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Success Stories: 

Businesses optimizing results 

across borders with Meta solutions

32% lower cost per acquisition

APAC ³ USA, CANADA, 
AUSTRALIA

40% incremental sales using 
Advantage+ Creatives

INDIA ³ UK

40% incremental sales using 
Advantage+ Creatives

INDIA ³ USA

7% Lower overall Cost 
per lead

INDIA ³ USA

82% Lower overall 
Cost per lead

INDIA ³ USA

100% Increase in 

completed leads

INDIA ³ USA

69% increase in 

purchases 

INDIA ³ USA

45% Lift in Brand Awareness

AUSTRALIA ³ USA

55% Lower Average Cost Per 
Lead

GERMANY ³ USA

40% incremental sales using 
Advantage+ Creatives

Singapore ³ CANADA/EU
/AUSTRALIA/JAPAN/SINGAPORE

13% higher return on ad spend

INDIA³ AUSTRALIA, 
CANADA, EU, UK

23% higher ROAS using 

ASC + Bid Multiplier

INDIA ³ USA

11% higher purchases using 

ASC with Bid Multiplier

INDIA ³ USA

32% higher ROAS using ASC 
with Bid Multiplier

INDIA ³USA, UK, 
AUSTRALIA

50% higher Return on 
Ad spend

INDIA ³ USA

66% increase in return on ad 

spend

POLAND³ EU, USA, AUSTRALIA
7% Lower cost per acquisition

APAC ³ USA

30% Increase in Brand visits

INDIA ³ USA



Categories: A Deep Dive into Key Trends 
and Insights Across Industries

APPAREL MENSWEAR BEAUTY

JEWELRY

FURNITURE & DECOR

CONSUMER ELECTRONICS PRODUCTS

PET RELATED PRODUCTS



Introduction to the Meta suite: Map solutions across 
levels in Beginner, Intermediate and Advanced 

Start with key friction points and gradually build seamless 

experiences with Meta's global expansion partners

Meta solutions across cross-border operations 

Beginner

Intermediate

Leveraging best practices

PARTNERS Global expansion partners Meta Business Partners Global expansion partners

LEVEL 1

LEVEL 2 Advanced

Scaling reach with 
Partnership Ads 

Driving efficiency with 
Conversions API  

Maximizing results with 

Bid Multipliers 

LEVEL 3

Introduction to Meta 

technologies

Getting started with 

advertising on WhatsApp 

& Instagram.

Setting up campaigns in 

Meta Ads Manager 

Automation

Unlocking AI-enabled tools

Simplifying account 

structure

Creative diversification 

for impact   

https://www.facebook.com/business/cross-border/global-expansion-partners
https://en-gb.facebook.com/business/marketing-partners
https://www.facebook.com/business/cross-border/global-expansion-partners


Preferences 

of the Modern

Cross-border 
Shopper
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Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18 to 64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, THA), September/October 2023.

48 of shoppers made a 

cross-border purchase 

in past 6 months.

%

People are increasingly using       
                      to make purchases 
from across the
This meets their growing need for an abundance of options

GLOBE

TECHNOLOGY

of cross-border shoppers 

are open to shopping from 

new brands they discover.

71%
of cross-border shoppers want 

to have a large selection of 

products to choose from.

61%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



The growth of cross-border shopping is setting 
the stage for a commercial landscape that 
could be predominantly international

Deep Tissue 

Massage Gun

$65

marktgoods
128K followers

Go to checkout

Source: Juniper research on cross-border ecommerce 2023.

faster cross-border trade growth.

2X

predicted value of cross-border 

ecommerce in 2028.

$3.3T

(107%) versus 

domestic growth 

(48%) in the next 5 years



Cross-border shoppers demand an abundance of options to find the 

best product/deal and want to make quick decisions autonomously.

New shopping decisions.

1



As                                             seek to make the right choice in a 

world of abundance, shopping decisions become more complex

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

72%
Actively seek out 

promotions/offers 

before making a 

purchase

61%
Want to have a 

large selection 

of products to 

choose from

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS

CROSS-BORDER SHOPPERS 

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



People who shop from                  are open 
to try out new products and brands

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, THA who 

made a cross-border purchase in the last 6 months), September/October 2023.

