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Social networking is no longer defined by arbitrary status 
updates posted by Millennials. It has incredible scope 
and power that demand attention from users, brands and 
retailers. It is the most popular online activity worldwide and 
has altered the way we connect, share and build relationships 
with people and communities around the globe.  

Social networking sites currently reach 82% of the world’s 
online population, representing 1.2 billion users.1 It has 
given power to the masses, creating overnight sensations via 
YouTube® and altering shopping behaviors with foursquare®, 
and has even changed the presidential campaign process 
through the use of Twitter® and Facebook®. 

The digital landscape has experienced tremendous 
growth, innovation and technological advancements 
over the past several years. Five years ago, email was 
predominately sent from a computer, the iPhone® was a 
brand-new product, “‘Twitter’ was a sound, the ‘cloud’ 
was in the sky [and] ‘4G’ was the name of a parking 
space.”2 The online world is moving rapidly, and brands 
and retailers need to understand the social networking 
landscape, its users, how it impacts their role and 
presence in the market and how they can affect the space.

To bring greater clarity to social networking and how 
it pertains to the larger retail and grocery industry, the 
Coca-Cola Retailing Research Council (CCRRC) of North 
America has partnered with The Integer Group® to provide 
a five-part series on the current state of social networking:

	 Part 1:	 Assessing the Social Networking Landscape

	 Part 2:	 Identifying the Allure of Social Networking: 

		  Traits, Behaviors and Motivators

	 Part 3:	 Social Networking Personas: A Look at 

		  Consumer and Shopper Mind-Sets

	 Part 4:	 The Value of Social Networking for  

		  Brands and Retailers

	 Part 5:	 The Effectiveness of Professional  

		  Social Networking

Throughout this series, we aim to provide the entire retail 
community with the foundational knowledge to decode 
the complexities of the social web and seed inspiration for 
how companies can set a path for change. 

Introduction

1.	 Comscore®. (2011). It’s a Social World: Top 10  
	 Need-to-Knows About Social Networking and 
	 Where It’s Headed

2.	 Thomas Friedman. (2011, December 7). Thomas 
	 Friedman on “How America Fell Behind.” 
	 Retrieved from http://www.npr.org/2011/09/06/ 
	 140214150/thomas-friedman-on-how-america- 
	 fell-behind

AVAILABLE FOR 
DOWNLOAD AT  

www.CCRRC.ORG

Up FIRST: PART 1  
Foundational knowledge 
about social networking: 
what it is, what it is not, its 
evolution and the drivers 
of the landscape.
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	 Part 1:	 Assessing the Social Networking Landscape

To appropriately understand social networkers and how 
retailers and brands can engage, we must assess and 
define the social networking world of today. Part 1 will 
define and characterize the landscape, including the 
players, and assess its evolution, its driving forces, the 
impact of technology and thoughts for the future.

	 Part 2:	 Identifying the Allure of Social Networking: 
		  Traits, Behaviors and Motivators

Because socializing and connecting with others is a 
fundamental human behavior, we will assess basic human 
sociability, psychology and behavioral economics in  
Part 2. This will allow us to diagnose and synthesize why 
social networking is so alluring. We will leverage the 
findings from a proprietary quantitative study of social 
networkers and existing academic studies, Part 2 will 
outline current social networking habits of our culture, 
psychological motivations behind our actions and factors 
that can affect and possibly direct behavioral evolution.

	 Part 3:	 Social Networking Personas: A Look at  
		  Consumer and Shopper Mind-Sets

Effective marketing in part relies on knowing your 
audience. When working with the social landscape, the 
same principles apply. Part 3 leverages both primary and 

secondary research to define and characterize four social 
networker personas: Bonders, Sharers, Professionals and 
Creators. Specifically, this section outlines user lifestyles, 
motivations and behaviors and maps their shopping  
mind-sets and behaviors, including their use of social 
media and online and traditional retail tools.

	 Part 4:	 The Value of Social Networking for  Brands and Retailers

Understanding the social landscape and its users from 
previous sections, we begin to outline the value of brand 
engagement in Part 4. In this section, we identify the 
benefits for the user/shopper, retailer and brand at various 
levels of engagement. Brands and retailers may opt to 
listen, connect, participate or create within the space. The 
benefits, implications and considerations at each level are 
articulated using current examples from the marketplace.

	 Part 5:	 The Effectiveness of Professional Social Networking

The final part of the series digs into a subsection of the 
larger social landscape, professional social networking. 
This space has certain characteristics and dynamics that 
affect a company’s internal operations rather than its 
external communication or strategy. Part 5 will define the 
professional social landscape, its evolution and benefits, 
and how it affects the hiring process.

Project Overview

3.	 IBM. (2011, October). From Stretched  
	 to Strengthened: Insights from The Global Chief 
	 Marketing Officer Study.

Did you know? 
Seven out of ten 
Chief Marketing 
Officers feel 
“unprepared” 
about integrating 
social media into 
their organization’s 
marketing mix.3 

Shoppers are using 

the social web in 

various ways to help 

them shop—in and 

out of store.
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For this project, we used a combination of primary and 
secondary research to build a fact base to analyze the 
landscape of social networking as it pertains to its current 
state, how it affects both the shopper and consumer 
mind-set and its relation to physical and digital retailers.

We conducted a thorough review of secondary 
resources to build a knowledge base and guide our 
primary research. Secondary resources included 
subscription-based resources such as Iconoculture®, 
Experian Simmons, Warc and eMarketer, as well as 
publicly available information from industry associations, 
publications, studies, blogs and platform providers. 

To fully understand this rapidly evolving space and  
its relation to consumers and shoppers, we leveraged  
a variety of primary research, including expert  
interviews, a quantitative consumer study and a 
qualitative shopper study.

Expert Interviews 

	 In addition to leveraging social media, digital  
	 and media experts within the Integer network, we  
	 conducted interviews with seven industry participants  

	 to gather real-time insights regarding the project  
	 objectives. Participants included consultants, internal  
	 brand community managers and external digital  
	 strategists/agencies.

Quantitative Consumer  
and Shopper Research 

	 Integer, in conjunction with iModerate research  
	 technologies®, conducted a quantitative survey  
	 with 308 frequent social networkers and intercepted  
	 40 respondents to participate in one-on-one live  
	 conversations via the iModerate proprietary  
	 instant-messenger platform to gain deeper insight  
	 regarding habits and practices online.

Qualitative Shopper Research 

	 Integer, in conjunction with Qualvu®, completed  

	 a qualitative survey with 24 frequent social  

	 networkers. Participants answered several questions  

	 regarding their social networking usage and habits  

	 and provided video footage of their “shopping  

	 journeys” to illustrate their social media behaviors  

	 and motivations throughout (Pre-Tail®, Retail, Post-Tail®).

Project Methodology 
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We used the Integer Shopper Continuum® to frame the 
shopper journey and help us understand and articulate 
the role of communication and marketing actions during 
three distinct phases of shopping behavior: Pre-Tail®, 
Retail and Post-Tail®.

	 •	 The Pre-Tail® phase includes all the things people do  

		  when preparing to shop and select a retailer, including  

		  how they respond to all things brands or retailers do to  

		  influence behavior.

	 •	 The Retail phase is all activities that take place in a  

		  real or virtual retail environment. This includes the  

		  behavior of the shopper and the actions of the retailer  

		  and brand on the shelves (real or virtual).

	 •	 The Post-Tail® phase encompasses what happens  

		  after purchase. It includes things retailers and brands  

		  can do to reinforce and celebrate the purchase and  

		  encourage shoppers to repeat their behavior again  

		  and again.

The Coca-Cola Retailing Research Council of North 
America (www.ccrrc.org) conducts studies on issues 
that help retailers respond to the changing marketplace. 
The unique value of these studies rests with the fact 
that retailers define the objective and the scope of each 
project and “own” the process through the release of the 
study and dissemination to the broader retail community.

Members of the Coca-Cola Retailing 
Research Council of North America:
	 •	 David Ball, Ball’s Food Stores Inc.
	 •	 Jonathan Berger, The Consumer Goods Forum
	 •	 Chris Coborn, Coborn’s Inc.
	 •	 Mike Donnelly, The Kroger Co.
	 •	 Randy Edeker, Hy-Vee, Inc.
	 •	 Cathy Green Burns, Food Lion LLC
	 •	 Jerry Golub, Price Chopper Supermarkets
	 •	 Mark Irby, Publix Super Markets
	 •	 Jay Lawrence, MAL Enterprises, Inc.
	 •	 John Lucot, Giant Eagle, Inc.
	 •	 Tim Mason, Tesco U.S.
	 •	 Jason Potter, Sobeys 
	 •	 Leslie Sarasin, Food Marketing Institute
	 •	 Carlos Smith, Bodega Latina Corporation
	 •	 Greg Sullivan, Walmart Stores, Inc.
	 •	 J.K. Symancyk, Meijer Inc.
	 •	 Todd Vasos, Dollar General Corporation
	 •	 Lauri Youngquist, Knowlan’s Super Markets, Inc.

About the Shopper Journey 
About the Coca-Cola Retailing 
Research Council of North America
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The Integer Group (www.integer.com) is one of the 
world’s largest retail, promotional and shopper marketing 
agencies and a key member of the TBWA\ Marketing 
Services portfolio. The Integer Group resides At the 
Intersection of Branding and Selling® and creates strategic 
marketing solutions for clients in categories that include 
beverage, packaged goods, telecommunications, fast 
food, home and shelter and power sports. Join Integer in a 
conversation on shopping culture and  
brand strategy at www.shopperculture.com or on  
Twitter @shopperculture.
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About The Integer Group - @IntegerGroup 
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