MULTICHANNEL
MERCHANT

. E'COM M E RCE Multichannel marketers are embracing

video, SEO and social media, among other trends and tactics.

But interest in mobile, PURLSs and live chat is lagging.

ONLINE SALES But are multichannel mar- For instance, respon-
HAVE BEEN A keters making the most of  dents are measuring their
BRIGHT SPOT for the Web channel? They're  search efforts not just by
many multichannel sellers  making good progress, sales, but by traffic, click-
in recent years. And as the  based on respondents to throughs and conversions.
recession finally comes MULTICHANNEL MERCHANT’s And they are trying to

to an end, e-commerce Outlook 2010: Preparing improve their search en-
will likely continue to be a  For The Upturn industry gine rankings by optimizing
channel of growth. survey on E-Commerce. landing pages, using video,

Where respondents are Where respondents are

spending their marketing directing their PPC budgets
search budgets

10.35% [ < o7/

Google Yahoo Microsoft
AdWords Search adCenter
PPC SEO Marketing (Bing)

Mean percentage of search budget spent Mean percentage of PPC budget spent
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blogging and increasing
pay-per-click terms.

The fact that 66.4% of
respondents plan site rede-
signs in the next 12 months
shows that most under-
stand the need to keep up
with online advancements
to be competitive.

SEARCH Respondents
spend a mean 22.42% of
their overall marketing
budgets on search market-

ing. Within that, they are
spending a mean 36.7% on
PPC and 34.9% on SEO.
And Google AdWords
is still king: Respondents
spend a mean 50.9% on
Google AdWords, and a
mean 10.35% on Yahoo
Search marketing, and a
mean 6.97% on Bing.

What are merchants spe-
cifically tracking with their
SEO and PPC efforts? Just

Which of the following are you
tracking specifically with your SEO
and PPC efforts?

Percentage of respondents

B 15.4%
41%
lifetime value
Bounce rate 39.2%
abandonment rate 36.3%
Conversion rate 65.6%
None [N 16.5%

Totals do not equal 100% due to multiple answers

Offline
purchases

Percentage of customers
that are new-to-file

Customer

Shopping cart

771%

Google
Analytics

Totals do not equal 100% due to multiple answers

over 65% said they look at
conversion rate, while 41%
are looking at the percent-
age of customers that are
new to file.

A little more than 39%
said they track bounce rate,
36.4% review cart abandon-
ment rate and 34% look at
customer lifetime value.

Merchants are also tak-
ing advantage of free tools
for analytics. More than
three-quarters, or 77.1%,

Most popular products/
vendors for Web analytics

Percentage of respondents

Webtrends Omniture

Site Catalyst
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indicated they are using
Google Analytics, a free
service. When it comes
to other analytics, the
falloff is significant: 12.4%
are using Webtrends, and
11.9% are using Omniture
Site Catalyst.

What's not hot? Appar-
ently, affiliate marketing
and online display ads are

not very important to mer-
chants. A fifth (21.4%) of

respondents gave online
display ads a10n a scale
of 1to 10, while 22.8%

gave affiliate marketing a 1.

And 17.9% of respondents
rate sending offline traffic
online a1.

Personalized URLs have
yet to catch on: 62.3% of
respondents are not using
them. But 22.7% of those
using PURLs said they are
using them to track con-

How are you using mobile commerce?

Percentage of respondents

We have an I 6.5%

m-commerce site

We use mobile advertising to 10.7%
promote sales and special offers L7

We use mobile search ads I 1.4%

We distribute mobile coupons I 2.8%

We have an iPhone app I 6.1%

for other mobile devices
mobile commerce 79.4%

Totals do not equal 100% due to multiple answers

We have search apps I 1.4%

How respondents use rich media

Percentage of respondents

Product o
visualization tools 17.7%

Zoom 19.1%
Alternate views 20.5%
Product demonstrations | [0 578
Video

Widgets 14%

We are not using )
rich media 38.1%

Totals do not equal 100% due to multiple answers
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We don't have user-generated

sumer activity and prefer-
ences, 21.3% to tailor con-
tent and offers to individual
customers, 14.5% to boost
catalog or e-mail response
rates and 15.5% to gather/
update key customer data.

NEW TACTICS AND
TECHNOLOGIES Mobile
commerce is not making in-
roads yet, at least with our
survey respondents.

Nearly 80% (79.4%) said
they are not using m-com-

User-generated content respondents

include on their site

Percentage of respondents

Customer reviews/ratings

Photos 28.1%

Videos 21.7%

Testimonials

Integrating Share This/
Facebook/Tweet This

Blog comments

17.5%

Forums
Surveys and polls

24.4%

27.6%

content on our site

Totals do not equal 100% due to multiple answers

merce. A scant 6.5% did
say they have a mobile site,
and 6.1% said they have an
iPhone app.

What's the hold-up with
mobile? At a recent Web
convention, Jay Scannell,
vice president-Internet
technology at SkyMall, said
carriers are not keeping

up with demand in an era
of 3G iPhones, BlackBer-
rys and Androids. This is a
problem, because consum-

43.8%

E-mail

SEO

Social media

Paid search

Sending offline
traffic online

Affiliate marketing

Online display ads

Marketing to
shopping-cart abandoners

ers are finally starting to
embrace mobile: Halley
Silver, director of online
services at baking prod-
ucts merchant King Arthur
Flour, said her company’s
m-commerce traffic qua-
drupled in 2009.

While most merchants
said they are using rich
media, a surprising 38.1%
said they are not. Of the
merchants who are using
rich media, 46% are using it
to add video to their sites.

The most-valuable online strategies

-

o

Y

.\‘ !
~
©

Mean rating on a scale of 1-10 (10 most valuable)
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Video engages consum-
ers, according to Online-
shoes.com product market-
ing manager Jimmy Healy.
Last year, customers who
watched Onlineshoes.com’s
videos converted 45% high-
er than the site’s average.

Merchants are taking ad-
vantage of user-generated
content—72.5% of respon-
dents include it on their
sites. Testimonials are at
the top; 44.7% said they
use them, while 43.8%
say they include customer

Aside from e-mail reminders, how

reviews and ratings. Blog
commenting is allowed by
34.6% of the merchants,
and 31.8% have integrated
the ability to share content
on Facebook or Twitter.
More than a quarter of
respondents (28.1%) allow
users to post photos, 21.7%
allow users to post video
and 24.4% have surveys
and polls on their sites.

What about social media?
On ascaleof1to10in
importance, with 10 being

respondents are marketing to
shopping-cart abandoners

Percentage of respondents

Pop-up window reminder . 9.2%

Live chat I 5.3%

Telemarketing . 10.2%

Special offer via e-mail 26.2%

Other (please specify) I 2.9%

59.7%

We do not market to people
who have abandoned carts

[ Yes
B No
I No, but considering it

most important, the mean

rating for social media was
5.76. Though 12.2% rated it
a10,9.4% gaveital.

So what social media
platforms are merchants
using? Nearly 70% are on
Facebook, while 57% are on
Twitter. A third (33.2%) are
on LinkedIn, 30.4% are on
YouTube, and 28.5% have a
company blog. A look at the
business-to-consumer re-
spondents shows 74.8% are
on Facebook, compared to

Are you using live chat

on your site?

Percentage of respondents

18%
28%
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63% of business-to-business
respondents. The b-to-c
merchants are also twitter-
ing more than the b-to-b
merchants as 61.5% of con-
sumers merchants tweet vs.
50% of business responders.
Nearly 29% of respon-
dents have a company blog.
Who is the primary author
for those with blogs? A fifth
of participants with a blog
(20.5%) said a designated
employee handles the du-

Type of alternative payment
options merchants provide

(1)
Al 14%

respondents
P L 121%

ties, while 17.4% said the
president or CEO does the
blogging. Just 4.6% said
the blog was ghostwritten
for the president/CEO.

dent
respondents - 14.1%

[ ] None

B Bill Me Later
[ ] Google Checkout [l PayPal

I Not at all concerned
I Not very concerned
[ Somewhat concerned
[ ] Extremely concerned

Why did merchants get
involved with social me-
dia? Most respondents
(58.7%) said they wanted
to interact with customers,
53.9% thought it would be
a good prospecting tool,
and 38.3% wanted to moni-
tor what consumers were
saying about their brand.
But only 11.7% of the
respondents say they are
extremely satisfied with
their social networking,

How concerned are you
about online fraud?
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while 62.2% are somewhat
satisfied. Why?

Some respondents said
they have a lack of resources
which keeps them from
keeping up, others felt that
for their specific industry, it
was a big waste of time.

E-MAIL MARKETING
STILL MATTERS The
most important component
to merchants’ online strat-
egy is e-mail. On a scale of
1to 10, with 10 being most

important, 33.6% of mer-
chants gave e-mail a 10, and
79.9% of merchants rated
e-mail a 7 or higher.

SEO also received high
marks: 25.9% of respon-
dents rated it a 10, and
64.1% gave it an 8 or above.

But transactional e-mails
are not that popular yet:
41.8% are not using them.
Transactional e-mails—or-
der confirmations, shipping
notifications, billing state-
ments, and the like—are

How are you using personalized URLS?

