THE

PRO
CON

New data on what the
Best of Breed Brands are up to
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Detailed product content is the #1 reason consumers
push the buy button.

What are brands doing to meet that demand and
get prepared for the future of ecommerce?

We asked Echo Cove Research to find out.

They surveyed 200 people with ecommerce
responsibilities at brand manufacturers.

(Insert Law & Order sound here)

eSALSIFY


http://hubs.ly/H01nbS10

Consumers care about product content.

MEN’S FULL ZIP
SWEATSHIRT

OF CONSUMERS

say that detailed product
content is their #1
purchase criteria*

*comScore/UPS Pulse of the Online Shopper Study, 2015 e SAESEE
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But brands care a lot LESS.

Only

43 %

OF BRANDS

believe consumers
buy based on product
content
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FRIT FierceRetaillT ©FierceRetaill T
I Kroger To Suppliers: From Now On, Give Us Your Product Data Electronically.

tinyurl.com/mq295fth

* v

PureClarity @PureClarityNews
Staples invest in personalisation to ensure "businesses are shown relevant

content, product recommendations & offers" retailingtoday.com/article/staple...

* X/ v

Retail TouchPoints @RTouchPoints

I R O D U C I WalmartLabs Rolls Out New Product Content Collection System ift.tt/1NwPmrS
* 3 v

. GS1UsaGsi Us
@1 GS1 US aims to Ramp up Retail Grocery Initiative in 2015 ow.ly/ILhXO via

*  @CPGmattersEzine

Top retailers know product content “ £3 3 v
makes consumers click Buy. That’s Marketing Land \iarketinglanc

o e ege 4. Weekend Review: Google Launches Manufacturer Center To Standardize
Why th ey have Stl’ateglC Initiatives to - Product Data by @ginnymarvin mkind.com/1CWLBM2

o 3 10 ¥ 3 cos View summary

collect more content from the brands.
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Retailer Deadlines
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TOP SELLING PRODUCT
'



http://hubs.ly/H01nbS10

Today, there is a balance between
offline and online channels.

67%

22%

(1N (1N

WHOLESALERS INDEPENDENT MAJOR
& DISTRIBUTORS OFFLINE OFFLINE
RETAILERS RETAILERS

50%

30%  25% 1o

THEIR OWN MAJOR ONLINE MAJOR INDEPENDENT
WEBSITE MARKETPLACES RETAIL SITES RETAIL SITES

(AMAZON, JET, ETC) (WALMART.COM,
TARGET.COM, ETC)

3%

OTHER
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www.brand.com

T

plan to sell more
SKUs through their
own website

But the future is all about online:
more channels, more content, more sales.
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plan to sell more
SKUs through major
online marketplaces

a™

plan to sell more
SKUs on major
retail sites

plan to sell more
SKUs through
independent retailers
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We'll start to see suppliers becoming retailers.
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0%

OF BRANDS

not selling through their own
website will start in the

next 2 years
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BRANDS
READY

NO.
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My organization knows how to capitalize

on the growing ecommerce and mobile
commerce markets.

Only

9%

OF BRANDS

113222
e 24238
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My organization is ready to adapt to
future shopping channels.

Only

25%

OF BRANDS

113222
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And then there’s the demand for product content from
consumers, distributors and retailers.

ACCORDING TO MCKINSEY & COMPANY:

The best performing CPG companies are pushing
the boundaries of the ‘perfect page’ online by
providing rich product information and content
that also helps deliver search results that are

more favorable to their company.”
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There is room for improvement in
my organization’s product content

9% + d
d d

OF BRANDS .

agree
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Improving our product content
management process is a top priority for my
organization.

OF BRANDS

g0, 41221
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agree
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BREED

Product Content Management System
(PCM)

A centralized platform for
the creation, management,
and sharing of product

content Color
Weight

465 products ready for mark

Product ID
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Best of Breed Brands with a PCM system feel much
better about their content accuracy.

57%
V

44%

OF BRANDS
WITHOUT A PCM
AGREE

B =
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Best of Breed Brands are more prepared
to handle retailer content requests.

48%

Retailer Deadlines
36%

OF BRANDS
WITHOUT A PCM
AGREE
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Best of Breed Brands get
to market faster.

1007

PASY

OF BRANDS
WITHOUT A PCM

AGREE .SALSIFY
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Best of Breed Brands know that
great content drives sales.

68%

44%

OF BRANDS
WITHOUT A PCM
AGREE
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Best of Breed Brands know they can capture
the eCommerce opportunity.

45%
24%

OF BRANDS
WITHOUT A PCM .
SALSIFY
AGREE



http://hubs.ly/H01nbS10

Best of Breed Brands
embrace new channels.

48%

19%

OF BRANDS
WITHOUT A PCM .SALS,FY
AGREE
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https://twitter.com/intent/tweet?text=Check%20out%20this%20great%20ebook:%20Become%20a%20Best%20of%20Breed%20Brand%20by%20gaining%20"The%20Product%20Content%20Edge"%20-%20http://bit.ly/1Mk7aVp%20via%20@salsify
https://www.linkedin.com/shareArticle?mini=true&url=http%3A//info.salsify.com/ebook-the-product-content-edge&title=New%20Ebook%3A%20%22The%20Product%20Content%20Edge%22&summary=Check%20out%20this%20great%20ebook%20from%20Salsify%3A%20Become%20a%20Best%20of%20Breed%20Brand%20by%20gaining%20%22The%20Product%20Content%20Edge%22&source=
http://blog.salsify.com?utm_campaign=Market%20Research&utm_medium=ebook&utm_source=ebook%20referral_blog
http://www.salsify.com?utm_campaign=Market%20Research&utm_medium=ebook&utm_source=ebook%20referral
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