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EXECUTIVE
SUMMARY
Rich media like video, spin
photography, interactive video,
walkthroughs, and more, are the
future of online commerce. Says
who? Your shoppers. To find
out what shoppers think about
visual content, we surveyed over
1,000 consumers to learn about
their preferences for visual
content while shopping online.

Nearly 9 in 10 consumers agree that
shopping online is both more efficient
and more effective with visuals like
video, spin photography, interactive
video, walk-throughs, and more.

The results were overwhelmingly
positive. Shoppers of all ages,
incomes, and spending levels
want video and interactive
content as a part of their online
shopping experience. Nearly 9 in
10 consumers agree that shopping
online is both more efficient
and more effective with visuals
beyond product photography.

In this report, we analyze the results
from our survey to see just how
much consumers crave visual
content. We reveal 5 big ways your
shoppers want you to use visual
content right now, including:
1. Why the product page is
where shoppers want video
and visual content most
2. That spin photography is a
big part of visual content
3. Which product categories can
benefit most
4. The opportunity for visual content
for support and customer service
5. The importance of mobile
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RESEARCH
SUMMARY
The e-tailing group has studied online
merchandising for over 15 years and is
passionate about visual content. In February
2015, 1,021 consumers completed an online
questionnaire where the gender split was
52% female/48% male. All participants had
shopped online 4 or more times in the past
year, spending at least $250.

For purposes of this report and the
research conducted, we have defined
visual content to include videos, interactive videos, 360° spin photography,
visual walkthroughs, and configurators.
Visual content examples were provided
for participants to ensure they were clear
about the features we were addressing.
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Please state your level of agreement
when visual content is part of your shopping.
Top-2: Strongly/Somewhat Agree

89%

89%

87%

Shopping is
more efficient

Shopping is
more effective

It brings the
product to life

85%

Shopping is
more enjoyable

80%

I am more educated
aboutthe category
I am purchasing

84%

Visual content better
explains thefeatures and
benefits of a product

78%

I am more prepared
to make a purchase

82%

I am more likely to make
a confident purchase

69%

I feel as though I’m
almost holdingthe
product in my hand

87%

I understand the
product better

82%

I am more engaged
with the brand

48%

If visual content is not
available, I usually
leave the site to seek
information elsewhere

CONSUMERS
CRAVE VISUAL
CONTENT
Visual content is important to
your shoppers, and they want to
see it now. Throughout the entire
survey, consumers held video and
interactive content in high regard.
On top of that, 4 out of 5
respondents find visual shopping
features helpful (84%). That’s huge!
It’s not just a select group, either.
Consumers across demographics
want rich media content as a part of
their shopping experience.
But there’s a missing piece here.
Rich media content is not widely
available on retailers’ sites. Only 29%
of shoppers agree that visual content
is both available and sophisticated
on retail sites. That means that the
other 71% of shoppers feel like their

shopping experience could be
better with more visual content.
The consequences of not delivering
are harsh. Half (48%) of shoppers
will leave a site and seek information
elsewhere when visual content isn’t
available. It’s critical for retailers
to provide visual content to online
shoppers, or risk missing sales.
It’s clear that consumers expect a
visual shopping experience, and
retailers need to heed the call.
But visual content means a lot of
things. So where should you start
for the biggest impact on customer
satisfaction and sales? We’ve
put together the top 5 ways your
consumers want you to use visual
content right now.
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THE PRODUCT PAGE IS THE
MOST IMPORTANT PLACE
FOR VISUAL CONTENT
Shoppers expect video and interactive
content on the product page. 3 in 4
shoppers agree that they would interact
with visual content on product description
pages (PDPs).
When shoppers visit PDPs, they’re looking
for specific information on the products
they’re considering. It’s important for online
merchants to provide complete product
information here most of all. Most shoppers
(69%) agree that “they feel as though
they’re holding a product in their hand”
when shopping with visual content
online. 84% agree that visual content better
explains the features and benefits of a
product. Visual content is engaging, easy
to interpret, and informational, making it
perfect for PDPs.

