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INTRODUCTION 
The world is changing fast. TikTok is exploding, 
and there’s more to come. Facebook has 
rebranded to Meta, NFTs are surging in 
popularity, and while the pandemic seems 
behind us in many parts of Europe, hybrid 
working has become the new normal.

If there is one area changing faster than others, 
it’s commerce. Earlier this year Walmart and 
H&M (albeit not authorised), Nike, Adidas, and 
Zara took their first steps into the Metaverse 
by launching new stores. For many brands, it’s 
hard to keep up.

To understand what the future of commerce 
will look like, we need to look at what’s 
happening today. 

https://www.cnbc.com/2022/01/16/walmart-is-quietly-preparing-to-enter-the-metaverse.html
https://mvcmagazine.com/en/hm-opens-the-first-store-in-the-metaverse/
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THE RISE 
OF SOCIAL 
COMMERCE
Social commerce makes a lot of sense to 
me, for a younger audience especially. It’s a 
modern version of window shopping, and it’s 
where consumers do a lot of their research. 
Due to the pandemic, people are spending less 
time in store, so it’s a great opportunity to build 
upon existing consumer behaviours to create 
more personal and seamless experiences. 

Last year the partnership between Shopify 
and TikTok came at a time when retailers and 
content creators were seeing social commerce 
grow quickly. In its 2021 Future of Commerce 
report TikTok found that 54% of younger 
consumers discover brands via social media. 
With TikTok Shopping, Shopify has enabled 
organic product discovery helping creators and 
retailers deepen relationships with consumers, 
in an authentic way.

But what’s so appealing about TikTok?
• It’s where people are doing things that

they love
• Other audiences engage with it because 

they love it to
• Content is less than 24 hours old

Yet, when it comes to content, over recent 
years brands have become so cut-and-dry, 
almost uninspired, with the way they show up 
on social and other digital mediums. With so 
many rules around how many words you 
should use, how many seconds your video 
needed to be, sound off, subtitle on.

What platforms like TikTok did and will continue 
to do is break all those rules. The key for this 
channel is to show up authentically and be 
yourself as individuals and brands. 
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GROWTH IN 
LIVESTREAMING 
Multiple brands are already using livestreaming for commerce. But the issue here is that 
you are tied to an event, you must host on a specific day, at a certain time. And 
consumers won't wait, they want things now, not tomorrow, or next week at 6pm. 

The same goes for commerce and today’s websites. The commerce game is getting 
harder due to how crowded it has become. And creativity is undermined unintentionally 
everyday - albeit for entirely good reasons - to maximise business imperatives, co-
ordination, productivity, and control.

But how do you bring the same excitement of walking into a store, online? Certainly 
not by following best practices. A commerce website alone does not cut it any longer. 
Consumers want memorable experiences that change daily. 
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REIMAGINING 
THE COMMERCE 
EXPERIENCE 
Today’s commerce experience is 
homogeneous and unremarkable. Everything 
looks the same and behaves the same. 
Who remembers Flash? I started my career 
designing and building websites in Flash. It 
was the Wild Wild West of user experience, but 
the web used to be fun to look at (if you had 
three minutes to spare while waiting for the 
website to load…). It got efficient, too efficient 
to be differentiated. Brands cannot and should 
not want to compete with Amazon on 
efficiency. Their points of differentiation are 
grounded in their ability to be unique, different, 
and truly positively surprise their consumers. 
The same goes for physical retail. It’s critical 
for brands to not just challenge what online 
experiences look and feel like, but also the 
role of the physical store/experience. 

At Merkle, we’re looking to address this 
homogeneity of experience. When you walk 
into a store it’s a much more multi-sensory 
experience, but the digital world has a long 
way to go. There’s much more that can be 
done to make customers feel like you are 
providing a great experience by making it feel 
fun, playful, unique, and exciting.

