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THE E-TAILING GROUP

HOW CONSUMERS SHOP WITH VIDEO - AND
HOW TO SELL TO THEM

iInvodo
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Housekeeping

* |f you prefer to use your phone, select “Use
Telephone.” Call in number:
— Toll: 1-866-740-1260
— Access Code: 2794800
— Audio PIN: Shown after joining the meeting

* Questions will be answered in a brief Q&A
session following the presentation.

* Alink to the recorded webinar will be sent to
you following today’s presentation.



. B

Today’s Presenters

e Lauren Freedman
President, the e-tailing group

e Russ Somers
Vice President Marketing, Invodo
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About Invodo
e Video solution for business at Web scale
— Content to cover the

catalog

— Technology to deliver and
measure ROI

— Expertise to optimize the
results ”
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Adoption of Video Drives Us to Learn More

* Video viewership has reached record numbers

* Retallers have integrated videos into shopping
experiences

* Video consumption via mobile and social is
gaining traction

 We wanted to explore what really matters, where
real impact is being made and why
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The Voice of Cross-Channel Merchandising

Straight talk from “in-the-trenches”
online merchandising experts

16 years e-commerce consulting

Fortune 500 client projects ranging
from strategic planning, customer

E-NEWS SIGH UP ﬁ

g

the e-tailing group

EARCH LIBRA

. . . ITS JUST SHOPPING BLOG
experience with an emphasis on Frustrated that conversion
0oc KPI's are not meeting plan? @I Read the anestblog post: Facebiock Fans
merChand|S|ng tO teChnOIOgy Learn rore about e-ailing group website audits, Lot U L L

marketing and lead generation

Extensive cross-category
expertise with merchants B2C and
B2B

Proprietary research studies on
mystery shopping, merchandising,
mobile and consumer behavior

Author, It's Just Shopping

50+ years traditional retail and
catalog experience

a the e-tailing group

fealure diagnostics and archived best practices.
QUICK LINKS

(=) Take the e-tailing group's Sth Annual Merchant
SUIVeY PARTICPATE HOW

\;J' Cross-Channel Gift Registries Move Toward
Self-Service Model ey how

% Ten Merchants Meet the e-ailing group's Criteria
For Online Customer Service Excellence 1oR: 1o
1231456

MERCHANT CONSULTING TECHNOLOGY MARKETING FEATURED RESEARCH

Customer-centric cross-channel selling Thoughtful, go-to-market strategies

‘ Merchant Benchmarking:

= ’ Adoption of Community and
Social Media by Brands and
Retailers
Facebook and Twitter See Highest
Adoption Rate in So
Customer Reviews F
Diiving both Sales a
Engagement

Whether you are an ecommerce solution
provider, platform company or a point solution
T thie e-tailing group can create “voice of the

- merchant” marketing initiatives incorporating
propriatary consumer research and marchant
5 of projects and 15+ years of outreach to accomg our goals. Timely

or both enterprize and SMB briefs, comprehensive white papers, and
marchants, delvering actionable solutions thal  webinars are readily embraced. Our very
drive online comersion, evalve the web targeted and responsive merchant and media
customer expenence, and profitably sell more  lists result in significant exposure and targeted
product, LEARNMORE lead generation. LEARN NORE

We annually mystery shop 100 ecommerce

Consumer Survey:Retail

= Shopping Communities

= 83% of onhne shoppers exprass
interest in sharing information about
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. SURVEY METHODOLOGY

AND DEMOGRAPHICS
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Survey Background

5 Survey Goals

 Trend year/year video consumption (#'s, time spent, locations, categories,
etc.)

« Evaluate the evolving role and usage of onsite and offsite video locations

» Explore product page consumption, perceived consumer value and desired
elements

* Understand video’s viewership across devices and channels along with
consumer sharing sentiments

* Review consumption beyond the website

Survey Methodology

e 1073 consumers completed an online questionnaire in (December, 2012)
e 52% F/48% M

* Shopped online 4+ times in the past year and spent at least $250
 100% owned a smartphone/56% owned a tablet

8 0 the e-tailing group - PAGE 8 -



The Demographics

In what age range do you fall?
18-24 W- 7%
— 6%
I 26
I 202
55+ J_ 21%

25-34

35-44

45-54

What is the highest level of education that you
have completed to date?

Some high school or less
High school graduate

Some college, but no degree
College graduate

Some graduate school

Post graduate degree

Prefer not to say

Which of the following best represents your combined annual
household income from all sources before taxes?

Under $25,000
$25,000-$35,000
$35,001-$50,000
$50,001-$75,000

$75,001-$100,000
$101,000-$150,000
$151,000-$200,000
More than $200,000
Prefer not to say

N 5%

______ &7

AN 149%
. 0200
. 2020
I 1800
N 500

B 600

il 3%

o the e-tailing group
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Il. THE TRENDS TELL THE TALE
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1 in 3 have increased time spent and watch video
all/most of the time they are encountered

When you encounter product videos on retail or brand
manufacturer sites, how often do you watch them?

