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This evolution benefitted both parties and highlights an 
important strategic distinction for retailers and brands to 
consider moving forward—to not think about a strategy 
for a platform, but rather think about how to satisfy an 
unmet social need and use the appropriate platform to do 
so. The Directeur Général of SMARTS from the TBWA\® 
office in France best summed up this idea when he said,

“[The Internet] does not 
create new social behavior. 
It is a facilitator for behavior 
that is already happening. 

[Similarly, with social networking] 
we cannot create a 

community. It must already 
exist, and we can merely tap 
in to it with an appropriate 

social network.”
–Directeur Général, SMARTS, TBWA\ France

There are innumerable existing communities online and 
off. The ability to tap in to their unmet needs can not only 
evolve the social web but also provide an arena for brands 
to engage more effectively with consumers. For example, 
Yelp® provides a source and an outlet for business reviews. 
It successfully taps in to a group of consumers who like 
to share their business experiences with others. Yelp 
gives this community a bigger voice while also engaging 
businesses, giving them the opportunity to have a voice, 
manage customer service and gain insight. Existing 
platforms like Facebook can also help retailers and brands 
tap in to or even discover niche communities. 

For example, the supermarket chain Publix® has a rather 
large Facebook following for its sub sandwiches. Similarly, 
Red Lobster® has nearly as many Facebook fans for its 
cheddar bay biscuits as it does for the restaurant itself.22 
These social platforms can help retailers tap in to a niche 
community or expose one that was previously unknown, 
which can help identify new opportunities.

22.	 Facebook. (2011). Red Lobster Facebook Page.  
	 Retrieved from https://www.facebook.com/ 
	 redlobster and https://www.facebook.com/ 
	 RedLobsterCheddarBayBiscuits
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Drivers of Evolution  
and Future Trends 
Though social networkers and developers are the 
foundational forces for evolution, four drivers in 
particular have shaped the social web of today and will 
continue to drive evolution moving forward.  

1.	 Behavioral Evolution 

Human behavior is at the root of social networking. 
Therefore, it is not surprising that behavioral evolution 
drives change. As we humans evolve, grow and desire 
personal and unique experiences in real life, it is only 
natural that those demands be reflected online.  

One behavioral evolution of interest is the interaction 
between shoppers and brands. Consider this: if a brand 
had never created a page on Facebook or started a Twitter 
feed, users might have never recognized how they felt 
about the brand, what it means to them or why they 
would interact with a company. Conversely, now that 
brands are on the social web and learning what customers 
are really saying and what they really want, best practices 
online and off are changing. Brands are leveraging the 
social web as a real-time customer service-response unit, 
location-specific deal distributor and more.  

For example, businesses are increasingly using Twitter 
questions as a means to engage with consumers because 
they have found that answering questions makes 
Tweeters 60%–65% more likely to follow that brand  
and make a purchase.23

And it’s not just the brands that are changing their 
habits as the result of their social web experiences. In 
fact, a study by New York University® Stern School of 
Business Center for Measurable Marketing (CMM) 
revealed a positive correlation between word-of-mouth 
communication via social media and in-store traffic 
(greater than that of paid media). Approximately 16% 
and 5% of visits to social network or forum-categorized 
websites, respectively, are immediately followed by a visit 
to a search engine or shopping website, respectively.24

This symbiotic relationship will only grow in importance 
as the web evolves. A constant back-and-forth that is 
sometimes brand-led and sometimes user-led will be key 
to the future of what gets created, which new start-ups 
are successful and which new technologies are developed.

23.	 Graham Charlton. (2011, September, 1). 10  
	 Amazing Twitter Infographics. Message posted:  
	 http://econsultancy.com/us/blog/8049-10- 
	 twitter-infographics

24.	 Experian® Simmons. (2011). 2011 Social Media  
	 Consumer Trend and Benchmark Report

Do shoppers think 
differently about 
your brand if they  
are Facebook  
friends  
with you?

of social networkers are more 

likely to buy your product if you 

answer their Twitter questions.23
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2.	 Specificity/Personalization

The desire for greater specificity and personalization goes 
hand-in-hand with behavioral evolution. This is a user 
demand that is not unique to the social web. As humans, 
we are always on the search for personal experiences 
and ways to express ourselves as individuals. By defining 
our own individuality and finding specific, personalized 
outlets, we ultimately aim to identify others with a 
common passion and derive deeper connections.

The desire for specificity and personalization is prompting 
people to use more platforms targeted toward certain 
hobbies, certain groups, certain information or certain 
shopping perks. As they do so, people are also becoming 
increasingly aware that they may not want to act the 
same way across all their networks or maintain the same 
persona among their different circles of connections. The 
social web, like high school, can positively or negatively 
impact a person’s reputation. 

The use of social networking for professional reasons 
is just one driver for users to create distinct personas. 
Augmenting Facebook privacy settings and enhancing a 
LinkedIn profile are critical steps for job-seekers, because 
65% of recruiters check social media sites.25

However, creating a distinct persona is not always driven 
by a person’s desire to protect his or her reputation. Many 
users participate in specialized or niche networks, like 
GetGlue or a Ning network, to find specific connections 
about a passion of theirs. Furthermore, we see brands 
beginning to mimic this behavior by using different 
channels to achieve different goals (e.g., Facebook 
for coupon distribution/sweepstakes and Twitter for 
consumer engagement and PR). This type of channel 
planning in the social space will be critical to success in 
the future because it moves organizations closer to a 
social strategy and on from just a digital approach.

25.	 Charlie White. (2011, November 2). Protecting  
	 Your Online Reputation: 4 Things You Need to Know. 
	 Retrieved from http://mashable.com/2011/11/02/ 
	 protecting-your-online-reputation/

Social networking is 
highly personalized. 
 
Can this help  
businesses  
recruit?

Consider using 
different social 
media tools to 
achieve different 
goals and make 
more personal 
connections.
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3.	 Simplicity 

As we evolve our own identity and self-expression, we 
want to be able to easily and simply convey it across 
all of life’s outlets such as our clothes, our actions and 
especially with our Facebook/Twitter updates. In recent 
years, the proliferation and advancement of mobile 
technology has helped users integrate and simplify all 
their social networking activities. Mobile apps, Facebook 
integration and push alerts are making it easier and 
simpler for us to connect. 

Developing newer, faster, one-click technology is a 
competitive advantage in that it helps make capturing 
or creating sharable content easier. And it’s not just 
social media developers who are driving simplicity—
the advancement of smartphones has elevated user 
capabilities even more. Consider this: to share a video 
a few years ago meant shooting footage with a specific 
video camera, connecting the camera to the computer, 
transferring the file and then uploading that file to the 
web. Now users can shoot HD-quality video with their 
phones and upload it wirelessly and instantly to the  
web to share.

From software developments like HTML5, which bring 
a new level of creativity and share-ability to the web, to 
hardware developments like the high-end iPhone 4s or 
the low-end AT&T® Impulse 4G (a smartphone advertised 
for $29.99), we continue to see technology evolve. As 
user tasks and engagement are made easier, marketers will be 
able to seek new, deeper levels of engagement in the future.

Technology is 
responding to user 
demand for simpler, 
one-touch access  
to all of the  
social web.

11.000"
8.
50

0"



part 1 of 5: assessing the social networking landscape
Presented by Coca-Cola Retailing Research Council & The Integer Group 17

4.	 Technology Proliferation 

New technology is driving simplicity and is proliferating 
and propelling change among social networkers. It is 
redefining how, when and where people fundamentally 
interact and operate. As of December 2011, computers 
are still the primary access point for social media. 
However, users are increasingly accessing social media 
through their mobile browsers. Traffic to social sites from 
mobile devices increased 21% over last year, and access 
via application increased 101%.26 Most social networkers 
(65%) use their mobile phones to connect to the social 
web because it gives them the freedom to access their 
network anywhere. However, 35% of respondents report that 
their primary reason to access the social web on their mobile 
is because it is also a fun and easy way to pass the time.27

Moving forward, we see additional touch points like 
smart TVs, gaming consoles and tablets having a greater 
impact and working together to integrate network 
communication for users leveraging multiple devices. 

It will also be important to understand how the different 
device interactions are based in different behaviors. On 
a smart TV, people can more passively surf networks for 
entertainment purposes. However, on mobile or tablets, 
behaviors are probably more about real-time sharing of 
places, activities or media. 

It is hard to know what will happen next. In the words of 
the TBWA\ Asia Pacific Digital President, “[the future is 
uncertain but] we just need to listen and learn and adjust 
with the changes. It’s going to be interesting.”

26.	 ComScore. (2011, November 21). Mobile Social  
	 Networking Audience Grew 44 Percent Over Past  
	 Year in EU5. Retrieved from http://www. 
	 comscore.com/Press_Events/Press_ 
	 Releases/2011/11/Mobile_Social_Networking_ 
	 Audience_Grew_44_Percent_Over_Past_Year_ 
	 in_EU5

27.	 Integer/iModerate. (2011, November 7). Social  
	 Networking and Brand Engagement Research

	 *Source: Nielsen. (2011 Q3). State of Social  
	 Media, The Social Media Report

How Do Consumers Access Social Media?*
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Computers and mobile 
are at the core of 
connecting on the social 
web, but other devices 
may become more 
prevalent and/or change 
the way we connect.
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Every company needs to consider what is going on in 
the social web and what it means for them and their 
customers. Listening and learning are the names of the 
game. The social web shows no sign of stopping, and 
it continues to evolve in new and surprising ways that 
impact individuals as well as retailers and brands.

Business Considerations

Notes:

So start asking yourself:

+ �What clique do you think  

you fall into?

+ �In what social media categories 

do you want to engage?

+ �What role does the social web 

and technology play for you 

and your shoppers?

+ �What new possibilities  

does the social  

web present?
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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

11.000"
8.
50

0"



part 1 of 5: assessing the social networking landscape
Presented by Coca-Cola Retailing Research Council & The Integer Group 21

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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