CURING
SHOPPER
BOREDOM






CURRENT STATE OF
PRODUCT DISCOVERY



E-TAILING GROUP 4Q13 MYSTERY SHOPPING CONCURS

Reyword Search
*
* 3

e-tailing 100 e-tailing 100 %
40Q13 40Q12 Change

6
Sort Relevancy (scale of 1-5, where 5 = very relevant)




EXEMPLARY DISCOVERY TACTICS EXCEPTION RATHER
THAN THE RULE

ity / Content (scale of 1-5, where 5 = excellent

Product Highlights (Non-Photo) / Individual Product-Brand Pages
Brand-Oriented (Corporate, Fashion Shows)




HOW DO SHOPPERS WANT
TO DISCOVER?



DISCOVER THROUGH STANDARD NAVIGATION
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DISCOVER BY SEASON & HOLIDAY
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DISCOVER BY TREND
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EDUCATE TO EXCITE
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INSPIRE THROUGH IDEAS
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Street Style



RETAILERS EMBRACE SOCIAL DYNAMICS
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PINSPIRATION

Check out the top pins this week.




TACTICAL MERCHANDISING TOOLS SET THE TONE FOR SELLING
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PRODUCT DISCOVERY EXTENDED TO FACEBOOK

Ej | QVC Timeline ~ Recent ~ |

™ R4S

A4 about an hour ago @
| Ny

We're swooning over Susan Graver’s new bedding collection! So
dreamy! See more here > http://qvc.co/Susan-Style

Tog a photo ol;.ur new Coach shoes on
Instagram, Twitter or Pose for a
ehance to be featured in our gallery.




WHAT ABOUT DISCOVERY
THROUGH NAVIGATION?



1. Participant questionnaire

2. Observation of current shopping based on navigation with top
retailers

3. Observation of Compare Metrics’ Adaptive Navigation shopping

Gender Breakdown Age Breakdown Amount of Shopping
Conducted Online

21

18-34
48%

1
I—
25-50% 50-75% 75-100%




ALITTLE ABOUT THE SHOPPERS




5 KEYS FINDINGS



#1 CURRENT DISCOVERY IS STALE

Shoppers’ overall feedback on current state of discovery and

navigation...it's “more of the same”.



#1 CURRENT DISCOVERY IS STALE

CURRENT E-COMMERCE
EXPERIENCES ARE STALE







#2 SHOPPERS HAVE FOMO

O

FEAR OF MISSING OUT

~ <







#3 PEOPLE HAVE BEEN BURNED BY SEARCH

P _o»

BURNED BY SEARCH







#4 SHOPPING OVERWHELMING & INEFFICIENT

CURRENT EXPERIENCES ARE
OVERWHELMING & INEFFICIENT







THERE IS A HUGE
OPPORTUNITY IF WE
CAN GET THIS RIGHT



ABETTER WAY TO NAVIGATE & DISCOVER




SHOPPER REACTIONS TO A
NEW APPROACH






TRY ANEW ADAPTIVE NAVIGATION EXPERIENCE

OME BACK: JANEI| CART[0] COMPARISON QUEUE[3]

HOME STORE SEARCH LOG IN

NEW DRESSES BOTTOMS DENIM SWiM BAGS SHOES ACCESSORIES

EXAMPLE: A KNEE LENGTH COCKTAIL DRES

ADD FILTERS MANUALLY  ~

Order By MATCH% v Show ALL of 53 Results +

Rachel Comey Aprel Dress Brochu Walker, Grey Tank dress Rachel Comey Almer Dress
334 $300 8275

LemLem BiraBiro Dress MMS6 Draped Navy Dress Acne Marnay Tunic Dress VPL Cavity Shift Dresst
s219 $450 What's that dress, Margiela? 8320 $90




SOMETHING NEW, MODERN, DIFFERENT

beagle MEN WOMEN

NEW DRESSES BOTTOMS DENM Swa BAGS SHOES ACCESSORES SALE

Q

ADD FILTEAS MANUALLY +

Oicor Oy MATCHSN  +

Sow ALL Ct 52 Rests v

Nackal Coongy Aoeol Dross RAachel Comoy Aot Deoss
S 0 s

Qeoche Waker, Geoy Tana eross




A SIMPLIFIED EXPERIENCE

DESCREE WHAT YOURE LOOKING FOR TO FLTER RESULTS..

Order Dy MATCHS =

Raztel Comoy Apeel Droas Razrei Comoy 00 Dress
£ 30

Lomiom DraBeo Dress M3 Dracec Navy Oioss Aene Marngy Teee Oress VPL Cavity Shit Deosst
219 450 What's that cross, Margiela® 220 $50




CONTROL SHOPPERS CRAVE

COME BACKC: JANE CART [0 COMPAISON QLI 13 )

beagle MEN WOMEN HOME STORE BLOG

NEW DRESSES BOTTOMS DENM Swsm BAGS SHOES ACCESSORES SALE

CYAMD! B A KANEE
CAMVIFLC, A NYED

ADD FRTCRS MANUALLY =

Orcor By MATCHS  »

Tachel Comay Apeol Deoss Brochy Wolor, Groy Tare cress fRachel Comey Amee Cress
S35 sars







GIVE YOUR SHOPPERS WHAT THEY WANT

WHAT HAPPENS WHEN YOU GIVE
YOUR SHOPPERS WHAT THEY WANT?
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Q&A

the e-tailing group G compare metrics