14%
11%

|

All the time

Most of the time

32%

Some of the time 33%

20%
25%

m2012

13% ®2011
15%

Once in awhile

Rarely

\

Answered: 2517
Q2/a1 Never watched: 9.1%
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Year-over-year slight increase in video
consumption is seen

Over the past three months, how many product
videos have you watched on retailer or brand

manufacturer websites?
11%
L0 aig%

12%
8-9 '9%

22%
=7 [

40%
= [

1 15% ®2012
19% ®2011

Q3/Q2
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The majority (74%) watch videos on information-intensive
products or categories more than once before purchasing

For information-intensive products or those categories where

product education is important (TVs, computers, refrigerators,

power tools, etc.), how many times would you typically view a
product page video prior to making your final purchase?

. T
. T

3 22%

4 -5%

S or more - 9%

Never - 9%
Q14

J
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2-3 minutes on average is spent on product/category videos

How much time do you typically spend watching the
following types of videos on a retail or manufacturer
website?

Videos that educate you about a
particular category you are planning
to purchase (how to buy a computer,

selecting a refrigerator, etc.)

Product videos that include a
demonstration

Videos supporting a brand's value
proposition (Why buy a Dell
computer, Why Shop Home Depot,
etc.)

Product videos that talk about
products but don't contain a
demonstration

Q13
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6-POINT SCALE

>10 minutes

6-10 minutes

3-5 minutes

2-3 minutes

1-2 minutes

= N|] W] & W] O

< a minute
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SHOP OUR ENTIRE LINE  SPORTING ADVENTURES

FLOOD

INSURANCE."

| NEW Silver Sonic Waders
| for men and women

Video bolsters brands

Customer Sarvice | Stores | Catalog Quick Order FSjietg orllem# SEARCH

Hello, leas siqn in or create an account.

PROTECTING NATURE ~ BLOGS  Accout 'Egﬂask

Sporting Traditions |

Since 1856

FLY FISHING

PURVIEW OUR FEATURED VIDEOS

gy

HUNTING
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PRIME & PERFECT

Chocas yoee slin 1o0e from thies

s weith o - ke book e feul

FLAWLESS FINISH

From complesion bossting All-Cver
Face Calar 1s phone-redy Aribing
prowdiee o ety oution i i e
= ool trot thamks o o grasce
nd wry s,

MADE FOR EACH OTHER

The sxzmerals 1o cur desmcarm seeck

BEAUTY I ACTION

G bt 1o vk
[N S —

O’ t‘;&_f.-“b,,

CUSTOMIZABLE GET STRRTED® KIT GET STARTED KT
AT g bt ety ot e o RS piace corplerion kit to gove yeu all the
bateMrals Frossslation,. rerage o wan et b sk
62 i v BT i) e frul.

50874 vabus)

b g +

TRY. BELIEVE LDVE™

A 6-piace smtrodurnion 15 hare siis besey.
220 (575 vabuue)

BBy v s




Demonstrations deserve attention

GET IN THE ZONE

i/ - 2 ®
i/ ¥ i
Add a Vehicle Selecta Store

Repair Help  Hot Deals

My Vehicles Find & Store

‘ Find parts and accessries fo

Replacement Parts Fluids & Chemicals  Performance

Accessories  Tools & Equipment

FREE $15 GIFT CARD. ror every $100 spent on Ship To Home orders, you can receive & free $15 gift card. Find Qut How

SELECTA BN AT

TELLUS WHAT YOU DRIVE

LIVE HELP

+ Routine Maintenance

CHATNOW
WITH AN A

RELATED ITEMS

WELLTELL YOUFITHTS

+ Air Cleaner Top - Performance

+ Alr Filter

. Duralast Platinum/Battery
+ Air Filter Box

Part Number: 34-ACM

+ Battery
CHECK THEFIT + Related Parts:
» Battery Cable » Alternator
CHECK AVAILABILITY AND ,
+ Battery Vent Tube PRICING INFORMATION » Battery Cable
b Belt ke I Be the first of your friends to ) Relay - Bttery Charge

lie this.

+ Belt Tensioner » Sensor - Battery Temperature

+ Breather Cap

Related Products:

ENLARCE IMAGE

+ Breather Filter » Battary Acid Filler

+ Cahin Air Filter v Battery Booster Cable

WATCHVIDEQ

+ Caolant Filter

v Battery Booster/|Jump Starter Pack

Hamilton Beach

Good Thinking

THOUGHTFULGIFTS | SEASONAL THINKING  RECIPESFOOD&DRINK  CUSTOMER SUPPORT

HomeBaker™ 2 Lb. Breadmaker (29881)

PRICE: $69.99  MODEL: 29881

Hlie 20| | WTweet 0 M‘ 3

Dinit LR 19

PRICE: §69.99

ouiy[ |

AVAILABILITY: In Stock

Add To Cart
Add To Wish List

With the HomeBaker™ Bread Machine, preparing
avariety of breads is simple: just add ingredients,
selectthe cycle, and press start After you make
the first delicious batch, it won't be long before
family and friends are asking for mare.