71
are open to shopping 

from new brands they 

discover

72
are open to try out new brands they 

haven't heard of before if they find 

an attractive promotion / offer 

ABROAD

% %70
are always open to products 

that match their interests or 

meet their needs

%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Cross-border 
shoppers want 
to make faster 
purchase 
decisions 

without the 
need for outside 
help / guidance

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

ACCELERATION OF SHOPPING JOURNEYS

Want to shop for products on their own 

without help/guidance

51%

Make same-day (25%) or same-week 

(23%) shopping decisions

48%

Make spontaneous shopping decisions 

based on promotions / offers they 

receive

59%

want to spend a minimal amount of 

time looking for the right product

48%

make, over time, more unplanned 

purchases online as shopping becomes 

more convenient

57%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Cross-border shoppers want to be empowered and feel validated as they 

navigate shopping decisions with experiences that offer more personalization, 

connection, information, and entertainment.

Expectations of 

shopping experiences

2



People who shop 
internationally 
expect 
experiences that 
empower them to 
make decisions in 
a world of 
abundance

•PERSONALIZATION

Recommendations 

by trusted sources

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

•Curated 

product discovery

•INFORMATION •Access to product information 

to guide decision making

•Presentation of shopping content 

in an entertaining form•ENTERTAINMENT

•CONNECTION

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

71%
•feel more 

motivated to 
start shopping 

when they see 
products that 

resonate 

62%
want their 
shopping 
experiences to 

be personalized 
based on their 

unique interests 
and preferences 

Facing more options,                                           expect a shopping experience 

that is personalized based on their interests and preferences

CROSS-BORDER SHOPPERS 

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Consumers who buy from foreign 
markets expect more personalization 
features on a shopping site / app

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

want to discover new brands / products they haven’t heard about, but align with preferences

Personalization-related shopping features 

on a site/app consumers want:

66% want relevant sales promotions

61% want relevant product recommendations

want inspiration and product ideas for their friends and family53%

56%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Cross-border shoppers 

want to feel empowered to make an 

educated decision by having access 
to product/ brand information

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

73
More detailed 
information 
about the product

70
Product 
comparisons 
across sites

55
Stay up to date 
on brand’s news 
and product 
updates

49
Learn about a 
brand’s story 
and values

41
Use new 
technologies (e.g., 
AR) to explore a 
product in a more 
immersive setting

%

%

%

%

%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



TOP REASONS FOR SHOPPERS TO CONNECT WITH SOCIAL COMMUNITY

Cross-border shoppers rely 
on their connections for trust, 

the social experience, 
entertainment, and relevancy.

39%

ENTERTAINMENT

30% VALIDATION

29% RELEVANCE

29% SOCIAL

TRUST

28%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS

40%
Suggested 
from friends 
and family 27%

Posted by 
someone I know 31% Shared by

influencer 

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Shoppers 
follow online 

creators to 
discover new 

brands and 

products from 
abroad

*) Among those who follow influencers
Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, THA who made a cross-border purchase in 

the last 6 months), September/October 2023.

TOP REASONS TO FOLLOW INFLUENCERS*

Learn new
skills34%

High-quality 
content about 
products/brands

35%

Stay up-to-date on 
product launches36%

Stay informed 
about trends39%

Discover new
brands40%

Product 
recommendations40%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Consumers want to shop on cross-border sites that 
empower them to connect with people they trust

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 
THA who made a cross-border purchase in the last 6 months), September/October 2023.

Connection-related shopping features on a site/app consumers want

Inspiration and product 

ideas for gifts I can give 

to friends & family 

Seeing / discovering 

products that are 

currently going trending / 

go viral
53 50

Ability to share product 

recommendations 

and/or shopping list 

with my friends & family 
49% % %

Connection with 

communities of people 

they don’t know in real life, 

but share similar 

preferences / interests 

(e.g., online groups)

42
Live Streaming purchase 

opportunities, e.g. Live 

Shopping39
Connection with creators / 

influencers who have 

special expertise or talent 

in this category
39

% % %

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Shoppers want to discover and evaluate products from 
other markets in an entertaining format

1) e.g., pleasant showroom (in-store) or website (online) that offers entertaining content and a variety of ways to experience products) 
Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, 

