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Introduction.

But in the mid-2010s, a funny thing happened: 

emboldened by the likes of Warby Parker 

and empowered by easy access to capital and 

service providers who enabled everything from 

online payments (Stripe) and websites (Shopify, 

BigCommerce) to managing consumer logistics 

(3PLs), new brands began to emerge in a wide 

variety of product categories.

This expansion of brands and products, 

combined with the ubiquity of digital marketing 

and proliferation of new social platforms, created 

conditions for the dreaded “paradox of choice”: 

the inflection point when an abundance of variety 

is no longer convenient, but overwhelming. A 

simple task, like trying to find a good pair of 

leather gloves or the “best” concealer, becomes an 

experience that creates paralysis of analysis - an 

endless scroll through thumbnails, advertising, 

and reviews that leaves frustration in its wake.

Nowhere has this challenge been more pressing 

than in fashion and apparel, where brands and 

designers must balance cultivating engagement 
Platforms designed to bring supply and 

demand together without the burden of 

wholesale logistics, digital marketplaces do 

not buy inventory to resell, but instead connect 

the seller (increasingly the brand itself) with 

shoppers. Throughout the 2000s and 2010s, 

their hyper-focus on category growth and 

expansion established marketplaces as the 

predominant global players in online shopping. 

62.5% of all online spending occurred via digital 

marketplaces in 2020, and while estimates 

vary, some projections hold that over 50% of US 

product searches begin on Amazon, and over 

60% of Chinese consumers use Tmall as their 

first choice shopping discovery engine.

It’s not only fashion that looks different now. 

For much of the 2000s, the imperative for 

digital marketplaces ranging from Amazon 

and Zalando in the west to JD and Alibaba in 

the Asia-Pacific was expanding assortment: 

showcasing abundance and variety, from 100 

different brands of skinny jeans to every shade of 

red dress imaginable. In many ways, the growth 

of marketplaces and their maximalist approach 

(the “long-tail”, the “endless aisle”) popularized 

digital commerce in the years after the dot-com 

boom by proving the value of online shopping to 

skeptical consumers, and in doing so, established 

the worldwide supply chain infrastructure for 

digital commerce we now rely on.

and telling a compelling brand story with 

enabling a seamless and expeditious commerce 

experience for consumers primed to transact. Yet 

despite innovations in technology and rapidly 

evolving shopping habits, many commerce 

websites look and feel the same as they did over 

a decade ago: with the same common path to 

purchase, the same drive to a single product 

(PDP), and the same calls to action. In an era of 

what feels like infinite consumer choice, we, as 

users, ultimately experience a sea of sameness.

While fashion and apparel brands have 

historically minimized their presence on 

marketplaces – opting instead to focus on 

their own digital DTC presence or historical 

wholesale partners – it is marketplaces who are 

rising to the challenge and making substantial 

investments to innovate on digital customer 

experience. And as we’ll see, innovative new 

platforms are reshaping our conception of what 

marketplaces can be, creating new frontiers for 

consumers and brands alike.  

Digital 
commerce 
today. 

Source. Huge consumer research.

76% of North 
American 
consumers say that 
Amazon has the 
best experience 
for new product 
discovery.

Free shipping and 
fast delivery are 
the number 1 and 
2 buying drivers, 
respectively, for 
North American 
consumers - 
including those 
purchasing fashion 
and luxury goods. 

34% of North 
American 
consumers report 
the primary driver 
for shopping from 
a marketplace is 
the convenience of 
buying items from 
several categories. 

42% of shoppers 
abandon a planned 
purchase because 
there were too 
many options. 

Marketplace 
ubiquity.

Search engine  
of commerce.

The power  
of fast and free.

The value of 
convenience.

Paradox  
of choice.

62.5% of all global 
online spending 
occurred via digital 
marketplaces in 
2020, which was 
a 29% increase in 
gross merchandise 
sales.

Digital commerce today.
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The landscape.

Marketplace 
history.

700s BC

Samarkand, 
Uzbekistan. 

A center of trade 
for the Silk Road. 
Conquered by the 
Greeks, Turks, Mongols, 
and Chinese at 
various times, it served 
as a critical linkage 
for trade and the 
exchange of ideas.

1923
Country Club Plaza, 
United States. 

The world’s first 
strip mall - the first 
shopping center 
designed for the 
automobile - opens in 
Kansas City, Missouri.

1995
eBay, 
United States.

At the age of 28, Pierre 
Omidyar develops 
Auction Web, which 
comes to be known as 
eBay. On September 
4th, 1995, the first sale 
was recorded – for a 
broken laser pointer.

1998
Amazon,  
United States.

Amazon expands 
beyond books into 
CDs. By the end of 
2000, it opens its 
marketplace to third-
party sellers, expands 
to its first international 
market (Japan), and 
begins to offer free 
shipping on orders 
greater than $100.

2003
Alibaba,  
China. 

Alibaba launches 
Taobao, a consumer-
to-consumer 
marketplace, followed 
by Alipay in 2004. In 
2008, it launches 
Taobao Mall, which 
comes to be known as 
Tmall. 2009 marks the 
first Singles Day (11.11).

2011
WeChat, 
China. 

Weixin (WeChat) is 
officially launched 
as a messaging and 
photo-sharing app. In 
433 days, it reaches 
over 100 million users. 
In 2012, it enables 
brand accounts, and 
in 2017 launches mini-
programs to enable 
custom apps inside of 
the platform.

2020
Instagram,  
United States.

 In July 2020, 
Instagram announces 
the launch of Shops. 
By this point, WeChat 
and Pinduoduo 
(social shopping 
marketplace) are 
achieving almost 
$500 billion GMV in 
APAC combined.

1455
Grand Bazaar,  
Turkey.

The Grand Bazaar 
functioned as the 
center of trade 
for the Ottoman 
Empire and broader 
Mediterranean, 
storing luxury goods 
entering the empire 
from across the world.

1684
Thirteen Factories, 
China. 

The Qing dynasty 
signaled the opening 
of China for trade 
by designating four 
cities - including 
Canton (Guangzhou) 
- accessible to 
foreign traders. 
Thirteen “factories” 
came to serve as 
large international 
marketplaces.

1886
Sears,  
United States.  

A railroad station 
agent named Richard 
Sears began selling 
mail-order gold 
watches. By 1894, the 
Sears catalog was 
over 322 pages, and 
a household staple 
for new product 
discovery and brand 
advertising. 

The marketplace model – a hub of trade, 

where sellers can engage with consumers, 

is as old as commerce itself. What made 

Persian bazaars, early mercados and souks 

successful are some of the same attributes 

that make physical and digital marketplaces 

successful today: A central location 

(traffic), offering a place to gather as well 

as serve commercial needs (community). 

Providing services to merchants like access 

to credit and security (customer service, 

payments). Neatly organized into areas of 

need (discoverability), merchants were often 

specialists who could speak knowledgeably 

to their items (product evaluation). If you 

needed something longer or shorter, leaner or 

fatter, they would find it for you or make it on 

the spot (customization). Loyalty was almost 

familial – from the sense of community 

and consistency of the purchasing ritual, 

businesses invested in word of mouth instead 

of bidding for ad spots.
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The marketplace landscape has evolved 

dramatically. Over the last several years, 

marketplaces have been innovating at a rapid 

pace, rolling out new features and entirely new 

business lines in response to shifting consumer 

preferences and competition. At the same time, 

new entrants have blurred the boundaries of the 

traditional digital marketplace, in some cases 

experience, addressable audience, or selling 

fees – raises the possibility of brand and margin 

dilution, failure to have a coherent marketplace 

strategy risks, as the saying goes, cutting off 

your nose to spite your face. Even if a brand does 

not proactively sell on Tmall or have a WeChat 

mini-program that serves as a storefront, it may 

still accept Alipay or WeChat Pay in stores in 

Southeast Asia and China. Even if a brand does 

not sell on Amazon, it may very well buy into a 

traditional wholesale retailer’s marketplace, or 

actively merchandise on Instagram or Pinterest.

Marketplaces often offer an ideal middle 

ground for brands between the walled gardens 

and high investment cost of their owned 

digital platforms (brand .coms and apps) and 

the lack of control that comes with wholesale 

e-retail. And as publishers, social platforms, 

creating entirely new categories, value streams, 

and types of consumer experience.

Today, it is imperative for business leaders to 

reframe their perspective on the marketplace 

landscape, and reconsider the role of 

marketplaces in their commercial strategies. 

While it is true that entering the wrong 

marketplace – either in terms of consumer 

and wholesale retailers themselves look for 

new forms of monetization, we are witnessing 

a Cambrian explosion of digital platforms that 

have a marketplace component. We group these 

marketplace platforms into three categories: 

marketplace giants, new contenders, and 

business model innovators. 

Marketplace 
landscape. Product merchandising.

(Product creation, listing, category placement, bundling).

Product content.  
(Product details, imagery, and video).

Advertising. 
(Full-funnel media including events, display, direct emailing, sponsored search). 

Pricing & promotions.  
(Time or event-limited, GWP,  thresholds, localization).

Fulfillment & delivery. 
(Product inserts & unboxing experiences, direct consumer email).

Brand experience. 
(Brand boutiques / stores-in-stores, digital look & feel).

Data access & insights.  
(Consumer & purchase analytics).

Platform capabilities & control.

Brand owned  
platforms. 
(Brand-run DTC .com or app)

Marketplace 
platforms.

Wholesale  
retail platforms.

“It is imperative for business leaders 
to reframe their perspective on the 
marketplace landscape, and reconsider 
the role of marketplaces in their 
commercial strategies.”

The landscape.

Full brand control No brand control
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Giants that  
keep growing.

The landscape.

$315B: Amazon $70B: Amazon 
$15B: Zalando
$6B: Otto

$35B: Shopee
$20B: Alibaba (Lazada)

$25B: Mercado Libre

Marketplace giants 
by GMV (gross 
merchandise volume).1

$40B: Rakuten
$40B: Amazon

$650B: Alibaba (Tmall)
$450B: JD.com

“For shoppers, what used to  
be ‘just a place’ to get what you need  
is becoming a destination that 
anticipates what you want through  
a suite of experiences.”

Marketplace giants are responsible for digital 

commerce as we know it today. As some of 

the earliest online sellers, they often defined 

the market within their respective regions and 

established the “multi-sided platform” business 

model many companies in and outside of retail 

mimic today. The dominance of marketplace 

giants allowed them to follow a similar playbook 

to big-box stores like Sears prior to the advent of 

the internet: by acting as a focal point for supply 

and demand, marketplace giants leveraged their 

financial capital, consumer data, and traffic to 

Marketplace 
giants.

evolve their value proposition by layering on 

value-added services (like Alipay and Amazon 

Prime), establishing entirely new business lines 

(such as video streaming and financial services), 

and expanding into their own forms of product 

development (including consumer electronics 

and traditional private label goods) to increase 

loyalty and share of wallet. 

Behemoths like Amazon, Mercado Libre, 

and Tmall have been building their fashion and 

apparel verticals for years, but are now adding 

more sophisticated capabilities for nationally and 

globally recognized brands to take more control 

as direct sellers.

For shoppers, what used to be ‘just a place’ to 

get what you need is becoming a destination that 

anticipates what you want through a suite of 

experiences. Brands can now reach marketplace 

consumers with personalized recommendations, 

rich multimedia product detail pages that cross-

sell companion items, content from your favorite 

celebrities and athletes, and seasonal reminders 

that it’s time to shop for a new pair of boots based 

on personalized algorithms and order history data.

1 Source: Platform financial reporting (2019-2022).
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The new 
contenders.

The ubiquity of digital commerce has begun  

dissolving the boundaries between various digital 

platforms. In short, consumers now expect 

commerce at the point of inspiration: when they 

discover a good, they expect to transact immediately, 

regardless of what platform they’re on. Social media, 

search engines, traditional and digital publishers, 

streaming platforms, and even high-traffic wholesale 

retailer sites are all adopting digital marketplace 

models, resulting in a convergence where seemingly 

everything is buyable everywhere.

In particular, the growth of commerce on 

social platforms has been significant, with sales 

projected to reach over $600 billion USD by 

2027. 74% of consumers say they are now more 

influenced to shop via social media than they 

were before the pandemic, and 70 percent cite 

apparel and accessories as two of the product 

categories they shop for the most 2. By adding 

commerce functionalities to mimic the success 

of leaders in the east like WeChat, social 

platforms are evolving from multi-brand content 

marketing to multi-brand retail destinations. 