PRODUCT FEATURES
+ lakes homemade bread without
presenvatives or frans fats
+ 12 cycles: basic, French, gluten-free, whole
grain, quick bread, sweet 1510 express 21
express, dough, jam, cake, and bake
+ [ncludes whole-grain and gluten-ree
recipes couresy of Bob's Red Mill Natural
Foods
« Perfectfor dough prep for rolls and pizza
« Light, medium & dark crust setiings
+ Delayfimerlets you add ingredients and
beginthe baking process later

- PAGE 16 -
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Video lets you know “how-to” for complex products

Welcome to Acculuit.com Sign n | My Account My Wishlist | Customer Serviez | Shopping Cart (0) fems @ o2

CRAFTEMAMN CLUB

al(;cu FREE SHIPPING Enter search keyword /C\, Search J == CLUB SAVER DAY'S i
tetter cuti malke A fetier frﬂrﬁ)-‘ -

on online ordars of $99 or more. See details. b MEMEBER EXCLUSIVE DEALS 1L.1IS - LIS

Home / GO! Daisy

Images
- Related Products
GO' Dais i [EEmrwEm e
. _-;I”- y Check tems to add to the < SAWER DUAYS
flem 5301 cart or select all

m-r-;w
§19.99

5 You wil earn 20 Rewards Points for buying this product

p (0! Funky Flowers
SAREIN AddtoC: SO su
AOIOLOMRAE aci to Wishlist

Share with your friends!
00

Quick Overview

Compatible with these fabric cutters:

50! Tulip
Click on imangt o a

0 the e-tailing group



Video’'s multi-dimensional nature smartly explains a
range of purchases

DLAMONDS EMNCACEMENT RINCS WEDDENG JEwELRY CETs EDUCATION
8 Damond and Jewelry Experts Available 247 - -
A Sign InRegister | Order Status | My Account | Email Sign-up | Help | Cart B ﬂitemJ Diamond Educet
\M. DIAMONDS
= i ke [} 140,682 people like this. Be the first of your
Sho NBC friends,
p HOEEW ‘ Sealch by llem # or Keyword ‘ ) ‘ On Today | Week in Review | Program Guide | Watch Us Livi
JOWELRY)  WATCHES AI EE““R iELH &I s AT HEOEMEEE& B CioiMEPi”HTEIRSﬁ& Hi EiAI LiTiHis‘ agARANCEr RITICCHH )
LIVE FROM TE . T
. ‘ ) Sreclal Financing
\Iaqugell-%u;AE Enjoy 6 ValuePay® on virtually all watches b . AT R
ShopNBC Homepage = Beauty = Auto Delivery
Quick Links
Today's Top Value L]
o | () Autt delivery
Week in Review
Frogen Guide NEVER RUN OUT OF YOUR FAVORITES!
Channel Finder
Watch Us Live
PURCHASE YOUR FAVORITE PRODUCTS

C .
S— USING AUTO DELIVERY AND ENJOY:
Beauty

Auto Delivery - Automatic reoraers quaranteed at original price
- Convenient billing to your credit card

Category - Your product is reserved and in-stock when you want it
Skin Care soit's never ‘sold out'
Sels &Kl ‘ - Fast, easy management of delivery schedules, CLICK AEQVE TO START VIDEO
Toos & Accessoies payment information and more online at ShopNBC.com
Cosmefics
Tanning & Sun Care
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Category consumption is seen across the board where
technology, automotive and clothing dominate

In which of the following categories have you watched a
product video online over the past 3 months? Check all

that apply.

Consumer electronics

Computer hardware and software
Automobiles/Automotive
Music/DVDs/Videos

Food/Wine

Clothing and accessories (men'’s,..

40%

Toys, Video games

Health and beauty items
Crafts/Hobbies/Party

Sporting goods/Outdoor gear
Books/Magazines

Furniture, home and garden, appliances
Tickets (movies, concerts, theatre)
Jewelry/Watches

Pet supplies

Don't know/unsure

Luxury items

Q10 Gift Cards/Certificates
Gifts and collectibles/Flowers

Other (please specify)

the e-tailing group - PAGE 10 -
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Coverage expectations start with technology but is expected in all
noted categories at least some of the time

When thinking about a retailer’'s complete product
assortment, to what degree do you expect to find product
videos for each of the following categories?

Consumer Electronics/Technology 3.67
Autos 343 RATING AVERAGE LEGEND

. 5-POINT SCALE
Sporting Goods 2.82 5 | Majority (>75%)
Toys 2.82 4| Most (75-50%)
Health/Beauty 2.77 3 | Sometimes (50-25%)
Furniture, home and garden, appliances| 2.76 i '—imi:ed (25-10%)
Apparel/Accessories 2.51 =

Q17
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Video Thrives in Technology Arena

RESIDENTIAL ~ BUSINESS ~ WIRELESS

Verizonvisess EXP[OI’E

Features

HG: DROID 4 by MOTOROLA

1 8.6.0. Read Reviews (863 ) | Write a Review | Phones and Devices

o the e-tailing group

Shop My Verizon

Chicago,IL  Espafiol Store Locator ContactUs  AboutUs

Support

Accessories

Contact A Sales Associate Call Now

Interact with this Device

' % 360° Spin and Zoom
W

Alternate Views
oy Watch Video
&

ﬂ Simulator
((1)) Network

Key Features
Increased Protection
&-Row Slide-Out QWERTY Keyboard

Signn/Register g Cat v/

Review Cart

Pricing For

Full Retail Price §540.99
2-Year Contract §149.99
Onling Discount 55000
PRICE with 2-Year contract 599.99

Free Shipping

Add to Cart
[F1Add an Accessory Bundie for $T1.97
Smartghane Monthly Line Acosss on Share

Evenything Plens: 540
Esrly Termination Fee: 3350 (2yr contracts)

- PAGE 21 -
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BM.com

Boals | NOOK Bouks | NGO

BT T ORI T R RO T TR
tor A tlom Dirys at BEN Stores

P v

Saopping flag (0 ferm
S 134, ik FRIE GHPRRT:

Tembosks | Newsstand | Teens | Kids | Toys & Games | Home & Gifs | Movies KTV | Music | GitGands | Deals & Offers

noolk e R TR T FRGMSIN AR S IR
NOOK HD
iy " 00 Lt -+ Vamn qn Buse n
Anow § GB Snaw 1 CB Smoke § OB Smoke 16 G8
NOOK

e "

$199.00 vt AU
b o

D e 0 BRNCal Cand whem you et yous MasterCard® cand

Semaing Sapiay — Kghiess, ighew! resatstion T M) tusiat

+ Tha bast st o fammbes
+ L B i s st

Videos

I Mowies & TV Shows

“Pictures and video locked stunning.”

Tour HOOK M)

"NOOK HD is the

+ O 2 o s 1 B one to get”
+ Toms ol iy, masgacan. spes A vy
[pEe—
+ Covmes it s P Stapier =The New York
e A8 emture Times
OO HD Yo View
“..Aninstant winner” "Superb display”
[ree - U3 Toswy

CNET $969017




Apparel Merchants Leverage Video to Augment the
Shopping Experience

FREE SHIPPING | Spend $75 or more

Enter Keywords

i Regular Straight Fit 5-Pocket Jean

Pants

Cargo Pants

Shirts

Shorts

Coveralls

Bib Overalls

Painter's Wear

Outerwear

High Visibility

PRICE $32.99  Itemd DD110

OVERVIEW | | MOREINFO

-Reqular straight fit

- Back pockets are lined w/ nylon for durability
- Signature stitch on back pockets & lago
back patch

- Confrast thread

1. SELECT YOUR SIZE
Select B

Sizing Information

2, SELECT YOUR COLOR

Scrubs zoon
Flame Resistant " n 88 VATCH
LSUDED 3 SELECT QUANTITY

+My Account rLogin B Shopping Cart: 0 ltems

Search Q

YOU MIGHT
ALSOLIKE

Relaxed Straight
Fit Five Pocket
Jean

Regular Fit Jean -
Colors

Slim Straight Fit
Five Pocket Jean

NEW ARRIVALS

CLOTHING

SHOES

HANDBAGS

i

v

ACCESSORIES | TORY'S MUST-HAVES | THE TORY BLOG

kayla DRESS
$305.00

DESCRIPTION | DETAILS & FIT | FABRIC & CARE

COLOR: POUNDCAKE ARCO  SIZE:

()]

@ B S| M)L)L

A
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From B2B to B2C Shoppers are More Informed

Sign In | =3 Email Sign Up | New Cusiomer? Register Now | | Help

Catalog | Find a Branch | ™ Cart Contains: (0) ltems.

