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Why Visual Content Matters
in Omnichannel Retal

Most consumers estimate that they spend five
hours a day viewing videos and images on social
media platforms alone, according to a recent survey
conducted by Vizit and the Path to Purchase
Institute. Other statistics indicate the average
person is exposed to six to 10,000 ads each day,
according to Lunio.

Consumers’ immersion in images is creating a
dynamic where people don’t read anymore, they
recognize—instantaneously and unconsciously
responding to images before their mind can even
process words to make decisions.

This exposure to imagery has an impact when
consumers shop for products online.

of consumers say they’ve purchased a

product or service after watching a
O/. video.

of purchasing decisions happen when

the subconscious brain is processing
% visual information.
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4 Why Visual Content Matters

Consumers’ expectations have never been higher, in
part because ecommerce activity has dramatically
increased. With many more brands selling on- and
offline, consumers are exposed to hundreds of
visual merchandising tactics across their
omnichannel shopping journey. Algorithms and
machine learning have made consumers
accustomed to personalized experiences—when
they stream content, scroll their social media feed,
and visit online marketplaces such as Amazon. This
combination creates a bias around the types of
visuals consumers want to interact with while they
are making their weekly shopping trips, researching
a big-ticket purchase, or looking for that perfect
gift.

How many hours do you spend viewing images or watching videos on social media?

Gender Generation

Baby
Women  Men | GenZz  Millenials  GenX  Boomers
0-2 hours a day o @ @ o o D
3-5 hours a day @ e M ¢ @ @
6-8 hours 6-8 hours a day 12% 14% 21% @ @
aday 12% - -
9+ hours a day % 5% 5% @ @ @
0-2 hours
a day 45% - o
Ethnicity Hispanic
White  Black  Other* Yes No
(9% o [6%)
S ob 0-2 hours a day [29%) @ 42% @ 6%

aday 36% 3-5 hours a day @

6-8 hours a day @
9+ hours a day @

@ 13% 12%

P Significantly higher than other segments at 95% confidence
@ significantly lower than other segments at 95% confidence

*Other ethnicities = Asian, American Indian / Alaskan Native, Hawaiian
Native / Pacific Islander, or Other



Leveraging images that create personalized one-to-
many visual experiences for consumers are central to
purchasing decisions. 30% of U.S. shoppers say they
will not make a purchase if images are missing or of
low quality, according to research from Salsify. When
you consider that nearly half of all product searches
start in an ecommerce marketplace, and 87% of these
searches start online in general, having images that
are tuned to the visual biases and preferences of
specific consumer audiences can have a major impact
on sales.

In this ebook, designed for ecommerce practitioners
within consumer goods brands and retailers, we
explore the results of Vizit and Path to Purchase
Institute’s consumer survey providing insight on how
hero, carousel, retail media images, along with video
and 360-degree images, impact consideration and
purchase decisions for shoppers on Amazon along
with other brick-and-mortar retailers. We’ll also
provide insights into how brands and retailers are
approaching their image creation and measurement
priorities.

Why Visual Content Matters




6 Traffic Drivers

Traffic Drivers

Hero and Advertising
Image Preferences
Across Amazon

As the U.S’s leading online retail website, Amazon is
a fixture for making and researching purchases.
Thus, standing out on an Amazon search result
page (SERP) is critical for a brand’s bottom line.
Consumers say that discounts, peer validations, and
images are key decision factors as they look for a
product on an Amazon SERP, outpacing even the
search position of a product.

Imagine for a moment that price didn’t matter to you when searching for a product on Amazon.

What then would most catch your attention and make you want to click on 2
particular product?

Product’s star rating

‘Best Seller’ or ‘Amazon’s Choice’ badge

Higher among Gen Z (47%),
Estimated delivery date —— Hispanic (52%) and Black
—— (51%) shoppers
Product of brand I've purchased before ”

Product appears in the top search results 18%
Heard of the brand, even if | haven't purchased it before ——» Higher among Baby Boomers (20%)
« . 5 Higher among Gen Z (17%)
Sponsored’ product badge — imes (13%)
‘Small Business’ badge

When you consider that reviews, badging, and delivery
dates are not completely within the control of a
brand, images are one of the few options that brands
could quickly optimize and have an immediate impact
on digital shelf performance.



