
Created with Yabble AI

#AIonPoint: Social Commerce Im-
pact on FMCG Purchasing
April 14, 2025

Project Details

Topic

How do social media platforms influence consumer purchasing behavior in the FMCG sector, 
particularly through features like social commerce and shoppable posts? What role do influ-
encers and user-generated content play in driving sales and brand loyalty for FMCG products on 
social media? What are the main challenges and opportunities for FMCG brands in integrating 
e-commerce capabilities into social media platforms? How do a wide range demographic 
factors (e.g., age, gender, location) impact consumer engagement and shopping preferences 
on social media for FMCG products?

Audience Specifications

The persona groups encompass a diverse range of individuals from diverse races, cultures, and 
backgrounds, including immigrants and minority groups such as people of colour. Included 
are tech-savvy young adults aged 16-34, who are highly engaged with social media for both 
entertainment and shopping, to older demographics aged 35 and up, who prioritize authenticity 
and practicality in their online interactions. Younger users, including college students and 
young professionals, are drawn to seamless mobile commerce experiences and are influenced 
by digital creators, while older users focus on supporting local businesses and seek straight-
forward, secure online shopping processes.

Questions from Knowledge Lake

1. How has the rise of social commerce and shoppable posts on platforms like Instagram, 
Facebook, and TikTok changed consumer purchasing behavior in the FMCG sector?

2. How do social media platforms’ algorithms influence what FMCG products consumers see 
and engage with, and how does this shape purchasing decisions?

3. In what ways are advancements in mobile e-commerce, such as seamless checkout and 
integrated payment options, driving purchases of FMCG products on social media?

4. How are augmented reality (AR) features, such as virtual try-ons or interactive product 
demos, transforming consumer shopping experiences for FMCG products on social media?

5. What role does artificial intelligence (AI) play in personalizing social media advertisements 
and product recommendations for FMCG consumers?

Page 1 / 19



6. How do the growing trends in live-stream shopping and video commerce on platforms like 
TikTok and Instagram influence FMCG purchasing behavior?

7. How do influencers’ endorsement trends (macro vs. micro-influencers) affect consumer 
trust and brand perceptions in the FMCG market, especially among younger consumers?

8. How has the shift toward “authenticity” in influencer marketing impacted consumer behav-
ior and purchasing decisions in the FMCG sector?

9. How do user-generated content (UGC) and social media trends (e.g., challenges, memes, 
viral posts) impact consumer purchasing decisions and brand engagement in FMCG?

10. How does the growing importance of social proof (e.g., likes, shares, reviews) on social 
media platforms affect FMCG brand reputation and consumer trust?

11. What emerging trends in social media influence, such as nano-influencers or social com-
merce-specific influencers, are reshaping consumer behavior in the FMCG sector?

12. How do FMCG brands’ social media engagement strategies (e.g., interactive posts, cus-
tomer service, storytelling) build long-term consumer loyalty?

13. How do social media platforms’ new features, such as integrated loyalty programs or 
gamification, influence FMCG brand loyalty and customer retention?

14. What role does the concept of “brand activism” (e.g., sustainability, social justice) on 
social media play in driving loyalty for FMCG brands among younger, socially-conscious 
consumers?

15. How do consumers’ perceptions of brand transparency on social media (e.g., be-
hind-the-scenes content, ethical sourcing) influence purchasing behavior for FMCG prod-
ucts?

16. How do generational differences and upbringings (e.g., Gen Z, Millennials, Gen X) shape 
attitudes toward social commerce and the purchase of FMCG products on social media?

17. How do cultural differences and diversity in consumer behavior affect how different de-
mographic groups (e.g., immigrants, minority groups) engage with social commerce in the 
FMCG sector?

18. How do younger tech-savvy consumers (ages 16-34) prioritize convenience, personal-
ization, and mobile-first experiences in their social media shopping behaviors for FMCG 
products?

19. How are older consumers (ages 35+) engaging with social media for FMCG shopping, and 
what are their preferences regarding product information, trust, and simplicity in the online 
shopping experience?