The PDP may be the visual content star, but
there are plenty of other opportunities for
video and interactive content throughout
your site. 1 in 3 would also like to interact
on the home page, category pages, video
galleries, and site search results pages.
Pages that are earlier in the buying journey
are ripe for visual and interactive branding
experiences that drive shoppers toward
the sale. As a bonus, there’s an opportunity
to wow your shoppers with unique and
entertaining content on these pages.
Ultimately, PDP-level visual content is a
critical piece of a consumer’s purchasing
process. Get video and interactive content
on your product pages first, and then move
up the funnel to get creative and engage
shoppers.

Where online would you be likely to interact with a retailer's visual content?
Check all that apply.
Top-2: Strongly/Somewhat Agree
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93%

90%

88%

Spin
Photography

Product
Photography

Guided
Walkthroughs

product can be rotated to
see a full perspective

standard product imagery

step by step visual
demonstration that shows
how a product works

82%

81%

80%

Interactive Video

Videos

Configurator

video with clickable
elements within the
video itself

product or lifestyle-based

ability to create a
customized product using
a visual interface

Top-2: Very/Somewhat Helpful
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SPIN IS MORE HELPFUL
THAN PHOTOGRAPHY
Over 80% of shoppers agree
that all types of visual content
were helpful, but spin stood out
in our survey. 93% say that spin
photography is helpful—even
more than product photography!
Consumers see spin as the new
visual standard, so be sure your PDPs
have more than just static pictures.
This goes hand-in-hand with what
shoppers said about product
pages. Product-centric interactive
content like spin photography helps
consumers get a complete picture
of what they’re buying online. Plus,
spin can be easier and more costefficient to create than other types

of visual content. Consider spin
photography as a way to beef up the
interactive content on your PDPs.
The more information a consumer
has when shopping online, the
more confident they will feel hitting
“buy.” Every shopper assumes you
will have product photography, but
that’s not enough. The survey proves
that consumers value all types of
visual content in high regard. Start
with spin to meet shoppers’ needs
for interactive content quickly, but
don’t stop there. Add other rich
media to give your customers a
fulfilling visual shopping experience.

There are many features that can be part of a visual shopping experience. How helpful would each of these be when
shopping across ecommerce retailers?
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Apparel

86%

Apparel
Shoes

84%

Shoes
Consumer Electronics

82%

Consumer
HomeElectronics
Improvement

76%

Sporting Home
Goods

Improvement
Accessories/Jewelry

75%

Sporting
Goods

Mobile Carriers (AT&T, Verizon, etc.)

75%

Accessories/Jewelry
Beauty

Mobile Carrier
(AT&T, Verizon, etc.)

61%

Beauty

50%

How important is having visual content in the following categories?If you don’t
research or buy one of the categories listed below please select N/A.

WANTED: VISUAL
CONTENT
FOR HIGH
CONSIDERATION
CATEGORIES
Apparel, shoes, and consumer
electronics are the top cate
gories in which consumers
say visual content is important.
Categories that require
“trying on” and categories
with high price points ranked
at the top of our survey.
Making the right decision when
buying these types of products
online can be tough. There is
no substitute (yet!) for trying on
or testing products, so visual
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content helps bridge the gap.
Similarly, when evaluating high
consideration sets, shoppers
tend to be more cautious. Visual
content helps to mitigate risk.
The more a shopper needs
to research to make sure the
product is a fit for their bodies,
lifestyles, or wallets, the greater
the importance of visual
content. Keep this in mind when
deciding which products or to
support first with rich media.

Top-2: Very/Somewhat Important
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TWO IN THREE SHOPPERS
WOULD RATHER USE VISUAL
CONTENT THAN INTERACT
WITH CUSTOMER SERVICE
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One of the most interesting findings from
this research is that visual content can play
an integral role in support and customer
service. 64% would rather use visual
content than interact with customer
service at all. Plus, 78% of shoppers
agree that it’s faster to get the right
information when visual content is
associated with support. That’s a strong
case for including visuals in your support!

with visual content rather than just telling
them. And consumers agree – 74% say
they like when customer service uses
visual content as a part of their support.

