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We surveyed more than 1700 people in the United States to uncover the latest 
trends in their shopping habits and preferences.

The results show that winning brands must: 
	 •Test and learn with social commerce
	 •Adapt to the growing complexity of shopping
	 •Build trust with consumers through a differentiated, delightful experience

Executive Summary 
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Social channels have more power than ever before 
to drive not only product discovery, but become the 
place where people purchase.

Test and learn with 
social commerce
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of all shoppers 
use social to 
discover products

of shoppers have 
purchased directly 
on social

72% 

36% 

72% of all shoppers 
use a social channel to 
discover new products

Q2: How do you find out about new products and brands? Check all that apply.

Q11: Have you purchased anything directly on a social media channel (e.g. Instagram or Facebook) 
in the past year? Select one.

36% of shoppers have 
purchased something 
directly on a social channel 
in the last year.
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39% 

28% 

Of Gen Z 
and Millennials 
purchased on social

Of Boomers and Silent 
purchased on social

Social shoppers span generations

39% of Gen Z, Millennials, and 
Gen X (18-54) have purchased 
something on social media in the 
last year vs 28% of Baby Boomers 
and Silent generation (54+).

Social Shoppers 
aren’t just the young

Q2: How do you find out about new products and brands? Check all that apply.

Social shopping 
applies to all generations
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46% 

31% 

of parents with kids 
under 18 purchased 
on social

of parents without kids 
under 18 purchased 
on social

Social shoppers span generations

46% of parents with kids under 
18 purchased a product on a 
social media channel in the 
last year vs only 31% of parents 
without kids under 18.

They are parents 
influenced by their children

Parents with kids under 18 are influenced 
by their children’s social habits.

Q24: Do you have children under the age of 18? Select one. • Q11: Have you purchased anything 
directly on a social media channel (e.g. Instagram or Facebook) in the past year? Select one.
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of people who 
prefer new brands 
purchased on social

of people who prefer 
existing brands 
puchased on social

51% 

28% 

Social shoppers span generations

51% of people who prefer looking 
for products from new brands 
and influencers buy on social vs 
only 28% of those who prefer 
existing brands and influencers.

And they are
early adopters

Q3: Do you prefer looking for products from new brands and influencers or brands and influencers you 
already know? Select one. • Q11: Have you purchased anything directly on a social media channel (e.g. 
Instagram or Facebook) in the past year? Select one.

Shoppers prefer browsing for 
new brands on social channels
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46%

37%

31%

22%

11%

Facebook, YouTube, and Instagram 
are critical channels for your social selling strategy

of shoppers browse Facebook to find out about new products

of shoppers watch YouTube videos to find out about new products

of shoppers browse Instagram to find out about new products

of shoppers browse Pinterest to find out about new products

of shoppers browse Twitter to find out about new products

Q2: How do you find out about new products and brands? Check all that apply.
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of Women

of Men

52% 

39% 
46%
56% 

Who is discovering products on Facebook?
Most common generation

How many men and women browse 
Facebook to find out about new products?

of Millenials browse Facebook 
to find out about new products

Voice of the social customer

I like Toms. I bought a pair of the 
Christmas shoes advertised on my 
Facebook and they are awesome.

Q22: How old are you? Select one. • Q2: How do you find out about 
new products and brands? Check all that apply.

Q27: Gender • Q2: How do you find out about new products and brands? 
Check all that apply.

Q12: Name a brand, retailer, or other company 
that delighted you with an incredible shopping 
experience, and describe how and why they 
made an impact on you.
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46%
64% 32% 

of Men43% 

of Women

Who is discovering products on YouTube?
Most common generation

How many men and women watch YouTube  
videos to find out about new products?

Voice of the social customer

Fat Brain toys. Excellent 
shopping experience, easy 
payment, fast delivery, easy 
shopping categories gets me 
straight to what I’m looking to 
buy, nice product videos.

of Gen Z watch Youtube videos 
to find out about new products

Q22: How old are you? Select one. • Q2: How do you find out about 
new products and brands? Check all that apply.