20. How do location (urban vs. rural) and regional factors influence social commerce behavior 
and FMCG product preferences on social media platforms?
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Market Trends

The Influence of Social Media on FMCG Purchasing Behavior

The Power of Social Commerce and Shoppable Posts

Social media has transitioned from a platform for connection to a powerful driver of consumer purchasing 
behavior, especially within the fast-moving consumer goods (FMCG) sector.  Features like social com-
merce and shoppable posts are seamlessly integrating purchasing into the social media experience.  (18) 
This shift is evidenced by brands like Natori, which experienced a 100% revenue increase after implement-
ing shoppable posts on Instagram. (18)
Despite the convenience, a trust barrier persists.  While 63% of US consumers find social commerce useful 
for product discovery, 76% prefer completing purchases on retailer websites due to security concerns. 
(16) This highlights a key challenge for FMCG brands: bridging the trust gap and alleviating security fears 
to unlock the full potential of social commerce.

Influencers and User-Generated Content: Building Trust and Driving Sales

Influencer marketing and user-generated content (UGC) are potent tools for FMCG brands.  70% of 
consumers acknowledge the significant influence of influencer recommendations on their purchasing 
decisions. (18)  Campaigns like Blue Apron's collaboration with YouTube and Instagram influencers 
demonstrate the effectiveness of this approach, generating millions of impressions and a 1.9x ROI. (18)
UGC, often dubbed "digital word-of-mouth," provides authenticity and credibility that traditional advertising 
lacks. (12)  Platforms like TikTok, where Aussie Beef & Lamb successfully leveraged UGC for a giveaway, 
highlight the power of peer recommendations in driving sales. (12)  Showcasing UGC across marketing 
channels builds trust, fosters community, and transforms customers into brand advocates. (13)

Challenges and Opportunities in E-commerce Integration

Integrating e-commerce into social media presents both challenges and opportunities for FMCG brands.-
  Intense competition necessitates standing out amidst the noise. (14)  Meeting consumer expectations 
for personalized experiences, fast shipping, and seamless customer service within the social media 
environment is crucial. (14)  Data privacy and security are paramount, requiring robust measures to protect 
consumer information. (14)
Despite these challenges, the potential rewards are significant.  By leveraging social media's reach and 
engagement, FMCG brands can tap into new customer segments, build brand loyalty, and drive sales 
growth.

Demographic Influences on Social Media Engagement

Age, gender, and location significantly impact consumer engagement and shopping preferences on social 
media.  Younger demographics, particularly Gen Z, are highly susceptible to social media influence, 
with 33.3% of 16-24 year-olds citing social media as their primary reason for cross-border e-commerce 
purchases. (17)  This highlights the importance of tailoring social media strategies to resonate with 
specific age groups.
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The global nature of social media also necessitates considering regional differences in consumer be-
havior and cultural nuances.  For instance, research on Bangladesh's FMCG market revealed Facebook 
and YouTube as the most influential platforms, with short-form video ads proving highly effective. 
(7)  However, generalizing these findings to other regions without further research would be a mistake.

Emerging Trends and Future Outlook

Mobile-First and Omnichannel Strategies

The dominance of mobile shopping is undeniable, with 54% of online Black Friday sales in 2023 occurring 
on mobile devices. (9)  FMCG brands must adopt a mobile-first approach, prioritizing seamless user 
experiences and personalized interactions within their mobile apps. (8)  This aligns with the broader trend 
of omnichannel shopping, where consumers interact with brands across multiple touchpoints, expecting 
a consistent and integrated experience. (8)

 The Rise of Voice and Visual Commerce

Voice shopping is rapidly gaining traction, with 20% of mobile searches now voice-based. (8)  FMCG 
brands must optimize their online presence for voice search to capitalize on this growing trend.  Simul-
taneously, visual platforms like Instagram are becoming increasingly influential in shaping purchasing 
decisions. (18)  Leveraging high-quality visuals, shoppable posts, and engaging video content is crucial 
for capturing consumer attention and driving conversions.

Sustainability and Ethical Considerations

Consumers, particularly millennials and Gen Z, are increasingly drawn to brands that align with their 
values. (18)  FMCG companies must prioritize sustainability initiatives, ethical sourcing, and transparent 
practices.  Showcasing these values through social media can enhance brand image, build trust, and 
attract conscious consumers.

 Data-Driven Insights and Personalization

The abundance of data generated by social media offers valuable insights into consumer behavior, 
preferences, and trends.  FMCG brands can leverage this data to personalize marketing campaigns, 
optimize product offerings, and create highly targeted experiences.  AI-powered analytics will play a 
crucial role in extracting actionable insights from this data and driving informed decision-making.

