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No need to polish your crystal ball this year and feel free to throw those tarot cards into the fire 
while you’re at it. If you’re looking for eCommerce marketing trend predictions for 2022, we’ve got 
you covered.

We’ve gathered insights into next year’s top strategies, trends and technology from a range of 
industry experts to help you stay ahead of the curve and plan for your strongest year yet. 

Keep reading to get exclusive eCommerce marketing trend predictions from the experts:

Predictions for 2022

BigCommerce

Iris Schiefer
Senior Strategic Partnerships Manager, EMEA

Dotdigital 

Gavin Laugenie
Global Head of Content

Enchant

Philip Storey
Principal Email Consultant

Fresh Relevance

Tom Ricards
Head of Channel & Partnerships

JH

Emma Gleaden
Marketing Manager

Leadfamly

Richard Robinson
General Manager, Europe

Loyalty Lion

Beth Wells
Partner Marketing Executive

Upland Software

Rob Amos
Global Product Marketing Manager

Velstar

Rob Watts
Organic and Paid Social Media Manager

Yotpo

Talia Shani
Director of Marketing



10 eCommerce Marketing Trend Predictions for 2022

1
An 

omnichannel 

approach 

for retailers 

and brands



10 eCommerce Marketing Trend Predictions for 2022

BigCommerce   
Iris Schiefer
Senior Strategic Partnerships Manager, EMEA

Iris is BigCommerce’s enterprise technology partnerships lead for EMEA where she has established 
relationships with leading vendors across the eCommerce spectrum, providing retailers with a best 
of breed tech stack and solidifying BigCommerce’s position as a market-leading eCommerce player 
in Europe.

This year’s Wunderman Thompson survey on shoppers’ behaviors revealed that 22% of European 
consumers have already bought from a social platform, a number that rises at 44% globally.

Social media selling is becoming essential for retailers who wish to adapt to their customers’ 
shopping habits. But to deliver frictionless experiences, it is essential to take a step further than 
simply being present on multiple channels by working on a general coherent omnichannel 
strategy. Because people aren’t just shopping online at home; they’re shopping in stores, on their 
phones while on the go, on social media and more, promising this approach to be even more 
important in 2022 and beyond.

“Shoppers want the logistics of their lives to be as simple as possible. A strong omnichannel 
strategy is sensitive to changing consumer behavior and puts the technology and operations in 
place to meet customers where they are — and where they want you to be” says Sharon Gee, 
General Manager Omnichannel at BigCommerce.

So to ensure success in 2022, your strategy should include an emphasis on optimizing your 
business through channel diversification and comprehensive integration of your data and 
systems. By delivering a cohesive and comprehensive experience across touchpoints, 
integrating online and offline sales channels — and all your operations — you will reach and 
convert more customers.

 

https://www.bigcommerce.co.uk/resources/guides/omnichannel-strategic-guide/?utm_medium=partner&utm_source=fresh-relevance&utm_campaign=tp_emea_uk_all_cus_bau_cs_2021_q4_fresh-relevance-predictions-ebook&utm_content=fresh-relevance-predictions-ebookfresh-relevance-predictions-ebook
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Dotdigital  
Gavin Laugenie
Global Head of Content

Gavin is a leading figure in the world of customer engagement. As the Global Head of Content, Gavin 
manages the ideation and creation of content with the key purpose to educate marketers to build 
better, stronger relationships with their customers. 

The way customers view brands has changed. In our digitally-driven world, instant gratification is 
the demand of the day. But this ‘want-it-now’ culture is having a negative effect on brand loyalty – 
customers are willing to jump from one brand to another to get what they want.

Annual unsubscribe rates have increased by 7.3% while list growth has slowed with the number of 
new contacts dropping by 8.2%, according to Dotdigital’s latest Global Benchmark Report.
Modern marketing has to focus on the human-to-human connection and earning trust in order to 
retain customers. Loyalty schemes and personalization alone will no longer cut it.

Trust is the cornerstone of responsible marketing. Brands need to say what they do, and do what 
they say. From the very first interaction, they’ll struggle to win-over any customer if there’s no trust. 
Data protection and privacy is a growing concern for customers. If brands aren’t transparent about 
data handling, they’ll never earn customer loyalty.

Similarly, shared values are going to be the ties that bind customers to a brand. Green credentials, 
sustainable practices, charitable work, and commitments to social causes will give customers 
reasons to return to a brand over the competition.