Beyond enabling commerce in brand posts and 

dedicated brand profiles, we will start to see all 

social platforms in the west follow the lead of 

Instagram with marketplace-like “Shop” sections 

allowing brands to compete for attention and 

share of wallet within the app.

some cases, pivoting entirely to marketplace 

models. In many scenarios, the experience is so 

seamless that it’s hard to differentiate between 

wholesale and marketplace product listings. 

Beyond big-box retailers like Walmart and Target 

moving in this direction, esteemed fashion players 

with discerning luxury brand stakeholders like 

Saks, Richemont’s YOOX Net-a-Porter, and 

LVMH’s 24S have been making the shift to expand 

their assortment and alleviate the cost pressures 

of the traditional wholesale model.

Not to be left behind, publishers and media 

outlets have been expanding significantly into 

content-driven commerce. From BuzzFeed’s 

Search platforms are another obvious 

candidate to evolve into all-in-one product 

discovery and shopping engines. Google, Bing, 

and South Korean search giant Naver all have 

their own marketplaces, allowing sales at the 

earliest stage of the consumer journey. Google, 

in particular, has been doubling down on the 

integration of Google Shopping with their core 

search experience. Leveraging the maturity of 

search engine intelligence, shoppers can now 

pose very specific queries such as a ‘sherpa fleece 

jacket left side pocket’ and receive over a dozen 

rows of shoppable results, all available without 

ever needing to visit a brand site, with far more 

specific filters at their disposal like ‘material’, 

‘performance style’ and ‘fastener.’

While today you cannot combine purchases 

from different brands into one cart on most 

social and search platforms, that fundamental 

marketplace capability is undoubtedly close 

at hand. When it arrives, it will cement social 

and search platforms as leading marketplace 

players, and enable sellers with a toolkit of 

instantly shoppable media at the intersection of 

commerce, content, and community. 

Meanwhile, traditional multi-brand wholesale 

retailers with strong digital commerce presences 

have been enriching their digital wholesale 

business with marketplace capabilities, and in 

emphasis on commerce in its corporate strategy, 

to The New York Times acquisition of Wirecutter 

and New York Magazine’s success with The 

Strategist, commerce is serving as a substantial 

growth area for content-first industries. Even 

buyable entertainment – long a topic of discussion 

among marketers and technologists – has begun to 

emerge, as connected TVs reach market saturation, 

and digitally connected displays become more 

common in major metropolitan areas. From 

NBCU’s Universal Checkout offering to Netflix’s 

experimental partnership with Shopify, we expect 

to see more innovation – and more marketplaces – 

emerge in this space.

2 Source: ‘The State of Fashion’ (Business of Fashion, 2022). 

Social is 44% 
of the $109B 
Southeast Asian 
eCommerce 
market, and 
accounts for 
13% of digital 
commerce in 
China.4

Social commerce 
will only get 
bigger, with more 
than one-third 
of Facebook 
users planning to 
make a purchase 
directly through 
the platform in 
2022.3

“New contenders” 
— existing brands 
and platforms 
developing 
marketplace 
capabilities — are 
blurring the lines  
of traditional digital 
marketplaces.

Global ad spend 
on social media 
in the third 
quarter of 2021 
was 26% more 
than the same 
period in 2020.

Social. Retail.

Search. Media.

$109B

26%

Native 
commerce 
adoption. 

The marketplace 
convergence.

The landscape.

New contenders.

3 Source: ‘Nearly 1 in 3 US Facebook users will buy via the platform this year’ (eMarketer, 2021). 4 Source: ‘Social Commerce Captures Online Markets in Asia’ (Statista, 2021).
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Business model 
innovators.

While marketplace giants and new contender 

platforms continue to grow, an entirely new class 

of disruptors have emerged, targeting specific 

categories with a fresh perspective and upending 

our assumptions of marketplace business models.

Depop, originally popularized as a resale platform, 

has changed perceptions of the kinds of products 

brands can successfully sell on marketplaces. With 

the Gen-Z consumer accounting for over 90% of 

its audience5, fashion and apparel brands have 

increasingly joined the marketplace to engage and 

attract a younger demographic. Unlike many resale 

platforms, Depop allows brands to directly engage 

with consumers and be part of the sustainability 

story around thrifting and secondhand goods, 

from Reformation selling re-worked items to Vans 

retailing limited edition collaborations exclusive to 

the platform.

Marketplaces like Italic and NTWRK are also 

challenging the “many to many” philosophy 

of marketplaces by intentionally gating their 

platforms to be exclusive shopping experiences. 

Italic requires a subscription in order to access the 

platform with a Costco-like promise of savings, and 

NTWRK requires shoppers to tune into episodes 

and shop time and inventory-limited product drops 

before they’re gone. These new models point to an 

opportunity for fashion brands to use marketplaces 

to test more dynamic strategies around exclusivity, 

scarcity, and community.

Meanwhile, marketplaces like Pinduoduo in 

China and LikeToKnowIt (LTK) focus heavily on 

the human connection. LTK has built a creator-

first platform where users can browse cross-

brand looks and recommendations from some 

of their favorite influencers, who receive a cut of 

the proceeds. While Pinduoduo, which originally 

began as a platform for consumers to purchase 

agriculture directly from farmers, has innovated 

substantially in the social shopping space – 

allowing users to join “Teams” to purchase goods 

and services in bulk, while eschewing traditional 

product search and filtering for a more TikTok-

like algorithmic, personalized feed of newness.

Facing high levels of excitement and skepticism 

are marketplaces for purely virtual goods like 

OpenSea and DressX, among many others. If 

Italic, NTWRK, LTK, and Pinduoduo allude to 

new marketplace business models, marketplaces 

for virtual goods open up an entirely new frontier 

for what kinds of products brands can develop 

and sell in the future.   

•$76.5 M  total 
funding.

•Secondhand 
menswear and 
streetwear 
community 
marketplace. 

•$1.6B purchase.
•Social 

marketplace 
known for 
resale, P2P, and 
independent 
retailers.6

•$17.8B valuation.
•Leading NFT 

marketplace 
known for driving 
access to NFT 
purchases. 7

•$3M total funding.
•NFT marketplace 

platform focused 
on luxury digital 
collectibles. 8

Grailed.

Depop.

OpenSea.

Exclusible.

The landscape.

Who are the 
business 
model 
innovators?