RESOURCES SERVICES RLDWIDE REPAIR PARTS Enter keyword of part number
Power Tools > Finishing Tools > Sander Grinders
BOSCH Large-AngIe Grinder, 7 In, 15 A
A ¢ | Write a Review | Read all Reviews | Read all Ask & Answer Share This Product

Large-angle Grinder, Size (In.) 7, No Load RPM 8, 500, Amps @ 120V 15, Cord 8 Ft., Spindle Thread Size (In.) 5/8 -11, Features
Large Angle Grinder, Vibration Control Side/Main Handles, With Soft-grip Handle, Tool Free, Power Coated Stator And Epoxy Coated
Windings, Protection Against Dust And Debris, Tri-Control Switch, Lock-on/lock-off, Service Minder Brushes W/ Removable Brush
Cover, Tool Weight (Lb.) 11.4, Handle Design Vibration Reducing Soft-Grip, Deadman Switch Type Additional Information

Grainger Item # 11A450
Price (ea.) $271.75
Brand BOSCH
Mifr. Model # 1974-8D
UNSPSC # 27111905
Ship Qty. @ 1
Sell Qty. (Will-Call) 2 i
Ship Weight (Ibs.) 14.1
Availability Ready to Ship 7]
Catalog Page No. NA
Country of Origin Germany

(Country of Origin is subject to change.)

= =

Add Grainger TripleGuard® repair & replacement coverage (@ for §55.95
each.

1 Add to Order JNRAAT0 PersonalList|l «+ Compare Alternates |

Prica shown may nol reflect your prics. Sign i or registar.

When can | get it? Use your ZIP code 10 estimate availability.
ay: | | ZIP code: @

Compliance Roquired Optional Alternate
Specs & Restrictions Accessories Accessories Products.

RIA SanderiGrinder, 7 In,
154, 8/8-11

Brand: BOSCH
Grainger tom #: 1PKW1

Banch Grinder, 8 In, 34 HP,
115V, 7A

Brand: DAYTON
Graingor flom#  2LKR9
Price: $263.75

ETIR . o v |

®

Abrsv Cut Whi, 14 In D,

0.109In T, PK 4
Brana: DEWALT
Grainger Item #: 5TU10

Price:
Qry

0 the e-tailing group

National
Business

Call ur Furniture Experts: Track Order
Catalog Quick Order

Loa In/Create Account

0ltems
50.00

‘ View Cart

0 I (6] 3 ) 1) foog]
SHIPSTODAY GA & GOVERNWENT | FREE CATALOG || DESIGN'SERVIGES" | CUSTOMER SERVICE

Recommended Items Home = Office Desks > Computer Desk with CPU Storage

9 Emai Page &) Print Page

$359 + Dimensions: 59-1/2°W x 29-1/2°D x 28-
: 1H
e M. 1783 +Weight: 173 bs.
» Lifetime Guarantee
Availability: +Classic Cherry finish laminate resists
This itemn Ships Today! scratches and stains

i 68A e
Espresso L-Desk with

» Slide-out shelves and brass-finished
hardware

Delivery Information

Right Return » More Information =
st TIVITIILS
8.8 6 44 Be the firstto write a review

Share this product: !} E

+Brand: Sauder Office Furniture

+ View Entire Heritage Hill Collection
+ More Views

+ Matching ltems

+ Professional Assembly Available

P Watch video
®Zoom More Views Free color samples

BHIP! Finish

foown BSA HES

Huntington Cherry
Waased sl ColorFinish
As low as 51,795 i sk cheny
resso-L-Desk-with-Right-Return-15941.aspx Quantity [{ 1 m
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Ill. THE PRODUCT PAGE
PREVAILS
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Consumer confidence, engagement and purchase
likelihood all trend up significantly year-over-year

Please note your level of agreement or disagreement with the following
statements relative to videos being shown on retailer or brand manufacturer
websites.
Top-2: Strongly/Somewhat Agree
I am more confident when | watch a product
video in advance of making a purchase online
and therefore less likely to return that product

57%
52%

| have more confidence in the purchases | 55%
make after | watch related onsite videos 51%

I am willing to stay on a website longer
because the retailer or brand manufacturer
makes product videos available
| am more engaged with a retailer or brand
manufacturer as a result of videos they make
available about products they sell

52%
45%

50%
44%

I am more likely to return to a retailer who 45%
integrates video into their website experience 41%

| purchase more products on websites that 44%
allow me to learn about them via video 37%

| spend more time on websites where video is 44%
present 35%

. =2012 m2011
| purchase products on websites as a result 40%

of being influenced by videos on these sites 31%

the e-tailing group - PAGE 25 - TﬂVOdO
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Video’s ability to deliver product knowledge and bring
products to life grow year/year

Making decisions about products can be complicated, so we’d like to understand your feelings
about video’s role in aiding product selections. Note level of agreement/disagreement with the
following statements.

