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EXECUTIVE SUMMARY

Nothing influences
a person more than
a recommendation from

a trusted friend.

Mark Zuckerberg,
Chairman and CEO- Meta

The advent of UGC has equipped the
consumer with a voice that was previously
muted. The influence of consumers sharing
reviews, feedback, and their experiences
through electronic word of mouth (eWOM)
inadigitalpeer-to-peer(p2p) modethrough
text, video, and images, establishes trust
and authenticity that exceed the level
delivered by traditional push-marketing by

brands.

Not all UGC Is created equal however:
consumer produced UGC is 10 times more
influential than influencer content and has
emerged as the key facilitator of purchase
decisions during and post the Covid-19

pandemic.

UGC has also disrupted and ushered in a
step-change of the marketing paradigm
with brands increasingly utilising UGC to
acquire feedback before campaigns and
employ theresultsto shortenreleasecycles

and tailor their messaging and positioning.

The ubiquity of smartphones and social
media platforms such as Instagram, TikTok,
Facebook, Youlube, brand websites,
forums, and personal pages has ushered in
exponentially growing UGC. This is driven
by Gen Y and Z as they continue to lead
the creation of UGC, and a smaller but
growing base of Gen X and baby boomers
who have adapted to digitalisation and the

use of UGC.
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The continued multi-mode growth in UGC
across platforms has created challenges
for brands, as they assess how to cost-
effectively manage the acquisition of UGC,
its moderation, and a plethora of related
Issues Including copyright, privacy, legal,

quality control and others.

Best practice organisations are investing
in the development of in-house UGC skKills
and adopting cloud based Al and ML UGC
solutions that have proliferated over the

past decade.

Leading UGC management solutions
provide scalable, real-time content
acquisition, rights management, analytics,
metrics, and other functionality that
enables the administration of UGC in an

agile manner in real-time.

lgnoring UGC is not an option if brands
strive to develop relevant marketing and
positioning campaigns for competitive

advantage.

To benefit from the significant opportuni-
ties provided by UGC they must however
listen to the voice of the consumer before

they can monetise the customer journey.
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Dr Alexander Grous has been at The London
School of Economics and Political Science
since 2005 and is currently attached to the
Department of Media and Communications,
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on UGC, Digitalisation, Digital Connectivity
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Dr Grous has been researching UGC inter-
nationally since 200/ including in-coun-
try research, ongoing cohort interviews

across countries, and brand engagements.

He continues to track and monitor this
segment across consumers, brands, soft-
ware solutions providers and technology
enablers including through interviews,
company engagements, and horizon scan-
ning to track influencing social, economic,
political, and other factors. UGC is nested
within Dr Grous’ extensive digital research
and engagements including with global
and local brands that are synonymous
with b2b and b2c e-commerce and cohort

consumption, leisure, and work behaviour.

Dr Grous has delivered high-profile research
on digitalisation and its impact on cohort
behaviour, the workplace and brands,

including the New Era in Experience report

released In 2021 that assesses these

changes before and during the pandemic.
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https://www.lse.ac.uk/business/consulting/assets/documents/New-Era-in-Experience.pdf

In addition, the Sky High Economics report

trilogy Is recognised as leading industry
analysis on the role of connectivity and
digitalisation in Air Transport globally with
content that has won three international
communications awards including: the

B2B Campaign Award for Ogilvy-Inmar-

sat at the International Content Marketing

Awards 2018, a SABRE 2020 PR Award

beating 6,000 global entries, and the pres-

tigious 2020 CIPR Award in PR in Transport.

Other high profile reports have included

The Transformative Effect of Cloud on

UK productivity, The Power of Productivity.

Dr Grous has worked closely with a number of
EU Government’s on enhancing management
practices, ICT use and digitalisation releas-

ing a major report on Gipuzkoa, Industrial

Strategy in Practice: Innovation and Man-

agement Best Practices in the Automobile,

Energy and Aerospace Clusters in Bizkaia.

Dr Grous also maintains research in Health
Economics, with this producing in one of the
most downloaded reports from the LSE, The

British Cycling Economy with over 22,000

Firm Productivity and Performance: Defin-

iIng the Benefits and Impact of Cloud as a

downloads. In addition, a report quantifying

the socioeconomic impact of road traffic

21st Century Digital Enabler, and Model-

ling the Cloud Employment effects in two

accidents globally on children remains one

exemplary sectors in The United States,

the United Kingdom, Germany and ltaly.