Brands that make this the foundation of their marketing messages will see a significant increase  
in brand loyalty over the coming year. 

 

https://learning.dotdigital.com/resources/report/global-benchmark/
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Enchant  
Philip Storey
Principal Email Consultant

Philip is the Principal Email Consultant at Enchant, an email marketing agency headquartered in 
London. Alongside his team, Philip spends every day helping ambitious brands to get email right. 

Over the last decade we have seen marketers adopt automation more and more. Initially, most 
looked at the bottom of the funnel and how they could identify quick wins. Many stopped there. 
But we all know that this just scratches the surface of possibility. 

To see the potential of deeper email marketing automation, you only have to look at the way 
that meal box subscription brands utilize email marketing automation. They are present at 
every lifecycle stage to entice people to take on a new subscription, win customers back and 
encourage existing subscribers to upgrade - the list goes on. These brands ruthlessly explore 
email automation and those that do it really well don’t just communicate with a one-size-fits-all 
proposition - they carefully (and automatically) tailor incentives based on the propensity of that 
contact taking the desired action.

The tools and strategies that empower marketers to do this aren’t new. But they are hugely 
underadopted. If you find yourself spending 80% of your time working on regular campaigns and 
very little time on automation, the good news is that you probably haven’t yet reached anywhere 
near to your potential with email - the future will be hugely rewarding for you and your company. 

In 2022, email marketers in the retail sector should be spending the vast majority of their time 
devising and improving automated experiences. And until now, that’s not been the case for many, 
leaving a huge revenue opportunity unexploited. 
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Fresh Relevance  
Tom Ricards
Head of Channel & Partnership

As Head of Channel and Partnerships at Fresh Relevance, Tom ensures that our highly valued 
partner network has the tools needed to enable both their teams and their eCommerce and travel 
based clients to succeed with all of their personalization plans.

One of the most common mistakes I’ve seen people make is assuming a personalization 
strategy can run itself; set up an abandon cart trigger and a recommendation block, let it run, 
expect good results forever... Sadly it’s not that easy. 

The secret is to constantly be evolving and tweaking to ensure that you’re always getting the 
most ROI possible. One of the best ways to achieve this success, and monitor it to prove that it’s 
actually working, is through testing. One of the most common ways of testing is A/B testing. But 
this approach has a few downsides. 

Firstly, you need to plan the test out, come up with a hypothesis for what it is you’re actually 
trying to achieve and the results that you want to see. Then it takes time to actually run it and 
half the time you don’t get significant winners either way, or there are multiple factors at play 
for why one was more successful than another so you’re not really able to prove anything at the 
end of it… 

My prediction for next year is that people will look for alternative options that can take a lot of 
this uncertainty away, such as our multi-armed bandit testing. 

MAB allows you to dynamically allocate traffic to multiple content variations that best meet 
your pre-defined goals (such as increasing average order value, conversions and ID rates), while 
allocating less and less traffic to underperforming variations. The test is ongoing, evolves over 
time and, more importantly, it gives the marketer peace of mind that the assets shoppers are 
exposed to are the ones most likely to resonate with them and reward the business the most.
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JH  
Emma Gleaden
Marketing Manager

As Marketing Manager at JH, Emma curates exclusive events and content that educates 
eCommerce brands on industry trends, digital transformation and forward-thinking approaches. 

For many online retailers, Progressive Web Apps (PWAs) are being placed at the forefront of 
digital transformation roadmaps.

This mainly due to how the pandemic has accelerated the way in which consumers now shop 
online, with a greater emphasis being placed on providing customers with faster, more flexible 
shopping options. This will also extend to how eCommerce brands market their products and 
services to new customers. 

With PWAs, there is no need to promote native mobile shopping apps, or direct customers 
towards app stores. This is because PWAs will be a desktop website and an app in one, with  
the ability for the user to access mobile-friendly and fast shopping experiences anytime, on  
any device. 

We predict that this new age of ‘anytime, anywhere’ online shopping will bring with it well-
executed marketing strategies, particularly around push notifications. 

Push notifications have proven to be x3 more effective than email marketing and can be 
delivered in real-time. We should therefore expect to see more timely and relevant marketing 
communications via this method, which will most likely be highly targeted and personalized 
towards individual customers and focused on improving loyalty and retention amidst, what is 
now, a highly competitive market. 