Top 2:

The ideal location for a video about a product is on the
product page

Seeing a product demonstrated in a video makes it much
easier for me to understand how a product really works (as
compared to reading text or viewing pictures)

Specific features of a product are best brought to life online
via video

Watching a video demonstration of a computer, tablet,
smartphone or other consumer electronics' product really
brings that product to life

When | see a product demonstrated in a video it makes it
easier for me to imagine myself using the product

A video that clearly explains a product but doesn’t
demonstrate specific features is still valuable to me

The likelihood that | might purchase apparel, footwear or
other fashion/lifestyle products improves after viewing the
product on human models in a video

Strongly/Somewhat Agree
78%

N/A

71%
66%

the e-tailing group

63%
61%
65%

61%

——— 49%
N/A
i =2012 w®=2011
43%
33%
- PAGE 26 -
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Video within Search Differentiates

g

1Ce

Vi GRDERS)

DEPOT.

| christopher lowell desk

Welcome, Guest Login | Register

55 4%
b
Weekly Ad

w View Cart

Browsing 60601 Change Zp

= 0 item(s}:$0.00

o8 (¥ Delivzy () Ficklp
Checkout >

Order Tracking

Office Supplies m Ink & Toner m Technology m Our Services ‘ My Account |

Home > Search > christopher lowell desk

Your search for “christopher
lowell desk” found 5 result(s).

=
COMPARE

» Office Supplies

+ Furmiture SortBy:
Prica Shawing 1-5 of 5 Results
71850 and below
[7] 100 - $500

Availability _
[T Sold Online

[7] Sold in Stores

R

Fumiture Color -

] Antique White [T Compare

] Antique Black

Number Of Drawers = Christopher Lowell Shore

Mini Solutions Computer
Desk With Hutch, 63 1/4'Hx
A712"Wx 23 112'D, Antigue

derhistory/orderHistoryList.do

furniture collections

mpare up to 4 items:

&

[Tl Compare

Christopher Lowell Shore
Mini Solutions Computer
Desk With Hutch, 63 1/4"Hx
A7TA2"Wx 23 112'D, Anfigue

[] Compare

Christopher Lowell Emporium
31-Day Bill Organizer,
Medium Cherry

tem £ 153280

mGnd = List
ftems per page:
[T Compare

Christopher Lowell IL Verona

Magazine Tote, Black
tem # 435640

Accessories
Footwear
Collections
Activity

Custom

NARROW ITEMS BY

CATEGORY

View All »

[ TRICUMATER
INSULATED
SKING/SNOWBOARDING
SOFT SHELLSWINDWEAR
TECHNICAL SHELLS
FLEECE

RAINWEAR
RUNNINGTRAINING
LIFESTYLE

VESTS

EXTENDED SIZES

i 1= R =]

SUGGESTED PICKS  ViewAl -

190F193 | o nz 3 4.2 3 | VEW [ﬂ

WINTER-PROOF RUNNING JACKET
TOHITYOUR PERSONAL BEST.

SHOP MEN'S STORMY TRAIL JACKET »

B

3 BEST SELLER

VIDEQ

INNNNNENINEN
(InENER
MEN'S APEX BIONIC JACKET

$129.00- §169.00

D Compare

3 BEST SELLER

NENER NIED N

MEN'S DENALI JACKET

$179.00- §199.00

D Compare

3 BEST SELLER

(LR ]

MEN'S DENALI HOODIE

$199.00- §219.00

D Compare

VIDEQ

o the e-tailing group
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Video Galleries Direct Shoppers

shop - recipes . fows maDers - edmcaton - oommaEry . videos - blog

a9 vadess | Damiog across amenca

6 the e-tailing group - PAGE 28 -



Video enhances Customer Service

Videos

Browse Videos by Product

? @
i

RTEU@ RUN LS Enter keywords or serial number

Videos:

My Most Recent Products:

No saved products

Need Help Viewing Videos?

Nov 17,2011

Downlozd QuickTime (for Mac + PC) to

view our videos

<

Mac 05 X: Using Windows on a Mac

Nov4, 2011

iMovie *11: Share Your Movie - Publi..

Nov5, 2010

er languages

Store Mac iPod

iPhone iPad Tunes

Support Q

iPad mini

Features  Design  Built-inApps  Fromthe AppStore  i0S  iCloud  Tech Specs

iPad min

Every inch an iPag.

B 4r-

Watchthe keynote  Watch the video Watch the TV ads
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THE PRODUCT PAGE RULES

the e-tailing group




Product page consumption escalates

From which of the following onsite web pages
have you watched a product video in the past 3
months when shopping? Check all that apply.

42%
Home page 5106
Brand page (e.g.,
Columbia, Black & Decker,
Kitchen Aid)
Category page
Video gallery =
Banner advertising with [ 13%
video na 2012
| = 2011
None of the above *a 8%

Ql1/Q6
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EG RESEARCH REINFORCES FINDINGS

% Penetration % Penetration
Guides/How-To 67% 74%
Text/PDF 88%* 95%*
Video 70%* 59%*
Videos/Audio 85% 83%
Shoppable Video 5%* 8%*
Video Location
Home Page 18%* 19%*
Category Page 40%* 36%*
Brand Boutique 49%* 47%*
Product Page 79%* 69%*
Video Gallery 41%* 43%*
Other (Sub-Category Page, Blog) 58%* 66%*
2012 e-tailing group Mystery Shopping Survey
*subset of 100 merchants
- PAGE 32 -
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YouTube and the product page see comparable video viewership
confirming that page’s value in consumer’s mind

From which of the following onsite web pages
have you watched a product video in the past 3

months when shopping? Check all that apply.

