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2018 CONSUMER RESEARCH:

Why Product Experiences
are What Win Consumer
Trust in the Digital Age




BRANDS ARE BEING SQUEEZED FROM ALL SIDES

Pressure on margins within online retail, an increasing array of private labeled goods, declining in-store sales,

the growing popularity of native D2C and other upstart companies.

But underlying all these trends is the reality, confirmed by both
retail site behavior analysis and stated preferences, that today’s
consumers overwhelmingly value, and attribute brand trust, to a
good product experience. They are both willing to pay more, and
are likely to buy more often, from brands that deliver it.

For brands to build this trust with a great product experience, so
much relies on content, and this carries over to brands selling on
online retail sites.

A Salsify analysis completed in early 2018 demonstrated that if
you take two listings that appear side-by-side in an Amazon search
engine results page (SERP), the one with more images will convert
at a higher rate and outrank the competitor 53% of the time. In

the same way, a listing with more bullets will convert higher and
outrank the side-by-side competitor 51% of the time. And finally,

a listing with more reviews will convert higher and outrank the
competitor 58% of the time.

When brands deliver this experience on the product page, and
back it up with an actual product to match, consumers keep coming
back, write reviews, and create a virtuous cycle for the brand itself.
A survey of more than 1,000 U.S. consumers who shopped online
at least once in 2017, drives home the idea that eCommerce hasn’t
killed consumer loyalty or trust in brands, it’s just shifted that trust
from brand familiarity or visibility, onto more experiential terms.
Brands have a golden opportunity to drive higher margins and
more sales by focusing on online product content and delivering an
overall terrific product experience.
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https://www.forbes.com/sites/stevendennis/2017/03/17/the-inconvenient-truth-about-e-commerce/#21e6a40b1bb2
https://www.forbes.com/sites/pamdanziger/2017/07/28/growth-in-store-brands-and-private-label-its-not-about-price-but-experience/#39e8b8f4505f
http://internetretailing.net/2017/09/retailers-facing-decline-store-sales-ecommerce-continues-grow/
https://www.forbes.com/sites/shoptalk/2017/01/09/going-straight-to-the-source-todays-thriving-d2c-brands-threaten-monopolistic-industries/#750b41035190

Methodology:

Results highlighted in this report are based
off of survey responses from more than 1,000
US-based consumers who shopped online at
least once in 2017.

Age:

<24 11,

25-34 19",

35-44 17°,

45-54 22"

55-64 19°,

65+ 12",

Household Income:

< $20,000 11,

$20,000 to $34,999 11",

‘ $35,000 to $49,999 14,

$50,000 to $74,999 17*,

$75,000 to $99,999 15",

$100,000 to $149,999 18"

$150,000 to $199,999 8
$200,000 + 77,
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Consumers are open to individualized experiences

lee“ﬂeSS tO Buy Extremely likely - 78%
. OF CONSUMERS
with More Personally Very likely _ MORE LIKELY
TO BUY
Relevant Product Likely
Page COH’[GH’[ Less likely

(e.g. Images, Videos, Text, Reviews) Not likely at all
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Product content matters

Number of Photos 73%
Needed When OF CONSUMERS

NEED 3+ IMAGES

Shopping for
Any Product Online




Personal experience and user reviews matter most often—
more than traditional word of mouth

“What makes
you trust

a brand
online?”

33"

Had a good experience previously
Many good reviews 66"

Been around a long time

Friends and family recommend

Identified as a best seller

Social media popularity

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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‘Reviews and product information key for electronics category

“What's most important to you when buying electronics?” Number of reviews read when purchasing electronics

6" 3 9
20"
Bo
| ™

B 3+

B 5 ormore
. N/ A ZI::g:nbi::online)

74*

Plenty of positive reviews

Mnf'r information answers
your questions

Familiar/trusted brand name

Lowest price

2-day shipping

Great product images or videos

Same day delivery

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

~ SALSIFY



..Clothing shoppers are similar, with more price sensitivity

Number of reviews read when purchasing clothing

6%
14
I 13
. 5 or more
49" B A e
26

“What's most important to you when buying clothes on Amazon?”

Plenty of positive reviews

Lowest price
Mnf'r information answers your questions

2-day shipping

Familiar/trusted brand name

Great product images or videos

Same day delivery
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Price and brand trust are still paramount for household staples

“What's most important to you when buying household staples on Amazon?”

Lowest Price

Familiar/trusted brand name 55*
2-day shipping

Plenty of positive reviews

Mnf’r information answers your questions

Great product images or videos

Same day delivery

12*
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Number of reviews read when purchasing household staples
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Better reviews drive higher margins

“‘Between Better reviews 35
similar products Abrand name you trust 23"

online, which Reduced shipping cost

of the followi ng Product information answered your questions

has driven you No-hassle returns

to spring for a A product you've heard about from others

higher priced Quicker delivery

option?” it er pealUE (MagEy o vieses l >
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Brands need to double down on online retailers

All
consumers
15t or 2"
shopping/
research
preference

I Online Retailers

. Other

All
consumers
1St Or 2nd
buying
preference

I Online Retailers

. Other

69"

Where do you plan to do
more shopping in 20187

On retail websites
In stores

On brand sites (e.g. Nike.com)

Via search engine (e.g. Google Shopping)
Limited-time offer services (e.g. Rue La La)
Via dedicated apps (e.g. Wish)
Subscription services

Social Media

Via voice (e.g. Alexa)

10% 20% 30% 40% 50% 60% 70% 80% 90%
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...but not neglect in-store buying experiences valued by
millenials/Gen Z as much as older consumers

60

#1 Buying
preference by o

age range 32 34
30
20"
10*
o

<24 25-34 35-44 45-54 55-64

50

Il Online as Top Choice to Buy [l In-Store as Top Choice to Buy
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Amazon and Google remain tops for product search and research

50
i ar M 2017
40" Wl 2018
“Which shopping 30
pattern best matches 20
your behavior?” o ;
3
o - §
Start my search on Start my search on Amazon
Amazon and buy Amazon and buy somewhere else

41

Start my search on Amazon and buy on Amazon

28

Start my search on Google and buy on Amazon

Start my search on Google and buy on elsewhere _ 16*
Start my search on another retail site and buy on that retailer’s site - 7

Start my search on another retail site and buy somewhere else

Start my search on Amazon and buy somewhere else . 3*



..and Amazon and Google are what most consumers trust, more

than brands

“Who do you

trust most to give
you the most
useful product
information or
recommendation?”

Amazon

Google

A brand

Other retailers
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40%

50%

60%
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