On Amazon, consumers rely on images to replace
some of the touch and feel aspects of in-store
shopping. They value images that help them
understand the features of the product and clearly
depict the quantity they will be buying.

You said that ing an appealing i in Amazon’s search results catches your

attention. What makes an image appealing or interesting to you?

67%
58%
48%
. .

Shows relevant Clearly depicts the Stylized image with Product packaging is Shows a color
features of the product quantity or the product being appealing option | am
product size of packaging used interested in

In addition to the importance of hero images in
helping brands drive organic traffic, they also play a
major role in achieving paid traffic goals: They are the
number two driver of attention on Amazon
advertisements.

What is it about an ad on Amazon that most catches your attention and makes
you want to click on it to learn more about the product?

Offers a discount or promotion

Eye-catching image or video

Is a product | was already searching for
Introduces me to a new or unique product

Is personalized to my browsing / shopping history
Is a brand | know and trust

Reminds me of a product | have recently viewed

Features user-generated content or images / videos from
real customers

Is a new brand | haven’t heard of before




While ads on Amazon are certainly being noticed by
consumers, their appeal leaves a lot to be desired.
Beyond relevancy and promoting discounts,
consumers feel better imagery and more videos would
help make the advertisements more enticing.

Three-quarters of Amazon shoppers say they regularly notice ads while
shopping on the website or app, but only a quarter find them ‘very appealing
or interesting’

Do you ever notice advertisements How appealing or interesting do
while shopping on Amazon? you find product ads on Amazon?

Occasionally

17%

60%
3 26%
18%
8%
Yes, some
of the time

37%

Very appealing Somewhat Somewhat Very
or interesting appealing or unappealing or  unappealing or
interesting uninteresting unintersting

In order to improve appeal of their ads, Amazon shoppers want ads to be
more relevant to their shopping / browsing history or to what they are
currently searching for

How can Amazon make its advertising more interesting or appealing to
you?

Ensure ads are relevant to me
Features deals / sales / discounts 13%
Make them more visually appealing / eye-catching 13%
Less invasive / no forced videos / less as 1%
More / Better quality images and video 6%
Include real costumers using product / Customer reviews 5%
Features credible brands / products 2%
More to-the-point / More clear 2%
Feature variety of products 2%

Other 6%

BEQ)
Plece Har 3
dside BE
o Epanga, ,_u;’;': Expandap,
ime. 'ge

‘"Ms::‘s Clearance_ ff“‘” Expang,

“ntime, & '99age Serg
c

*

SPonsoreq @ “Orime

Mentos pyyr
ny

Hib
Selrazl:r( ;sa" Energy

a
Ty ::{f"""“--» Hibay g,
Prime

blabet
Prime

])[R KK OIRK S g,

" contorayg, 1 3N Me

Traffic Drivers 8

&8 .



Why Images Matter
Hero and Advertising

Image Preferences
Across Brick-and-Mortar
Retailer Websites

With $1.in every $5 spent on retail purchases taking
place online, images provide brick-and-mortar
retailers a way to entice consumers beyond margin-
decreasing price and promotional tactics.

1in 4 shoppers state that images are an important
factor in selecting products from the search results
e e ‘oC page of a brick-and-mortar retailer’s website. Image
. importance outranks consumer justification items
such as ratings, best seller badging, and sponsored
product badging.

What most catches your attention and makes you want to click on a
particular product when viewing a retailer’s search result?

Low price
Product or brand I've purchased before
Discount or coupon available

Local store availability

Appealing product or packaging image
Estimated delivery date

Product appears in the top search results
Ratings

Number of product reviews

‘Best Seller' badge

Heard of the brand, even if | haven't purchased it before

‘Sponsored" product badge

9 Traffic Drivers




When price and couponing are taken out of the
equation, nearly 1in 3 shoppers say that images are an
important factor in capturing their attention.

