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SHOPPERS AREN'T PLAYING HARD
TO GET. THEY ARE HARD TO GET.

For most consumers, the typical path to purchase has become increasingly
complex as they are inundated with product choices, endless information,

and a barrage of advertising. According to marketing research firm Yankelovich,
shoppers are subjected to over 5,000 marketing messages every day?,
with most being interruptive rather than relevant to their wants or needs. Today's

consumers are always connected, but their attention is divided across a multitude

of shopping channels and devices. In turn, it is more difficult than ever for brands
striving to stand out in a noisy marketplace. To empower marketers to overcome this
challenge, Bazaarvoice has developed holistic software solutions and best-in-class
services that allow brands to find, reach, and win consumers in today’s overcrowded
shopping landscape.

In this e-book you will learn how a diverse set of brands partnered with
Bazaarvoice to successfully harness the power of consumer-generated content
(CGC) such as ratings, reviews, and curated visual content. With authentic CGC,
these brands were able to increase awareness, improve consideration, and drive
sales conversion while turning customers into brand advocates.
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BE FOUND, NOT FORGOTTEN

Driving awareness is one of the largest challenges brands faces.
This includes being discovered by consumers as they search for
the perfect product. Now, more than ever, consumers are taking
the reins and opting for a more self-guided path to purchase.

In most cases, this process starts with online search.
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on product pages. ——

When Friskies implemented Bazaarvoice Conversations, adding
consumer-generated review content to its product pages
increased organic traffic by 28%.
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Bazaarvoice research reveals that category-level searches represent 60-70% of all non-homepage
organic site traffic. An A/B test with Academy Sports and Outdoors showed that SEO results
jumped an average of 2.8 Google result spots when using Bazaarvoice Spotlights. This
equates to 2,676 shoppers per day, and nearly 1 million visitors per year.

Value-Driving SERP Rank

21-Aug 28-Aug 4-Sep 11-Sep 18-Sep
52

o4 Removed

5.6 Spotlights
5.8

6.2
6.4

6.6

Re-Enabled
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“Before Spotlights, we were optimizing category pages by
touching each individual page and writing content for it.”

—Napo Ghonda, SEO Manager, Academy Sports and Outdoors
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THE REVELATION OF RELEVANCE

While consumers are proactively searching for products on their own,
brands still need to be able to target them to raise awareness. Bazaarvoice
Advertising allows brands to find consumers that are currently in market
for their products, making their advertising efforts more relevant and less
interruptive. This relevance often leads to a more receptive consumer and
better campaign results.

Bazaarvoice is able to do this because of its unique first-party data,
collected directly from real in-market consumers, right as they are
shopping. This gives visibility into what an individual consumer is
shopping for, which brands they have considered thus far, and what
they have recently purchased across the web and devices.

This contextual data is invaluable when used to serve those consumers
advertising that will best speak to their needs, placing the right ad in
front of the right consumer efficiently cuts through the noise. Equally
important, this first-party data also ensures that brands are not simply
retargeting shoppers over and over, especially if it is for a product they
have already purchased.
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Smarter targeting of real-time shoppers drove results for Finish Line,
a leading sports apparel brand, with custom shopper segments.

In a head-to-head A/B test, segments built on Bazaarvoice first-party
data performed significantly better than segments built on traditional
third-party data. As a result, Finish Line’s display ad campaign
saw a return on ad spend (ROAS) rate that was 3.6x higher
using custom Bazaarvoice Shopper Segments built on
first-party data as compared to off-the-shelf third-party
audience segments. There was also a healthy 3.4x higher
view-through rate (VTR).

SHOP NOW AT

FiniskPtine SHOPNOW AT FinisF Line

2 FOR 35

O FREE
SHIPPING

SHOP NOW AT <
Finish*tine

“We're open
to trying new,
innovative
approaches, with
an eye towards
improved results.
Bazaarvoice made
it simple to get the
campaign off the
ground in a few
short weeks and
more importantly,
was able to clearly
demonstrate
results with their

unique reporting.”

—Lora Loesch, Director of
Digital Finance & Paid
Marketing at Finish Line
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EGO uses Bazaarvoice Advertising to efficiently reach and engage active shoppers who are truly
in-market for lawn mowers and other power tools. One 2016 ad campaign that EGO ran netted

a 200% lift in brand consideration, as compared to those who didn’t see the ad. Additionally,
by incorporating their authentic review content in Word-of-Mouth Ads, EGO was able to reach
shoppers with relevant and useful messaging to help guide them through their path to purchase.
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MOWER
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BE AN OMNIPRESENT BRAND
TO BUILD CONSIDERATION

As consumers comparison shop, brands need to be everywhere consumers
are in order to drive influence and build consideration. Syndication through the
Bazaarvoice Network allows brands to publish consumer-generated content on

multiple retailer sites to ensure it is seen and has impact.
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Solowave, a designer and manufacturer of outdoor living products, has leveraged
Bazaarvoice to syndicate more than 2,000 reviews across multiple retailer sites to
extend brand reach and increase sales. In addition to publishing ratings and reviews, and
curated consumer-generated photos, Solowave uses Bazaarvoice Connections to respond to
consumer reviews and questions directly on retail partner sites.
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Electronics and appliances brand LG also finds value in the
ability to provide answers to shoppers’ questions on retailer
sites, as it pays off directly in increased sales of LG products.
On one major retailer’s website, visitors who interacted

with the question and answer feature on LG product pages
converted at a higher rate and showed a higher average order
value than those who didn’t.