THA who made a cross-border purchase in the last 6 months), September/October 2023.

find that the shopping 

experience1 is a very 
important criteria for 

a shopping decision

61%

Seeing new products in video 

or mobile games

%

Ability to create, share, and consume 

entertaining content using new features 

to enhance pictures or videos, like AR 

filters and effects 

42

42

45
Entertaining experience or content to 

discover products, e.g., interesting videos 

or funny tutorials 

%

%

Live Streaming / Shopping

39%
ENTERTAINMENT-RELATED         SHOPPING FEATURES 

             ON A SITE/APP CONSUMERS WANT

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Social media has been established as a key commerce platform as 
modern cross-border shoppers appreciate the connectivity and 

entertainment it provides throughout the consumer journey.

Social Media as key 

shopping platform

3



When buying from foreign markets, consumers shop on Meta for a multitude of reasons

34
PERSONALIZED 

ADS 

33
TRUST

INFORMATION SHARED 

BY FRIENDS/FAMILY 

% %33
PERSONALIZED 

CONTENT 

%

35
RELEVANT 

INFORMATION ON A 

BRAND/BUSINESS PAGE

34
CUSTOMER/USER 

REVIEWS

% %

TOP REASONS TO SHOP ON META TECHNOLOGIES*

*) Among those who follow influencers
Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, THA who made a cross-border purchase in the last 6 months), September/October 2023.

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



When shopping internationally, people’s seamless navigation and decision-
making are often hindered by friction points. Cross-border shoppers expect 

seamless experiences every step of the way.

Seamless experience from 

welcome to checkout

4



shipping / 

delivery took 

too long

24%
23% 20% 

19%

18%

22% 
unsure if 

product will 

meet 

expectations

products 

on site / 

app are out 

of stock

product 

lacking clear 

information
worries about 

website safety
worries about 

security of personal 

/ payment info

To navigate 
cross-
border 
shopping, 
consumers 
want a 
seamless 
experience

Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 
14,591 shoppers ages 18-64 across AUS, BRA, CAN, FRA, DEU, IND, JPN, MEX, KOR, 

GBR, USA, THA who made a cross-border purchase in the last 6 months), 
September/October 2023.

TOP DISRUPTORS REPORTED BY SHOPPERS

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Convenience driving most important 

website/app features for cross-

border shoppers

Product comparison across sites/apps

74% Applying discounts / promotion automatically

67% Purchase product directly from website / app where it’s  discovered

More detailed information about the product73%

70%

64% Personalized content 

*Among those who use mobile apps to make purchases
Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 14,591 shoppers ages 18-64 across AUS, BRA, CAN, 
FRA, DEU, IND, JPN, MEX, KOR, GBR, USA, THA who made a cross-border purchase in the last 6 months), September/October 2023.

•MOST IMPORTANT WEB/APP FEATURES

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Category

Deep-Dive

2 31



APPAREL

The way people shop 

for apparel is changing 

as shoppers move to 

mobile channels and 

social media, seeking a 

more personalized, 

connected and 

entertaining experience

1
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THE NEXT ERA OF HYBRID SHOPPING

•Opportunities to grow and find your 

customer in new markets

•Inflation and other macroeconomic 

factors have caused shoppers to 

reevaluate their habits

•Shoppers are increasingly blending the 

best of online and in-store shopping to 

maximise each channels’ benefits

•Creators are playing an increasingly 

important role in inspiring shoppers 

across the purchase journeyCREATOR CULTURE

RISE OF THE 
VALUE-CONSCIOUS SHOPPER

CROSS-BORDER BUSINESS

Key trends transform apparel shopping as physical and digital blend

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



RISE OF THE 

CONSUMER

VALUE - CONSCIOUS



High 
inflation
is impacting 
shoppers
across the 
globe

UNITED STATES UNITED KINGDOM CANADA

Source: OECD, July ‘23.