5 Source: ‘Depop, a social app targeting millennial and Gen Z shoppers…’ (TechCrunch, 2019).
6 Source: ‘Etsy asks, ‘How do you do, fellow kids?’ with $1.6B Depop purchase’ (TechCrunch, 2021). 7 Source: ‘NFT kingpin OpenSea lands monster $13.3B valuation in new raise’ 
(TechCrunch, 2022). 8 Source: Crunchbase (2022).
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Consumers don’t just want easy and free – they 

also want exciting and fast. They want what’s 

new, but they also want recognition of what 

they’ve loved before, and, if the offering is right, 

a sense of community. They want to be seen, 

heard, and spoken to – and served a personalized 

feed of novelty and value. 

We believe four major shifts are underway that 

will herald the next generation of marketplaces.

The marketplace platforms of tomorrow will  

bear little resemblance to the legacy experience 

of a digital marketplace as “just one big product 

catalog.” The pervasiveness of social media and 

emergence of new experience modalities, including 

real-time 1:1 brand to consumer conversation, and 

visually rich story-selling via imagery and video, 

have conditioned consumers to want more than 

just a no-nonsense path to purchase.

Seismic  
shifts.
Four trends defining the future of marketplaces.

Marketplace advertising ecosystems become more sophisticated  
in every way, from programmatic digital marketing to rich media  
and sponsorship opportunities.

Retail media – paid advertising on platforms 

with transactional eCommerce capabilities, 

like retailer websites – has become a formidable 

advertising avenue. An increasingly popular way 

for retailers to monetize their own traffic, retail 

media networks have become even more attractive 

in light of cookie restrictions, as marketers seek 

opportunities to advertise on platforms with first-

party behavioral data and the programmatic tools 

to enable high-quality targeting. The market itself 

is growing rapidly, reaching $77 billion in 2021.9

But marketplaces are going well beyond 

“traditional” retail media, the most common 

forms of which are sponsored search results 

and display ads, similar to the core advertising 

products of search and social platforms. What 

distinguishes leading marketplaces, including 

Tmall, Mercado Libre, Rakuten, and Amazon, 

are the breadth of their advertising offerings. 

Rakuten has developed an entirely free-standing 

advertising business that not only includes 

standard retail media opportunities on its’ 

marketplace in Japan (Ichiba), but buying 

opportunities across streaming TV services in 

Europe and the United States, and an affiliate 

network of over 15,000 publishers.

Amazon alone reported $31 billion in 

advertising revenue for 2021, larger than 

YouTube’s advertising business and on par with 

the combined advertising dollars for the entire 

global newspaper industry. They are actively 

experimenting with shoppable video and live-

streaming, and already provide novel marketing 

opportunities – for example, Amazon Fashion’s 

sub-property The Drop collaborating with New 

Balance in 2021, or partnerships with brands like 

Nintendo to advertise on delivery boxes.

For many marketplaces, the profit motive is 

certain to drive more innovation in advertising 

products, and the further maturation of full-

funnel marketing ecosystems. Selling digital 

9 Source: ‘Ad market’s growth exceeds broader economic recovery, fueled by digital’ (Marketing Dive, 2021).

The new face  
of advertising.

“Amazon alone reported $31 billion  
in advertising revenue for 2021, larger 
than YouTube’s advertising business 
and on par with the combined 
advertising dollars for the entire global 
newspaper industry.”

1.
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a depth of first-party consumer intelligence. 

A brand using Alimama – Alibaba’s marketing 

technology platform – can take advantage 

of their knowledge of whether the shopper 

lives alone or with family members, whether 

they like to shop sustainable brands or on the 

basis of price, how focused on healthcare and 

fitness they are, and whether they’re taking a 

vacation soon. While placements may not be as 

glamorous as a billboard on Fifth Avenue, brands 

can reach consumers with a far smaller budget 

to complement bigger investments and take 

advantage of the growing number of product 

searches that begin on marketplaces. 

advertising inventory is often far more profitable 

than selling goods, with margins frequently over 

50%10. While department store retailers have 

always offered co-op advertising opportunities, 

they have been similar to the print advertising 

process – with upfront negotiations, long lead 

times, and limited placements. Marketplaces, 

however, are focused on seller enablement and self-

service, providing advertisers with programmatic 

tools to buy and run more inventory.

The goal of all advertising is to deliver the right 

message at the right time. For fashion brands, the 

advertising offerings of marketplaces offer a way 

to diversify their investments while leveraging 

Our predictions.

3yr2yr 5yr
All fashion and 
apparel brands 
in North America 
and Western 
Europe will 
have a digital 
marketplace 
line item in their 
media budget.

Marketplace 
advertising 
networks will 
offer 300% more 
options than 
traditional retail 
media, including 
time-limited 
video events and 
physical (truck, 
shipping box) 
formats.

All digital 
advertising - from 
banner ads to 
smart TV spots 
and digital 
billboards - will 
be natively 
shoppable.

Seismic shifts.

New Balance partnered with Amazon Fashion’s 

influencer-driven retail destination ‘The Drop’ to 

drive awareness of their apparel line, drive sales, 

connect with a younger female consumer and 

elevate their high profile athlete endorsements. 

It was promoted across Amazon through a 

display campaign, The Drop email marketing, on 

Fire Tablet wake screens and through influencer 

seeding alongside organic press and discovery.

Shoppers were able to shop the looks, available 

to purchase at Amazon Fashion, for a limited 

time of four days only. Several of the top selling 

SKUs from the drop saw triple digit lift vs. 

weekly unit net sales, with a sharp increase in 

revenue per session the week of the activation.

The Drop has historically promoted clothing, 

shoes and accessories co-designed with 

influencers but has started to offer brands an 

opportunity to get in front of their fashion-

savvy shoppers in this engaging format.11

Media case study.

10  Source: ‘The Forrester Wave™: Sell-Side Retail Media Solutions, Q3 2021” (Forrester, 2021). 11 Source: With permission from Amazon (March, 2022).

1.
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most third-party platforms – search, social, 

marketplaces – restricted brand innovation and 

merchandising. Brands could list a product, but 

only within the bounded context of an Amazon 

or Zalando product page template. Brands could 

create content, but might be hindered by the 

inconsistent native capabilities of each platform 

– Pinterest may have allowed for shoppable 

tags while another platform might not. These 

limitations and disparities in brand experience 

across platforms could reflect poorly on that 

brand, posing brand equity and perception risks.

Today, however, it is becoming increasingly 

difficult to make the argument that marketplaces 

do not offer elevated merchandising 

opportunities to brands that are on-par with – or 

superior to – a brand’s own direct to consumer 

platform. Rather than increasing requirements 

for brand storefronts or “boutiques,” marketplace 

giants are in fact reducing limitations and 

allowing brands to have more control over their 

front-end presentation layer. Rakuten Fashion 

in Japan and Tmall both allow brands to write 

their own code and create their own templates, 

while for years platforms like WeChat have 

allowed near complete freedom in design and 

development through their mini-programs.  

Along with profitability and first-party data 

considerations, one of the primary drivers behind 

brands investing in owned direct to consumer 

platforms (.coms or apps) has been for the sake 

of brand expression. Where can a brand tell 

their story, provide product guidance, or nurture 

loyalty other than their own website or app? 

How can a brand communicate a unique visual 

identity or innovate on their digital experience 

if not by developing their own capabilities, and 

investing in their own digital engineering and 

design teams?

For years, this argument has rung true. 

While social media enabled brands to project 

their story and engage with consumers, 

Brand  
experience hubs.2.

And each of those platforms allow for direct 

brand to consumer engagement, including live-

streamed content and direct messaging.

Unless brands are investing a great deal in a 

differentiated website or app experience – or have a 

unique value proposition, like a private community 

or unique loyalty program – the aesthetic difference 

between a marketplace brand hub and a brand’s 

owned website or app can be barely perceptible.

Brands can also use marketplaces to take 

advantage of new trends and technologies to test 

and learn to validate and prioritize investment for 

their owned digital platforms. Experimenting in 

real-time with different cross-selling or ‘shop the 

look’ narratives on Instagram, testing the value 

proposition of an augmented reality experience in 

Snap, deploying variants of influencer content on 

Pinterest, or measuring the outcome of different 

livestreaming strategies on WeChat can lead to 

insights that determine longer-term DTC initiatives.

The convergence of social and marketplaces 

has led to a collapse of the difference between 

commerce, content, and community. We will 

continue to see social shopping, user generated 

Brand presence.

Consistent brand 
presence, no 
matter what the 
channel.

Calvin Klein on Amazon.12 Calvin Klein website.13

Seismic shifts.

Marketplace storefronts become new homes for brand discovery, 
interaction, and story-telling.

“It is increasingly difficult to make 
the argument that marketplaces do 
not offer elevated merchandising 
opportunities to brands that are on-par 
with – or superior to – a brand’s own 
direct to consumer platform.”

12 Source: ‘Calvin Klein Amazon.com homepage’ (accessed February 4 2022). 13 Source: ‘CalvinKlein.us homepage’ (accessed February 4 2022).
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Our predictions.

3yr2yr 5yr
All marketplace 
giants will allow 
brands a ‘blank 
slate’ to design 
their own 
differentiated 
brand boutique, 
like Tmall Pavillion.

75% of the 
top content 
creators and 
microinfluencers 
will have their 
own shoppable 
stores built on 
marketplaces, or 
feeding content 
directly into 
marketplaces.

Social shopping 
(consumers 
shopping 
for products 
together) 
and guided 
selling (brands 
providing 1:1 sales 
assistance) will 
make up 15%  
of marketplace 
revenue.

Seismic shifts.

A modern marketplace experience.14

Captured on the Amazon Fashion homepage, January 24, 2022

pursuit of new revenue streams including 

affiliate commissions in commerce. Influencers 

gravitate toward the easy commission structures 

offered by giants like Amazon and Walmart, 

targeted marketplaces like LikeToKnowIt, or the 

widespread adoption of platforms like Tmall that 

help them convert their influence into conversion 

and commissions more easily. From basic curated 

carts to featured livestream placements and 

limited time collaborations, marketplaces are 

becoming the retail partner of choice for the fast 

growing creator community.

content, ratings, and reviews take center stage in 

the shopper’s decision-making process, with no 

one better poised to offer scale than marketplaces. 

Marketplace platforms offer more freedom to 

creators than brand owned websites or apps, 

and develop more sophisticated tools for content 

creators to monetize what they do best: influence. 

Some marketplaces like Amazon also have native 

influencer programs, and will pay the creator 

commission on referred sales instead of the brand.

Advertising revenue for creators declined 

by 33% as a result of COVID, leading to their 

2.

14 Source: ‘Amazon Fashion landing page’ (accessed February 4 2022).
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payments, fraud, and tax management.

The most well-known supply chain example 

in the west – Fulfilled by Amazon (FBA) – began 

as a way for Amazon to commercialize its 

distribution and logistics network while ensuring 

a baseline standard of delivery excellence for 

Prime consumers. Increasingly, Amazon is 

offering their supply chain network without a 

requirement to sell on Amazon itself through 

their Multi-Channel Fulfillment (MCF) product, 

effectively white-labeling FBA to provide direct 

competition to third-party logistics providers 

(3PLs). While FBA and MCF can be costly, the 

upside is substantial: access to a distribution 

center network and ground and air fleets that 

rival the world’s largest logistics providers, last 

mile and same day delivery in almost all major 

metropolitan areas, and for brands selling on 

Amazon (FBA), customer self-service for returns, 

management of reverse logistics, and the coveted 

“Prime” designation.

In Japan, Rakuten offers full cross-border 

logistics services to brands, including for 

products sold outside of Rakuten’s Japanese 

eCommerce marketplace. Brands not ready to 

invest in establishing a formal business entity in 

Marketplaces are at the forefront of supply chain 

innovation and investment, from JD and Alibaba’s 

investment in drone delivery networks for rural 

China to Amazon’s experimentation with lockers 

and grab-and-go stores. They access to the world’s 

most sophisticated eCommerce supply chains, with 

the operational arms of many global marketplaces 

offering a bevy of value added services that can 

power everything from international expansion and 

same day delivery in markets where a brand need 

have no formal business presence, to complete 

in-store technology solutions, to payments, fraud, 

and tax management. Most significantly, this 

emphasis on providing end-to-end commerce 

capabilities – offering “commerce as a service” to 

brands – is evolving into stand-alone businesses 

for marketplaces. Just like advertising, brands 

need not sell on the marketplace itself to avail 

themselves of many valuable marketplace 

offerings. 

Marketplaces provide access to the world’s 

most sophisticated eCommerce supply chains, 

with many global marketplaces offering value 

added services that can power everything from 

international expansion and same day delivery 

to complete in-store technology solutions to 

Commerce  
as a service.3.
Marketplaces become enablers of business growth, offering store 
technology, fulfillment, logistics, and international expansion  
as a service.