Q27: Gender • Q2: How do you find out about new products and brands? 
Check all that apply.

Q12: Name a brand, retailer, or other company 
that delighted you with an incredible shopping 
experience, and describe how and why they 
made an impact on you.
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46%
60% of Women35% 

of Men26% 

Most common generation
How many men and women browse 

Instagram to find out about new products?

Who is discovering products on Instagram?

Q27: Gender • Q2: How do you find out about new products and brands? 
Check all that apply.

of Gen Z watch Youtube videos 
to find out about new products

Q22: How old are you? Select one. • Q2: How do you find out about 
new products and brands? Check all that apply.

Voice of the social customer

I really love this instagram 
boutique called Love Street! 
They have great pictures and 
everything is of really high 
quality and it’s basically taken 
over my closet.

Q12: Name a brand, retailer, or other company 
that delighted you with an incredible shopping 
experience, and describe how and why they 
made an impact on you.



We no longer go shopping, we are shopping. Social 
media is simply one in a set of interconnected touch 
points along a shopper’s journey, including retailer 
and brand sites, search, email, and online publications 
and review sites.

Adapt to the growing 
complexity of shopping
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Example 1: How consumers shop for tools
Consumers take a variety of paths when shopping for tools, but the most 
common is starting on websites like Amazon or Walmart and buying in store.

Where they find and compare (examples)

Where they buy (examples)
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62.70%

50.09%

43.66%

38.63%

38.02%

28.50%

I visit a store website (e.g. Walmart or Amazon)

I use a search engine (e.g. Google, Bing)

I go look at the product in store

I watch videos about the product (e.g. YouTube, or on a product page)

I visit a brand website (e.g. Craftsman, Bosch)

I ask my friends before I buy a product

I read about the product on personal blogs or professional review sites (e.g. Tom’s Hardware)

I read about the product in publications (e.g. Popular Mechanics, Home & Garden)

I visit a social website (e.g. Facebook, Instagram, Twitter)

I research coupons

23.53%

18.56%

16.37%

14.61%

Where they find and compare

Q5: Which of the following do you do when deciding whether to buy a specific TOOL product? Check all that apply. • Q15: Select all the IN STORE places you’ve purchased a power drill, paint, or another 
TOOLS and home improvement item? Check all that apply. • Q16: Select all the ONLINE places you’ve purchased a power drill, paint, or another TOOLS and home improvement item? Check all that 

Example 1: How consumers shop for tools
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86.11%

61.32%

53.24%

27.91%

25.70%

17.56%

In store: Big box store (e.g. Walmart, Target, The Home Depot, Lowe’s)

Online: Big box store (Walmart, Target, The Home Depot, Lowe’s)

Online: Amazon (e.g. Amazon.com, Amazon Prime Now, Amazon Phone App)

In store: Small or local “mom-and-pop” shop

In store: Wholesale club (e.g. Costco, Sam’s Club, BJ’s)

Online: Wholesale club (e.g. Costco, Sam’s Club, BJ’s)

Online: Brand manufacturer website (e.g. Craftsman)

Online: Small or local “mom-and-pop” shop

Online: Google or another search engine

Online: Voice (e.g. Amazon Alexa)

13.77%

11.63%

11.32%

2.45%

Q5: Which of the following do you do when deciding whether to buy a specific TOOL product? Check all that apply. • Q15: Select all the IN STORE places you’ve purchased a power drill, paint, or another 
TOOLS and home improvement item? Check all that apply. • Q16: Select all the ONLINE places you’ve purchased a power drill, paint, or another TOOLS and home improvement item? Check all that 

Where they buy

Example 1: How consumers shop for tools
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Example 2: How consumers shop for clothing
When buying clothes, shoppers start out looking on a store website and buy 
from big box, department stores or name brand stores. 

