencers new ways to connect and sell products to customers
without relying on in-person events.
In 2021, brands and creator will use live streaming tools to acquire
customer, and online shopping experiences will double as
entertainment.

$449.5M

44%
1.

www.singlegrain.com/web-trends/what-is-live-stream-shopping/

In sales in a single day generated
by Live Streaming shopping in
China on 1 July 2020

Of customers prefer buying products
directly from social media1 where brands and
influencers they follow are promoting new
products

SOCIAL
COMMERCE

SOCIAL
CHANNELS

Copyright © 2021 Accenture. All rights reserved.
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YOUTUBE – EXPERIMENTING STREAMING
COMMERCE
FEATURES & VALUE

YouTube is now testing a new feature in US that will
make it easier for users to make purchases without
leaving YouTube.
Creators participating in the pilot will tag products
that appear in their videos. Viewers will then be
able to browse and buy those products by clicking
a shopping bag icon in the corner of the screen.

User will be able to check out more information
about those products, watch related videos or buy
the items.

1. Google/Talk Shoppe, whyVideo study, 16 markets, n=32075, A18-64 Genpop video users, MarAug 2020 (US, CA, BR, MX, AR, PE, CL CO, UK, FR, IT, SP, IN, AU, KR, JP)
2. YouTube Data, Global, 2019-2020
3. Google/Magid Advisors, "The Role of Digital Video in People’s Lives”, Global (US, CA, BR, UK,
DE, FR, JP, IN, KR, AU), August 2018, n=20,000, A18-64 general online population.

SOCIAL
COMMERCE

YOUTUBE AS A "SHOPPING INFLUENCER"
55% of people search for a product on Google, and then
learn more by going to YouTube before they buy it3
36% of YT viewers said they are more likely to go online to buy
something they saw on YT vs competitive video platforms 1

Uploads of videos with "shop with me" in the title grew by
over 50% in 2020 compared to 20192

YOUTUBE

SOCIAL
COMMERCE

CASE STUDIES
Drove traffic & online sales by highlighting promotional
products with products feeds

Samsung Indonesia experiment product feeds to drive more
conversions in an APAC-first trial for this format

Retailer Gratis, wanted to launch a new private label beauty line during
the shopping season. Due to Covid store closures, they
needed to focus their campaign on driving online sales.

In partnership with Google, Samsung Indonesia & Starcom ran an
experiment using TrueView for Action with the product feeds to drive
more conversions on their Galaxy Note 20 campaigns.

Gratis leveraged TrueView for Action product feeds to make their videos
more actionable by showing users relevant products and driving them to
the product pages. They targeted Google In-Market audiences, Custom
audiences, website visitors, and Customer Match. They included 6 feed
items in the product feeds

With this enhancement, the users are provided with additional touch
points to select the product variants that they would be interested in.
The product feeds images also provided a quick way for the audience to
go to a more detailed product page directly from the ads.

RESULTS
• -45% Cost per Conversion
• 64% Conversion/interaction Rate
Uplift
• 1602% Click Rate uplift

Nota: Uplift stats based on eligible impressions
delivered with the product feed vs. eligible
impressions delivered without product feeds

RESULTS
• -16,8% Cost per Conversion Change*
• 39% More Conversion Volume*
• 439% Click Rate Uplift

*Conversion Action
transaction page

defined

as

landing

to

product

FACEBOOK

SOCIAL
COMMERCE

ADS, CHECKOUT & SHOPS
FEATURES & VALUE
Facebook Shops allows customers to browse a full collection of products and
checkout without leaving the app (only US). Businesses can choose the products
they want to feature from their catalog and customize the collections and look
and feel of the overall shop. In Facebook Shops customer is able to message a
business through WhatsApp or Messenger to ask questions, get support, track
deliveries and more.
Checkout with dynamic ads lets customers make purchases directly from the ad
without needing to click off and go to an external website or platform to
complete their purchase. Dynamic newsfeed ads reach more shoppers, find
shoppers outside of your direct following and allows consumers to complete the
sale in a matter of clicks on the same platform (only US).
In Italy users can complete the purchase procedure on brand's website (through
a redirect) or through a message (WhatsApp, Messenger).