Conclusion

Social media has fundamentally reshaped the FMCG landscape, offering unprecedented opportunities to 
connect with consumers, build brand loyalty, and drive sales.  By understanding the evolving dynamics 
of social commerce, influencer marketing, and user-generated content, FMCG brands can harness the 
power of these platforms to thrive in an increasingly digital and consumer-centric marketplace.

This includes reputably sourced, broader, macro-level indicators of trends and other factors that are likely to have an 
influence on your chosen topic. This can include shifts in consumer preferences, economic conditions, behavioral trends, 
regional preferences, and more. These are all elements that surround your topic that we believe are important for your 
Virtual Audience to have context of to convey a broader understanding of the market.
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1. https://finance.yahoo.com/
2. https://www.studysmarter.co.uk/
3. https://sproutsocial.com/
4. https://www.pewresearch.org/
5. https://www.mckinsey.com/
6. https://www.clarity-ventures.com/
7. https://www.researchgate.net/
8. https://buildfire.com/
9. https://www.coursera.org/
10. https://www.statista.com/
11. https://www.dash.app/
12. https://cr8consultancy.com/
13. https://www.stampme.com/
14. https://www.jusdaglobal.com/
15. https://www.fieldproxy.com/
16. https://www.emarketer.com/
17. https://www.marketingcharts.com/
18. https://keyhole.co/
19. https://www.kanvic.com/
20. https://goodschecker.com/
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Market Insights

Social Media's Impact on FMCG Consumer Behavior

The Power of Social Platforms in FMCG

Social media has become a crucial tool for FMCG brands to navigate the challenges of high compe-
tition and rapidly changing consumer behavior (1, 2).  Platforms like Facebook, Instagram, and TikTok 
offer unprecedented reach and engagement opportunities, enabling brands to connect with consumers 
throughout their purchase journey (7).

Social Commerce:  A Game-Changer for FMCG

Social commerce, the integration of e-commerce directly within social media platforms, is revolutionizing 
how consumers discover and purchase FMCG products (7, 22). Features like shoppable posts, live stream 
shopping, and in-app checkout streamline the buying process, making it easier than ever for consumers 
to purchase on impulse (3, 7).

Influencers and User-Generated Content: Building Trust and Driving Sales

Influencer marketing has emerged as a powerful strategy for FMCG brands to build trust and credibility 
in the digital age (21). Consumers, particularly younger generations, trust recommendations from influ-
encers they follow, making influencer partnerships highly effective for driving sales and brand loyalty (21).
User-generated content (UGC) further amplifies this effect by providing authentic social proof (5, 6).-

  Showcasing real customer experiences through reviews, testimonials, and product demonstrations res-
onates with consumers and encourages purchasing decisions (14).

Demographic Nuances in Social Commerce Engagement

Different demographic groups engage with social commerce in unique ways (25). Millennials, known for 
their digital fluency and preference for convenience, are highly receptive to online shopping and targeted 
advertising (25).  Gen Z, even more digitally native, exhibits a strong affinity for social commerce and 
expects seamless online experiences (25).
Understanding these generational nuances is crucial for FMCG brands to tailor their social media strate-
gies and maximize engagement across different demographics (25).

Challenges and Opportunities for FMCG Brands

Challenges:

Intense Competition: Standing out in a crowded digital landscape requires creative and engaging social 
media strategies (1, 8).
Measuring ROI:  Demonstrating a tangible return on investment from social media efforts can be 
challenging (8, 11).
Maintaining Brand Consistency:  Ensuring a unified brand voice and message across multiple platforms 
is crucial (16).
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Managing Negative Feedback:  Addressing negative reviews and comments promptly and effectively is 
essential for protecting brand reputation (16, 26).

Opportunities:

Direct-to-Consumer (D2C) Marketing:  E-commerce and social commerce enable FMCG brands to 
bypass intermediaries and sell directly to consumers, increasing profit margins and brand control (22).
Personalized Experiences:  Data analytics and AI-powered algorithms allow for personalized product 
recommendations and targeted marketing campaigns (22).
Enhanced Customer Service:  Social media provides a platform for real-time customer support, building 
trust and loyalty (19, 26).
Accelerated Innovation:  Access to real-time consumer feedback and market trends through social 
media fosters product innovation (22).