YouTube
Product page
Home page

Brand page (e.g., Columbia,..
None of the offsite locations
In-store
Category page

Video gallery (all videos are..
Banner advertising with video
Vimeo

None of onsite locations

Q11-Q12
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eyond universal standards
color change, zoom) professionally produced video is critical/very
iImportant for 1 in 2 shoppers

When viewing a merchant’s product page online, how important is the
following image-related information when selecting and ultimately

purchasing a product?
Top-2: Critical/Very Important

Quality of the image

Alternative views of selected item

Ability to see selected product in
color of choice

Zoom

1age quality, alternative views,

80%
64%
61%

S57%

Professionally-produced video

51%

Ability to view product on a model

Ability to view product in aroom
setting

Peer-created video

Q22

46%

37%

i

the e-tailing group
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Complete product details including description, multiple views and
articulated features are very important along with the all-important
demonstration (ideally within its environment)

When thinking about a video that you might find on the product page of a
retailer’'s website, how important is each of these elements when selecting
and ultimately purchasing that product?

Top-2: Critical/Very Important

Full description of the product 81%
Product demonstration 72%
Multiple views of the product 72%

Features articulated

Showing product within its environment

Professionally-produced videos

Product information without the presenter’s face being
shown

Peer-created video that includes ratings
Ability to share the video

Peer-created video

Seeing the presenter’s face as part of the video
experience

Celebrity participation
Q23
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Product feature explanations and usage details aide
selection process

SAMSONITE AVERICAN
LS‘ SAMSONITE o BACKPACKS TOURISTER

Samsénite

LUGGAGE  BUSINESS&LAPTOP  BACKPACK & MESSENGER

MyAccount | Signin 0item(s) in My Cart CHECKOUT

DUFFLE& SPORT  ACCESSORIES ~ COLLECTIONS ~ SALE

®

|

VIEWVIDEO

o [ shere Bl |1

B ColPARE NOW

Samsonite Aspire Sport 25" Spinner Luggage

Notyet rated. Be the first to write a review

Sale

Our price:
You save $205.01 (60%)

COLOR: Please selact

SELECT SIZE: 26"
QUANTITY: |1

VIEW SIZECHART [TTTT™

$ ADDTO CART

SHIPPING INFORMATION

BROWSE CATEGORIES
{ifde Angle Prime Lenses
Wide Angle Zoom Lenses
Fisheye Lenses
05 Lenses
Standard Zoom Lenses
Standard Prine Lenses
Hukipurpose Zoom Lenses
Teleghoto Zoom Lenses
Super Telgphoto Lenses
facroLenses
[CLenses
DN Lenses
Teleconverers
Sigma Sales Event
Award Winners

Sigma Outlet

LENS RESQUACES

Sigma Lens Technology
Lens Chart

Lens Chartfor Recently
Discontinued Lenses

Lens - Tekeconverter
Compatapifty Chart

[C Lens Compatatity Chart
TF Chart Guide

LENS FINDER

TECHNICAL SUPPOR
WHERETO

search sigma

CAMERAS  FLASHES ~ ACCESSORIES  SIGMALOUNGE  SERVICE & SUPPORT  ABOUT SIGMA

18-250mm F3.5-6.3 DC
Macro 0S HSM

¥ For use vith smaller chip APS-C cameras only

¥ A minimum focusing distance of 138" at all focal

s @ maximum magnification radio

¥ Offers Sigma's 0 System (Optieal Stabilization)
alloving handheld photography even in lowlight
situations

SiGNAGE 10-2mbaE

@ (D [WesDiciia
$800.00 MSRP 883

Choose maunt:

- Choase fount - E
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Half of shoppers watch videos with another person
1 in 5 do it most of the time

How often do you watch videos on retailer
websites with another person?

Majority of the time (> 75%) 1

Most of the time (75-50%)
Some of the time (50-25%)

Limited amount of time
0,
(25%-10%)

Very little time (< 10%)

Never (0%) J

Q15
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41% of shoppers are more likely to share video found
(vs. photos or written text) on a retailer’s product page

How likely would you be to share video (versus photos or
written text) that you might find on the product page of a
retailer’s website?

Much more likely

Somewhat more likely
About the same likelihood

Somewhat less likely [l 6%

Significantly less likely J. 6%

Q19
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Over 1 in 2 (52%) have shared a product video over the last 3

months
1 in 5 have shared 5+ times

How many times have you shared a
product video over the past 3 months?

1

7/ or more . 6%

57 Il 13%

Q20
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Sharing standards include email, Facebook and YouTube

Via what means did you share product video?
Check all that apply.