STATISTICS
2.8 bln of
users 1

1.

26% of conversions
After click on an ADS (referred
by users)1

44% of users claims their
purchase behaviours is
influenced by Facebook1

www.websitehostingrating.com/it/facebook-statistics/

IN US ONLY

SHOP

ADS

FACEBOOK LIVE SHOPPING

SOCIAL
COMMERCE

CASE STUDY

+25,2%
LIVE STREAMING FRIDAYS
On May 22nd FB lunched "Live Streaming Fridays" in
US, a series of live shopping events to be held weekly
throughout the summer in partnership with major
beauty and fashion brands and influencers.
During the live streams, viewers can comment and
ask questions which brands can read and respond to.
Shoppers can also tap on the products displayed in
the stream to learn more without having to leave the
video.
If they want to buy, they can add them to the cart
and check out, during or even after the event has
wrapped. The brands receive the customer’s shipping
information, and if the consumer opts in, they can
gain access to other details as well, like email and
phone number.
1.
2.

eMarketer – Social Commerce 2021
https://influencermarketinghub.com/live-stream-shopping/

WHAT’S TO COME?
• One shop access
where customer’s
carts remain
consistent across all
apps. Brands will be
able to personalize
their shops and
integrate loyalty
programs.
• Customers will be
able to shop
through live videos,
and through AI and
AR automatically
tag and try on
products.

US social
commerce
Buyers (2020)1

+12,9%
Estimated
growth
In 20211

170 bln
Estimated
revenue from
livestream
shopping in
China in 20202

INSTAGRAM

SOCIAL
COMMERCE

SOCIAL SELLING IN 2021
STATISTICS
60% of users

130 million accounts

89% of stories

55% of fashion shoppers

Rely on IG to find
products1

tap on a shopping post to
learn more every month2

with CTA, outperform
regular AD stories2

have made a purchase based on
an IG creator’s post2

TAKEAWAYS
• Recent statistics have suggested that IG is booming for brands, as younger consumers highly rely on the
platform to discover, research, purchase and discuss new products.
• An ad-hoc marketing strategy is needed to convert followers into buyers, focusing on capturing the attention
of eager shoppers. There is no one-size-fits-all approach.

VALUE FOR BRANDS
• IG’s potential advertising reach is 1.16 billion users, with a 7.1% quarter increase in Q3 2020, indicating
the positive trend of IG Ads 2 .
• Stories formats give the opportunity to brands to create engaging full-screen experiences that connect with
users, allowing new creatives, CTAs and stories-specific offers beyond regular feed.
• Instagram Shopping will provide the opportunity to create a community around the product, generate
engagement and increase market share

WHAT’S TO COME
• One shop access where customer’s carts remain consistent across all apps
1.
2.

https://sproutsocial.com/insights/sellingon-instagram
blog.hootsuite.com/instagramstatistics/#Instagram_business_statistics

• Brands will be able to personalize their shops and integrate loyalty programs
• Customers will be able to shop through live videos, AR tag and try on products

INSTAGRAM - BURBERRY

SOCIAL
COMMERCE

CASE STUDY

#InStagramexcluSivIty
HIGHLIGHT
Creating periodically a dedicated event/online appointment allows
the brand to stimulate customer loyalty and purchase, revolving
around the idea of creating a Special Instagram Selection.
Moreover, dedicating specific commercial or contents activities to
followers makes them feel special and privileged.

Burberry creates a special
selection for
Instagram shoppable
each month

TIK TOK

SOCIAL
COMMERCE

FEATURES & VALUE
The TikTok app allows users to create 15 second
videos, soundtracked by music clips. Sounds
simple enough, but it’s a wildly popular concept.
Now focusing on shoppable ads, TikTok is moving
further into e-commerce as it rolls out new features
like
livestreamed
shopping
and
product
catalogue. The new livestreamed shopping feature
is similar to traditional TV shopping channels, but
for mobile. Users can purchase products with a few
clicks after watching a quasi-infomercial.
The “watch&shop” opportunity: TikTok partnered
with Shopify to enable merchants to run
campaigns and drive sales toward TikTok
community.