Seismic shifts.
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Our predictions.

3yr2yr 5yr
75% of large multi-
brand retailers will 
create a long-tail 
marketplace 
model (e.g., 
Target Plus) on 
their digital 
platforms.

All social and 
search platforms 
with commerce 
capabilities will 
offer end-to-end 
supply chain 
and payment 
solutions for 
brands, either in 
partnership (e.g., 
with a solution like 
Shopify) or built 
internally.

25% of large multi-
brand retailers will 
commercialize 
their own delivery 
infrastructure 
to resell to 
other brands 
(e.g., Walmart 
GoLocal).

Japan can ship directly from North America to the 

end consumer with Rakuten’s global forwarding 

service, or ship products in bulk to Rakuten to 

leverage their local supply chain – including one 

day and same day delivery options. Mercado 

Libre, with a strong footprint in Mexico, Brazil, 

Chile, and Colombia, provides many of the same 

options for brands, including financial operations: 

payment conversion and currency exchange, 

cross-border tax calculations at reduced fees, 

and managing customs and duty requirements. 

In many cases, there are unseen benefits: Tmall, 

Mercado Libre, and Zalando partially subsidize 

expedited fulfillment for all the brands on their 

platform at bulk rate costs.

Beyond the supply chain, Alibaba and Amazon 

both offer nearly complete in-store technology 

solutions. Amazon’s “Just Walk Out” technology 

has started to be licensed by brands ranging from 

Starbucks to airport retailer Hudson, while Alibaba 

offers in-store inventory management and checkout 

solutions for small and medium sized businesses, 

and has an entire business line dedicated to in-

store technology solutions for grocers.

While traditional wholesale relationships have 

historically provided brands with more financial 

safety, wholesale contracts are increasingly 

shifting financial inventory risk back to brands 

themselves. Conversely, marketplaces are 

partnering more closely with brands to support 

their business – at the start of the pandemic, 

marketplaces like Farfetch and Zalando helped 

ease the financial pressure of the initial downturn 

in fashion demand. If a brand provided a 25% 

discount on Farfetch, the marketplace would 

underwrite this by waiving 25% of the merchant 

charge. Zalando quickly opened an off-price 

channel to give sellers another channel to push 

inventory through.

In a race for supremacy for free, fast, and 

convenient shipping, marketplaces are positioned 

to win. New marketplace contenders like Walmart 

are realizing the underlying value of their supply 

chain, creating their GoLocal offering to provide 

white-labeled last mile delivery services that aim 

to be cost competitive with large carriers and 

hyper-local delivery services. Target’s acquisition 

and continued operation of Shipt points to 

a similar strategy. And as marketplaces like 

Amazon continue to develop their own fleet of 

delivery vehicles and planes, it’s increasingly likely 

they will formalize a direct competitor to major 

logistics providers like UPS and FedEx.

Seismic shifts.

3.

“Marketplaces provide access to the 
world’s most sophisticated supply 
chains, with many offering value 
added services for everything from 
international expansion and same 
day delivery to complete in-store 
technology solutions to payments, 
fraud, and tax management.”
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their Luxury Pavilion launched the world’s first live 

authenticity tracing function based on blockchain 

technology to help address gray market concerns.

The broader horizon of the metaverse suggests 

a need to formalize a home with more accessible 

appeal for disparate virtual goods and NFTs. Enter 

marketplaces. From OpenSea processing more 

than $3 billion15 worth of transactions per month 

to Fortnite generating more than $5 billion in 

transaction fees alone16 from in-game commerce 

for various virtual goods – including Balenciaga 

character ‘skins’ and hoodies – it is clear that 

marketplaces are best positioned to enable brands 

to experiment with web3 and reach consumers in 

novel ways.

Pushing even further, we expect to see full 

marketplace experiences inside of virtual 

worlds. Imagine a marketplace creating a virtual 

department store, and allowing brands a space for 

store-in-store boutiques. We also expect “commerce 

as a service” marketplace offerings for brands 

will expand to include securing and processing 

transactions in virtual worlds, providing tools to 

mint NFTs and manage a virtual product catalog, 

and offering services to render products into 3D and 

merchandise them in bulk on virtual shelves.

Digital is rapidly evolving into virtual. New 

marketplaces centered around the sale of 

fully virtual goods like DressX and The 

Dematerialised are using the marketplace 

model – the multi-sided connection of buyers 

and sellers – to create a new category of fashion 

products and how we shop for them.

From Adidas partnering with OpenSea to Dolce 

& Gabbana working with UNXD, the appetite 

for fashion brands to explore the promises of 

virtualization, decentralized technology, non-

fungible tokens (NFTs), and all things “web3” 

is vast. While marketplaces focused on the sale 

of virtual goods seem niche today, traditional 

marketplaces are already evolving to offer today’s 

buzzieset new commodity, as NFTs have quickly 

become a more than $25 billion market.

Rakuten allows consumers to use their Bitcoin 

and other cryptocurrencies to shop at Rakuten Pay 

and Rakuten Point Card-affiliated businesses across 

Japan, including at 7-Eleven stores and McDonalds. 

Proving the tremendous speed at which 

marketplaces innovate, Alibaba has supported 

numerous successful NFT drops with Alipay, Tmall 

held a Singles’ Day NFT art exhibition with brands 

including Burberry, Coach, and Longines, and 

Gateway to  
the metaverse.4.

Our predictions.

3yr1yr 5yr
75% of 
marketplaces 
will accept 
virtual currencies, 
including 
cryptocurrencies 
and stored value 
(e.g., Robux), 
natively at 
checkout. 

33% of 
marketplaces will 
begin retailing 
NFTs, including 
providing 
digital wallets 
to  consumers to 
showcase an NFT 
collection.

All marketplace 
giants will 
offer services 
for brands to 
develop and sell 
virtual products, 
including NFTs.

Marketplaces provide an entryway for brands seeking to explore  
the metaverse, through investments inside of fully digital worlds  
and access to NFT communities.

Seismic shifts.

15  Source: ‘How NFT Giant OpenSea’s $3 Billion Month Compares to Amazon, eBay and Etsy’ (Decrypt, 2021). 16 Source: Erin Griffith (2022)

Seismic shifts.
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not whether brands should engage with these 

platforms, but which digital marketplaces to 

engage with, and how to properly leverage 

them to reach audiences where they are while 

balancing considerations for return on value and 

overall brand experience.