Actionable Insights for FMCG Brands:

Embrace Social Commerce: Integrate shoppable features, explore live stream shopping, and optimize 
checkout processes for seamless purchasing experiences (7).
Prioritize Influencer Marketing:  Partner with relevant influencers to build trust, reach target audiences, 
and drive sales (21).
Encourage User-Generated Content:  Implement strategies to collect and showcase authentic customer 
experiences, leveraging social proof to boost conversions (14).
Understand Demographic Nuances:  Tailor content and campaigns to resonate with the specific pref-
erences and behaviors of different age groups (25).
Utilize Social Listening Tools:  Monitor brand mentions, analyze sentiment, and gain valuable insights 
into consumer conversations (20, 27).
Measure and Optimize:  Establish clear metrics, track key performance indicators (KPIs), and continu-
ously optimize social media strategies based on data-driven insights (11, 24).

By embracing these insights and adapting to the evolving landscape, FMCG brands can harness the power 
of social media to drive growth, enhance brand loyalty, and thrive in the digital age.

This includes reputably sourced insights that are specific to the market related to your topic. These meso-level insights can 
include (but are not limited to) a market overview, consumer preferences, demographic patterns, and more. This becomes 
the context for your Virtual Audiences project related directly to your topic.

1. https://florafountain.com/
2. https://niftycomms.com/
3. https://www.upshotbrandmedia.com/
4. https://www.researchgate.net/
5. https://www.forbes.com/
6. https://www.tandfonline.com/
7. https://sproutsocial.com/
8. https://www.jusdaglobal.com/
9. https://www.fieldproxy.com/
10. https://www.snipp.com/
11. https://www.hootsuite.com/
12. https://www.shoosmiths.com/
13. https://www.grandviewresearch.com/
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14. https://www.bazaarvoice.com/
15. https://www.jetir.org/
16. https://papers.ssrn.com/
17. https://www.ikf.co.in/
18. https://www.techfunnel.com/
19. https://www.qualtrics.com/
20. https://www.sprinklr.com/
21. https://vamp.com/
22. https://sociallypowerful.com/
23. https://www.accenture.com/
24. https://www.marinsoftware.com/
25. https://www.linkedin.com/
26. https://socpub.com/
27. https://brand24.com/
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Overall Summary

Social Media's Influence on FMCG Purchasing Behavior

Social commerce and shoppable posts are changing the game. These features provide a seamless and 
convenient shopping experience, allowing consumers to purchase products directly within social media 
platforms. This immediacy and ease of purchase can drive impulse buys and increase sales for FMCG 
brands.
Influencers and user-generated content (UGC) play a significant role. Consumers trust recommenda-
tions from people they relate to, including influencers and peers. Authentic influencer marketing, where 
influencers genuinely use and recommend products, can be highly effective. UGC, such as reviews and 
testimonials, provides valuable insights into real-life product experiences, building trust and credibility.
Transparency and authenticity are paramount. Consumers are increasingly conscious of ethical sourc-
ing, sustainability, and brand values. They seek transparency in brand practices and are wary of green-
washing. FMCG brands need to communicate their values authentically and back up their claims with 
evidence to build trust and loyalty.

Challenges and Opportunities for FMCG Brands

Integrating e-commerce seamlessly.  While social commerce features offer convenience, the transition 
from discovery to purchase needs to be smooth. Disjointed processes and lack of integration with 
e-commerce platforms can hinder the shopping experience.
Balancing personalization with data privacy.  Personalized recommendations and targeted ads can 
enhance the shopping experience, but consumers are increasingly concerned about data privacy. FMCG 
brands need to be transparent about data usage and prioritize user security to maintain trust.
Staying ahead of trends while maintaining authenticity. Social media trends are constantly evolving, and 
FMCG brands need to stay relevant. However, they must avoid jumping on every trend without genuine 
commitment. Authenticity and long-term value should be prioritized over fleeting popularity.

