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We surveyed over 1,000 UK -based consumers to gain
deeper INsignts into their Amazon purchasing
penavior and the extent to whnich influencers impact
their purchasing decisions.

[ GOALS ]

« Understand the impact of influencer marketing on Amazon
ourchasing behavior

« Analyze the effectiveness of marketing strategies on Amazon
ourchasing decisions

e Determine the factors that contribute to trust in influencer
recommendations for Amazon products

« Provide actionable insights for optimizing influencer marketing
strategies to promote Amazon products

All product names, logos, and brands are the intellectual property of their respective owners. All company, product, and service names used
In this report are for identification purposes only. Use of these names, logos, and brands does not imply endorsement or partnership.



SAMPLE POPULATION

[ U.K. SOCIAL MEDIA USERS J

United 6/17/24
Kingdom 6/18/24

GEOGRAPHY DATA GATHERED

1,030 Respondents

All respondents were required to have an internet
connection and be a social media user in order to
participate in the survey.

Female 30-44 45-60 >60
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3 °/ Q: Are you an Amazon Prime member?

OF SOCIAL MEDIA USERS

say they are
Amazon Prime members.




AMAZON PRIME MEMBERS BY COUNTRY

B United Kingdom B United States 73% of social media users in the U.K. are Amazon
Prime members, compared to 80% in the U.S.




PURCHASE FREQUENCY BY AGE GROUP

18-29 B 30-44 M 45-60 B >60

Over 45% of those ages 30-44 shop
on Amazon at least once per week.

More than once per week About once per week About 2-3 times per month About once per month Rarely or never



PURCHASE FREQUENCY BY COUNTRY

18-29 W 30-44 W 45-60 | >60 45-t0-60-year-olds in the U.S. are 1.7 times
more likely to shop on Amazon more than
once a week compared to those in the U.K.

0%
More than once per week More than once per week About once per week About once per week
U.K. U.S. U.K. U.S.




PURCHASE FREQUENCY BY INFLUENCERS

All Social Media Users B Influencers

Influencers are 1.9 times more likely to
----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------- opurchase products on Amazon more than once
oer week compared to other social media users.

More than once per week About once per week About 2-3 times per month About once per month Rarely or never



PURCHASE FREQUENCY BY SEX

13.0%

RARELY OR NEVER

14.2% 23.7% 31.2%

Men MORE THAN ONCE PER WEEK ABOUT ONCE PER WEEK ABOUT 2-3 TIMES PER MONTH

17.9% 19.1% 35.9%

Women MORE THAN ONCE PER WEEK ABOUT ONCE PER WEEK ABOUT 2-3 TIMES PER MONTH

11.2%

RARELY OR NEVER

. At 37.9% for men and 37.0% for women, the frequency of Amazon
;) ourchases about once a week or more is nearly equal between sexes.
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2%

OF SOCIAL MEDIA USERS

say they have purchased
a product siter seeing it being
Jsed by an influencer.

Q: Have you purchased a product after
seeing It being used by a social media
iNfluencer?




PURCHASE INFLUENCE BY PLATFORM USERS

B "Yes" | have purchased

TIER 1 TIER 2 TIER 3

0%

Threads Snapchat ' Pinterest Instagram LinkedIn Facebook




INFLUENCE DRIVES INFLUENCE

2% > 92% » 95%

OF INFLUENCERS OF INFLUENCERS OF INFLUENCERS
say they are the primary say they have purchased a say they have recommended
shopper in their household. oroduct after seeing it being a product purchased on
used by another influencer. Amazon to someone else.

o of influencers are o of iInfluencers have left a
Amazon Prime o positive product review
o members. on Amazon.




INFLUENCER-DRIVEN PURCHASES

Those who make purchases based on
----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------- influencer recommendations are at

least 6.5 times more likely to shop on

Amazon than anywhere else online.

----------------------- 68.1% t——————
____________________________________________________ e
10.4% 9.3%
6.2%
(o)
5.0% 1.4% 1.6%
Amazon.com In-app shopping* Brand's website Ebay.com Argos.com Next Other website

*Examples: TikTok Shop, Instagram Shopping



INFLUENCER-DRIVEN PURCHASES BY AGE

18-29 B 30-44 MW 45-60 > 60

Over 70% of those over 30 years old
are most likely to turn to Amazon to
make influencer-inspired purchases.

Amazon.com Brand's website In-app shopping
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91%

OF THOSE WHO MAKE
INFLUENCER-INSPIRED PURCHASES

say they have made
Nfluencer-inspired
ourchases on Amazon.

Q: Have you ever purchased a
oroduct on Amazon after seeing it
being used by an influencer?




INFLUENCER-DRIVEN PURCHASES BY AGE

18-29 B 30-44 B 45-60 > 60

-------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------- QF G
92% 94% 95% .
(o]

United Kingdom United States



INFLUENCER IMPACT ON AMAZON

U.K. social media users

56.2 MILLION

o | - |
UK. SOCIAL MEDIA USERS 61% of those made an influencer-inspired purchase

91% of those made an influencer-inspired purchase on Amazon

6%

of U.K. social media users
have made influencer-inspiread
ourchases on Amazon.

31.2 MILLION

HAVE MADE AN INFLUENCER-INSPIRED
PURCHASE ON AMAZON




SOCIAL SEARCH + COMMERCE

B All Social Media Users B Weekly Amazon Shoppers B Influencers

67% of weekly Amazon shoppers and 86% of
--------------------------------------------------------------------------------------------------------------------------- influencers are likely to very likely to search on
social media before making a purchase.

1%
_______ o 17

6%

4%
3%

10%

3%

Very likely Likely Somewhat likely Somewhat unlikely Unlikely Very unlikely




SOCIAL SEARCH BY PLATFORM USERS

B Very Likely B Likely Somewhat Likely

0%

TikTok Threads Snapchat Reddit YouTube Instagram LinkedIn Pinterest Facebook



SOCIAL SEARCH + COMMERCE

B United Kingdom Social Media Users B United States Social Media Users

Social media users in the U.K. are more likely to search social
platforms before making a purchase compared to U.S. users.

0%

Very likely Likely Somewhat Likely



PURCHASE ABANDONMENT

B “‘Yes” | have abandoned a purchase.
Influencers are most likely to abandon their intended
purchases if the product is unavailable on Amazon.

All social media users Amazon Prime members Weekly Amazon shoppers Have made influencer-inspired Influencers
purchases on Amazon



CONTENT EFFECTIVENESS

B All Social Media Users B 18-to-29-Year-Olds

TIER 3 66% of 18-t0-29-year-olds indicate that
video content influences their Amazon
"""""""""""""""""""""""""""""""""""""""""""""""""" purchasing decisions the most.
5%
___________ 49
(o)
- A PN
Short videos Long videos* Blog post X/Thread posts Live stream Pinterest post/board Podcast

*Examples: Product reviews, unboxing, how-to videos



IMPACT OF DIGITAL AD TYPES

B All Social Media Users B 18-to-29-Year-Olds

TIER 1 TIER 3 18-to-29-year-olds arc the most likely to be

iNnfluenced by influencers, but all social media users

______________________________________________________________________________________________________________________________________________________________________ rate influencer posts as four times more effective
than paid social ads.

52% <

2% 29
A T
Paid social ad Display ad Podcast ad

Social media influencer post




PRODUCT REVIEWS OUTSIDE AMAZON

B All Social Media Users [ 45-to-60-Year-Olds

77% of all respondents believe reviews are important.

Extremely important Very important Somewhat important Not so important Not at all important




TRUST IN RECOMMENDATIONS

Authenticity of the influencer's content

N

0% 10% 20% 30% 40% 50%

The influencer showing how they use the product

Previous positive experiences with the influencer's recommendations

Transparency about the influencer's partnership with brands

The influencer's expertise in the product category



For additional research visit:

izea.com/resources
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