Differing from Amazon, customer loyalty was a top
consideration factor for shoppers utilizing brick-and-
mortar retailer websites. This points to an importance
for brands to quickly create feelings of relevance in
the lives of shoppers by leveraging packaging and hero
imagery that creates an emotional connection.

Imagine for a moment that price didn’t matter to you when searching for a
product on a retailer’s website. What would most catch your attention and
make you want to click on a particular product?

Product or brand I've purchased before

Local store availability

Estimated delivery date

Appealing product or packaging image

Ratings

Number of product reviews

Product appears in the top search results

‘Best Seller' badge

Heard of the brand, even if | haven't purchased it before

‘Sponsored product badge
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Differing slightly from shoppers’ image preferences on
Amazon, images that clearly depict quantities and
offer appealing packaging are important attention-
grabbing factors for shoppers when visiting brick-and-
mortar websites. This could be due to shoppers
looking to mirror the experience they feel when
browsing physical shelves.

Seeing an appealing product image in retailer’s search results catches your
attention. What makes an image appealing or interesting to you?

73%

Clearly depicts the Product packaging is Shows relevant features Shows a color options | Stylized image with
product quantiy or size appealing of the products am interested in product being used
of packaging
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Sweeten :
the season

Shoppers are noticing ads on brick-and-mortar
retailer websites; however, they are not impressed
with the appeal of these ads. Beyond price, ads with
eye-catching imagery or'V|deos, alqng with ads that' . N l_‘- =
feature user-generated images or videos, are capturing $10 REWARE‘ Q-

the attention of shoppers in this channel. PREPARED — ¢ & SR = =7 g

Three-quarters of shoppers say they regularly notice ads while shopping on
the website or app, but only a quarter find them ‘very appealing or
interesting’

How appealing or interesting do you find product ads?

18%

Very appealing or Somewhat Somewhat Very unappealing or
interesting appealing or unappealing or unintersting
interesting uninteresting

What is it about an ad on a retailer’s website that most catches your
attention and makes you want to click on it to learn more about the
product?

Offers a discount or promotion

Eye-catching image or video

Is a brand | know and trust

Is a product | was already searching for
Introduces me to a new or unique product

Is personalized to my browsing / shopping history
Is a new brand | haven't heard of before

Reminds me of a product | have recently viewed

17%

Features content or images/videos from

real customers 17% |

ﬁ'rpffic Drivers 12

V .




Drivers

Conversion Drivers
Impact of Carouse

Imagery and Vide

on Amazon

Similar to findings around hero image ability to drive
traffic and capture attention, carousel images rank
near the top of purchase decision importance when a
consumer clicks in and views an Amazon product
detail page (PDP). Combining product images, videos,
and reviews that feature images and videos, visual
content ranks second (41%) only to price (55%) in
purchase decision importance.

What are the main things you are looking for on an Amazon pr
page when considering whether to purchase it?

Price

Product's star rating

Product description

Estimated delivery date

Brand name

Number of reviews

Product images

Information about the ingredients or materials used

Available coupon or discount

Reviews specifically with video or images

Return policy

Product videos

Something else



A majority of consumers will view all carousel images

on a product page when deciding whether to purchase
an item on Amazon. Additionally, nearly one-third of

consumers looking to purchase a low-priced item and
one-quarter of consumers looking to purchase a high-

priced item will look at the first two or three images
in the carousel.

When viewing carousel images, how many images do you usually view when shopping for...?

Lower-Priced Items Higher-Priced Items

51%

31%

23%
15%
3%
I

All of them The first two Just the first | don’t look at
or three image the image

13%

All of them The first two Just the first | don’t look at
or three image the image

« Back to Results

Products Shop Services Contact

$199.95

Shipping

Black

$199.95
Wireless

Product Desc

Conversion Drivers 14




VIZIT

WATERPROOF"
IP67 RATED

*NOT DISHWASHER SAFE

When viewing images for both high- and low-priced
items, shoppers most often look to see product
features, zoomed-in images, or the colors and sizes
available.