Demographic Factors and Consumer Engagement

Generational differences are significant. Millennials and Gen Z are more comfortable with social com-
merce and influencer marketing due to their digital fluency. Older generations may be more cautious, 
prioritizing security, trust, and straightforward information.
Cultural nuances influence behavior.  Cultural values and backgrounds shape consumer preferences 
and trust in social commerce. Brands need to be mindful of these differences, ensuring their messaging 
and practices resonate with diverse audiences.
Regional factors play a role. Location influences access to local businesses and sustainable options. 
Social media platforms need to adapt to regional preferences and highlight local initiatives to effectively 
engage consumers.
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Personas

Persona Summary

The persona groups encompass a diverse range of individuals from diverse races, cultures, 
and backgrounds, including immigrants and minority groups such as people of colour. Included 
are tech-savvy young adults aged 16-34, who are highly engaged with social media for both 
entertainment and shopping, to older demographics aged 35 and up, who prioritize authenticity 
and practicality in their online interactions. Younger users, including college students and young 
professionals, are drawn to seamless mobile commerce experiences and are influenced by digital 
creators, while older users focus on supporting local businesses and seek straightforward, secure 
online shopping processes.
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Alex 'Tech Enthusiast'

Age range 16-25

Gender Non-binary

Location Urban, New York

Personality traits
Tech-savvy, influencer-trusting, 
adventurous.

Pain points
Concerned about data privacy 
and the authenticity of online re-
views.

Behaviours

Engages heavily with social 
media both for entertainment 
and to discover new products. 
Prefers mobile-first shopping ex-
periences.

Goals
Seeks cutting-edge technology 
and seamless shopping experi-
ences.

Alex is a non-binary individual aged 16-25 living in urban New York, characterized by a forward-thinking 
and tech-savvy mindset, heavily influenced by digital creators and user-generated content for authentic 
product insights.
They value seamless, mobile-optimized shopping experiences that align with their ethical values, 
particularly sustainability and integrity, seeking brands that prioritize transparency and ethical practices 
in their social commerce strategies.
Alex's brand loyalty is influenced by sustainability and brand ethics, while their eCommerce preferences 
lean towards secure transactions and mobile-first shopping interactions.
Concerns about data privacy and the authenticity of online reviews are significant pain points for Alex, 
shaping their cautious approach to engaging with social commerce.
Their goals revolve around seeking cutting-edge technology and seamless shopping experiences, 
reflecting their tech-savvy and adventurous personality traits.
Alex's high reliance on digital creators and user-generated content showcases their strong preference 
for authentic and relatable information when making purchasing decisions in the FMCG sector.
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Maria 'Community Supporter'

Age range 45-55

Gender Female

Location Suburban, Texas

Personality traits
Community-oriented, authentici-
ty-seeking, pragmatic.

Pain points

Skeptical about influencer 
authenticity and concerned 
about complex online shopping 
processes.

Behaviours

Primarily supports local busi-
nesses and prefers straightfor-
ward online shopping experi-
ences.

Goals
Values authenticity and supports 
brands that engage with the com-
munity.

Maria, a female in her late 40s to early 50s, residing in suburban Texas, is a community-oriented and 
authenticity-seeking consumer who values ethical practices and community welfare in brands.
She faces challenges with overwhelming and impersonal online shopping experiences, leading to 
skepticism towards influencer authenticity.
Maria prefers straightforward and secure e-commerce platforms that offer genuine user-generated 
content over influencer-driven promotions.
Her purchasing decisions are heavily influenced by a brand's ethical practices and community engage-
ment, aligning with her goal of fostering a community-focused lifestyle.
Maria prioritizes supporting local businesses and seeks to streamline her shopping experiences while 
staying true to her values.
She values authenticity, transparency, and brands that genuinely resonate with her ethical standards, 
aiming to align her consumer habits with her community-oriented mindset.
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Jamal 'Sustainability Advocate'

Age range 26-34

Gender Male

Location Urban, Los Angeles

Personality traits
Ethically driven, environmentally 
conscious, informed.

Pain points
Frustrated by lack of transparency 
in brand ethics and sustainability 
practices.

Behaviours

Engages with social media to 
learn about sustainable brands 
and share content on ethical con-
sumption.

Goals
Aims to support ethical brands 
and secure personal data.

Jamal, a tech-savvy male in his late 20s to early 30s residing in urban Los Angeles, is deeply committed 
to ethical consumption and sustainability, actively engaging with social media to research and advocate 
for brands that align with his values.
He faces challenges related to the lack of transparency from brands regarding their sustainable 
practices and is concerned about data privacy, influencing his cautious approach to social commerce 
and online interactions.
Despite these challenges, Jamal remains optimistic about the impact of collective action towards 
sustainability and uses his platform to influence others towards more sustainable consumer habits.
Jamal values authentic influencer endorsements and user-generated content that resonate with his 
ethical beliefs, seeking brands with proven sustainability credentials and clear information on sustain-
ability for brand loyalty.
He is moderately influenced by user-generated content and ethical influencers, leveraging social media 
to promote awareness of ethical consumption and inspire a shift towards more sustainable consumer 
habits.
Jamal's personality traits include being ethically driven, environmentally conscious, and continuously 
seeking knowledge about sustainable practices to stay informed and advocate for ethical living.
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Sofia 'Mobile Shopper'

Age range 18-24

Gender Female

Location Urban, Chicago

Personality traits
Tech-savvy, trend-following, con-
venience-driven.

