The Visual Path to Purchase

Creating impactful visual experiences across
the multi-channel shopping journey
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Visual content is the single most @

important asset to sell online

93% of consumers say visual content is the key
deciding factor when making a purchasing decision.

o

76% of consumers say they’ve purchased a
product or service after watching a video.

95% of purchasing decisions happen when the
subconscious brain is processing visual information.

95% of consumers who click on an image
carousel look at every image.
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The retail shift from bricks to clicks is causing
dramatic changes in visual needs for businesses

Visuals today = 20% of Marketing Budgets | Visuals Tomorrow = 20% yearly growth in needs and spending

More content for More channels for More customized Highly variable
more audiences visual content segments and markets preferences and trends
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What visual content works the best with
online shoppers?

o TiTok
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The cost of unoptimized visual content
can mean millions in lost sales every year.

Based on research conducted by Profitero in 2021 on the percentage of sales that consumer brands lose due to having unoptimized visual content on their Amazon PDPs.

VIZIT



The path to purchase is paved with visual content

Packaging In-store Product Photos Social Digital Ads Digital Shelf
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Producing Strong

e Istheinfluencer an expert in their vertical of
“expertise”?
e Isthe product being used in a real-life scenario?
e Arethe product benefits highlighted
upfront?
e Isthere astrong CTA?
e Isthere ashoppable link?
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An Al-Based understanding of Visual Preference

. Audience Profile & Digital Scroll . Visual Dataset & Analysis . Visual Scoring & Benchmarking
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thousands of images from every image through the visual preferences of
the public web that your our software for your audience and generate
intended audience is likely 15,000+ visual cues Vizit Scores which predict
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based on where they tend engaging visual e - given image is for a
to shop and consume elements. : specified audience.

content online.
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What Vizit has learned after

analyzing over 1 Trillion
aspects of visual content

‘ Computers see things that humans can’t

‘ People buy based on what they see

‘ Different people are visually engaged by
different things

‘ Optimizing the resonance of your visual

content drives outsized gains in performance

© 2021 Vizit Labs, Inc. All rights reserved. Proprietary and confidential.

VIZIT

createdAt: ANSDateT

gendox: ARSISON Ve areer TR b

generations: AK5150 WALMART !
ig: 10
_ 84.2%

© mhros Sewen >

12



p Why Influencers?

01% 487 A1%

Of consumers trust Of consumers say creators Of consumers say the
recommendations from affect their purchase primary reason they follow
influencers vs. 38% coming decisions influencers is to discover
directly from a brand new products
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Working with the
Right Influencers

Every influencer is unique. They have different reach,
audiences, industry expertise, channels and mediums they
use to communicate. The right influencers for a campaign are
dependent on who consumers are inspired by and trust the
most in that category.

What influencers are most trusted in that vertical
Who has indexed for that type of content

Who inspires their communities on the topic
Who has proven to have high conversions in the
vertical
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What Metrics are the o
Most Important?

Metrics will vary by brand based on what is trying to be

accomplished. If the brand is new to the market, reach may be the
most important metric to increase brand awareness. If the brand is
established and it is peak season, then sales may be the top metric.
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Below are important metrics to consider before and after content
is live.

Before Launch After Launch

Average Sales

Clicks Reach Conversion Rates -
SEO Rankings Click-Thru Rates e
Impressions/Video Purchase Intent Lift N s G
Views Shares Consideration Lift gfu‘gwiv“wg‘gm"
Engagements Brand Awareness Lift
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roducing Strong Conversion Content
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Lead with

L] W GV Electronics.-

Utilize an influencer platform like
genvideo to simplify the process of
influencer collaboration, content creation,
content syndication and to measure the
impact of influencer marketing efforts.

Use social commerce links like
gen.video’s to track ecommerce sales via
social per piece of content in live-time to
optimize performance.

Top Products Sold Top Traffic Drivers

ir GVE Touch Laptop fz
&

E GVE Dasktop 6
Ensure that you measure against pre- EJ VESmortfhone 22 é

aligned KPIs, such as sales, conversion
rate and lift and not vanity metrics, like
reactions/likes.

Category Breakdown Sub-Category Breakdown Brand Share as Sales
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Optimizing Digital Shelf Imagery at Scale

Lowe’s Shoppers

1) Selected v

yylowe’s Grill Lifestyle Imagery

Lowe’s Grill Product Hero Imagery

Add a benchmark

TARGET

Select your target
audience and image
category to measure

against.

[Premewem——

ANALYZE

Analyze images in your

PIM/DAM to understand

what motivates traffic
and conversions.
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OPTIMIZE

Optimize your PDP imagery
with visual content that
scores highest with your

target audiences.

VIZIT

MONITOR

Track performance over
time and measure the
impact content changes
and competitive
movement.
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THANK YOU

Creating impactful visual experiences across
the multi-channel shopping journey