What are you typically looking to see when viewing the image carousel for a
higher-priced product on Amazon?

specic feaures of he procct |
Zoomed-in image to better see the product m
Real-life customers using the product m
Badging or certifications
Stylized images of the product being used 24%

Product packaging [k

Made with

Zero Sugar
What are you typically looking to see when viewing the image carousel for a

lower-priced product on Amazon?

Specific features of the product Colors from

SPARKLIN Natural Sources

ICE

BLACK RASPBER

Zoomed-in image to better see the product
Product size or color
Real-life customers using the product 36 Fortified with

Vitamins and

Nutritional labels Antioxidants

*. ZERO SUGAR
WITH VITAMINS
AND ANTIOXIDANT

Product packaging 23%

Stylized images of the product being used

Badging or certifications

—

-
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Enhanced visual content tactics like product videos
and 360-degree imagery are valued by Amazon
shoppers. 79% of consumers searching for low-
priced items look at all or one of the enhanced
visual content assets, while 85% of shoppers will
view these assets for high-priced items.

Shoppers often look at 360-degree images and/or product videos if they are available,
particularly for higher-price items such as electronics or home decor products

Do you typically view 360-degree images or product videos when available on a product’s detail
page?

Lower-Priced Items Higher-Priced Items

51%
40%

22% 21%
- - i

Yes, | willview ~ Yes, | willlook  Yes, | will look N, I do not Yes, I willview ~ Yes, | will look  Yes, Iwilllook  No, I do not
360-degree at product at both look at either 360-degree at product at both look at either
images only videos only images only videos only

rsion Drivers 16




17 Conversion Drivers

Conversion Drivers
Impact of Carous
Imagery and Vide
on Brick-and-Moi
Retailer Website

When shoppers click into the product detail pages of
brick-and-mortar websites, the combination of
product images and reviews with videos and images
are important decision factors for 1 in 4 shoppers.

What are the main things you are looking for on an Amazon |
page when considering whether to purchase it?

Price
Product description

Information about the ingredients or materials used

-4
8
5
a
Fl
B
3
£

Local store availability
Product images
Product's star rating

Available coupon or discount

Estimated delivery date

Number of reviews

Badging or certifications

Reviews specifically with video or images

Recipes or ideas for how to use the product

»
°
g
<

Product videos



Similar to Amazon, a healthy majority of shoppers are
viewing all or multiple images within the carousel for
both low- and high-priced items.

When viewing carousel images, how many images do you usually view when shopping for...?

Lower-Priced Items Higher-Priced Items

51%

21%

13% 5%
All of them The firsttwo  Just the first | don’t look at Very appealing Somewhat Somewhat Very
or three image the images or interesting appealing or unappealing or  unappealing or

interesting uninteresting unintersting

When viewing images for a low-priced, high-frequency
product, shoppers want to see product features,
nutritional labels, and zoomed-in images.

What are you typically looking to see when viewing the image carousel for a
lower-priced product on a retailer’s website?

Specific features of the product

Nutritional labels

Zoomed-in image to better see the product

Product size or color

Real-life customers using the product

Product packaging

Badging or certifications

S I ‘
N

Stylized images of the product being used

_Conversion Drivers

N\




When viewing images for higher-priced, high-
consideration products, shoppers want to see specific
features and zoomed-in images, as well as images of
the products being used by actual people.

What are you typically looking to see when viewing the image carousel for a
higher-priced product on a retailer’s website?

Specific features of the product

Zoomed-in image to better see the product
Real-life customers using the product
Product size or color 8%

Stylized images of the product being used

Badging or certifications

“
'S

Product packaging

Similar to Amazon, many shoppers are looking at the
enhanced visual content assets, such as product
videos and 360-degree images, within carousels,
especially for higher-priced items.