8.0%
UNITED STATES

6.8%
CANADA

7.9%
UNITED KINGDOM

9.6%
OECD (TOTAL)

6.8%
AUSTRALIA

INDIA

6.6%

JAPAN

5.9%

CPI INFLAMATION RATES          BY COUNTRIES

Top three countries with the highest inflation rates:

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Despite rising 
cost-consciousness, 
fashion remains a 
top non-essential 
category for 
shoppers to treat 
themselves

APPAREL

% of consumers who’ve purchased one of the following 
categories to treat themselves in the past 6 months

8.0%
ORDERING DELIVERY

6.8%
DINING OUT

7.9%
ACCESSORIES

6.8%
TECH/ ELECTRONICS

HEALTH/ PERSONAL CARE ITEMS

6.6%

SKINCARE

5.9%

6.8%
BEAUTY/ COSMETICS

TRAVEL

6.6%

OUT-OF-HOME ENTERTAINMENT

5.9%

9.6%

Source: Global Web Index, August 22 Zeitgeist Study
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The apparel 
category in 
Asia holds the 
largest fashion 
revenue, 

amounting to

Notes: (1) CAGR: Compound Annual Growth Rate

Source: Statista Market Insights 2023

EUROPE AFRICA AMERICAS ASIA AUSTRALIA & OCEANIA

415

528

446

543

618

798

60

86

23

30

US$617B
2022 2028

REVENUE IN BILLION US $
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WHAT IT MEANS 

Incorporate brand 

building with 

performance to 

differentiate

It’s never been more 

crucial to 

communicate value
Lean into trends 

and innovation to 

re-emerge stronger

1

2

3

FOR BUSINESSES

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



THE NEXT                  ERA

SHOPPING

OF                 HYBRID



2X
growth in consumers saying they research products 

online before buying them in-store from 2020 to 2022

Increasingly, the shopping journey 
begins online and ends in-store

Source: ‘Retail Future of Shopping’ Study by Ipsos (Meta-commissioned online survey of 2620 Retail shoppers ages 18+, United States, 

March 2022); ‘Retail Re-emerge Study’ by Ipsos (Meta-commissioned online survey of 3612 people ages 18+ in the US), Aug-Sept 2020 

BUY IN-STOREBROWSE ONLINE

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Today’s fashion 
customers see no 
difference between 
online and in-store 
channels. It’s all 
just shopping.

43%
of shoppers prefer to mix 
online and in-store channels 
when shopping for fashion

43%

35%

24%

of shoppers prefer to mix 
online and in-store channels 
when shopping for fashion

of shoppers say they 
prefer to shop online

of shoppers say they 
prefer to shop in-store

Source: “Transformation of the In-Store Experience” Study by HarrisX (Meta-commissioned online survey of 43,863 retail shoppers, ages 18+, in AU, BR, CA, FR,  DE, 
JP, MX, KR, TH, UK, US), Aug–Sep 2021. Unless otherwise specified, the data is a cross-country average between all 11 markets in the study.

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



Source: Clothing Consumer Journey Study by Kantar (Meta-commissioned online 
survey of 39,411 shoppers aged 18-64 in AU, IN, JP, TH, KR, VN) 2023

Channels/Devices Used for Inspiration
In APAC, 
inspiration & 
discovery for 
apparel happens 
more online than 
in-store

PERCENTAGE OF RESPONDENTS

17.4%
COMPUTER

11.3%
IN PERSON CONVERSATION 

WITH FRIENDS AND FAMILY

15.0%
STORE EXPERIENCE

28.9%
MOBILE

9.3%
PEOPLE I SEE IN REAL LIFE

TELEVISION

7.2%

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONSSHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS



•CONVENIENCE-RELATED REASONS FOR USING MOBILE APPS*

Mobile apps become key shopping destinations as they 

offer the convenience many shoppers seek

Received 

a discount
on orders 

made

46.2%

40.4%
44.7%

28.2% 27.8%

34.7Easier to 

track 
shipped 

packages

Easier to 

order items
not 

available in 

store

Easier to 

access
coupons / 

promotions
Easier to 

contact 
customer 

service

Easier to 

initiate product 

return

*Among those who use mobile apps to make purchases
Source: 'Consumer Shopping Study' by Kantar (Meta-commissioned online survey of 30,278 shoppers ages 18-64 in AU, IN, JP, TH, KR), September/October 2023

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS
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65%

34%

51%

50%

32%

Source: “Transformation of the In-Store Experience” Study by HarrisX (Meta-commissioned online survey of 43,863 retail 
shoppers, ages 18+, in AU, BR, CA, FR,  DE, JP, MX, KR, TH, UK, US), Aug–Sep 2021. Unless otherwise specified, the data is a 
cross-country average between all 11 markets in the study.