Instead of viewing marketplace platforms as 

a channel that results in ‘cannibalization’ – the 

same way brands concerned themselves years ago 

with digital taking share of physical retail sales – 

brands must accept that marketplaces are woven 

into the tapestry of today’s consumer experience, 

and must complement existing platforms with 

intentional marketplace strategies, thoughtful 

assortments, and activations that leverage the best 

capabilities of each unique marketplace.

Marketplaces have often been deprioritized 

by brands who see them as competitors to their 

owned and wholesale partner digital platforms 

(.coms and apps). While concerns around margin 

are valid, including the take-rates and associated 

selling fees marketplaces charge, many 

marketplace platforms themselves are mature 

ecosystems that will only draw increasing 

consumer engagement and share of wallet.

Given the level of digital sophistication and 

investment, physical infrastructure, and existing 

consumer traffic marketplaces receive, very few 

brands can expect their owned digital platforms 

to keep pace with the innovation and capabilities 

of leading marketplaces. Like Google in the 

West and WeChat in the East, the question is 

Succeeding  
in the modern 
marketplace. 

Key opportunities. 

Brands: supply side (B2B) Consumers: demand side (B2C)

As marketplaces proliferate and content and commerce collide,  
the question is not whether to play, but where and how. 

Value proposition. 
• Access to consumers ready to transact.

• Leading capabilities & value-added services.

• Brand safety & control of experience.

Value proposition. 
• The most desirable products in one place.

• A trusted platform for purchasing & delivery.

• A consistently high-quality digital experience. 

Critical capabilities. 
• Access to consumer & performance analytics.

• Comprehensive merchandising & advertising options.

• Opportunities for brand expression & content.

Critical capabilities. 
• Detailed product information & social proof (reviews).

• Tailored recommendations, content, and events.

• Unified checkout, shipping & returns, customer service.

Challenges. 
• Comprehensive strategy across multiple marketplaces.

• Day-to-day marketplace management.

• Protecting against brand and margin dilution.

Challenges. 
• Inability to access select products or brands.

• Competing marketplaces fragmenting attention.

• Risk of DTC brand substitution.

Marketplaces

“Instead of viewing marketplace 
platforms as a channel that results 
in ‘cannibalization’, brands must 
accept that marketplaces are woven 
into the tapestry of today’s consumer 
experience.”
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Our work and research has found that very 

few brands have an integrated strategy for 

prioritizing what marketplace platforms 

to engage with and how best to leverage 

them. Even those brands that have high 

performing social and existing marketplace 

presences often report not being up-to-date 

on emerging marketplaces, unclear on which 

new platforms will provide return on value, 

and lack confidence that they’re properly 

taking advantage of the unique audiences and 

capabilities of each platform.

At Huge, we have developed a quantitative 

approach to strategy definition, roadmapping, 

and always-on monitoring to define where to 

play and how to leverage marketplaces, based on 

a unique combination of factors that determine 

business fit (addressable audience, commercial 

and financial terms, brand equity), experience fit 

(controls for brand expression, merchandising, and 

innovation), and capability fit (value added services 

and marketing offerings). Based on our work, we 

recommend exploring three lenses when assessing 

new or optimizing existing platforms for selling:

Picking where  
to play. • What is the core value proposition 

of the platform for consumers? For 

instance, convenience and seamless 

commerce vs. discovery, media, and 

exploration; high-end exclusivity vs. 

‘masspirational’; everything store 

vs. tightly curated. Does that value 

proposition align with my brand 

strategy and equity?

• Does the audience of the platform 

serve match my target demographic, 

or a demographic my brand would 

like to reach?

• What are the differentiating 

capabilities the platform offers to 

consumers, and where is it investing 

in new capabilities for brands?

• How much freedom does the 

platform offer for brand expression, 

including branding my merchandise, 

deploying content, and creating a 

distinct look and feel unique from 

the platform itself?

• If my brand develops the capacity 

to optimize my presence on the 

platform (for instance, improving 

content production and syndication), 

can my brand leverage those skills 

and assets for other platforms?

• What value-added services does 

the platform provide for my brand 

and my consumers that would 

increase return on value?

• Does the platform provide 

rich media and advertising 

opportunities?

• How much support and attention 

would my brand receive from the 

platform, including data insights and 

early access to new capabilities?

Value proposition. Critical capabilities. Partnership & services.

Key opportunities. 

“Our research has found very few brands have 
an integrated strategy for prioritizing what 
marketplace platforms to engage with and how 
best to leverage them. Even brands that have high 
performing third party presences often report not 
being up-to-date on emerging marketplaces and 
how to take advantage of the unique audiences 
and capabilities of each.”
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Optimizing your 
marketplace presence.
Oftentimes, we find brands have established  

marketplace or social teams siloed from 

the broader business, whether that focus be 

eCommerce, retail, or wholesale. This is an 

anti-pattern that leads to disjointed brand 

experiences and often results in suboptimal 

business performance, as the teams who 

are most knowledge about everything from 

merchandising and demand forecasting to 

content development and brand marketing 

are either not involved in critical decisions 

about what platforms to engage with, or treat 

marketplaces as an afterthought.

As the convergence of content and commerce 

continues, with social platforms, publishers, 

and search engines evolving into marketplaces 

of their own, skill gaps have been exposed 

in many organizations. On social and media 

platforms, what was once the territory of the 

chief marketing officer now requires skills 

traditionally associated with a chief merchant 

or head of eCommerce, leaving many brands 

with strong social presences and well-defined 

digital marketing plans that fail to account 

for retail and commercial selling strategies. 

On the opposite side of the coin, our research 

demonstrates many brands who operate on 

marketplaces today still fail to leverage key 

assets their organization is producing for other 

non-marketplace channels, including rich 

product content, brand stories, and marketing 

campaigns.

To address these challenges, and 

ensure broader operational readiness for 

marketplaces, we recommend brand leaders 

assess the following questions:

Key opportunities. 
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 If my brand is considering 

category expansion, a new line of 

products, or considering service 

offerings like subscriptions, or 

bundles, have we considered testing 

them first on a marketplace to 

receive fast feedback and minimize 

disruption to our core business?

 Is my brand taking advantage of 

data intelligence from platforms, 

including marketing effectiveness, 

product engagement, shipping 

preferences, category analytics, and 

purchase patterns?

 Is my brand applying marketplace 

learnings not only to the platform 

in question, but also to our own 

digital platforms, product lines, and 

marketing strategies?

