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The Consumer and The Product 



The buyer journey is nonlinear



Product Lifecycle
Using Consumer Insights & Content to Fuel Success
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Zeroing In On Your Audience



by Share of 
Purchase 

Intent Clicks

In-market 
shopper traffic 
for eCommerce 
brands 

The number of times a shopper has 
clicked through to at least one retailer 
during a single session.

*Purchase Intent Clicks: 



Media Mix for Multichannel eCommerce Brands in 2023, 
by Category

Alcohol Grocery
Personal

Care
Beauty



Share of 
Purchase Intent 

by Social 
Platform

When it comes to 
social commerce, 
brands are 
investing in Meta 
channels; TikTok is 
showing growth



Alcohol Grocery

Social Channel Share of Purchase Intent Clicks, by Category

Personal
Care

Beauty



California 
drives the 
most traffic 
to Alcohol 
brands, by 
Purchase 
Intent Clicks 



*

Share of 
Purchase Intent 

Clicks from 
Social, Top 5 

Retailers, 2023

Walmart sees 
the most traffic 
from social 
platforms, 
compared to 
other retailers

All data in this report is from 1/1/2023 to 12/31/2023

*Note: Drizly is shutting down at the end of March, retailers will shift in 2024.



Share of Purchase 
Intent Clicks for 

Alcohol Brands, All 
Channels, Top 5 
Retailers, 2023

2023 saw 
Drizly* lead 
in Alcohol 
traffic, 
Instacart 
followed

*Note: Drizly is shutting down at the end of March, retailers will shift in 2024.



Build your 
commerce 
experiences to 
reach 1P 
audience 
segments

Events:
● Page Views
● Purchase Intent Clicks

Segment by 
retailer 
preference

Segment by 
product preference

Segment 
by creative 

Segment by 
geographic 
location

Segment by 
fulfillment 
preference



How a leading Spirits 
brand improved 
marketing effectiveness
This brand saw increased purchase 
intent using MikMak-powered audience 
segments in just one day

34%
Increase in 
Purchase 
Intent

48%
Increase in 
Purchase 
Intent Rate

64%
Of Purchase Intent 
from MikMak-
powered  Audiences



Leveraging User Generated Content



 Social is a non-negotiable.
 for today’s shoppers.   

74%
trust shopper content more than 
brand-created content1 and want 
to see social UGC on your website2 

Source 1: Bazaarvoice Shopper Experience Index, 2023 

Source 2: Bazaarvoice Shopper Experience Index, 2022  



Typical brand 
budget goes to 
branded content

Non-BrandedBranded

% Budget (typical brand)



Typical brand 
budget goes to 
branded content

% Budget (social-driven innovators) 

Non-BrandedBranded



Bazaarvoice communities are your content engine
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Translating Marketing into Results



Source Content from Loyalists

Create a seamless collection 
process with in-mail, progressive, 
and multi-product submissions

Optimize requests with insights 
and best practices

Maximize content submitted with email 
and text message review requests

of shoppers are willing 
to write a review if 

they’re asked1

65%



Build inspiring shoppable storefronts that convert 

Source 1: Bazaarvoice Like2Buy performance benchmarks, 2022

Source 2: Bazaarvoice Galleries Performance Benchmarks, 2022

Source 3: Total Economic Impact study conducted by Forrester Consulting on behalf of Bazaarvoice, 

2022   



Bring discovery to e-commerce
Social isn’t the only place for fun and inspiration

Source: Bazaarvoice Galleries Performance Benchmarks, 2022 



How Ricola made their products 
discoverable to shoppers on 
TikTok and Instagram
Ricola leveraged MikMak to quickly launch 
shoppable influencer campaigns across Instagram 
and TikTok to connect consumers to their 
products during the key cold and flu season.

2.8x
Higher Purchase 
Intent Rate on 
TikTok compared 
to the Health 
category average 

1.6x
Higher Purchase 
Intent Rate by top 
performing influencer 
@_jkrow over the 
brand average

55%
Of consumers 
interacting with 
Ricola influencers 
preferred to shop 
at Target



How Diageo beat their 
competition using 
data-informed marketing
Diageo was able to see the highest increase in 
sales across products, compared to competitors, 
YoY, by implementing MikMak Insights in 
collaboration with other data-informed 
eCommerce tactics. 

26%
Growth for 
Guinness

23%
Growth for 
Smirnoff

33%
Growth for 
Lone River

Compared to ~15% for Alcohol Category Competitor Benchmark 
(via Nielsen Data)



Tactical Considerations for Different Ad Types

1.  Feed-Based 
Video Ads

2. Reels (and Story) 
Video Ads:

3. Image Ads 
in the Feed



Diageo Q&A
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