Percentage of respondents

To tallqr cgr}tent and offers 21.3%
to individual customers

To track customer 22.7%
activity and preferences .
To boost catalog or 5
e-mail response rates 14.5%
To gather/update
key customer data 15.5%

Other (please specify) I 1.4%

known to have appreciably
higher open rates than mar-
keting e-mails.

These messages can bol-
ster a brand’s relationship
with the recipient and even
encourage additional sales,
so interest in transactional
e-mails should pick up.

Somewhat surprisingly,
merchants also do not feel
it’s important to market to
shopping cart abandoners,
as 26.6% rated that a1in
importance.

Worse yet, 59.7% of sur-
vey respondents said they
do not market to shopping
cart abandoners.

ceneneh

Do you sell via
transactional e-mails?

Percentage of respondents

- Yes
o

- No, but considering it

We are not using PURLs

Totals do not equal 100% due to multiple answers
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Are you planning to redesign your

CUSTOMER SERVICE Website in the next 12 months?

Percentage of respondents

Live chat is one of the
most talked-about new
customer service tactics,
but it's also not happen-
ing here: Just 18% said
they are using live chat,
although 28% that are not
now are considering it.

When it comes to taking If yes, what are the goals of your site redesign?
payment from customers,

42.1% Of merchants Said Update or refresh the look of the site
they dO not OH:er alterna' Increase use of personalization
tive payment options. Of Improve SEO
those that do, 46.3% accept Make navigation easier
PayPal and 14% accept Bill Speed up/refine search function
Me Later. Incorporate social media elements

Add advanced merchandising features
HOW big a concern is on- Increase conversion rate

line fraud? Not that big,
considering the plural-
ity (43.3%) said they are
“somewhat concerned”

about online fraud, while What functions do you plan to add to your
Website in the next 12 months?

Totals do not equal 100% due to multiple answers

20.5% are “extremely
concern ed ," an d 29. 8% Percentage of respondents

say they are “not very More social media tools 55.2%

concerned.” Video Gl
Triggered e-mails 39.8%

R E D ES I G N S AbO ut Advanced search/more search capabilities 39.3%

Blogs or forums 36.8%

d h Customer reviews/ratings 33.8%
o,
(66'4 /°) said t ey are Personalized recommendations 33.8%

plannlng a redeSIgn in the More analytical tools 32.8%
next 12 months. Of those, Dynamic images 28.4%
66.7% indicated they are Live chat or click-to-call PYWIA

Totals do not equal 100% due to multiple ariswers

two-thirds of merchants
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doing it to refresh the look of their
site, while 60.7% are hoping it will
improve SEO, 57.7% hope it will ease
navigation, and 53.6% hope it will
increase conversion rates. Just over
45% said they will incorporate social
media elements, and 35.7% are go-
ing to add merchandising features.

As for functions merchants say
they will add in the next 12 months,
55.2% want to add more social me-
dia tools, 42.3% want to incorporate
video, 39.8% want the ability to offer
triggered e-mails, and 39.3% want to
add advanced search or additional
search capabilities. ®

What social media is your
company actively involved in?

Percentage of respondents

Facebook 69.6%
Twitter 57%
LinkedIn 33.2%
YouTube 30.4%
Company blog 28.5%
\CUER 1 8.7%

MySpace [Jl12.1%

Niche network that o
targets our customer base . 7%

Fiickr [J|5.1%

Totals do not equal 100% due to multiple answers

On December 17, 2009 an e-mail invitation was sent out from the edi-
tor of Multichannel Merchant to subscribers to the print publication. As
an incentive to participate, survey respondents were offered the op-
portunity to win one of four $50 Amazon gift certificates. Subsequent
mailings were sent to subscribers of the Multichannel Merchant MCM
Weekly, i-merchant and O+F Advisor e-newsletters.

By February 21, 2010, the dosing date of the survey, 886 responses
had been received. Of those, 594 (77.5%) indicated that their company
marketed products directly to consumers andfor businesses Ihrough a
print talog and/or e-commerce Website, and those active respondents
formthel)asiso[ﬂmresuhtothesurvey.

Why did you get involved in social media?

Percentage of respondents

To engage conversation o
with consumers 58.7%

To try to prospect
for new customers

To monitor what consumers
are saying about my brand

To announce offline offerings

To distribute coupon codes

We are not using
social media

Other (please specify) . 4.9

Totals do not equal 100% dus

How merchants rate their
satisfaction with social media vs.
their expectations

Percentage of respondents

62.2%

19.1% 6.9%
/1

Not at all
satisfied

Extremely Somewhat

Not very

satisfied satisfied satisfied




