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About the study

Our study included: 

Purchases in social networks, in messengers, at 
advertisement, and sharing economy* websites, joint 
purchases

Purchases of tangible and virtual goods (including in-game 
purchases) and services

Purchases of Russian Internet users aged 14-54

Social commerce encompasses trade relations based on sales and 
purchases in social channels: in social networks, in instant messengers, 
on classified ad platforms, and via other P2P platforms

Our study didn’t include: 

Any purchases made outside the listed platforms, 
particularly purchases on game platforms 

Purchases in real estate and auto sectors 

* Closed list of service exchange websites and marketplaces with implemented social mechanics: 
AirBnB.ru, Profi.ru, YouDo.ru, Remontnik.ru, Pomogatel.ru, BlaBlaCar.ru, BeepCar.ru, Livemaster.ru, Etsy.com



Types of social channels

Social networks

•Vkontakte (vk.com)
•My Mail.ru
•Odnoklassniki (ok.ru)
•Facebook
•Instagram
•LiveJournal
•Spaces

Messengers

•Facebook Messenger
•ICQ
•Mail.ru Agent
•WhatsApp
•Skype
•SnapChat
•Telegram
•Viber

Sharing economy

•Pomogatel.ru
•Remontnik.ru
•Livemaster.ru
•AirBnB.ru
•BeepCar.ru
•BlaBlaCar.ru
•Etsy.com
•Profi.ru
•YouDo.ru

Advertisement

•Avito.ru
•Auto.ru
•Irr.ru
•Youla.io
•Drom.ru
•Farpost.ru
•N1.ru



Key insights



Purchases via social channels
Key insights

39mln of internet users make purchases via social channels – it is 55% of all Russian internet users.

Both men and women are equally involved in purchasing via social channels: 49% of all buyers are male, and 51% - female.  Women prefer social 
networks and make up 56% of their audience, and joint purchases (80%). Men more often choose classified ad platforms (53%).

25% of users who haven’t made purchases via social networks are planning to do it in the future.

₽591bn (≃ $8.98bn) is a total sum of purchases made via social channels for a year.

An average buyer usually makes 3 purchases via social channels per month. 

₽1,500 (≃ $23) is an average check of social commerce.

15,7% of purchases — apparel and footwear, 10,1% — food, 8,2% — electronics and household appliances

55% of users make purchases via social networks, 30% — at classified ad platforms, 13% — in messengers (percentage of all users purchasing via 
social channels). 

Vkontakte has the largest audience (44% of all internet users), followed by Avito (28%) and Youla (16%).

40% of purchases via social channels are paid online. 33% are paid with a card, 11% — with e-wallets, 8% — to bank account details.

Users of joint purchases platforms prefer to pay with cards (51% of purchases via this social channel), and buyers via messengers more often use 
e-wallets (16% of purchases).



Audience of buyers via social channels

Distribution of buyers (mln) 
among social channels

Online survey among internet users, 3014 responses to the question “Did you make purchases of goods and services via any social channels? 

* AirBnB.ru, Profi.ru, YouDo.ru, Remontnik.ru, Pomogatel.ru, BlaBlaCar.ru, BeepCar.ru, Livemaster.ru, Etsy.com

39mln of individuals 
have made a purchase via social channels 
in the past 12 months
(55% of internet users)

56mln of individuals
have made online purchases 
in the past 12 months
(79% of internet users) 5%

13%

30%

55%

67%

Joint purchases

Messengers

Classified ad platforms

Social networks

Sharing economy* websites 26,3mln

21,6mln

11,9mln

5,1mln

2mln



Share of purchasers in social channels
55% of users make purchases via social networks

Merchants and purchasers in social channels, 
% of internet users

Merchants and purchasers, 
% of channels audience

31%

9%
12%

3%

Social networks Messengers

Made purchases via a channel in recent 12 months
Sold via a channel in recent 12 months

31,5%

7,5%

23,6%

37,5%
Buy only

Sell only

Both buy and sell

Neither buy no sell

Online survey of internet users, 3014 responses
Question: Did you make purchases in any of listed ways in recent 12 months? Did you sell goods and services as a private individual in any of listed ways in recent 12 months? 