But the over-focus on optimisation has resulted 
in the majority of commerce experiences 
regressing to the mean. The pre-occupation 
with providing “frictionless experiences” 
has killed brand-specific differentiation and 
creativity. This approach might hit the quarterly 
KPIs but, ironically, totally ignores two popular 
industry topics: personalisation and customer 
journey mapping. 
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INTRODUCING 
HEADLESS 
COMMERCE 
This is where I think headless commerce has 
huge potential when it comes to improving the 
commerce experience. It’s been around for a 
while, and describes how the technical world 
of commerce is shifting away from monolithic 
systems and traditional commerce platforms, 
into a new era of API-first commerce.

It separates the customer-facing head — the 
storefront — from the back-end solutions body 
— product and order management systems. 
This achieves agility, scalability, and innovation 
for brands. By decoupling your commerce, 
you can place the experience anywhere and 
anyway you want – providing control, while 
offering the best available user experience to 
your customers. 

For instance, you can really optimise the 
performance, personalisation, design, and flow 
of how you help and ultimately convert your 
customers. The cost of experimentation is also 
much lower, because you can roll something 
out quickly. 

Shoppers today are begging for brands to push 
boundaries and introduce bold approaches to 
commerce. Headless commerce gives brands 
the ability to efficiently and quickly react to 
things happening in the market, to spin up a 
new page, a new experience, a new campaign 
very quickly. The actionality that headless gives 
marketers is what is so exciting. 

Headless commerce focuses on giving 
customers the opportunity to interact with 
brands in the ways that they choose. That’s 
extremely valuable and points towards 
the future of commerce because, in an 
age of uncertainty, businesses need to be 
incredibly agile. They need a new commerce 
architecture, one that is nimble and scalable at 
speed, and reflects the complexity of the 21st 
Century shopping experience. 
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LOOKING TO  
THE FUTURE  
OF COMMERCE
Looking forward, the future of commerce is 
about being real, being part of the community, 
and most importantly, acting in real time. “Real-
time” is nothing new, it has been talked about 
for quite a while, especially in marketing. But 
the reality about “real-time” today is that if a 
brand sees that they are being talked about on 
social media platforms, they must get in there 
and be part of the conversation right away.

It’s all about people coming together to talk 
about the things they want to buy, and then 
linking it to entertainment and live shopping. 
TikTok has already started doing something 
along those lines since the end of 2021, by 
partnering with brands and retailers such as 
Walmart and American Eagle, to create live 
shopping experiences which are essentially 
ways to engage the community in a very 
entertaining way. Commerce should not just 
be about pushing products out or talk about 
products point of differences, it is and will be 
more and more about having a fun time,  
whilst shopping.

We will also see widespread use of tools to 
provide connection. Snap has said that it wants 
to use augmented reality to improve the top 
and bottom line for retailers, through higher 
conversion rates, leading to stronger sales.

Similarly, Nike recently launched its  
Nike By You Sneaker customisation lens in 
order to drive increased engagement with the 
Nike app and generate membership sign-ups, 
which increased as a result of the multi-cell 
campaign, particularly with 13-to-17-year-olds. 
Following the success of the AR campaign in 
the US, Nike has expanded its Lens effort to 
other parts of the world.

https://www.thestreet.com/report/get-report?ticker=NKE
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VR COMMERCE 
AND THE 
METAVERSE 
Will the metaverse prove capable of offering 
unique and multi-sensory experiences? It 
remains to be seen. But it has the potential to 
provide community shopping. This might be 
in its exploratory stages, but brands are ready 
to pounce on the idea of selling virtual stuff in 
virtual worlds to real people for real money.

For instance, Forever 21 partnered with social 
gaming platform Roblox to allow consumers to 
set up their own stores in a place called Shop 
City. PacSun offers virtual clothing items for 
sale in the Roblox Avatar Marketplace, and Gap 
Inc. collaborated with digital artist Frank Ape 
to create non-fungible token (NFT) versions of 
Gap clothing called Gap Threads sold  
on Tezos.

Sure, metaverse shopping is still in its 
infancy and most of it is more of a customer 
engagement and brand-awareness strategy, 
and less of a profit-making venture for now. But 
its future lies in attracting revenue and  
building community.