Dr Grous has released numerous reports on
theimpact of digital transformative including

Managing Every Mile: How to deliver greater

return on investment, and the impact on

the most comprehensive efforts of its kind
and was launched by HM Queen Letizia

of Spain, the UN and UNICEF in 2020.
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Research
Methodology
& Background

The LSE Team has been researching UGC,
digitalisation and consumer behaviour
globally across cohorts (alpha, Gen X, Y,
/, baby boomers), brands and solutions

providers since 200/.

This encompasses Iin situ engagement
with C-Suite leaders and other managers
and staff in brands and organisations,
with analysis of their activities, strategies,
management practices and results,

including UGC.

This Is complemented by ongoing pre and
post pandemic interviews on consumer
digital behaviour, UGC, and other trends in
the UK and across a number of countries.
LSE research encompasses both published
and unpublished material acquired on an
ongoing basis including through in-country
activities in EMEA, Asia Pacific, the Ameri-

cas, and India.

The results affirm that UGC has acceler-
ated In use, volume and acceptance by
both consumers and brands, concomitant
to, or most likely as a result of, the increased
digitalisation of work, society, and leisure

that the Covid-19 pandemic hastened.

These are often longitudinal, spanning
longterm engagement and address-
INng multiple digitalisation themes, and
encompass many leading brands Iinclud-
ing Amazon/AWS, Microsoft, Adobe,
McKinsey & Co, KPMG, Boots, Vodafone,
BskyB, BBC, Motorola, Monzo, Vidsy,
A Cloud Guru, Barclays, RBS/NatWest,

Freshworks, Asprey, WBX, and others.

Summaries from the LSE research
are utilised in this report and comple-
mented where applicable by secondary

UGC research from academic sources.

These support the results obtained to date
and the direction of observed trends for
UGC utilisation by brands and consumers.
UGC remains an active area of research,
nested within digitalisation and its contin-

ued impact.
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1The

Evolving
UGC
Market

UGC has shifted the branding and

communication  paradigm from the
conventional one-way mode controlled
by brands, to a multi-dimensional, p2p
communication where a brand, product or
service is no longer what the consumer is
told it is, but rather, it is defined by what

consumers tell each other it is."

Peer reviews, opinions and content create
trust and authenticity, providing a voice
for the customer that has step-changed in
pace since the mid 2010’s and is aligned to
the accelerated digitalisation observed in
workplaces, brands, cohort behaviour, led

by Gen Y and Z."

Through eWOM, UGC is generated and
shared via text and video on social media,
brand websites, user groups and other
platforms encompassing customerreviews,
feedback, blog posts and hashtags, with
Instant, borderless content distribution.
The accelerated rate of change for UGC
creation and utilisation by both brands and

consumers has been facilitated by:

(i)greatersocialandcommercialacceptance
of UGC, and: (ii) the development of cloud
enabled Al and ML UGC solutions with
the functionality required to manage and
utilise an exponentially increasing volume

of content.

Over time, the initial cumbersome hard-
coded approach to the development
of UGC and its management has been
replaced by vendors providing agile, cloud
pbased solutions operationalised through
APls, apps, and readily configured Ul, UX,
with recognition that consumers are now
content creators and can create, amend,

or delete UGC, depicted in Figure 1.V
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Customer voices captured and driving brand strategies

Consumer experience
drivers

T

Word of ‘mouth’ Trust’

1 f

UGC Solution ‘Hard coded’ Agile, mixed:
Evolution legacy driven coding and
online strategy available tools

Cloud driven, User ‘shap
APls, Apps, and post’

User ‘owned’ now the norm

Time

Figure I: The Evolving UGC Market

The development of UGC has simplified,
with content creation Initially occurring
through the use of websites that required
coding skills, investment, and a significant

time commitment.

Over time, the emergence of blogs, tem-
plates and other modes reduced the
requirements for coding and web skills, but
UGC development was often undertaken
by more digitally experienced and deter-

mined consumers.”

In the current milieu, creating and posting
UGC occurs instantly via a ‘write, snap and

upload’ approach driven predominantly by

Gen Z and Y utilising social media including
Facebook, X, Pinterest, Instagram, TIKTOK,
You Tube, brand sites, and other platforms.
Gen X and baby boomers are beginning to
find a voice through UGC, contributing to

the growing pool of content produced.v

The ubiquity and exponential growth of
UGC has also compounded the complexity
for brands as they address the voice of the
consumer in a growing volume of content
and commensurate issues including intel-
lectual property rights, negative and inap-

propriate content, moderation, and others."!
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UGC:
Escalating

the Voice
of the

consumer

UGC provides a voice for consumers to
share experiences through eWOM that

builds trust and authenticity in the process.