Future of social commerce: 
buyers’ intentions

Online survey among internet users. Questions: 
- to buyers: Do you plan to continue purchasing this way? 1659 responses.
- to non-buyers: Will you buy via social channels? 443 responses.
* AirBnB.ru, Profi.ru, YouDo.ru, Remontnik.ru, Pomogatel.ru, BlaBlaCar.ru, BeepCar.ru, Livemaster.ru, Etsy.com

18%

14%

18%

14%

17%

17%

68%

68%

69%

71%

71%

70%

Social networks

Marketplaces*

Messengers

Classified ad platforms

Joint purchases

All buyers

Will buy more often  Will buy as much

Survey among buyers (% of purchasers via a channel) Survey among non-buyers (% of purchasers via a channel)

25%

25%
8%

4%

39%

Yes, I will try
Possibly yes
Possibly not
Won't buy
Don't know



Reasons for rejection of buying via social channels

Online survey among internet users experienced purchases via social channels, 189 responses. 
Question: Why won’t you make another purchase via social channels? 

19%

3%

5%

5%

5%

7%

8%

8%

11%

29%

Other

Quality of goods isn't suitable

Inconvenience of shipping and delivery

Inconsistencies in the description of goods

Lack of information about goods

Inconvenience of purchasing process

Assortment isn't enough diversified

High prices

Purchasers' financial dificulties

Lack of trust to the quality



Purchases in social channels



Goods and services purchased in social channels

•Average check. Online survey among Internet users about the latest purchase from online social platforms. 

** Among categories all together stand for 2% of social sales — sport equipment (average check — ≃$37), books and audios (≃$30), medicine (≃$22), cosmetics and beauty (≃$8.5)

16% of purchases via social channels — Apparel and footwear

$bn per year Average check, $ * Percentage of deals, %

Apparel and footwear ≃1.52 ≃29 15,7
Electronics and household appliances ≃1.46 ≃54 8,2
Real estate rental services ≃1.2 ≃97 3,7
Other services ≃1.12 ≃22 17,6
Animals and plants ≃0.95 ≃45 6,4
Baby and child-specific products ≃0.46 ≃20 6,9
Tickets (transport, events) ≃0.34 ≃17 6,2
Household goods ≃0.31 ≃22 4,2
Arts and crafts materials ≃0.27 ≃27 3
Gifts and jewelry ≃0.23 ≃19 3,7
Food ≃0.18 ≃15 10,1
Gaming characters and objects ≃0.17 ≃5 1,1
Automotive parts and accessories ≃0.13 ≃37 7,7
Other** ≃0.46 - 1,9



Average check of purchases in social networks

Online survey among internet users, 1,593 responses.
Question: What’s the approximate amount you spent last 
time?

Average check of social commerce in Russia is ₽1,500 (≃ $22.5). 
Goods worth more ₽10,000 (≃ $148) make up 8% of the overall amount of 
purchases. 

44%

29%

11%

8%
6%

1% 1%

< $15 $15-$45

$46-$76 $77-$152

$153-$456 $457-$760

> $760



22%

31%

37%

31%

43%

18%

24%

24%

24%

20%

13%

15%

15%

16%

11%

16%

14%

13%

15%

12%

16%

11%

6%

11%

9%

10%

4%

3%

3%

3%

4%
2%

1 2 3 4-5 6-10 11-20 > 20

Amount of purchases per buyer for 30 days

Sharing economy websites: AirBnB.ru, Profi.ru, YouDo.ru, Remontnik.ru, Pomogatel.ru, BlaBlaCar.ru, BeepCar.ru, Livemaster.ru, Etsy.com
Online survey among internet users. 1659 responses. Question: How many purchases did you make for latest 30 days? 