Pain points
Wary of data security breaches 
and finds some e-commerce plat-
forms cumbersome.

Behaviours
Prefers browsing and shopping 
via mobile apps, often influenced 
by trendy digital creators.

Goals
Seeks a seamless mobile shop-
ping experience.

Sofia is a tech-savvy young woman residing in urban Chicago, highly influenced by social media 
platforms for FMCG shopping, particularly through trendy digital creators and shoppable posts.
She values convenience, seamless mobile shopping experiences, and personalized recommendations, 
often balancing trendy purchases with budget constraints.
Sofia's loyalty to FMCG brands is shaped by their ability to offer secure, convenient shopping experi-
ences aligned with her values, such as sustainability and ethical practices.
Despite her enthusiasm for the latest trends, Sofia remains cautious about data security and complex 
e-commerce platforms, seeking a balance between individuality and popular trends.
Influencers and user-generated content play a pivotal role in guiding Sofia's purchasing decisions, 
providing authenticity and credibility that resonate with her fashion-conscious lifestyle.
Understanding Sofia's demographic nuances, such as her preference for mobile-first experiences and 
cautious approach to online security, is crucial for FMCG brands to maximize engagement and foster 
brand loyalty.
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Anjali 'Authenticity Seeker'

Age range 55-65

Gender Female

Location Rural, Iowa

Personality traits
Authenticity-seeking, cautious, 
privacy-conscious.

Pain points
Concerned about authenticity of 
online content and privacy of per-
sonal data.

Behaviours

Limited engagement on social 
media; prefers straightforward 
online shopping with trusted 
brands.

Goals
Supports authentic brands and 
aims for secure online interac-
tions.

Anjali, a woman in her late 50s to early 60s from rural Iowa, values authenticity and data security in her 
online interactions, prioritizing transparency and integrity in brands.
She is cautious and deliberate, relying on traditional reviews and community feedback over influ-
encer-driven content when making purchasing decisions, particularly in the FMCG sector.
Anjali advocates for a market shift towards more secure and straightforward online shopping experi-
ences that respect consumer privacy, aiming to support authentic brands.
Limited engagement on social media platforms, she prefers familiar and trusted e-commerce platforms 
that offer peace of mind in her online activities.
Anjali's skepticism towards social media influencers and flashy advertisements highlights her focus on 
genuine interactions and a desire for clear privacy policies.
Her goal is to foster a digital marketplace where authenticity is assured, and secure interactions are 
standard, aligning with her values of transparency and data protection.
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Ethan 'Local Business Advocate'

Age range 35-44

Gender Male

Location Suburban, Ohio

Personality traits
Community-focused, practical, 
straightforward.

Pain points
Finds the complexity of some 
e-commerce platforms frustrat-
ing.

Behaviours
Actively supports local business-
es and values straightforward 
e-commerce processes.

Goals
Aims to support local businesses 
through online shopping.

Ethan, a community-oriented male in his late 30s to early 40s from suburban Ohio, is dedicated to 
supporting local businesses both online and offline.
He faces challenges with complex e-commerce platforms and is skeptical of influencer-driven advice, 
preferring genuine user feedback to guide his purchasing decisions.
Ethan's goal is to simplify the online shopping experience to bolster local economies, advocating for 
straightforward, community-focused e-commerce solutions that align with his values of sustainability 
and transparency.
He values secure and simple online transactions and is strongly influenced by factors that support local 
businesses when it comes to brand loyalty.
Ethan is practical, straightforward, and actively supports local businesses while seeking genuine user 
reviews over influencer content.
His behavior and tasks involve actively engaging in community events that promote local shopping and 
researching platforms that facilitate local commerce without unnecessary complexity.
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Li 'Mobile Innovator'

Age range 25-34

Gender Male

Location Urban, San Francisco

Personality traits
Innovative, tech-driven, ex-
ploratory.