Do you typically view 360-degree images or product videos when available on a product’s detail
page?

Lower-Priced Items Higher-Priced Items

51%
36%
24%
23%
- -

Yes, | willview  Yes, I will look  Yes, I will look No, I do not Yes, | willview  Yes, | will look  Yes, I will look No, I do not
360-degree at product at both look at either 360-degree at product at both look at either
images only videos only images only videos only
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VIZIT Visual Content
The Identified

Challenge and
Opportunity for
Brands and Retailers

A Vizit and Path to Purchase Institute survey of

ecommerce professionals from consumer goods and

retail brands revealed that these individuals see visual

content as the biggest opportunity to optimize digital
& shelf performance today. However, they also consider
oy o images the most difficult to measure.

Biggest opportunity for optimizations Most difficult to measure

Understanding the customer journey

IS
S
B3

Imagery / enhanced visual content 43%

Understanding the customer journey Imagery / enhanced visual content

IS
S
®

a B
5 K
B3

(S}
©
S

Retail media Cross-channel consistency

Price and promotions Sources of traffic

S
N
B

Search optimized content Search optimized content

Reviews Retail media

=)
X

N
@

Cross-channel consistency Content compliance
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Sources of traffic Price and promotions
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Content compliance Reviews
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These individuals are certainly rising to the
opportunity, investing more in visual content
production and retail media than in previous years.
However, their budgets for visual content
measurement tools have not kept pace. Essentially,
they are producing more content in the blind hope
that it will produce results.

How has your organization’s investment in these
areas changed in the coming year

. Increased . Stayed the same 1 Decreased
Tools to create visual content 772%
Analytics to test digital content pre-flight 27% 67% 76%

In place of more advanced visual measurement tools,

brands are still leveraging subjective and manual

reviews when choosing the visual content to flight on

the digital shelf. This leaves measurement to biased

internal conversations or traditional research methods
that cannot keep up with rapidly changing behaviors.

Strategies or tactics used to measure visual
image effectiveness pre-flight

Subjective internal team consensus 41%

Manual review of imagery across the

o
competitive set 36%

Review of previous content effectiveness 36%
A/B testing 28%
Data from partners 26%
Surveys 2%

Focus groups 17%

None, we don’t currently measure image
effectiveness pre-flight

Other - 4%

18%
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The Missing Piece:
Al-Powered Predictiv
Image Analytics

Predictive analytics are far from new. Brands employ
predictive analytics in several areas, including media
planning and buying, personalization tactics, campaign
implementation, account-based marketing, and more.
But a missing piece of the predictive analytics puzzle
has long been the lack of insights to measure the
effectiveness of visual content on the digital shelf for
specific audiences.

This is what predictive image analytics brings to the
table: It gives ecommerce and commerce marketing
teams Al-powered analytics that reveal which hero,
carousel, and retail media images resonate and
motivate consumers to view and buy online, all in real
time.

By simulating a target audience, Vizit's Al-powered
algorithms deliver image analytics and insights on
various aspects of images—quickly identifying which
images and attributes are most likely to capture
attention and resonate with specific consumer groups
on specific channels.



A New Approach:
Al-Driven

Understanding of
Visual Preference

Vizit uses Al to measure how visual content resonates
with consumer audiences by correlating patterns in
% visual elements with engagement levels on thousands
— of digital images.

Audience Profile & Digital Scroll

Vizit discovers and collects
thousands of digital images that
consumer audiences are exposed
to online.

Visual Dataset & Analysis

Vizit's patented Al algorithms
identify engaging elements of
visual content that are unique to
an audience.

add to cart

Visual Scoring & Benchmarking

Vizit models the visual
preferences of an audience and
scores new content for
effectiveness.

23 The Missing Piece: Al



£ Millennial Shopper

Image Maps

Attention Insights
Att 1sights show how

Audience Insights

Adding Predictive
Image Analytics Into

Your Workflows
Digital Shelf Monitoring

Proactively Measure and Monitor Images to Win on
Search and Market Share

As the last untapped digital shelf performance lever
with SaaS-based analytics for brands and retailers,
predictive image analytics can give you a powerful
advantage for your key search terms and categories.