Of course, there’s always going to be 
naysayers and haters. But, in time, I think the 
metaverse has the potential to be another 
world we will get to know, and where people 
will buy products like they do today on their 
smartphones. Whatever the metaverse turns 
out to be, whether it will be called “Metaverse” 
or something else, the important thing is that 
it is sparking much-needed conversation 
about what the future holds for the web and 
digital experiences. Stirring debates about the 
implications it already has regarding interfaces, 
experience design, logistic, technology stacks, 
and ethics.
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WEARABLE TECH 
AND COMMERCE
Talking about interfaces, online 3D experiences will have an impact on gesture interfaces 
controlled by hand movements, also meaning more wearable devices, and we can expect 
smart eyeglasses to form part of our daily life to interact and shop. Hand-held controllers 
will persist too, but in a small number of use cases.

In some cases, the future of interface design is already here. For instance, people 
like using voice interfaces because they allow for speed and efficiency. And, while 
technologies like VR have been primarily associated with the world of gaming, expect to 
see more of these to provide immersive and entertaining experiences, the same way AR 
is becoming the new normal in today’s commerce world.
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STOP FOLLOWING 
THE RULES
Platforms such as TikTok have showed us that 
we should stop caring so much about trends 
and best practices. What matters most is based 
on personal data and this means that owning 
the customer/shopper relationship matters. 
Building this through great, memorable, 
experiences and creativity is paramount.

But the future is also about solving problems 
for consumers and being innovative, being 
creative about it, because comfort is the enemy 
of progress. When you start not playing by the 
rules, options become available that nobody 
can see. This is the advantage of start-ups, 
they tend to be disruptors, due to their pace. 

Creativity and consumer insight are at 
the core of it all. Everything is centred on 
community, as long as you do it in an authentic 
way by leveraging the creator community, 
and bringing like-minded people together. 
That's because people are looking for more 
meaningful relationships with others and with 
the places around them. Engaging groups of 
people around similar interests and passions 
will continue, and is what the future of 
shopping will be about over the next few years.
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Benoit is the Chief Experience Officer of 
Merkle’s Experience & Commerce practice, as 
well as working closely with dentsu creative to 
bring creative and customer experience 
management together to deliver a total 
customer experience.

Benoit is passionate about the intersection of 
brand, business, design, and technology. 
Highly skilled and driven by market and 
consumer insights, he has the ability to align 
with product strategy, essential business’ 
needs, and delivering exceptional customer 
and commerce experiences for clients. During 
his 16+ year career, Benoit has worked across 
a variety of industries such as fast fashion, 
high fashion, outdoor/active apparel, footwear, 
jewellery, health and beauty, retail, consumer 
goods, B2B, and more. 
Benoit was previously Group Creative Director 
at LiveArea, which became part of Merkle in 
2021, and together with dentsu’s UK 
commerce practice and Merkle existing CX 
capabilities this now forms Merkle’s UK 
Experience and Commerce practice 
comprising more than 400 people.

ABOUT THE 
AUTHOR
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ABOUT MERKLE 
Merkle is a leading data-driven customer 
experience management (CXM) company 
that specialises in the delivery of unique, 
personalised customer experiences across 
platforms and devices. For more than 30 
years, Fortune 1000 companies and leading 
non-profit organisations have partnered 
with Merkle to maximise the value of their 
customer portfolios. The company’s heritage 
in data, technology, and analytics forms 
the foundation for its unmatched skills in 
understanding consumer insights that drive 
hyper-personalised marketing strategies. 
Its combined strengths in performance 
media, customer experience, customer 
relationship management, loyalty, and 
enterprise marketing technology drive 
improved marketing results and competitive 
advantage. With 14,000+ employees, Merkle 
is headquartered in Columbia, Maryland, 
with 50+ additional offices throughout the 
Americas, EMEA, and APAC. Merkle is a 
dentsu company.

For more information, contact Merkle at 
1-877-9-Merkle or visit www.merkleinc.com.
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