UGC began to gather momentum in the
early 2010°s with brands ‘eavesdropping’
at first, before accepting and adopting
this content within their campaigns and
strategies:V" “User-generated content has
become a powerful force in shaping brand
perceptions In the digital age....the mul-
tifaceted role of UGC in influencing how

consumers view and interact with brands.”

The escalation of UGC represents a
fundamental shift in how consumers and
brands behave and interact: marketers are
leveraging UGC to build trust, credibility,
and loyalty, enabling them to monetise the
voice of the customerXx LSE research pre
and postthe COVID-19 pandemic highlights
the exponential shift in the role played by

UGC in the customer journey:

Before the pandemic, in early-mid 2010’s,
30-55% of consumers consistently sought
eWOM reviews before purchasing, with 75%

searching intermittently when purchasing.®

Today, 95% of consumers consider online
reviews before purchasing and 99%
intermittently search UGC across reviews
(text and video) blog posts, social media,

and feedback X!

UGC Is now driving the customer journey,
shifting the control from brands to the
consumer spurred by around 40% anad
50% of Gen Z and Y respectively who
consider themselves to be content cre-
ators, and between 5-10% of Gen X

and baby boomers, and growing.X

LSEfp o
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The COVID-19 pandemic accelerated
the use of UGC and reflects the trend
towards enhanced data use by brands,
with leading online retailers such as
Boots UK highlighting:  “Covid for us
has definitely created an imperative to
accelerate digital retall. It has been hugely
important for us, and the decisions about
digital have sped up significantly. It has
really Iimpacted our bricks and mortar

business and created an imperative for

us to improve the online experience.

You can see thatin the change of mix in our
sales pre-Covid and post-Covid.”™" Brands
that recognise and harness the value of
digital data and exhibit best-practices,
iIncluding retaining investment, innovation
and UGC use, fall into 25% of organisations
that are thrivers: they embrace new ways
of working, are aligned to market trends,
have engaged leadership across the organ-

iIsation, and view UGC as a strategic tool.

These organisations possess the strong-
est potential to emerge In a strong com-

petitive position following external shocks.

Around 40% of organisation are hiders:
they scale-back their operations
due to external shocks such as the
pandemic or economic downturns but
maintain adaptability to enable post-
recession growth. These organisations
maintain a UGC focus, but often with
reduced Investment and resources.
The remaining 35% of organisations are
survivors: they undertake the most signif-
icant changes, most often cost-focused,
reducing investment, innovation, and the
use of digital departments, tools, and data
with limited or no use of UGC. These organ-
isations display the lowest probability of

emerging from external shocks or to remain

viable in the medium or longer term.*
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Shaping
Brand
rngagement

& Product
Strategies

Best practice organisations embrace UGC
and a new ways of working facilitated by

UGCV

o Understanding UGC: leading
organisations employ dedicated
UGC resources; senior I|eadership
promotes the significance of UGC as
a key marketing tool; the organisation
IS coherent In aligning processes,
campaigns, reporting, and other

operational factors around UGC.

e Cloud based UGC tools: technology

supports UGC use; brand management
and product strategies utilise feature
rich UGC tools to manage content and
the growth in the challenges that UGC
brings including the volume of content
generated;  legal/copyright  issues;
negative content; data manipulation,
content extraction: rapid analysis of
content, ‘packaging’, and use including
posting, re-sharing, and insertion into
a brand’s website, product, service, or

other area.

Rapid campaign releases: strategic
use of UGC streamlines campaign
management and accelerates product
releases through the negation of multiple
variable testing; UGC feedback delivers
consumer reactions; campaigns can
be altered in real-time with agility and
accuracy  utilising results obtained
through UGC without the requirement

for multiple variable testing.