 Does my brand have a defined 

strategy for what products we sell on 

what platforms to control for equity, 

exclusivity, and sell-through (e.g., 

marketplace vs. owned platform 

exclusive products or content), 

without confusing consumers?

 Does my brand have an optimized 

pricing and promotional strategy for 

various platforms, and are we taking 

advantage of any time-sensitive 

offerings or deals that are platform 

specific?

 What is my brand’s strategy to 

take advantage of any top of the 

funnel marketing opportunities 

provided by the marketplace, 

whether rich media, retail media, 

events, or sponsored ad results?

 Does my brand’s overall digital 

marketing and channel strategy 

account for commerce, and how 

tightly integrated are major product 

releases, promotional windows, 

and major platform events (e.g., 

Amazon’s Prime Day, Alibaba’s 11.11)?

 Does my brand’s overall content 

strategy take marketplaces into 

account?

 How much of my planned content 

can be reused and redeployed across 

various platforms?

 Do my demand forecasting and 

supply chain teams utilize reporting 

tools from various marketplace 

platforms to factor into their plans?

 If my brand ships directly to 

a marketplace platform’s own 

distribution center, do we perform 

assortment optimization and 

analyze their receiving policies 

to minimize cost of shipping and 

chargebacks?

 Have we modeled and accounted 

for the cost impacts of shipping to 

a larger number of marketplace 

fulfillment networks? 

 Is my brand applying equal 

rigor to how we merchandise our 

marketplace experience as our .com 

or app experience?

 If my brand is outsourcing 

marketplace management to a third-

party vendor, do they have robust 

brand, product, and experience 

guidelines, and are they provided 

timely marketing and product 

content?

 Is my brand optimizing 

merchandising based on the unique 

capabilities of each platform, 

for instance, shoppable tags in 

marketing content on Instagram 

vs. curated collections on Pinterest 

vs. detailed product comparison 

modules on Amazon?

Insights, Analytics,  
& Experimentation.

Buying & Core 
Merchandising.Marketing.

Planning  
& Supply Chain.Site Merchandising.Marketplace  

maturity checklist.

Key areas to 
assess to ensure 
your brand 
is getting the 
most out of 
marketplaces.

Key opportunities. 
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Digital marketplaces represent an opportunity 

for brand leaders and creators to develop a 

full-funnel commerce experience, integrating 

rich advertising, branding, and media with 

mature product discovery, supply chain, and 

logistics capabilities. They are also becoming 

ideal platforms on which to experiment with 

diversification of media investments, expand 

reach at scale, and explore international 

expansion. Fashion and apparel brands 

certainly should not divest from owned digital 

and wholesale partner platforms, but carefully 

choosing where to play and how to invest is key to 

creating a fully connected commerce ecosystem.

As consumers increasingly come to expect 

commerce at the point of inspiration – including 

in search, social, messaging, media, and virtual 

worlds – new marketplace opportunities will 

continue to emerge. Simultaneously, share of wallet 

will continue to fragment across brand .coms and 

apps and a wide array of digital platforms.

Conclusion

hugeinc.com | commerce@hugeinc.com

Masthead.

Holden Bale leads the global commerce 

practice at Huge. He partners with brands 

to develop strategies, execute large-scale 

transformations, and deliver innovative 

experiences, products, and business models. 

With experience across strategy, technology, 

merchandising, marketing, supply chain, 

and product development, he has worked 

with brands including Nordstrom, Target, 

Ulta Beauty, McDonald’s, J. Crew, Kroger, 

Rakuten, and Spotify on some of their most 

ambitious initiatives.

Kim Nguyen leads distributed commerce 

at Huge, defining opportunities across 

third party touchpoints including 

social, marketplaces, gaming and web3 

technologies to help brands capture 

customers beyond their owned channels. 

Kim has worked with global and local teams 

in-house and at agencies to build digital 

ecosystems that drive business growth for 

companies including Richemont, Tapestry, 

LVMH, and the Estée Lauder Companies.

Contributors. Jack Dylan, Gloria Lin, Mark 

Gardner, Nina Osborn, Katherine Jones-

Siemsen, Andre Souza.

Discovery. Evaluation. Purchase. Fulfillment. Post-Purchase.

Marketing.

Merchandising.

Operations.

• Display, audio, & video ads

• Sponsored brand content

• Events & live content

• Email ads

• Sponsored product results   

      Sponsored product content  

      (e.g., buying guides)

• Influencer recommendations

• Sponsored display ads

• “A+ content”

• On-box / on-truck advertising

• Shipment collateral & unboxing  

       inserts

• Sponsored product content  

      (e.g., product guides)

• Email ads

• Retargeting ads

• Curated landing pages

• Collections

• Product stories (origin, quality)

• Brand storefronts / boutiques

• Bundles & recommendations  

       Detailed product content  

       & rich assets

• Q&A & user generated content

• Product customization  

       & configuration

• Promotions

• Buy now, pay later

• Notifications & status

• Customized delivery options  

       (lockers, day or time sensitive)

• Inventory & consumer  

      insights

• Subscriptions & re-purchase

• Content & product data feeds

• Marketing mix configuration

• Inventory availability data feeds

• Cross-border eligibility

• “Arrival by” ETAs

• Rich search & faceted filtering

• Multiple payment methods  

       & tax calculation

• Cross-border regulation  

       & compliance management

• Order management & tracking

• Logistics & messaging  

      integration

• Inventory & consumer  

       insights

• Reverse logistics & returns  

      management

The future of marketplaces.

Full-funnel 
marketplaces.



40. © Huge 

About Huge.

Huge is a growth acceleration company. 

We partner with the world’s most ambitious 

brands to transform user experiences, harness 

technologies to maximize return on value, and 

innovate on their business models to drive loyalty 

and growth. Headquartered in Brooklyn, NY, 

Huge has more than 1,200 employees working 

across 13 offices throughout North America, 

Europe, Asia, and Latin America.

About Huge Commerce.

The commerce practice at Huge is a global 

team of strategists, technologists, and creatives 

with decades of experience in B2C and B2B 

commerce. We partner with brands to define 

new products, experiences, and go-to-market 

strategies, and implement those transformative 

initiatives end-to-end to power growth and 

nurture brand love and loyalty.

Make huge moves. 

Printed 
sustainably. 
Recyclable.
Scan here to 
access a digital 
copy and learn 
more:


