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Change: faster and more disruptive L4
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Social media and eCom convergence L4

Done @ ncontext-research.com 2A (,
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You will now be taken to TikTok.
Please look at the page as you would

Share of total U.S. digital ad revenues

40%
naturally.
After 90 seconds the survey will
automatically continue.
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Real Human Experience: &
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System O - Perception

= System O is a market research innovation in
which ads are tested in their natural
environment

= Results are far more predictive and reliable
than other approaches.




Real Human Experience

System 2

Thinking

Captures motivations, values
and conscious attitudes via
rational assessments

Desire

Attention

conscious

System 1

Feeling

Captures subconscious reactions,
that are difficult to verbalize.

System O

Perception

Taken in through senses.
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stimulus
stimulus
stimulus
stimulus
stimulus

STIMULUS

stimulus
stimulus
stimulus
stimulus
stimulus



&

eye square

Attention is the ability of humans to select
one stimulus over the other by...

 Mental integration of perception

| ‘(sysO)

* Emotion (sys1)

* Cognition (sys2)

e Desired Action



Real Human Experience =

How can we measure
on a more practical level what was meaningful?

“You are what you do, NOT what you say you’ll do.”

7/27/2023 eye square - Media Insights
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The Ad Netflix |

Live In-context Testing sooity [l
TikTok

Platform |
Pinterest @

o All platforms

0 Browser based
0 All ad-formats
0 Panel friendly

0 Fully automated
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Human Experience

In-browser experience

no application download necessary

@ 73% .

(4

15:33

4Back to Slack 17:07 - 4Back to Slack 17:16 -
recording.eye-square.com recording.eye-square.com
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recording.eye-square.com

P— 15:33 ° 72 %>
recording eye-square.com

recording.eye-square.com

You will now be taken to
Facebook. Please look at the
page as you would naturally.
After 90 seconds the survey
will automatically continue.

wew

ol Like ¥ Comment

| AddPhotos [ Location

[E) wmore

Suggested Post

ol Like ¥ Comment #» Share

Suggested Post

5 GooglePlay

Placeholder for your copy text Smart

When you drive a smart, parking spaces suddenly seem
to pop up all around the city

Get Ready With Me | My Morning Routine ~
ad | Tanya Burr
Tanya Burr - 340,257

iy 26440 & 827

+ < m

Back To School Makeup Tutorial |
Tanya Burr

h Like ¥ Comment

Ellen DeGeneres

How To Bake A Rainbow Cake |

ol Like Tanya Burr

m Epicurious

Apple pie season is right around the corner.

¥ Comment #» Share

This year's sponsor of #CatWeek is Bejeweled Stars! It's
the perfect game to play between cat videos.

ellen.tv/2dbwEeV
THTISSOT e

#ThislsYourTime

Tanya Burr & Zoella 5 Minute
Makeup Challenge!

ll Tanya Burr
1,443,948 views

Start in No app No login Original

mobile browser download necessary look and feel
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= Full control
& Real look & feel

& Browser based

In Context Research enables d Single Source data SEt

valid product and ad tests in
popular media contexts like

o ~ Fast & Scalable

In Context Platformis a
versatile, entertaining and
insight-strong experimental

« ¥

https://incontext-research.com/


https://incontext-research.com/

~
Behavioral Metrics "

Main
Metrics Table
YTexp 1 FBexp1
Information Exposure 1 1
ElementID YT FB
Visibility ad visible 97% 95%
: visibility duration 54s 23s
average visibility 35% 17%
B Cursor hovered ad 92% 50%
M o % W % am Bm Wm % A BE e o e 0 7m0k A 08 K 100K hover duration 24s 6s
o Clicked ad clicked ad 0% 13%
100% W Plaved 75% or more Video play video replay started 100% 100%
m - : ::: 22:1::: video replay duration 48s 20s
B Peved 1010 25% percentage of video
0% Plaved 10 10% viewed 37% 15%
e Audio play audio started 100% 13%
- audio replay duration 48s 11s
o Video skip skipped ad 65%
skip time 13s
o - o N 60 60




Real Human Experience ¢
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eCom

Amazon badges

Product Detail Page (PDP) optimization

Carousel Image testing

Ad2cart :

=  From the ad exposure to the eCom shopping cart
n Pack resign

14



Test In Natural Context G

—

ntext In Context
e ital = : Shopper

aA 8 browser-hub.eye-square.com G

G- re ACKSBORO Ad Effect

LEMENTARY

sCcHOOL
Now we would like you to conduct a /
shopping task. You will be directed to " -

the home page of Amazon.
Qv R

Please search for wet dog food and Y & 173,760 likes
explore the page as you normally jlo When we heard about the students and amazing
would. If you are interested in a teachars at Jacksboro Elsmentary in Tennessee, we

product or an offer you can click on it. View ‘ ) 2?44///////
You will automatically be redirected & 4 L R

to the survey if you put a product in adidasrunning Cani P s T ///
your cart OR after 2 minutes have y N Sraored ' Ve

elapsed. . s /

Ve \\ 1 . 4 - /
)

[ CONTINUE —
N
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eye square’s Live InContext
E-Commerce test environment

A unique tool for market researchers and brands to track purchase
behaviors and pre-test content, products, and visual executions on
retailer sites alongside their competitors.

Chocolove, Almonds and Sea Salt in Dark
Chocolate, 3.2 0z
sttt 2535
s 359

Ferrero Rocher Fine Hazelnut Milk

Chocolate, 18 Count, Chocolate Cand
@ Gift Box, 7.9 0z hi
(s) ssad 5519
5

842

® Understand the Path-to-Purchase

®* Test the impact of any product and page element

®* Tailor the digital shelf to your testing needs B = e e

Atk 2655
sy

Testing within retailer environments allows for recording natural shopper

) Dove Promises Peanut Butter ang, Da,

behavior and more accurate in-market results. as e




Real Human Experience

eCom

TOF BERAND

PLEDGS /
HHHHHHHHH
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~
Questions on Amazon Badges &
We answer

Behavioral in Live InContext
=  With which badges have the best chance to stand out and
convert shoppers in the competitive environment?

= Which badges increase page traffic? (click to PDP)

= What information is most important when selecting an
item ? (badge, price, ratings, reviews and images, etc.)

Kamenstein Revolving 20-Jar Spicy Shelf Deluxe - Expandable 12-Jar Revolving Spice Rack
Countertop Rack Tower Organizer Spice Rack and Stackable Cabinet & Organizer - Spinning Countertop ™ . 1 1 1 1
with Free Spice Refills for 5 Years, Pantry Organizer (1 Set of 2 shelves) Herb and Spice Rack Organizer with O Ut p Ut * M ea S u re I Ift I n CO nve rs I O n a S Wel | a S pa ge t ra ffl C
Silver - Asseenon TV 12 Glass Jar Bottles (Spices Not... ( H
i R click through from the SRP to the PDP.
Get it as soon as Sun, Dec 27 Get it as soon as Tomorrow, Dec 24 v
FREE Shipping by Amazon : ping by .f' ™ PREE Shipping o ardars over $25 shipped S u rvey
More Buying Choices by Amazon
$41.39 (21 used & new offers) MS el : ° °
$500% G et oo More Buying Choices = When an item has (badge x) how does this make you feel?

$21.29 (7 used & new offers)

(two dimensions: trust, potential to purchase)

18




Research Design Flow: Any device, no app downloads
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1. Screening

Respondents are recruited via a
trusted, quality panel

Screened by
* Demographics
* Shopping behavior
* (Category usage
* Brand awareness/usage

2. Shopping Task

e Respondents are given a shopping
task to be conducted on
Amazon/Walmart/ etc

e  Buying from a category they
normally buy

Shopping task data
e Share of purchase
e Time to purchase

e Durations on pages

3. Survey

Ratings and scales
e Sponsorship recognition

° Evaluation
° Influence

) Purchase motivation

Total duration: 10 minutes

19



Survey Flow

wi v -

AA @ browser-hub.eye-squarecom

Next you will be taken to Amazon.
Please search for headphones by
typing headphones in the search
box, and then add any product of
your choice to your cart.

Once you have added a product to
your cart, the task will end and
you will be re-directed

Privacy Policy

Screener and
Shopping Task info

LG ER e
Bazys
Taritie

Behavioral data:

* Click through to PDP
* