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2391bn

268bn
151bn 147bn 114bn 109bn 122bn 100bn

Ecommerce is now the #1 driver of retail growth

40% 
of global chain 
retail sales will 

happen online – the 
digital shelf – by 

2026
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Not investing in digital commerce capability is not an option

Ecommerce will account for more than 2 × the sales value 
opportunity of all the top store-based channels combined

The digital shelf is changing fast

• Sales are shifting online and ecommerce 
is disrupting all shopping missions from 
convenience to the weekly grocery basket 

• Retailers are investing in their online platforms to 
differentiate and compete

• Constant innovation means new standards 
for online shopping experiences and 
customer convenience

Brands need new capabilities to succeed 

• Online retail is driven by algorithms which 
determine how and where a product shows 
up to customers

• Winning on the digital shelf requires new 
skills, new teams and sometimes new 
organizational structures

• Clear, engaging and differentiated online content 
is critical to capturing attention 

Recognize where the Digital Shelf is moving. 
Understand the capabilities needed to succeed

usd 2.4 
trillion

of retail sales 
will occur online 

by 2026
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Where retailers will focus their digital shelf efforts 
and innovation in 2022 and over the next few years 

Experiential

Engage shoppers with 
different and value-adding 
experiences (livestreaming 
shopping events, online-
to-offline activations, 
meal-planning, health and 
wellbeing advice)  

Social

Creating unique spaces 
and initiatives for shoppers 
to connect with each 
other (virtual worlds in 
popular online multiplayer 
games, ‘squad shopping’, 
group buying)

Frictionless

Aiding the shopper experience 
through convenient solutions 
and services (media and 
advertising opportunities, 
cross-category partnerships, 
flexible fulfillment options) 

Curated

Driving product discovery 
through curation based on 
shoppers and their needs 
(online shop-in-shops targeted 
at specific groups and 
shopper missions, climate 
and health labels that identify 
products that are better for 
personal wellness and better 
for the planet)
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The basics 
M&S has launched a new service that will 
allow its 13.5 million customers that visit 
M&S.com each week to join a live broadcast 
hosted by an M&S expert where they can hear 
more about the ranges they’re browsing, ask 
questions through the live chat function, view 
product demonstrations and buy the products 
as they watch. 

Why this matters
Live shopping – the blending of entertainment 
with instant purchasing – has been mainstream 
in China for a while, popularized by ecommerce 
giants Alibaba and JD.com. Using China as a 
guide, McKinsey anticipates that live shopping 
could account for between 10% and 20% of 
global ecommerce sales by 2026 and retailers 
outside China are now ramping up capabilities 
in this space. Walmart recently partnered 
with livestreaming social commerce provider 
TalkShopLive to expand its interactive shopping 
events and services across its own and third-

party platforms. TalkShopLive is fully integrated 
with Walmart’s commerce API. Carrefour in 
Europe has also been experimenting with live 
shopping and recently partnered with media 
firm Brut – described as the French BuzzFeed – 
to scale its offering in social commerce. 

Implications for suppliers
As M&S and other retailers look to shoppable 
media initiatives to drive online sales, brands 
should prioritize product visibility and 
engagement across digital channels. A growing 
range of social commerce services gives brands 
the ability to foster greater product awareness 
and inspiration and enables experimentation for 
shoppers online.

Watch and shop 
at M&S.com 

CASE STUDY

1. M&S launches live shopping on its main website. 
Image credit: M&S

2. Almost 50 live shopping events were hosted by Carrefour 
in 2021. With Brut claiming to reach 100% of 18-34 
year olds through its videos, Carrefour aims to build a 
live shopper community that will lead the French social 
commerce market. Image credit: carrefour.fr

Experiential
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Awareness 
Offsite shoppable livestream events
Walmart supported Twitter to launch its first live 
shopping event during the Black Friday to Cyber 
Monday weekend in 2021. The livestream was 
hosted by musician-turned-creator Jason Derulo 
who introduced deals on electronics, home goods, 
apparel and other items during a 30-minute variety 
shoppable event. 

Consideration 
Brand takeovers
Nestlé has a branded shop on Woolworths.com.au, 
which curates its different products in bundles relating 
to shopper mission, such as breakfast or snacks. The 
shopper can add-to-cart in the brand store.

Purchase 
‘One-click ads’ 
Global brewer AB InBev, known for beer brands 
including Corona, Budweiser and Hoegaarden, has 
been trialing a new online advertising technology that 
allows consumers to order directly from banner ads. 

Shoppers can select quantities, enter the delivery 
address and pay within the ad without leaving the 
webpage. The technology is provided by London-
based Playrcart, a fairly young ad tech startup 
that allows customers to transact directly within 
advertising assets and increase the click-through 
rate. In an average consumer journey, studies show 
that it takes about 20 to 30 clicks from the moment a 
customer sees an advertisement to making the final 
purchase, which can lead to high drop off rates, cart 
abandonment, and loss of revenue. In 2021, Playrcart 
said a pilot with Walgreens Boots Alliance skincare 
brand Liz Earle saw the ‘clicks’ required to achieve 
checkout online reduced by 72%. 

Brands must look to media and advertising opportunities 
offered by retailers to create new “impulse moments” 

1. Jason Derulo hosts Twitter’s first ever shoppable livestream 
during the 2021 Cyber 5 weekend (products supplied by 
Walmart). Image credit: Walmart

2. Nestlé’s branded shop on Woolworths.com.au. Image credit: 
Woolworths Group

3. Playrcart’s transactional technology made it possible for Corona 
customers to engage with the brand and make a purchase within 
the advert, fulfilled by Amazon. Image credit: Playrcart

Frictionless
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 F How big is ecommerce sales growth now 
and in the future for your sector and market?

 F What elements of the digital shelf should 
you focus on? 

 F Are your teams aligned on the key 
opportunities and priority areas for 
2022 investment?

 F How is retail media changing and what are 
the levers you can use to drive sales?

 F What does the future of the digital shelf 
look like and what are the implications 
for your brand?

Key questions to frame 
your 2022 planning 
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Understanding the Digital Shelf Equation and the metrics to drive sales and 
share online will turbocharge your future growth.

Contact us to discover what those metrics are in our full Future of the 
Digital Shelf November 2021 report.

About Edge by Ascential 

Edge by Ascential helps global and local brands to win in digital commerce in a new and complex era of 
omnichannel retail. Our unique combination of industry-leading data, analytics, market research and expert 
consulting solutions inform the ecommerce-driven go-to-market strategy, optimization and performance 
measurement of the world’s largest brands. We support our clients to always make the right investment 
decisions, drive margin growth and achieve the necessary edge to grow. More than 400 global brands depend 
upon our weekly, daily and real-time data-driven insights.

A subsidiary of Ascential plc, the global specialist information company, Edge by Ascential operates in North 
America, Europe and Asia. For more information, visit ascentialedge.com

Is your organization primed to optimize 
growth from the digital shelf?

Xian Wang
VP 
Edge Retail Insight, 
Edge by Ascential

Florence Wright
Head of Digital Insights 
Edge Retail Insight, 
Edge by Ascential
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