12



Figure 2: The shifting power dynamics of UGC between brands and consumers >

These factors reflect the shifting locus of
product control from brands to empow-
ered consumers with many brand manag-
ers accepting this transference of control,
depicted in Figure 2: “Marketers have
assisted in a real power-shift from the
organisation to the consumer. Consumers
are now in control of a series of variables
which were previously managed by man-

agers.™

Brands: 2010-2019

Higher influencing power

‘Push’ messaging-to the consumer

Internally defined communication

Lower UGC reliance

Consumer voice defined by Marketing Dept
Digital channels/offline defined by the brand

CRM tests campaigns and amends
(low/no UGC factored)

Brands: 2020-2024+

e Lower influencing power

e ‘Pull’ messaging-by the consumer

e Consumer defined communication

e Higher UGC reliance

e Consumer voice drives Marketing Dept

e Digital channels/offline complement UGC

e CRM tests campaigns and amends
(higher UGC factored)

Between 2010-2019, brands controlled
marketing and defined strategy, ‘pushing’
their campaigns with a lower reliance

on UGC as an influencing variable.

The Marketing Department defined and
segmented the user base In addition to
selecting digital channels and defining
offline activities, with campaigns taking

longer to test, amend and Ilaunch.xx

This trend altered as the decade pro-
gressed, with the pandemic accelerating
the shift to the empowered consumer and
reversing many of the tenets observed in
brands In this previous decade, creating
prosumers: more professionally engaged,
informed, and content-generating consum-
ers using eWOM to share their experiences
and influence others and the brands they
engage with.x

Between 2020-2024, UGC adoption
accelerated by brands as they utilised
UGC and ‘pulled” key messaging, short-

ening product release cycles and defining

more relevant marketing and messaging.*

13
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UGC
Growth

4.1 Defining
the Consumer

Journey
Through eWOM

The UGC market continues to evolve.

Content sharing platforms such as TikTok
and Instagram provide UGC makers with
modes to create content rapidly, with
concise UGC replete on social media plat-
forms and websites, aligning to the short
attention window of younger cohorts in

particular.

Content strives to engender trust through
authenticity. If consumers perceive that
the content creator or content Is not

genuine, these outcomes can be diluted: "

v

v

The primary attribute
of UGC is promoting

Trust

This is achieved

through —>» Authenticity

Consumer voices are enabled
& drive brand activities

UGC has become more prevalent in defin-
Ing the market actions, communication, and
positioning of brands as they seek to gen-
erate the widest brand exposure utilising
trust and authenticity: >V

l(l

(i) Influencing brand perceptions: “In
particular, UGC has the potential to
shape consumer brand perceptions and
significantly influence a number of phases
In the consumers’ purchase decision
process. While both firm-created and user-
generated brand communication in social
mediainfluence brand perception, the latter

seems to have a positive impact also on

brand loyalty and percelved brand quality.”

LSEfp o



(i) Defining marketing actions: “The
effects of advertising and brand-related
media do

marketing actions in social

not merely depend on the original

message, but also on user content
generated in the context of the particular
message and social media channel”
(ilf) Gaining wider brand exposure and
user participation: “With a significant per-
centage of marketers spending substantial
amounts on content annually, UGC pre-
sents an opportunity for brands with limited
budgetstogainwiderexposureandgenerate

digital buzz for their marketing initiatives .”

(v) Building brand trust and authen-
ticity: “UGC significantly impacts brand
trust and authenticity, with consum-

ers trusting peer recommendations

more than traditional advertising...

and plays a pivotal role In enhancing
brand credibility, authenticity, and emo-
connection consumers.

tional among

Moreover, UGC contributes to build-
iINng brand community within online plat-

forms, fostering engagement and loyalty.”

UGC has displayed considerable growth
since the onset of the pandemic across
all customer modes- social media, video
content, blogs, and hashtags, incorporat-
INg reviews, and testimonials:**¥ “User-gen-
erated content (UGC) has emerged as
a crucial component of social media and
internet influ-

platforms, significantly

encing consumer buying decisions.” ™V
The largest growth amongst consumers
between 2020-2024 has been in video
content with a 650% increase, followed
by a social media content, encompassing
text, video, images, followed by hash-

tags and blogs, depicted in Figure 3:

UGC Customer Modes

Social media content
Video content
Blog

Hashtag

UGC Customer Modes

Reviews and testimonials 1\ +600%
Zero-Party Data

+220%

Survey content 1\

Case studies

wrCOZ-0COT “aS1 PUDAE PUD SIPOIN AUI0ISTD) D) UL YIMOD) DY [ € 2NTL]
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The use of UGC by brands has shown

the largest Increase  encompass-
INng reviews and testimonials across
text, video, and images (600%), fol-

lowed by content from surveys (220%).

