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Connect to more shoppers, with more content, in more ways

Generate and collect Display and amplify Convert with shoppable content

Through social meda or the To sockal networks and the Bazasrvoke Impwe them to buy In the moment

nfuenster community Network of 2,300+ brand and retad sites
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Today’s discussion

User-generated content is the currency of the modern marketer and the key to standing out on the digital shelf.
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Traditional in-store shopping with a touch of digital

82%

Shoppers who research products
online before going in-store

50%

Shoppers who look online while
shopping in-store
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E-commerce spending YOY is increasing rapidly

Sales as a percentage of total retail® spend, 2011-2020
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Shopping without visiting a store

BOPIS and alternate fulfillment options are feading the way

Increase in digital sales:

U.S. store-based retallers offer

curbside pick-up services today. *

Im +135%' Im +194%’
I @ 9% I AL 3%
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Shopping without visiting a store

BOPIS and alternate fulfillment options are leading the way

Target added 10 million new digital guests in the first half of 2020.

Our safo 000 CONorsre savne-Aay Silment oferngs grow 2T3% and contirue 1 o
Dulkd Sunt Wi guosts.

@ Veowronmstgovnnoneln ot Il
dhweie  WHICH row more than T00%. a2 2020
@_0_ Yooe over-yoor Target sales AfBed by Shot grew more than 350%.
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E-commerce sales will continue to grow rapidly

Hodiday 2020 U.S. trends exemplify the transition towards a heawvily digitized retail landscape

US Retall and Retall Ecommerce* Holiday Season
Sales Growth, 2013-2020
Brick-and-martar retall will decline % change .

~5% to $822.79B

Retall e-commerce sales will jump

~36% to $190.47B

P . I% .
Total retall e.commerce sales 2013 2004 2018 2006 2017 2018 zm‘:eo
18.8% B Retall ecommerce* holiday season sales 7%
W Retail holiday season sales
1 Non-ecommerce sales
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Shoppers are changing their shopping behavior

Shoppers who have tried new shopping behaviors since the onset of COVID-19

75%

Three-quarters of
shoppers have tried a

new shopping behavior
since the start of COVID-
19,

New shopping method

Oviferent teand

6%

Diferent retader/stoce/ mebsite

Private label/store brand

25%

New digtal shopping method

20%

Iment 80 continue

73%

73%

79%

80%

80%
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A shift in purchase behaviors during the pandemic has led to
increased trial of new brands and products

90% 32%

2in 10 Influenster survey respondents stated they About one-third of shoppers on Influenster say they
are currently purchasing store brand products. purchase store brand products mest frequently. ¢

Private label brands are positioned for success and should capitalize en this eppartunity to win over shoppers
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Leaning into the permanent change

An evalved shopper purchase funnal with UGC at the epicenter of each itage
Search

Awareness

Consideration

o L

Shopper ceahuiles
FEwiEws on
DD TR LR

Friend gty aboul a
product on wocial

Shopapee lookcs ot
wrkua| UWGC

Shopper deckdes to
male & purchase
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Shoppers are seeking UGC first to evaluate options

87% of shoppers begin their product s

earch online

1. Search

Most-often used UGC when seeking advice or
Information during product selection

Reviews Photos and videos

28% @ 26% oy
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UGC Increases

your Findability

Original, recent content is a
contributing factor to Google
Search results
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Walgroens Beauty Hydrating Facial Mest reviews
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Walgreens-deydrating Facial Mist reviews, photcs, Ingredents
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Which would you choose?

With more products and ways o buy, how does your brand gain trust?

sam's club

"2 2 B R
Tyicn Homestys Boneless
Chicken Bites, Frozen (4 1b.)

sam’s club ) ¥
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I 302 Reviaws | 4 Arwwens | 4 Questions

[ 57 Reviews | ©Acswers | O Questions ]
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Shoppers embrace social media for shopping inspiration

Social channels wi ience purchase decisions long after the pandemic

Search

2. Awareness

Awmareness

Among U.S. Millennials

0,
83%
Over three-quarters of shoppers use Instagram 10 w

discover new products Loyalty

82%

of respondents indicated that social media is the

most common channel to get information about a

brand and its products
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Social media is your virtual endcap

Curalate, recently acquired by Bazaarvoice, seamlessly populates retailer sites with high-quality, shoppable UGC
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UGC plays an integral role in new everyday products