Jamie, you have 
items in your cart

Sale now on!
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Leadfamly  
Richard Robinson
General Manager, Europe

Richard has spent over 20 years assisting companies in the building of brands and the development 
and implementation of innovative go-to-market strategies. Currently Richard is General Manager at 
Leadfamly, the leading marketing gamification technology platform.. 

“There are decades where nothing happens; and there are weeks where decades happen”  
- Vladimir Ilyich Lenin.

It is no secret that eCommerce has experienced enormous growth throughout the past years, 
which has picked up even more speed over the last two years. From 2010-2020, the share of 
total online retail sales in the UK grew from 7.4% in 2010 to 24.7% in 2020. This spiked even 
further in 2021 with ONS reporting that online retail sales was 28.1% in September 2021. Coupled 
with these indicators and the fact that 87% of individuals made an online purchase in the UK in 
2020, there is no doubt that the challenge of cutting through the noise and retaining customer 
loyalty will continue to be very present in 2022. 

This means that the focus of eCommerce in 2022 should be on how brands can stand out and 
be remembered by consumers. We can all agree that consumers are more willing to switch 
brands, so retaining their loyalty is a difficult task. By making interactions meaningful, useful, and 
joyful, brands appeal to consumers on a human level. We all love to play games throughout our 
entire lives, and when we play, our brains produce endorphins, which creates a positive brand 
association. With gamified marketing, marketers can create great opportunities for their brands 
by crafting meaningful experiences that cut through the noise, retain existing customers, and 
delight them. 

https://www.statista.com/statistics/825461/proportion-of-retail-sales-made-online-great-britain-total/
https://www.statista.com/statistics/275968/online-purchasing-penetration-in-great-britain/
https://technologyadvice.com/blog/information-technology/activate-chemicals-gamify-happiness-nicole-lazzaro/
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LoyaltyLion   
Beth Wells
Partner Marketing Executive

As Partner Marketing Executive at LoyaltyLion, Beth manages the partner marketing function, 
building great relationships and working closely with partners across the eCommerce ecosystem. 

Over the years, the arrival of cookies and a growing selection of affordable digital acquisition 
channels meant that marketers could unlock a treasure trove of individual user data with great 
ease. This unlimited data soon began to prop-up digital marketing activity, from retargeting and 
abandoned cart emails, to cross-channel advertising. 

But the introduction of stricter data privacy regulations, from GDPR and the “cookiepocolypse” to 
the recent iOS updates, has led to the start of the ‘opt-out’ era. 

Marketers are being continually challenged with these privacy changes, however 2022 should 
be the year that we turn those challenges into opportunities. Next year brands should prioritize 
building loyalty amongst new and existing customers, in order to drive a culture of opting in. This 
will provide ongoing opportunities to connect and engage with customers long-term. 

Make customers feel they are part of something bigger by inviting them to join a loyalty program 
that recognizes and rewards their engagement and creates an emotional connection. Encourage 
them to opt-in by showing the rewards and value they could unlock by joining your community, 
repeat purchasing and acting as advocates. Then continue to use their loyalty data and insights 
to drive a positive value exchange. This will significantly help in counteracting reduced access to 
customer data in 2022.

 

You’re invited
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As Global Product Marketing Manager, Rob works across the product suite of Upland CXM 
delivering roadmap, positioning and go-to-market strategy for the broad range of customers 
and prospects.

Over the last two years, there has been a 50% increase in data sources available to marketers. 
During this period, brands have built and expanded their eCommerce presence to maintain 
share as traditional retail was hit hard and bypassed, increasing direct to consumer marketing, 
due to the pandemic.
 
As we move into 2022, there will therefore be an increased volume of available data and 
customer intelligence available to the marketer, but with this comes expectation from the 
consumer. General personalization and generic offers will not resonate with the online consumer. 
Brands who get this right will succeed.
 
One-to-one, real-time, hyper personalization will be vital to maintain the interest and loyalty 
of your consumer, delivering a scalable journey, from first click to conversion. With this comes 
the responsibility of the marketer to combine this abundance of intelligence with channel best 
practice, including continual testing, attribution and agility.
 
Eventual depreciation by Google, alongside, for example, the increased email marketing privacy 
measures in the iOS15 roll-out this year also drive this direction. The available and increasing 
first-party data becomes ever more important as brands deliver quality marketing, through 
relevant personalization and an omni-channel experience.