Think about the benefit for retailers, too.
Visual content could reduce support
costs by allowing for more self-service.
When a shopper does need to contact
customer service, representatives can
help customers more efficiently with rich
media content in their arsenal. Reps could
show customers how to do something

This is uncharted territory for visual content.
Most retailers have not yet incorporated
video and interactive content into their
customer service. And as the graph on page
four shows, shoppers aren’t yet expecting to
see visual content for support. Be among the
first to create this type of content to tap into
this need that consumers can’t even place.

Video and walkthroughs are perfect visual
content types for support. The ability to
see and hear step-by-step instructions
appeals to many learning styles, and lets
shoppers troubleshoot at their own pace.
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68%

60%

I expect a
consistent set of
visual content
from my desktop
site to my mobile
experiences

I expect an
experience that
renders uniquely
for the mobile
device I am
using

65%

55%

Visual content
is important
for making my
mobile shopping
experiences
more efficient

I often research
on mobile
devices so
visual content
helps inform
my product
selection

Top-2: Strongly/Somewhat
Agree
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CONSUMERS WANT
VISUAL CONTENT
ON MOBILE
Over half of respondents stated that
they use a mobile device to shop.
And 68% of shoppers expect a
consistent set of visual content across
channels. Your content investments
should span your channels, online, on
mobile, in stores, and beyond.
Meeting shoppers’ expectations
for visual content has its rewards.
Nearly two thirds (64%) of
shoppers say that they are more
likely to buy from retailers who
incorporate visual content into
in-store shopping experiences.

Shoppers both expect and
appreciate that exemplary visual
content will be available anywhere
they want it. Not only is this customercentric, but it is strategic for growth.
Make sure your content – visual and
beyond – works across channels.
You’ve heard this before! Your
shoppers will look for video and
interactive content from whichever
device they shop. Those who deliver
great device-agnostic experiences
will reap the rewards.

With mobile devices (smartphones and tablets) increasingly part
of shopping experiences, which of the following reflect your
expectations?
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ARE YOU
SATISFYING
YOUR
CUSTOMERS
VISUAL
CRAVINGS?

Consumers have spoken in support
of visual content. Visual content
guides shoppers towards the right
purchase. The vast majority of
shoppers say video and interactive
content make shopping online easy,
efficient, and enjoyable.
Visual content is important everywhere, but holds the most weight
at the end of the shopping journey.
Focus on getting visual content
on your PDPs to help shoppers
make buying decisions, especially

in categories with high barriers to
online shopping. Then, after the sale,
support customers with video and
interactive content. And make sure
all your visual content works across
channels.
Retailers should invest in visual content to meet shoppers’ needs. From
the first engagement with a shopper
to post-purchase support, there’s
huge potential, and shoppers are
ready to interact now.
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INVODO
At Invodo, we believe in showing,
not telling. We think consumers
agree. So we help our clients
create rich, interactive, visual
experiences by combining the right
blend of vision, creative content,
and technology. The result is a
measurable impact on shopper
engagement, satisfaction, and
conversion. Learn how you can get
visual at www.invodo.com.
PHONE
512-279-4800
EMAIL
marketing@invodo.com

ABOUT
INVODO &
THE E-TAILING
GROUP

ONLINE
www.invodo.com
FACEBOOK
facebook.com/invodo
LINKEDIN
linkedin.com/company/invodo
TWITTER
twitter.com/invodo

THE E-TAILING GROUP
The e-tailing group is a niche
e-commerce consultancy that
helps merchants deliver the right
customer experience on their
websites and across all of their
channels while adeptly assisting
technology companies to create
and execute go-to-market strategies
that simultaneously educate the
retail community and deliver
cost-effective thought leadership
and lead generation. For more
background about our research
or for additional information on
the e-tailing group, inc. please
contact Lauren Freedman via email
at LF@e-tailing.com, by phone at
773-975-7280 or visit the e-tailing
group website www.e-tailing.com.
PHONE
773-975-7280
EMAIL
lf@e-tailing.com
ONLINE
www.e-tailing.com
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