3. Consideration

E 1% ot ardy by while ealbing .3

Many Narth American grocery thoppers read
reviewsd befone they buy & new product GO

55% Ihoan Wity b 1R tmeawn whee Barying gre<erien onbea,

Qrver half of European grocery shoppaers read
reviews before they buy a new product
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The importance of UGC continues to increase for high-
consideration products

FTLCRERNLOKING

, =N

140% 164%

it in conversion rate ncrease on time on site
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Three pillars of a healthy ratings and reviews program

Best in class UGC programs drive maximum consumer confidence

Quantity

94% of shoppers 53y a product needs at
feast 10 reviews to consider the product

credible.! ’ Z“

|l
i

S—
Quality s =
75% of shoppers look for reviews with :::;-m review
three or more sentences. '
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Recency s ol
85% of shoppers consider how recently a ettt Organk reviewn In
review has been written to inform thelr the last %0 depn

purchase decision,”
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Shoppers want to engage with brands directly

5. Loyalty

87%

Most shoppers agree that a brand has to do something
In response to negative reviews on product pages. !

74%

Three-fourths of brands and retallers who maintain Q&A
On their product pages report seeing significant value in
It or consider It critical to their success, !

Ltamte i e €I ke e -

Shoppers want brand to:

* answer their questions and
* re5pond 10 negative reviews.

"

can in that matter;

® encouraging shoppers to review
preducts or share their purchases on
soclal and

o featuring UGC from fans across channels.
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Members actively share everything they buy on our platform

Baby care Beauty Apparel
S70K+ reviews 25M+ reviews 47K+ reviews
34K+ photos 2M+ photos 4.7%+ photos
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Food and beverage Spirits Pet care
7.6M+ reviews 1.3M+ reviews 800K+ reviews
225K+ photos 16K+ photos 36K+ photos
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Leading to a thousand of data points per member

Allowing brands to connect with a hyper-targeted audience of shoppers

Member profile and social score

Demographiks, psychographis,
location, shopping behaviors, et

Platform beand-related activity
Reviews, QRA, photos, videos, e1¢
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For instance, we know their preferences
and where they shop ¥ sk

30Y

Average age

71%

Shop for groceries at Walmart

48%

Shop at Target

75%

Cook at home at least 3x weekly

-t SEERE
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Generate new reviews and social UGC

Get your products in the hands of the right customers within the Influenster community

= [c A Deliver products to their doorstep

) . © o

Drive redemption in-store or online
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Generate new reviews and social UGC

Get your products in the hands of the right customers

Turnkey activations m

Motivated audience

Guided, gamified activity
Community promotion
Insights reporting

Content syndication Q
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Petsmart success story

Custom VoxBox

750

Bowes
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Rimmel success story

Custom VoxBox

+44%

sales lift
o :

2K

Bowes

15.7M

Impressions

2.4K

Sociat posts

1.2K

Reviews
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A seamless member experience

Send targeted Influeniter members in Participsnts share on socied,

Redomption

CashBack reenbories recipsents

Congeatuwiations!
Our records show
you

bock by comy

an octivity, Receiwe your

poyment now vio PoyPol
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Maidenform

tal CashBack Challenge

SUCCESS STORY

4M+

Impressions generated

430

Total reviews
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Maidenform

ptal CashBack Ch

mfluenster
SUCCESS STORY [g - .—— —
. e

aM+ 0 .....

Impressions generated

430

Total reviews
) KOHLS
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Maidenform

SUCCESS STORY

KOHLS

4M+

Impressions generated

430

Total reviews

1900 4000
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Key takeaways

Private Llabel bran 3 nd out on the digital shelf

Online shopping behavier and alternative fulfillment options are
here o stay

Shoppers are trying new preducts mare than ever before, especially
private label brands

By optimizing private label strategies now, shont-term switching
behavior can be transformed imo lang-term custormer kyalty

Get started
BAZAARVOICE.COM

Look beyond price and in-store shelf space 1o drive sales with
content that resonates with consumers

bozoarvoice



Get started

BAZAARVOICE.COM
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STOREBRANDS

Sam Mullenburg David Bishop Sam Gagliardi
Partnes Secior VP, Ecommerce,
crc 13 W Brick Meots Cick Consumer & Shopper

Bazsarvoice Marketing

Ensemblel() @
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