L6 fectronics
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L | X Doesthis have an internal water heater? 5
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“We're no longer

just relying on
people coming
back to our website
to get more
information about
the product they’'re
consideringona
retail site. If they
have one or two

questions they
need clarification
on, we're right
there to give them
the answers and
get them closer to a
purchase decision.”

—Bob Buhowski,
Digital Marketing Group,
LG
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WIN CONSUMERS WITH
TRUSTED CONTENT

Winning over consumers has become more challenging as they have
become increasingly savvy and skeptical of marketing messaging coming
directly from brands. This is evidenced by the fact that 81% of shoppers
conduct online research before buying®, and trust ratings and reviews over
3x more than traditional marketing®. As a result, shoppers are turning to
consumer-generated content like ratings and reviews, photos, and videos
to compensate for this trust gap.
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In the tremendously competitive market for running equipment,

Univers-Running relies heavily on consumer-generated “We worked
content to help consistently win the mindshare and wallets with another
of consumers. Since implementing Bazaarvoice, review solution
Univers-Running.com has seen a 110% uplift in the previously, but it
conversion rate among online visitors who interact was too simple.
with Ratings and Reviews or Questions and Answers Bazaarvoice goes
compared with those who don’t. much further than
collecting average
KlemAUC -ily a6 jours ratings and
1&re sensation agréable overall reVi ews.”
Amiens, France o —Arnaud Wolak,
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Smetome e e .
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\e /'/ Ao L[ [ I .
engineers who

provide us with
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de Uni ing.com: .
e ° service and
Cynthia Staff UR - Staff UR - il y a 6 jours . .
: ; ; innovative
Hello Clément ! Top, je te remercie pour ses premiéres
sensations évoquées et ses photos. J'ai hate de H
connaitre ton ressenti sur le terrain ;) SOIUtlons to meet
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courses !

Carrément, qu'elles ont de |'allure ! C'est vraiment une —Pauline Colasse,
chaussure de trail trés travaillée par New Balance,
Enjoy 3)

Marketing Manager,
Univers-Running
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comfortable bike and supertb per-
sonal service from your guide. Es-
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Bazaarvoice client Fat Tire Tours, which offers activities and tours in major cities around the world,
recognizes that CGC in all forms, especially visual content, is a great way to engage with consumers.
Using Bazaarvoice Conversations, Fat Tire Tours has collected thousands of reviews of

its tours and activities in Paris, Barcelona, Berlin, and London and shared them online

to much success — as demonstrated by a 49% lift in conversions among visitors who
interact with reviews.

Travelers’ photos and videos are just as important to Fat Tire Tours experienced a
Fat Tire Tours as reviews — if not more so, given the

emotional appeal of travel memories captured in 49%

pictures. With Bazaarvoice Curations, the company . .
displays guests’ photos and videos —and not just lift in conversions
those posted on the company’s website, but also images among visitors who interact
from Instagram, Facebook, and other social channels. with reviews.

15 bazaarvoice:
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GLAM
CORNER.
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from hers.” Sophie, Melboume great which makes you nervous when you
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ogaint xo" Flaur, Brishana

Similarly, the fashion rental brand GlamCorner

found that authentic consumer-generated content helped “Consumer-generated
them win customers over and give them the confidence to content is the single
purchase. After just three months of using Bazaarvoice most important
Conversations and Curations to collect and post driver of our

customer reviews, which often include photos business growth i
and videos, GlamCorner saw conversions increase
by 30%. Order volumes and revenue also grew
substantially. GlamCorner reported a 50% reduction
in returns and refunds within seven months of
implementing Bazaarvoice Conversations. Fewer
returns and refunds mean lower costs for GlamCorner and

—Dean Jones, CEO, GlamCorner

— more to the point — a better customer experience.
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CONCLUSION

Many brands are still adjusting to today’s marketplace, where consumers are in the driver’s seat.
While shoppers now seek the information they require to make purchase decisions on their own
terms, rather than being pushed marketing messaging, brands still play an important role in the
shopper journey. By leveraging consumer-generated content, brands can facilitate the peer-to-peer
opinions and recommendations consumers rely on. And, when brands need a scalable way to
systematically collect customer feedback and easily share it with other consumers — be it ratings and
reviews, photos or videos — they can rely on the software and best-in-class services of Bazaarvoice.

For more information, visit bazaarvoice.com/products.
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Bazaarvoice helps brands and retailers find and reach consumers, and win them with the content
they trust. Each month in the Bazaarvoice Network, more than one-half billion consumers view and
share authentic consumer-generated content (CGC), including ratings and reviews as well as curated
visual content across 5,000 brand and retail websites. This visibility into shopper behavior allows
Bazaarvoice to capture unique first-party data and insights that fuel our targeted advertising and

personalization solutions.

Founded in 2005, Bazaarvoice is headquartered in Austin, Texas with offices across North America
and Europe. For more information, visit www.bazaarvoice.com.
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