All social channels

Social networks

Messengers

Classified ad platforms

Sharing economy* websites

Average amount of 
purchases per buyer

2

3

2

2

2



Scenarios of purchases 
in social channels



Scenarios of purchases in social networks

Online survey among internet buyers, 393 responses. Question: You have previously mentioned 
that you bought goods and services on social platforms. What website or app did you use last? 
Please describe your actions to pursue a purchase then. 4%

1%

1%

3%

3%

5%

5%

6%

15%

16%

17%

23%Purchase in a public group

Search for goods and services in a social network

Advertisement in newsfeed
(private or commercial)

Purchase of points, 
in-game money or objects on a platform

Promotional offer in newsfeed

Visit to a known seller’s page

Search for a relevant public group

Buying in a joint purchases groups

Recommendation in newsfeed

Search in web led to a page in social network

Purchase upon recommendation

Other scenario

25-50% of purchases in social channels is 
previously planned.

•The most popular kind of purchases in social 
networks is an order in a public group or 
community (25%). This purchase can be planned or 
spontaneous.

•At least 25% of purchases in social channels is a 
result of a targeted search for particular good and 
services: search queries – 17% of purchases, direct 
access to saved webpage of a merchant – 5%, 
search for a relevant public group or community –
5%.



Scenarios of purchases via messengers

Messengers are often used for communications between a buyer 
and a merchant. Purchases via a messenger follows buyer’s choice 
of goods or services on seller’s website or in his social network 
profile. Messenger becomes a space for discussing conditions of 
purchase.

Other scenarios that work less:

— A purchaser chooses a seller and a particular thing directly in a 
messenger: in a channel, via a chat bot, in a private chat.

— A purchase is pursued as a result of advertisement offer from a 
messenger. 

Online survey among internet buyers, Question: You have previously mentioned that you bought goods and services on social platforms. What website or app did you use last? Please describe your actions to pursue a purchase then. 



Other actions of purchasers in social networks 
and messengers

Online survey of internet users. 1564 responses. Question: Please describe how you use social channels/messengers as a buyer or a seller?

17%

23%

28%

34%

37%

47%

55%

60%

Offering services as a private individual

Selling goods as a private individual

Writing reviews or feedbacks on goods

Communicating with companies or stores
(B2C)

Communicating with sellers (C2C)

Following new collections or products

Following sales or promotions

Searching goods and services, reading
reviews or feedbacks

In social networks

12%

18%

24%

46%

46%

50%

50%

53%

Holding a channel with offers and reviews of goods
and services, or stores and companies

Offering services as a private individual

Selling goods as a private individual

Communicating with sellers (C2C)

Following new collections or products

Searching goods and services, reading reviews or
feedbacks

Communicating with companies or stores (B2C)

Following sales or promotions

In messengers



Social commerce channels



Share in deals volume

Shares of social channels in Russia’s social commerce
Classified ad platforms accounts for 33% sales volume in social commerce

Online survey among internet users, 1,659 responses about the latest purchases from social platforms.

Share in deals Average check, 
$

7%

11%

23%

27%

32%

Joint purchases

Messengers

Sharing economy
websites

Classified ad
platforms

Social networks

4%

16%

21%

33%

26%

Joint purchases

Messengers

Sharing economy
websites

Classified ad
platforms

Social networks20

30

22,5

33,75

15



Social channels by the percentage of purchasers

3%
3%
4%
4%
4%
4%
5%

5%
5%
6%
6%

8%
10%
10%

16%
28%

44%

Telegram

Drom.ru

Auto.ru

AirBnB

Irr.ru

Facebook и Messenger

Remontnik.ru

Viber

Livemaster.ru

Profi.ru

YouDo

WhatsApp

Instagram

Odnoklassniki

Youla

Avito.ru

Vkontakte

% от интернет-пользователей, делающих покупки на социальных платформах

Online survey among internet users, 1615 responses. Question: Did you make any purchases via any of these channels in the recent 12 months?