 

Upland CXM   
Rob Amos
Global Product Marketing Manager
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As Velstar’s Organic and Paid Social Media Manager, Rob executes cross-channel social media 
campaigns that help brands drive customer acquisition and retention. 

2022 will be a year of significant change. The disruption of the past two years has forced 
marketers to evolve and find new ways of reaching and connecting with their customers. 

COVID-19 hasn’t been the only thing to cause a significant shift in the industry, though. 
Consumers are demanding greater privacy protections and control over their data, leading to 
more and more users opting out of third-party cookies online. This has made personalization 
and targeting a lot more difficult. To add to this, Apple announced its iOS14 update and has 
continued to roll out further updates ever since, each one making advertising trickier. Even 
Google announced it will end support for third-party cookies in the Chrome browser, and that’s 
a big deal with Chrome possessing 63-69% market share. Fortunately, though, they’ve delayed 
plans until 2023. 

But what does this all mean for your eCommerce business? Well, it’s time to re-strategize and 
focus your attention on methods you can control, such as first-party data and optimizing your 
CRM database, as well as leveraging contextual data signals. They’ll be key to converting inactive 
customers, upselling within segments, and effectively targeting new customers.

Also, expect to see Apple expand their advertising business as it continues to bring new privacy 
rules for iPhones, crippling Facebook and other rivals in the process. If Apple decides to launch 
an advertising platform in 2022, you’ll definitely want to use it too. 

Velstar  
Rob Watts
Organic and Paid Social Media Manager
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Talia is the Director of Marketing at Yotpo, responsible for the UK, EU and ANZ markets and the 
founder of Amazing Women in eCommerce. She has 8 years of experience in eCommerce with 
a speciality in D2C brands. When she’s not in the office, she’s listening to a podcast or eating 
something delicious (which, to be fair, happens in the office as well).

As mobile usage continues to skyrocket — five billion people around the world today are using 
mobile phones — text messaging has become a go-to means of communication. However, 
while consumers have been busy texting each other for years, SMS marketing has been mostly 
overlooked by brands in the UK.

Over two thirds of British consumers are signed up to receive SMS messages from at least one 
brand. Consumers are more used to the idea of SMS marketing than ever, with millennials said to 
prefer it to email marketing.

2022 will be the year that we see more and more brands in the UK turn to SMS, seeing it as 
a vital channel rather than ‘a nice to have’. With 98% of all text messages opened, and 90% of 
those messages read within 3 minutes of receipt, it’s a channel with massive potential for driving 
engagement and conversion.

We’ve seen a huge growth in mobile purchasing over the last few years and this trend is set 
to continue. With more brands optimizing shopping experiences for mobile and easing the 
transition from text message to purchase, the ROI on SMS marketing is one brands will no  
longer ignore.

Yotpo  
Talia Shani
Director of Marketing

https://www.yotpo.com/sms-consumer-survey-report-uk/
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Our job is to make you 
awesome at yours

Fresh Relevance is the comprehensive 
personalization platform for digital marketers that 
drives revenue and loyalty by delivering a targeted 
cross-channel customer experience. Powered by 
real-time data, Fresh Relevance seamlessly works 
with the existing martech stack, unifies siloed data 
and tracks all customer behavior to provide unique, 
actionable insights into each shopper. 

Using machine learning, the platform helps select 
the most relevant tactics to guide customers 
along their journey across channels and devices. 
The platform’s range of digital marketing tools 
is unrivalled and includes personalization, 
recommendations, triggered messages, dynamic 
contextual emails, social proof, campaign testing 
and reporting. 

book consultation

Feeling inspired to optimize your own 
customer experience?

With Fresh Relevance, personalizing the customer 
journey is easy. Our range of digital marketing tools 
helps you convert more visitors into customers by 
delivering a personalized cross-channel customer 
experience based on customer behavior and 
interactions across email, website, mobile and app. 

The numbers speak for themselves - clients who 
use Fresh Relevance’s personalization functionality 
see 25% of their eCommerce sales influenced by it. 

 
Find out how Fresh Relevance could help you 
convert more new visitors into customers. 

www.freshrelevance.com hello@freshrelevance.com @FreshRelevance

https://www.freshrelevance.com/book-demo?utm_campaign=eBook%20-%2010%20eCommerce%20Marketing%20Trend%20Predictions%202022%20-%2011%2F21&utm_source=ebook&utm_medium=offline-document 
http://www.freshrelevance.com