Where they find and compare (examples)

Where they buy (examples)
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59.98%

55.43%

39.90%

35.60%

20.07%

17.28%

I visit a store website (e.g. Walmart or Amazon)

I go look at a product in store

I visit a brand website (e.g. Nike, J.Crew)

I use a search engine (e.g. Google, Bing)

I ask my friends before I buy a product

I visit a social website (e.g. Facebook, Instagram, Twitter)

I research coupons

I watch videos about the product (e.g. YouTube, or on a product page)

I read about the product on personal blogs or professional review sites

I read about the product in publications (e.g. Vogue)

15.89%

14.49%

13.52%

12.19%

Q6: Which of the following do you do when deciding whether to buy a specific CLOTHING product? Check all that apply. • Q17: Select all the IN STORE places you’ve purchased a shirt, pants, or another 
CLOTHING item in the past year? Check all that apply. • Q18: Select all the ONLINE places you’ve purchased a shirt, pants, or another CLOTHING item in the past year? Check all that apply. 

Example 2: How consumers shop for clothing

Where they find and compare



19

67.81%

62.85%

59.61%

49.82%

46.39%

In store: Department store (e.g. Macy’s, Dillard’s, Kohl’s)

In store: Big box store (e.g. Walmart, Target)

Online: Amazon (e.g. Amazon.com, Amazon Prime Now)

In store: Brand manufacturer (e.g. Nike, Victoria’s Secret, Gap)

In store: Low cost store (e.g. TJ Maxx, Marshall’s, Ross)

Online:  Big box store (e.g. Walmart, Target)

Online: Brand manufacturer website (e.g. Nike, Victoria’s Secret, Gap, Banana Republic, J.Crew)

In store: Wholesale club store (e.g. Costco, Sam’s Club, BJ’s)

In store:  Luxury store (e.g. Nordstrom, Neiman Marcus, Sak’s)

Online: Direct Brand sites (e.g. Poshmark, thredUP)

Online: Google or another search engine

Online: Subscription delivery service (e.g. Stitch Fix)

Online: Voice (e.g. Amazon Alexa)

43.33%

25.15%

18.60%

13.95%

10.89%

5.51%

2.20%

45.47%

42.47% Online: Department store (e.g. Macy’s, Dillard’s, Kohl’s)

Q6: Which of the following do you do when deciding whether to buy a specific CLOTHING product? Check all that apply. • Q17: Select all the IN STORE places you’ve purchased a shirt, pants, or another 
CLOTHING item in the past year? Check all that apply. • Q18: Select all the ONLINE places you’ve purchased a shirt, pants, or another CLOTHING item in the past year? Check all that apply. 

Example 2: How consumers shop for clothing

Where they buy



20

Example 3: How consumers shop for grocery
Shoppers still predominantly want to shop for food in-store but a significant 
number have begun to purchase from Amazon.com

Where they find and compare (examples)

Where they buy (examples)
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59.25%

36.93%

33.60%

28.74%

25.89%

17.83%

I look at the product in store

I  visit a store website (e.g. Walmart or Amazon)

I use a search engine (e.g. Google, Bing)

I ask my friends before I buy a product

I visit a brand website (e.g. Kellogg’s, Mars, Coca-Cola)

I read about the product in publications (e.g. Bon Appetit, Cook’s Illustrated)

I research coupons

I watch videos about the product (e.g. YouTube, or on a product page)

I visit a social website (e.g. Facebook, Instagram, Twitter)

I read about the product on personal blogs or professional review sites

15.16%

14.92%

13.64%

17.83%

Q7: Which of the following do you do when deciding whether to buy a specific FOOD OR BEVERAGE product? Check all that apply. • Q13: Select all the IN STORE places you’ve purchased a FOOD OR 
BEVERAGE or other essential, low-cost items (e.g. shampoo, paper towels, soap) in the past year? Check all that apply. • Q14: Select all the ONLINE places you’ve purchased a FOOD OR BEVERAGE or 
other essential, low-cost items (e.g. shampoo, paper towels, soap) in the past year? Check all that apply.