Despite the growth In survey use, zero-
party data excluding UGC showed a mar-
ginal reduction encompassing account
registration data, email campaigns, con-

sumer preferences, and other areas.

The use of case studies to promote prod-
ucts and services also reduced, with a shift
by brands to the use of other UGC modes
as key indicators of consumer brand attrac-
tion: “The results revealed that UGC is a
stronger predictorofonline brand advocacy
than firm generated content...supported
that the effect of digital content marketing
types on online brand advocacy occurs

because of customer engagement. Vi

Over 60% of consumers trust comments
posted or images provided by other con-
sumers than those provided by brands
or often, by influencers, with over 90%
influenced in their purchasing by UGC in

contrast to brand marketing or content. ™

4.2 UGC
Growth:
Ensuring the

Consumer iIs
Heard

UGC is generated by consumers across
multiple platforms including social media
(YouTube, TikTok, Facebook, Instagram,
others), brand websites, private and
public user groups and forums with
specific themes (e.g. cycling, travel,
platforms

parenting etc), user-own

such as a personal website, and others.

The mix of UGC utilised varies by the
mode used: UGC on major b2c sites such
as Amazon are review and text focused
with a lower use of video and images, but
this is reversed on many social media plat-
forms with video and images used to a high

degree.

The content strategy and UGC mix is
influenced by the target platform, with
consumers varying their approach across

platforms.

LSE -



Limited available metrics indicate that 100
million videos and images are uploaded
to Instagram daily from 500 million active
daily users, and 100 million users who utilise

Stories daily. >

In contrast, 34 million videos are uploaded
to TikTok daily with over 1 billion monthly

active users, > with 350 million photos

You Tube has 122 million active daily users
that watch more than 1 billion hours of
videos dally, with these results surpassing

UGC posting rates from a decade ago. "

This growth presents a number of challen-
ges for brands and organisations seeking
to harness UGC, including UGC collec-

tion, aggregation, legal and copyrights

17

uploaded to Facebook daily, and 4.7 billion issues, analysis and other areas. >V

items shared daily. !

The development of cloud based Al and ML solutions since over
the past decade can assist brands manage these issues:

UGC collection growth 2020 vs 2024*

UGC Main UGC Tool Benetits
Platforms mCh;lg]e:f re]S » Aggregation of content
@ c?)llating,g’ » Refine, categorise content
4> 4> analysing, 4> » Real-time reporting
u using data, » Customised displays
compounded > Analytics
as volume » Insights and forecasting
J grows » Quality control

Figure 4: The Growth in UGC Customer Modes and Brand Use: 2020-2024




Between 2020-2024, the highest growth
in the collection of UGC by brands was
from influencer content (450%) reflect-
ing the trend in the use of influencers, v
with a 1/% increase in expenditure by

brands in 2023 to $34 billion globally i

Non-influencer UGC by consumers showed
a 36/% increase in use over the period, fol-
lowed by templates (200%) and user com-
munities (180%), followed by social media
platform growth (127%) and brands seeking
out and requesting content from a specific
relevant user group, followed closely by

hashtags and social media platforms.

UGC video continues to grow in usage and
significance, with brands doubling their use

to 80% over the period. Vi

The mix of UGC utilised by
brands is in a state of flux with

changes likely to continue until
2030 and beyond:

o Bothinfluencersand UGC content cre-
ators will remain important for brands,
but UGC growth and use by brands will
continue surpassing the influence of
influencers in defining customer jour-
neys, with influencer UGC collection
by brands likely to reduce further over

time;

o« Template offerings and tailored user
communities are likely to reduce In
collection with a crossover of these
consumers into general UGC posing

In social media and brand websites;

« UGC platform collection of content is
ikely to grow further as brands narrow
their collection pool across this mode,

direct acquisition, and influencers.

18
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4.3 Managing
the Challenges
of UGC

Brands continue to face a number of technical, operational, and
strategic challenges in utilising UGC:¥

Requirements Challenges

UGC acquisition, review and utilisation can involve a large
Scalable and cost

effective

number of brand resources and take considerable time to
catalogue, filter and select.

Maintaining a required quality standard for video, images
Quality Control and text, or the ability to enhance/harmonise quality to
deliver a standardised quality.