Email I 7 1%
Facebook [ 238%
YouTube I 42%

Twitter I 11%

Vimeo B 10%

Pinterest JI 6%

Q21
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V. MOBILE AND SOCIAL
DYNAMICS

the e-tailing group




PC reigns regarding videSviewership though mobile

Including smartphones (43%) and tablets (35%) follow
its lead

In what locations or on what devices have you
watched a product video over the past 3 months?
Check all that apply.

PC TS
Smartphone _
Tablet _
Facebook _

Video sharing site _ 0
(YouTube/Vimeo) _

Retail store [l 11%

Twitter J- 8%

Q9
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1 in 4 shoppers are consuming more video via mobile
devices

Which of the following best describes your consumption of
videos via mobile devices versus desktops or laptops over the
past 3 months?

Significantly more on mobile m
devices

Somewhat more on mobile
0
devices

About the same

Somewhat less on mobile -
11%

devices

Significantly less on mobile
devices m

Q24
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1 in 2 shoppers have watched at least 1 video on
their smartphones while 1 in 4 have watched 5 or
more over the past 3 months

Over the past 3 months, how many product
videos have you watched via a smartphone?

10 or more M 5%
8-9 M 6%
5-7 I 14%
2-4 I 20%
1 1l 11%
None [N 44%

Q25
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Smartphone video viewership provides a quick, valuable product
overview; Associated convenience means in-store viewing, multi-
channel looks where subsequent behavior varies

Please share your agreement or disagreement with the following

statements regarding watching videos on your smartphone.
Top-2: Strongly/Somewhat Agree

Videos are perfect for smartphone viewing as | get a quick
overview of the product

Spending time watching product videos on my phone is more
convenient than via my PC

| often watch videos on my phone and then search out the
products on my desktop or laptop for more details

| watch videos on my phone when I'm in the store to get more
information about a product prior to making a purchase

| frequently scan a QR code while in the store and watch any
associated video via my phone

Watching videos on my phone gives me efficient access to
valuable information but I rarely purchase the product

After viewing a video on my phone, | typically need more
information prior to making a purchase

| can gather enough information from watching a product video
on my phone to make a purchase

Q26
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58% have watched 2 or more videos via their tablets

Over the past 3 months, how many product videos have
you watched via a tablet device (iPad, Samsung Galaxy,
Toshiba Excite, qugle Nexus, etc.)?

10 or more m

20 LD

5-7 _
2-4 _
1

None

Universe: 720 tablet owners
Q27
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Tablet user experience is positive and productive

Please share your agreement or disagreement with the following

statements regarding watching videos on your tablet.
Top-2: Strongly/Somewhat Agree

Videos are perfect for tablet viewing since the
experience is both enjoyable and productive

Videos are perfect for tablet viewing as | get a
quick overview of the product

| can gather enough information from watching
a product video on my tablet to make a...

Spending time watching product videos on my
tablet is more convenient than via my PC

After viewing a video on my tablet, | typically
need more information prior to making a...

Watching videos on my tablet gives me access

to valuable information but | rarely purchase...

| often share product videos seen on my tablet
with friends/family

After watching videos on my tablet, | often

purchase that product or a comparable...

| often watch product videos on my tablet with
friends/family

Q28

1 ;

6

J
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Similar tablet/smartphone sentiments are seen except
that tablet viewers are more poised to purchase

Please share your agreement or disagreement with the following
statements regarding watching videos on your mobile device.

Videos are perfect for quick overview 69%
of the product 65%

Spending time watching product
videos more convenient than via my
PC

58%
61%

| often watch videos on my mobile |

device then search out the products 58%
on my desktop or laptop for more 59%
details
Watching videos on my mobile
device gives me efficient access to
valuable information but | rarely

purchase the product

51%
54%

mSmartphone

| can gather enough information from 49%
watching a product video on my

. . Tablet
mobile device to make a purchase 62% = Table
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VIDEO AS A REVENUE-GENERATING PROGRAM

Video SKU Coverage

Video Assisted
Conversions
Incremental
Revenue

& % 8‘%




ROI - PROGRAMMATIC MEASUREMENT

Y. ES

4 e

- - >
Control Group Non-Viewer
_ Conversion
Conversion Rate Rate
2.0% 2.0%

L

_




WHAT IS “RETURN ON PRODUCTION?”

Email Your Website

Mobile

o

Social Media

In-Store

Catalogs

Channel Partners

*Coined by Creighton Yost, Senior Global Program Manager for video at Dell



FOUR SEPARATE ARENAS




INVODO: EXPERTISE IN FOUR ARENAS

Y. ES

Video Strategy Session
Pre-Production

Best Practices / |
Production
Optimization

Editing/Post
SEO
Content
Social & Management
Mobile _
Hosting &
Streaming

Syndication

Measurement
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THANK YOU

Lauren Freedman Russ Somers
LF@e-tailing.com russ@invodo.com
773-975-7280 @rsomers
www.e-tailing.com 512-279-4800

www.invodo.com
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