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INTRODUCTION

Scope
Key findings

THE ONGOING DEVELOPMENT OF SOCIAL SELLING

Social selling and storytelling become key trends in the food industry
How the e-commerce industry developed globally
High usage of smartphones brings the popularity of social selling in 2020s
High potential of social commerce for MZ consumers in the food industry
The future of mobile commerce powered by social commerce
Social commerce in food industry will open up potential markets in APAC

SUCCESSFUL CASE STUDIES IN SOCIAL SELLING

How social selling can be developed

LEARNING FROM SUCCESSFUL STORIES

New business model required for social selling in a contactless era
Sending gifts via messaging apps boosts disruption in social commerce
Kakao gifting leads to successful Pepero Day in South Korea
Live commerce in the food industry effectively appeals to all generations
Livestream helps consumers to engage and make impulse purchases
Based on loyal customers, TV homeshopping leverages live selling
Group buying platforms skyrocket within social media
Group buying settles as a new e-commerce model in Singapore

THE IMPORTANCE OF STORYTELLING

What are the elements of storytelling?
Consumers will rely more on storytelling through social media
Social media has a greater impact on pet owners’ shopping patterns
Warm pet story with unexpected twist successfully attracts consumers
Information around health trends is actively shared via social media
The premium yoghurt segment established via storytelling on social media
Storytelling around sustainability can engage eco-conscious consumers
Tony’s Chocolonely delivers its brand philosophy using social commerce

KEY TAKEAWAYS: THE FUTURE OF SOCIAL SELLING WITH STORYTELLING

Disruptive social media continues to evolve into social commerce
Data from social media is valued for successful marketing
Key areas for effective storytelling on social media in the food industry

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
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trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/the-future-of-social-selling-and-storytelling-in-
food/report.