Example 3: How consumers shop for grocery

Where they find and compare
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83.97%

78.82%

63.16%

52.69%

51.71%

In store: Grocery store (e.g. Kroger, Albertsons, Publix,)

Online: Amazon (e.g. Amazon.com, AmazonFresh)

In store: Wholesale club (e.g. Costco, Sam’s Club, BJ’s)

Online: Big box store (e.g. Walmart, Target)

In store: Drug store (e.g. Walgreens, CVS, Rite-Aid)

In store: Discount store (e.g. Dollar General)

Online: Brand manufacturer website (e.g. Harry’s, Blue Bottle Coffee, Jackson’s Honest)

Online: Google or another search engine

Online: Subscription delivery service (e.g. Grove Collaborative, Blue Apron, Sun Basket)

Online: Voice (e.g. Amazon Alexa)

43.15%

15.70%

13.77%

7.89%

3.49%

49.76%

34.39%

Q7: Which of the following do you do when deciding whether to buy a specific FOOD OR BEVERAGE product? Check all that apply. • Q13: Select all the IN STORE places you’ve purchased a FOOD OR 
BEVERAGE or other essential, low-cost items (e.g. shampoo, paper towels, soap) in the past year? Check all that apply. • Q14: Select all the ONLINE places you’ve purchased a FOOD OR BEVERAGE or 
other essential, low-cost items (e.g. shampoo, paper towels, soap) in the past year? Check all that apply.

Example 3: How consumers shop for grocery

Where they buy

In store: Big box store (e.g. Walmart, Target)

Online: Grocery store (e.g. Kroger, Albertsons, Publix,)



It’s not enough to simply be everywhere. Give shoppers all 
the product information they need to make a quality decision. 
Brands that provide compelling product content will win their 
trust, and can command higher prices. 

Build trust with consumers 
through a differentiated, 
delightful experience
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46%

79% 

Q19: Why have you ever chosen not to purchase a FOOD OR BEVERAGE 
product (and abandoned the page/cart)? Check all that apply. • Q20: Why have 
you ever chosen not to purchase a TOOLS product (and abandoned the page/
cart)? Check all that apply. • Q21: Why have you ever chosen not to purchase a 
CLOTHING product (and abandoned the page/cart)? Check all that apply.

79% of shoppers have not purchased 
a product due to a problem with 
product content, such as:

58% 

45% 

33% 

27% 

Not enough information or details provided

Low-quality or too few images and videos

Hard to read product descriptions or details

Inconsistent product data between sites

79% of shoppers have not purchased 
a product due to a problem with 
product content, such as:
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46%

80% 
80% of shoppers will pay more for a 
product that comes from a brand they 
trust (roughly 4 of every 5 shoppers).

Q8: Will you pay more for a FOOD OR BEVERAGE product that comes from a 
brand you trust? Select one. • Q9: Will you pay more for a CLOTHING product 
that comes from a brand you trust? Select one. • Q10: Will you pay more for a 
TOOLS product that comes from a brand you trust? Select one.
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There’s a big opportunity to exceed consumers’ 
expectations, but it will require more and more agility

In the past, you probably optimized your business for a single channel—mass market. Today, the world is headed 
toward what consumers demand—mass personalization through masses of markets. Adapting to this change can 
yield first mover advantages from learnings you activate across your business.

You need to operate at the scale and speed needed to compete across every touchpoint your product content 
appears. By providing relevant and timely content about your brand and products, shoppers will clearly see your 
vision, values, and the strengths of your products. Take control of your brand’s destiny on the digital shelf.
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Research Methodology

Salsify conducted an online survey using SurveyMonkey. The survey polled over 1700 people in the United States. We asked 21 questions 
about their shopping habits and preferences. In addition, we asked a number of demographic questions to compare how different 
segments of the population shop. Many of the survey’s questions about shopping preferences were repeated across various verticals. 
In some cases during our analysis, we joined responses to these category-specific, multi-select questions to create a single set of responses
to the larger question, with which we could address the broader trend. We also segmented survey responses using answers to some of 
the single select questions, and followed those respondents throughout the survey to see how they would answer other questions.