Leverage Vizit in your digital shelf monitoring
workflows to identify:

« Whether image effectiveness could be impacting
slippages in search rank, traffic, conversions, sales,
and market share

» If competitor PDP optimizations or new product
launches are giving them a visual advantage over
your listings

 New image trends and visual tactics being utilized
by your competitors



Content Syndication and PDP .
Optimization

Know Your Visual Content Will Capture and Motivate
Sales Before It Is Flighted

Mainly due to the lack of real-time testing and
measurement, ecommerce teams are relying on gut
when choosing visual content to syndicate or flight on
product detail pages they worked so hard to optimize.

Leverage Vizit in your content syndication and PDP
optimization workflows to identify:

* The best hero image in your Product Information
Management (PIM) or Digital Asset Management
(DAM) system

* The number, types, and order for the images and
videos that best motivate specific shoppers to buy
your product

* The visual trends in your category and how your

. Millennial Women
| mages compare

Adding Visual Al to Your Workflows 25




Retail Media and Display
Advertising

Take a Full Funnel Approach With the Images Used in
Advertising and Product Detail Pages

With more retailers and brands relying on data-rich
retail media platforms, it has never been more
important to take a full funnel approach to the
imagery used with those campaigns—from ad to PDP.

Leverage Vizit in your advertising workflows to quickly
identify:

* The best advertising image design, call to action
placement, and copy location to motivate clicks

* The hero and carousel images that entice traffic,
conversions, and sales

* The best images to use on specific channels

Adding Visual Al to
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Image Creation

Save Time and Make Your Images More Impactful

Attention Insights

It has been difficult for ecommerce teams and

designers to quickly and effectively create images for
the digital shelf without a shared view of what “good”
looks like or real-time consumer feedback on designs.

Leverage Vizit in your image creation workflows and: R

» Understand not only what images are being used
by your competitors, but also how effective they
are in capturing attention and sales

» Test image effectiveness and view specific
optimizations (colors, angles, models, text
positioning) as images are being designed or edited e

* Create an ongoing benchmark of images used
during specific shopping seasons or with certain
retailers for design inspiration

Adding Visual Al to Your Workflows 27
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About Vizit
Bringing the Power of
Visual Al to Brands

and Retailers

Vizit knows the challenges brands and retailers are
facing. Our digital-first world has enabled unparalleled
connectivity, and the speed of innovation is increasing
exponentially, creating a competitive landscape unlike
anything we've ever seen. Brands and retailers must
not only act fast, but also must make decisions based
on valuable insights that reflect real-world scenarios.

Ecommerce teams are hungry for Al-powered insights
that can predict which visual elements and designs
are most likely to result in revenue-generating
outcomes. This is what predictive image analytics
delivers: the ability to test, optimize, and monitor
visual assets in real-time using Al-powered analytics.

With Vizit, ecommerce teams can measure, identify,
create, test, and monitor the revenue impact of visual
content for any retailer during all phases of the
ecommerce shopping journey—reducing costs,
increasing engagement, improving conversion rates,
and driving more sales at the speed and precision of
ecommerce.



VIZIT
About izit

Vizit is the global leader in predictive image analytics.
Vizit helps the world’s largest brands and retailers win
the race for consumer attention through a patented
Al-powered Visual Brand Performance Platform that
enables teams, anywhere in the world, to measure,
manage, and optimize their image effectiveness at
every step of the consumer journey.

Learn more at www.vizit.com

2 Millennial Shopper € Carbonated Drinks € None

Shopper

Image Maps ® Predictive Analysis
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Attention Insights

Attention insights show how consumers view specific contents of this image. 7( ; High
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Attention Map Focal Points (Beta)

Audience Insights

Audience insights show aspects of this image that your selected audie
visually engaging.