Pain points
Frustrated by lack of seamless 
integration between social media 
and e-commerce.

Behaviours
Explores innovative mobile com-
merce features and engages with 
digital creators.

Goals
Seeks innovative and immersive 
shopping experiences.

Li, a tech-savvy male in his late twenties to early thirties, is deeply engaged in the digital commerce 
landscape, constantly exploring new trends and technologies that enhance his shopping experience.
He faces frustration with the current disconnect between social media and e-commerce platforms, 
seeking a seamless integration that aligns with his forward-thinking, innovative mindset.
Li values authenticity and innovation, heavily influenced by digital creators and user-generated content, 
and aspires to form brand loyalties with companies that reflect his values of cutting-edge technology 
and immersive, digital-first consumerism.
His behavior involves exploring innovative mobile commerce features and engaging with digital creators 
to stay ahead in the digital commerce space.
Li prioritizes platforms that seamlessly integrate social media with e-commerce, seeking convenience, 
personalization, and a mobile-first experience in his shopping behaviors.
Influenced by social media trends and digital creators, Li is driven by a desire for immersive and 
innovative shopping experiences that align with his tech-driven lifestyle.
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Fatima 'Digital Native'

Age range 16-20

Gender Female

Location Suburban, Florida

Personality traits
Tech-savvy, trend-conscious, so-
cial.

Pain points
Overwhelmed by the volume of 
online content and advertising.

Behaviours

Uses social media extensively for 
both entertainment and shopping, 
guided by peer recommendations 
and trends.

Goals
Wants a personalized and engag-
ing shopping experience.

Fatima, a tech-savvy and trend-conscious young woman from suburban Florida, is deeply engaged with 
social media for both leisure and shopping activities, heavily influenced by peer recommendations, 
trends, and digital creators.
She values authenticity and social responsibility in brands, seeking personalized and engaging inter-
actions that resonate with her identity, while remaining loyal to those offering seamless, mobile-first 
e-commerce experiences.
Despite feeling overwhelmed by the sheer volume of online content and advertising, Fatima finds 
influencers and user-generated content crucial in guiding her purchasing decisions, as they provide 
authentic recommendations that align with her personal tastes.
Social commerce features and shoppable posts on platforms like Instagram and TikTok excite her, 
offering convenient and personalized shopping experiences that cater to her desire for a seamless 
shopping journey.
Fatima's trust in brands is bolstered by transparency, responsiveness, and a sense of community 
connection, emphasizing the importance of tailored, interactive content that cuts through the noise of 
the digital landscape.
FMCG brands have the opportunity to capture Fatima's attention and loyalty by offering secure, inter-
active, and personalized shopping experiences that align with her lifestyle, preferences, and values, 
building trust and fostering long-term engagement.
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About Yabble AI

This Virtual Audiences project was brought to you by Yabble.

From revolutionary Virtual Audiences that give you insights in minutes, to a suite of AI tools that 
allow you to securely analyze your data 1000x faster than a human – Yabble is the leading AI 
solution for every stage of research. Built with a combination of custom algorithms, 50,000+ hours 
of training and world-class Large Language Models – Yabble is trusted by leading brands globally.

Yabble’s Virtual Audiences gives you the ability to create quality insights without the need for 
traditional sample. Yabble sets the context and trends from your chosen topic, creates the virtual 
audience, and goes about ‘talking’ with this audience to generate insights relevant to your project. 
You can customize the segments and the questions asked, and once the project has completed, 
you can talk directly with your virtual audience to ask follow-up questions. You can even securely 
add your own proprietary data to build on the research data and market segments you have already 
created.

While the audiences are not physical people, they have been created specifically in the context of 
real human behaviors and factual sources. They have been built to replicate the insights that a 
traditional panel would provide, and you can access the sources that influenced these insights at 
the completion of your project.

Yabble, founded in 2017, is a cutting-edge technology company that is revolutionizing the world 
of insights. A first-of-its-kind insights ecosystem built on game-changing AI products, we help 
brands enrich their customer understanding and generate transformative knowledge that drives 
growth and innovation.

Comprised of experts from six different countries, our team has a relentless focus on building 
world-leading products using state-of-the-art artificial intelligence technology. That means con-
sistently ensuring we’re developing our business using the best of the best, including our own 
proprietary algorithms and the world's best LLMs.
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