All these platforms have share of ≥ 3% social commerce buyers



Vkontakte (vk.com)

Online survey among internet users, 3014 responses. VK: purchasers via this platform in recent 12 months—783 responses, merchants—308. 

• Ranked first by the percentage of social deals—
20,6% (excluding in-game purchases on the 
platform—15%)

• Ranked first by the percentage of purchasers via 
social channels—44%, unique audience of 
purchasers—22,5%

• Ranked third by the percentage of merchants 
using social channels for sales (the first and the 
second are Avito and Youla)— 33%

• Share of new goods—69% (including handmade 
and excluding food and antique)

5%

5%

6%

6%

10%

14%

21%

Tickets

Food

Baby and child-specific  products

Animals and plants

Services

Apparel and footwear

Gaming characters and objects

Top categories of sales



Avito

Online survey of internet users, 3014 responses. Avito: purchasers via this platform in recent 12 months—460 responses, merchants—607.

7%

8%

9%

9%

12%

Apparel and footwear

Real estate rental services

Services

Computers, electronics and
household appliances

Animals and plants

• Ranked second by volume of deals in social 
channels—13% 

• By percentage of purchasers via social channels Avito
is ranked second after Vkontakte. The unique 
audience of such buyers is 6%

• In the top by percentage of merchant via social 
channels—65% 

• The least popular social platform for offering new 
goods for sale—25% (including handmade and
excluding food and antique) 

Top categories of sales



Youla

Online survey among internet users, 3014 responses. Youla: purchasers via this platform in recent 12 months—264 responses, merchants—366. 

• Ranked third by volume of deals in social channels—
11% 

• The unique audience of purchasers via social 
channels is 0,7%

• By the percentage of sellers—ranked second after 
Avito, 39% 

• The most popular platform for selling baby and child-
specific goods—14%

• Share of new goods in sales volume is 29% (including
handmade and excluding food and antique) 6%

7%

13%

13%

14%

Services

Animals and plants

Electronics and household
appliances

Apparel and footwear

Baby and child-specific products

Top categories of sales



Odnoklassniki

Online survey among internet users, 3014 responses. Odnoklassniki: purchasers via this platform in recent 12 months—163 responses, merchants—60. 

• Share in sales volume is 3,7%

• By percentage of purchasers in social channels—
ranked forth with 10%. The unique audience of such 
purchasers is 2,2%

• Percentage of merchants using this social channel is
6% (among all sellers using social channels)

• The most popular platform for selling apparel and 
services: 26% and 16% respectively

• Percentage of new goods in sales volume is 71% 
(including handmade and excluding food and 
antique) 4%

5%

7%

7%

12%

16%

26%

Electronics and household
appliances

Animals and plants

Gaming objects

DIY

Baby and child-specific products

Services

Apparel and footwear

Top categories of sales



Instagram

Online survey among internet users, 3014 responses. Instagram: purchasers via this platform in recent 12 months—159 responses, merchants—83. 

• Share in sales volume is 5,5%

• Percentage of purchasers in social channels is 10% 
(among all customers using social channels). The 
unique audience of such purchasers is 1%

• Percentage of merchants using this social channel is
9%

• №1 by share of new goods in overall sales volume—
89% (including handmade and excluding food and 
antique)

4%

7%

7%

7%

13%

13%

23%

Gaming characters and objects

Tickets

Gifts and jewellery

Arts and crafts materials

Services

Baby and child-specific products

Apparel and footwear

Top categories of sales



Payment methods in
social channels



Percentage of purchases paid online
These purchases are paid online after communication of a buyer and a seller on a social platform, including both payments via social channels and 
other online payment methods (see the next slide).