Being able to touch / see / 
feel products before buying 

Trying products before 
buying them

Browsing through
items and experiencing them

Getting out of the house

Instant access to 
multiple products

51%

39%

51%

49%

39%

Convenience of not going 
into stores 

Convenience of getting 
products delivered 

Easier to find the products 
I’m looking for

More variety & selection

Better comparison shopping 

Top benefits of shopping for fashion in-store Top benefits of shopping for fashion online

SHOPPING PREFERENCES OF CROSS BORDER SHOPPERS CATEGORY DEEP DIVE META SOLUTIONS
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In this new era, expectations continue 

to rise around shopping experience

3) ‘Retail Future of Shopping’ Study by Ipsos (Meta-commissioned online survey of 2620 Retail shoppers ages 18+, United States, March 2022); ‘Retail Re-emerge 

Study’ by Ipsos (Meta-commissioned online survey of 3612 people ages 18+ in the US), Aug-Sept 2020 

of customers agree that the experience a 
company provides is as important as its 
products or services1

"(Up from 80% in 2020)
88% +60%

growth in conversations on 
Facebook globally about 
“customer experience” from 
2020 to 20212

Sources: 1) Salesforce “State of the Connected Consumer Report, May 2022. 2) Facebook data, global, Jul 2020–Sep 2021. 
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Source: ‘Transformation of the in-store experience’ Study by HarrisX (Meta-commissioned online survey of 467 in-
store fashion shoppers ages 18+, United States, August - September 2021)

Products not in 
my size or colour

Higher
prices

Long checkout
lines

Products often 
out of stock

Hard to find what 
I'm looking for

As expectations 

heighten, friction points 

become more apparent

Top pain points experienced when shopping in-store for fashion:
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Maximize 

benefits while 

minimizing 

barriers across 

channels

Embrace 

Agility

Deliver on 

personalised 

expectations

1

2

3

WHAT IT MEANS 

FOR BUSINESSES
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MENSWEAR

The way people shop 

for apparel is changing 

as shoppers move to 

mobile channels and 

social media, seeking a 

more personalized, 

connected and 

entertaining experience

2
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Despite the economic headwinds, the                   menswear
market continues to maintain stable growth

$555.3

billion

The US is the country with the highest 
revenue in the global apparel market, 
with menswear revenue reaching $90 
billion in 20232

3%

Growth in the US menswear market is 
expected to outstrip the womenswear 
market (2.1%) over the next five years, 
with e-commerce playing an even more 
significant role in menswear sales2

Menswear accounted for one-
third of all global apparel market 
revenue in 20231

GLOBAL

$90

billion

Source:

[1] Statista, Apparel: Market data analysis and forecast, accessed November 2023
[2] Mintel, Men’s Clothing US 2023, accessed November 2023
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"Young men" is the main consumer 
group for menswear

>1/3
More than one-third of Gen Z 
(37%) and Gen Y (35%) buy 
clothing at least once per month1

>50
In the US, Amazon and Macy’s 
contribute over half of online sales 
revenue for menswear

Source:

[1] Deloitte, Deloitte’s Connected Consumer Survey 2023, accessed November 2023
[2] Gfk, Smart Home Market Dynamics 2023,accessed November 2023
[3] Mintel, Men’s Clothing US 2023, accessed November 2023

%

Menswear 
consumers rely on 
platforms more than 

womenswear 
consumers1:

Menswear purchases are typically more 
purpose-driven, with the top reasons for 
menswear purchases in the US being1:

Younger men purchase 
clothing more 
frequently and 

participate more 
actively in fashion than 
older men1

33%

26%

25%

23%

Daily leisure wear

Work wear

Sports wear

Vacation wear
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https://www.facebook.com/business/help/1438417719786914










































































































































https://help.instagram.com/966886840676703/?helpref=uf_share




















































https://www.facebook.com/business/cross-border/global-expansion-partners
https://www.facebook.com/business/cross-border/global-expansion-partners
https://en-gb.facebook.com/business/marketing-partners
https://www.facebook.com/business/cross-border/global-expansion-partners