Technical

. Reviewing UGC manually against guidelines, policies, and
Moderation and o ° Y99 9 P |
filtering out derogatory and negative content, spam, is

=1 | Inappropriate | |
- time-consuming, costly and can be error-prone and re-
= Content | |
b quires longer time frames for approvals.
D
8‘ High UGC volumes and micro-segmentation through the
Copyright use of UGC growing content requires obtaining permis-
sion and releases from content providers.
Privacy and data protection regulations must be complied
Legal with and can vary between regions with additional com-
> .
Yy plexities cross-border.
>
~N—
g Varied content and adhering to legal, quality, moderation
o8 Brand Integrity and and copyright requirements creates issues in maintain-
Consistency INng brand integrity and consistency across heterogenous

UGC and a plethora of variation in posted content.
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These challenges have spurred growth in
the UGC management solutions market
that is estimated to grow from around $7
billion in 2024 to between $30-$45 billion
by 2030.%

To address the issues faced by brands, best practice UGC functionality
enables the monetisation of the customer voice, with industry
engagement since 2010 consolidating a number of factors that should
be considered by brands when adopting a UGC solution and the core
elements including considerations and benefits:

Requirements Challenges

Define UGC strategy from macro and micro themes: un-
UGC Acquisition and derstand the brand’s awareness, ratings and reviews;
Use Strateqgy utilise all relevant UGC (influencer and non-influencer
marketing)/ a mixed approach..

UGC strategy drives the selection of an appropriate solu-
Solutions Type tion: scalable UGC; content aggregation; self-service:; in-
fluencer platform; hybrid model.

Cloud is the benchmark technology for rapid, scalable,
Cloud, Integration accessible UGC. Seamless integration enables rapid,
low-cost, low-effort enablement of a solution.

Q
o i
oL
=
qv!
Pt
-
o9

Faster, time-reduction, bulk production, heavy-lifting, rap-

Al
Id content generation.
| Platforms with built-in content rights facilitate rapid auto-
Copyrlght mated, audited task.
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Requirements Challenges

Functionality enabling advanced search, filters, automat-
Content Aggregation, ed feeds/APIs for content acquisition and aggregation,
Categorisation pulling in UGC seamlessly. Dashboard driven, ease-of-
use Ul to enable categorisation based on filters and KPIs
for reporting.

Strategic

Flexible and changeable Ul to enable changes over time
Customised Displays for displaying required information, enhancing functional-
ity and for bespoke changes if required.

Real-time analytics and reporting for customer pref-

. erences, segmentation, campaign effectiveness, con-
Analytics, Real Time ° Pald

Reporting, Insights

versions, product coverage, tracking at multiple levels
to provide insights, forecasting, and reporting with ex-
traction to file types.

Considerably challenging requiring automated and manu-
al elements to reduce filter by-passing through algorithms
and Al flagging inappropriate content but one-size doesn’t
Moderation fit all requiring integrated UGC guidelines, policies, safety

Operational

measures, content moderation layer (additional software if
not embedded) and empowered moderation team for es-
calation.

Combined manual and automated process requiring in-
Content Quality As- ternal and/or external CQA and machine learning respec-
surance (CQA) tively to reduce content issues, improve quality standards,

comply with applicable laws, and improve site stickiness.

Best practices are not homogenous
across brands and are affected by the
brand’s market status (thriver, hider,
survivor), funding, organisational structure,

competitive position, and other factors.
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The UGC solutions market is likely to continue innovating and
utilising Al, ML, and other behavioural tools to optimise UGC content

management, depicted in Figure 5:

Brand requirements

Cloud based

Shaping
the UGC

Cost effective

Multi-platform

Solutions
Easy to use Ul Market

Fast data integration

Analytics and metrics

v

Capture and manage
consumer voices throughout
the customer journey

Influencing market
drivers

The market continues to change

The mix of UGC creation channels

will continue to evolve

Challenges of UGC management
will drive need for ‘one-stop-shop’,

cost effective solution for brands

User reviews and video content
by consumers will be a key driver

in fostering authenticity and trust

The UGC sector is at the cusp
of major change as UGC becomes

the norm

Figure 5: UGC Brand Requirements, Market Drivers, and the Consumer Voice ™

The nexus between brand requirements
and influencing market drivers will con-
tinue to shape the UGC solutions market
and the degree to which the consumer's

voice Is heard Iin the customer journey.
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UGC provides considerable quantifiable

®
Strateglc benefits to brands through the alignment

of brand offerings to market demand.