Online survey of internet users, 1409 responses. Question: how did you pay for your latest purchase in social channels (instantly on the social platform, or website, or outside)?

* Sharing economy websites: AirBnB.ru, Profi.ru, YouDo.ru, Remontnik.ru, Pomogatel.ru, BlaBlaCar.ru, BeepCar.ru, Livemaster.ru, Etsy.com

29%

32%

37%

40%

41%

45%

Om classified ad platforms

Joint purchases

In social networks

Purchases in all social channels

In messengers

On sharing economy websites*

% of purchases coordinated via social channels and paid online



Payment methods
Cards are used for payment almost as much as cash—every third payment. Every tenth payment is made with e-money (the 
table below shows % of purchases on social platforms). Social channels offer less payment methods than merchants’ 
websites.

Online survey among internet users, 1409 responses. Which payment method did you use while purchasing in social channels?

* AirBnB.ru, Profi.ru, YouDo.ru, Remontnik.ru, Pomogatel.ru, BlaBlaCar.ru, BeepCar.ru, Ярмарка мастеров (Livemaster.ru), Etsy.com

All purchases
(1409 responses)

In a social network
(810 responses)

In a messenger
(205 responses)

On a classified ad 
platform

(446 responses)

Joint purchases
(81 responses)

On sharing economy*
website

(912 responses)

Cash on delivery/meeting 34% 32% 31% 47% 25% 33%

Online payment or transfer 33% 33% 31% 28% 51% 33%

Payment from e-wallet 11% 12% 16% 8% 5% 13%

Payment to bank account by receipt 8% 10% 12% 7% 15% 8%

Cash via ATM or payment kiosk 4% 4% 5% 4% 2% 4%

Payment on delivery in a post office 3% 3% 3% 2% 0% 3%

Direct carrier billing 3% 3% 0% 2% 1% 3%

Other/Never paid 3% 3% 2% 2% 1% 3%



Annex 1. Demographic and other 
characteristics of purchasers



Purchasers in social channels:
demography

Online survey among internet users, 1659 responses

20%

44%

51%

53%

49%

80%

56%

49%

47%

51%

Joint purchases

In social networks

Via messengers

On classified ad platforms

All buyers in social commerce

Male/Female

11%

24%

31%

25%

10%

One person(living alone)

Two

Three

Four

Five and more

Number of persons per family

2%
4%

12%
15%

23%
25%

14%
6%

Over 3700

2215-3700.

1477-2214

1108-1476

739-1107

443-738

222-442

Less than 222

Income of family per month, $

6%
11%

34%28%

20%

Age Younger than

18

18-24 aged

25-34 aged

35-44 aged

Elder than 45



Penetration of social purchases among different
socio-demographic groups

53%

57%
Among men

Among women

34%
55%

62%
59%

50%

Yonger 18
Aged 8-24

Aged 25-34
Aged 35-44
Aged 45-54

39%

40%

50%

57%

58%

67%

Village

Town

Other city

Region center

Saint-Peterburg

Moscow

Online survey among internet users, 1659 responses



Portrait of purchasers in social channels

Online survey among internet users, 1659 responses. Question: How often do you use social networks (like Vkontakte and Instagram) and messengers (like WhatsApp, and Viber)?

4%

2%

1%

3%

7%

9%

27%

47%

0%

0%

2%

2%

7%

10%

23%

56%

Don't use

Less than once a month

Once/a few times a month

Approximately once a week

A few times a week

Once/twice a day

A few times a day

Regularly

Frequency of using messengers

Purchasers in messengers Purchasers in social commerce

2%

4%

3%

3%

4%

6%

21%

58%

1%

3%

2%

2%

3%

5%

20%

63%

Don't use

Less than once a month

Once/a few times a month

Approximately once a week

A few times a week

Once/twice a day

A few times a day

Regularly

Frequency of using social networks

Purchasers in social channels Purchasers in social commerce