Source : 1 TikTok newsroom

TIK TOK STATISTICS
732 mln users
The vast majority of TikTok users are
below 30-years-old
>100 mln active users / month in Europe 1
88% users said that they discover new
content that they enjoy while using the
app, about half of users said they discover
new products through advertisements 1

TIK TOK

SOCIAL
COMMERCE

CASE STUDY
In December 2020, Walmart partnered
with TikTok on the first pilot test of a new
livestreamed shopping experience in the
U.S. on the video platform, allowing users
to shop "fashion items featured in content
without having to leave the platform
That test seemingly performed well, as
Walmart returned to TikTok to host other
livestream shopping events, featuring
TikTok creators and influencers in an
hour-long livestream.
The retailer during its first TikTok live
shopping event it netted 7x more views
than it had anticipated and was able to
grow its TikTok follower base by 25%.

AND MANY MORE..
PINTEREST

Source: 1 2018 “Path to Purchase” study from Gfk.

SOCIAL
COMMERCE

WHATSAPP

TWITTER

DIRECT TO
CONSUMER
(D2C)

SOCIAL
COMMERCE

MARKETPLACE

Copyright © 2021 Accenture. All rights reserved.
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MARKETPLACE

Marketplace

An online marketplace is an eCommerce platform that
enables third-party sellers to sell new or used
products on its platform (=marketplace)

Horizontal
marketplace

Vertical
marketplace

It offers different
types of products

It focuses on a single
type of product

MAIN PLAYERS

Among the main differences between a marketplace and an ecommerce are the turnover (the first manages a much greater amount
of transactions) and the suppliers (the second offers goods from a one
seller)
Copyright © 2021 Accenture. All rights reserved.
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MARKETPLACE OVERVIEW - WORLDWIDE

WORLDWIDE
Average user's age use: 36 years

•

1/3 of the revenues comes from
China

•

30% of total global sales are
generated by the United States

•

50% of purchases is done by
Mobile

•

Top 3 Marketplaces Account for
64% of the top 100 GMVs in 2019

538
472

500

GMV in billion U.S. dollars

•

600

Marketplace

400

339
295

300
200

90

100

0

Taobao

Tmall

Amazon

Note(s): Worldwide; 2019
Further information regarding this statistic can be found on page 8.
Source(s): Digital Commerce 360; ID 885354

JD.com

eBay

PREFERRED SOURCES OF INSPIRATION FOR ONLINE
SHOPPERS WORLDWIDE AS OF MARCH 2020

>
50%

~
19%

Use Search Engines or Amazon

Use Social Media, Other
Marketplaces, Brand Websites

Notes: Worldwide research, 14.103 respondends consumers who shop onlin at lease once a month; total sample (n=14,206), online 18+ who shopped in
the last week, countries included: AR, AU, BR, CA, CZ, FR, DE, IN, ID, IT, JP, KR, MX, NL, PL, PT, RU, SA, ZA, ES, SE, TR, UA, GB, U.S., AE, VN

Marketplace

Marketplace

ENABLE ONLINE SALES IN ITALY
75% of Italian online purchase of
goods and services comes from
marketplace and pure digital player

MARKETPLACES HAVE A
KEY ROLE IN THE
ITALIAN ECOMMERCE
SCENARIO

DEFINE THE REFERENCE
CUSTOMER EXPERIENCE setting
the standard and continue to
innovate services and CX

ENABLE THE DIGITAL EXPORT OF
ITALIAN COMPANIES
35% of Italian digital export comes
from marketplace (ICE, 2020)

Netcomm, October 2020

60

MARKETPLACE OVERVIEW ITALY
MARKETPLACE IN ITALY –
KEY NUMBERS

•

50% of Italian companies are present on marketplaces

•

45% of those who sell on the marketplace are present
on at least 2-3 platforms at the same time, while 30%
only on 1 platform

•

About 23% of the online turnover of Italian companies
comes from marketplaces

•

The most used marketplaces include Amazon (38%),
eBay (19%), Facebook Marketplace (12%), Alibaba (4%),
ePRICE (4%), Zalando (4%) and Tmall (4%)

•

Among the strategies for the next two years to grow
sales abroad, 28% plan to increase their presence on
the marketplace

Source: eCommerce in Italy 2020, Casaleggio Associati 2020

Marketplace

MAIN REASONS TO SELL ON MARKETPLACE

Marketplace

Selling on third parties distributors is an opportunity for companies who want to quickly reach an outstanding number
of customers in any market, leveraging on the Partner brand to get trust

LOWER ENTRY
COSTS

QUICKER
SETUP

ONLINE BRAND
VISIBILITY

eMarketer - Why more brands should leverage a D2C model - Apr, 2021

ACCESS TO
EXISTING TARGET

COMPANY IS NOT
RESPONSIBLE FOR PAYMENT
SYSTEMS AND ANY FRAUD

FACILITATED
ABROAD
EXPANSION

Copyright © 2021 Accenture. All rights reserved.
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DOWNSIZES & IMPLICATIONS

Marketplace

SELECT THE RIGHT PARTNER in alignment
with values, customers target, existing
assortments… etc.

ANONYMITY. customers hardly know they're
“buying from you”: they know they're just
buying, and they'll never know anything else
about your company.

HIGH COMPETITION among companies in the
platform. You have to curate data (incl. price)
& contents to stay up of competition

FEES/COMMISSIONS. Marketplaces, of course,
are not charitable. They all ask for a
commission, sometimes very high.

VERY LOW LOYALTY. It’s difficult to bind the
user. If those who come to you do it mainly for
the price, it will be hard to convince them to
come back.

REDUCED AVAILABILITY OF DATA You do not
have full control over customers data. It is more
difficult to acquire info to implement
promotional campaigns

Copyright © 2021 Accenture. All rights reserved.
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MARKETPLACE
MODELS

INTRODUCING MARKETPLACE ACTORS

3RD PARTY SELLER

OPERATOR

Hosts transactions
and manages sellers

Sells its own products on
marketplace
MARKETPLACE

CUSTOMER

Buys items from marketplace

Marketplace

MARKETPLACE MODELS OVERVIEW

Marketplace

3rd PARTY SELLER - FULFILLED BY MARKEPLACE OPERATOR

3rd party seller
sends inventory to
the operator

3rd party seller lists
products on
operator’s website

Customer buys products from
operator’s website

Operator ships products
directly to customer

Operator deposits funds into bank of 3rd
party seller and retains fees on
sales and logistic services

3rd PARTY SELLER - FULFILLED BY SELLER

3rd party seller lists
products on
operator’s website

Customer buys
products from
operator’s website

3rd party seller ships
products directly to
customer

Operator deposits funds
into bank of 3rdparty seller
and retains fees on sales

LEGENDA

VENDOR - FULFILLED BY MARKETPLACE OPERATOR

3rd Party Seller
Operator
Vendor

Customer
Operator buys
products from vendor

Vendor sells and sends
the inventory to the
operator

Customer buys
products from
operator’s website

Operator ships
products directly to
customer

Product Transfer
Money Transfer

DROPSHIP MODEL OVERVIEW

Operator

Operator lists dropshipper’s products on its
website

Customer

Customer buys products
from operator’s website

Operator Drop-shipper

Operator buys products
from drop-shipper

Marketplace

Drop-shipper Customer

Drop-shipper ships
products directly to
customer

TMALL & NOREVA
Noreva is a French Beauty company with a presences in
more than 70 countries.
It started selling on Tmall on 2018, its first steps was
identify appropriate consumer profile through a
marketing analysis that includes:
• Identify influential KOLs to endorse the brand in
various media channels
• Pinpoint the most popular hero products and the
consumer portraits of people who liked this SKU
• Test different marketing methods
The second step on brand strategy was to expand brand
exposure and invest more to promote brand acceptance
by using more than 50% discount on selected SKUs as
investment to get more users to try the products, plus
improve user’s feedback by interacting with customers.
In 2019 Noreva continued growth and optimized PDP,
store pages, pre/after sales services on Tmall.

NEW SERVICES - RENT ON AMAZON
LEASYS launches the first car rental subscription service in
Italy.
To subscribe to CarCloud it is necessary to purchase the
subscription enrolment voucher for one of the available
CarCloud plans on Amazon.it
After this phase customer can register on the
carcloud.leasys.com website by typing the number of the
Amazon voucher. Then he will receive login credentials to
the reserved area and he can immediately book the vehicle
by subscription.
CarCloud is reserved for Individuals and Freelancers. The
customer to access the service must be in possession of a
credit card in the name of the contract holder

Source: https://carcloud.leasys.com/come-funziona

ITALIAN CHOCOLATE COMPANY
An Italian Chocolate company that have its own e-commerce and decided
to extend its online presence exploiting Amazon Marketplace.
The company used Amazon marketplace in 2 different ways:
1. B2B – RETAIL: The company directly sell to Amazon.it selected products
(iconic products, expensive products etc). Amazon was in charge of
everything (prices, visibility, customer service, shipment etc). The main
aim was to increase brand awareness to Amazon’s Customers leveraging
Amazon’s products visibility
2. OPEN A SHOP/ACCOUNT: The company opened his own account on
Amazon, with the brand store and start selling additional products. The
main goal was to be directly present on that channel & increase traffic
also on own ecommerce, by including into the packaging a coupon for
the company ecommerce website.
The main aim was to preserve the brand reputation and don't leave to resellers the duty to insert products information, old images products or
communicate with generic misleading information.
In addition the company wanted:
• avoid to leave only to amazon the definition of price policy - (price
control)
• offer all catalogue products (syndication with own ecommerce) and so
eliminate risk of delisting, due to lack of profitability, by Amazon
• exploit the opportunity to test other EU countries

THIRD PARTIES PRODUCTS' INTEGRATION H&M HOME SWEDEN
H&M WEBSITE EXPERIENCE

User can shop dedicated HOME section with
H&M branded products

MARKETPLACE EXPERIENCE

User can find 3rd party brands available in
the HOME section

User is then able to shop 3rd party brand
products on H&M website and items are
shipped directly by 3rd party seller

AGENDA
1.

DEFINITION AND ANALYSIS OF ONLINE SALES
MODELS

•

ECOMMERCE DIRECT TO CONSUMER

•

SOCIAL COMMERCE

•

MARKETPLACE

2. KEY SUCCESS FACTORS OF ONLINE SELLING

CRITICAL SUCCESS FACTORS
BUILD THE
FOUNDATION

ACTIVATE
MARKETING

DELIVER AN
EXPERIENCE

MANAGE & GROW

Products & Pricing
Strategy

Advertise your
eCommerce

Mobile first

After Sale Services

Develop a product and pricing
strategy aligned with your brand,,
target, and channel. Provide
transparent
and
accurate
information.

Define a marketing plan that
provides visibility and generates
relevant traffic to your website,
and
ultimately
enforce
conversion.

Deliver fast, optimized, and
frictionless experience across
channel. Being mobile is not a
luxury, it is crucial.

Curate your customer service to
bring quick & accurate answers to
your customers. Transform it into
your first brand ambassador.

Focus on Delivery

Customer Retention

Watch over UX / UI

Monitoring

Provide the best Delivery service
as possible, or at least be realistic
on what you can do and clearly
communicate
it
to
your
customers

Build meaningful relationships,
loyalty & Membership programs,
and Personalize services &
experiences to create a long
lasting, relevant relation

Create
an
engaging
and
distinctive experience during the
navigation, offering a seamless
journey enriched by visuals and
reach media

Keep track of what’s happening
on your digital channels to gain an
holistic view of your customers,
and
transform
data
into
actionable insights.

Q&A
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