B€n€| itS & it An increase of almost 60% has been

observed in brands actively seeking UGC

Dl’iV@l’S ()f management solutions between 2018-

2024, reflecting the growing recognition
l \ ( ; C of the consumer voice, with Figure 6 con-
solidating results across key indicators:XV

Brand challenge and market shift: Brand demand increasing for UGC tools to manage content

UGC is becoming
pivotal to brands
understanding

their customers
_ >

UGC collection growth 2020 vs 2024*

2018:18% seeking UGC tools

2024:75% seeking UGC tools 4>

Customer voice ‘muftled’

Conversion: 85% of consumers trust a brand that uses UGC.

Revenue: 80% of purchasing decisions are influenced by the use of UGC.

Self-promotion impact: 40% of consumers ‘turned off’ by excessive brand self-promotion and...
..3x as many prefer UGC to brand-own promotion.

Influencer impact down: UGC has 10x more impact than influencer content.

Lovalty up: 80% and 75% of Gen Z and Gen Y respectively show greater loyalty

to brands that use UGC with an average of 90% willing to provide their own UGC.

Jeduwl pue uonedId HHN

<

Instagram still strong: 66 % of Gen Z and 45% of Gen Y will prioritise Instagram Stories featuring UGC.

>

SIJOUI( puRIyg

Engagement rate up: Brands with ‘good UGC’ have 75-85% higher social media platform engagement.
Stickiness up: UGC enhances user stickiness (time spent on site) by 95%.
Digital Channel: Flux still evident in Brand digital channel choice: 80% of brands using Instagram

Reels, own website (50%) and TikTok (40%), Facebook (35%), Instagram Stories (30%), others.

Figure 6: The Growth in UGC Customer Modes and Brand Use: 2020-2024*"

F
M
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UGC brand use can directly enhance the
monetisation of the customer journey
through Improved consumer engage-
ment and loyalty*' These are moderated
by the notions of trust and authentic-
ity from influencer and non-influencer
UGC, with consumers influenced by UGC
that is trusted. X" Consumers can dis-
tinguish between brand-own content,
influencer and consumer  posts.Xvi
The impact of influencers on consumer
purchase decisions has reduced since the
mid 2010’s, but it remains both an impor-
tant information source for many con-
sumers and a relevant brand marketing
tool: “Influencers, due to their perceived
credibility and relatability, play a pivotal
role In shaping consumer behaviour, but

their influence depends heavily on the

authenticity of their endorsements.”

Many brands are utilising UGC to
taillor their communication messages,
evolve their products, and deliver con-
sistent brand positioning while being
factors:

influenced by additional

« The volume of UGC content is rising
exponentially as consumers continue to
post reviews, social media, video, and
text -> brands are adapting by collect-
INng and optimising content and tailoring

their communication and marketing.

» Content creation costs are rising ->
brands are Increasingly adapting to
efficiencies by listening to consumer
voices throughout the engagement
journey via UGC and utilising cost-ef-

fective UGC acquisition and use.

e Gen Y and Z voices cannot be ignored
and remain the biggest content
creators, but increasingly Gen X and
baby boomers are posting UGC ->
brands require the capability to acquire,
assess, categorise and segment UGC
expediently to establish requirements
by cohorts and define appropriate

messaging and communication.

« UGC is posted across multiple modes
-> brands must manage disparate con-
sumer voices and engage in multi-chan-

nel delivery of optimised UGC.
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« The volume of UGC content is rising

exponentially as consumers continue to
post reviews, social media, video, and
text -> brands are adapting by collect-
INg and optimising content and tailoring

their communication and marketing.

Content creation costs are rising ->
brands are Increasingly adapting to
efficiencies by listening to consumer
voices throughout the engagement
journey via UGC and utilising cost-ef-

fective UGC acquisition and use.

Gen Y and Z voices cannot be ighored
and remain the biggest content
creators, but increasingly Gen X and
baby boomers are posting UGC ->
brands require the capability to acquire,
assess, categorise and segment UGC
expediently to establish requirements
by cohorts and define appropriate

messaging and communication.

UGC is posted across multiple modes
-> prands must manage disparate con-
sumer voices and engage in multi-chan-

nel delivery of optimised UGC.

The  successful  acquisition,  crea-
tion, and utilisation of UGC by brands
enables the effective monetisation of
the consumer voice and can under-

pin both short and long term viability.
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Monetising
the Voice of
the Consumer:
UGC makes

Financial Sense

UGC has a positive effect on product
popularity, sales, and purchase intention,
de-risking the purchase decision and mon-
etising the customer journey: “Compared
with descriptions provided by e-sellers,
consumers are more likely to trust informa-
tion driven by users...UGC has become a
credible information source for consumers
to select products from massive choices

provided by a large number of e-sellers™

Minor regional variations have Dbeen
observed in the use of UGC by brands,
reflecting the type of UGC utilised,li with
influencer UGC displaying the largest var-
jlation in use between regions but fore-
cast to harmonise by 2030 as consumer

UGC becomes the most trusted content."

Figure 7 depicts the monetisation path for
UGC by brands and the regional variation

in UGC use.

Asia Pacific reflects the most integrated
use of UGC by brands across all UGC types,
followed by EMEA with brands exhibiting
a marginally lower reliance on influencer
UGC, while the Americas utilise influencers
and social media UGC to a greater degree
than other regions with twice the density

of influencers as Europe at 3%."

The monetisation of the consumer voice
IS moderated by the mix of UGC across
reviews, feedback, blog posts and social
media coverage.” Paid Influencer reviews
can create brand awareness while non-
paid influencers reviews can facilitate
trust through the perception of higher

authenticity"

UGC is perceived to be around nine
times more effective than influencer
content In driving purchasing decisions,
and 50% more trustworthy and 20%

more influential than other media forms.V

20
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UGC Makes Financial Sense: Monetising the Voice of the Consumer

. Americas Americas

Regional < > < >
focus «— Asia Pacific

UGC preference 4 >
by region 4 EMEA >

Type of Reviews: Social Medi Blog P
Reviews: Influencers ; Feedback OCIaERicaid 05 £ OSLS

UGC <+ (non-pai dﬂ& 0aid) Consumers Sharing Sharing Sharing

(non-paid)

(non-paid)

(non-paid) (non-paid)

(Text and Video)

o Retention revenue:
o secondary UGC can
E Increased hits & ;Z;Z%lysg
S rey s primar )
Revenue R [
drivers pToTTTT E"'"' Viral/search A 5% increase
E ; results in consumer
E E Brand E retentlon Can.
E % AWareness E increase profits
e Rt L LI LELL LD by 25%-95%*

----P

Figure 7: UGC Regional Preferences and Revenue Drivers by Type of Content i

Unpaid consumer reviews create trust in a
brand, and in the process enhance branad
awareness, while unpaid feedback, social
media and blog posts can enhance trust

and brand awareness:

“When consumers are asked about the
attractiveness of the brand, ability to recall

the concept strongly influences loyalty.” Vi

The Dbalance between the creation of
trust and authenticity is determined by
the nature of the UGC and the degree
to which it is directional i.e. although
not constituting a review, UGC can be
a tacit endorsement of a product and

create trust that can lead to a sale:

‘User-generated content led to higher
purchase intention compared to dis-

closed advertisement and brand posts.”™

[SE -



The creationof trustand brand awareness
reduces risk and concomitantly develops
a stepped monetisation process that
leverages viral posts and/or consumer
searches following brand or product

awareness.”

This can result in a higher number of site
visits to a brand that if converted gen-
erates revenue from this primary source
(first-time purchase). A positive experi-
ence can lead to secondary revenue as
consumers generate UGC with eWOM
spurring others to make a purchase while
resulting Iin retention revenue through

loyalty, and an uplift in profitability.”

UGC that successfully produces engage-

ment increases purchase behaviour:

“‘Such brand-building activities (UGC)
may also Increase connections with the
brand and thereby increase the chance
of future participation in engagement
activities....the research adds to the
growing literature on the importance of
consumer engagement and validates the
ink between engagement and actual pur-

chase behaviours.”™
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summary

UGC has become the ‘go to’ source
of influence for both consumers and

brands, creating authenticity and trust.

Non-influencers have emerged as key
actors in particular, re-aligning the market-
ing paradigm through UGC and positioning
the consumer voice at the locus of mar-

keting development in responsive brands.

Through the use cloud based solutions
with Al and ML, brands can manage their
UGC and rapidly assess content to deliver
agile rapid campaigns that resonate the
first time and reduce the testing of multiple

variables.

As UGC use continues to grow across
cohorts, this will be essential if brands
are to manage the complexities inherent
IN managing and delivering products and
services that are relevant. Failure to do
so can dilute the significant opportunity
that UGC offers and diminish a brand’s

competitive advantage.

€& Skeepers fM;

Want to know

more about
uGC?

Talk to an expert


https://skeepers.io/en/demo/
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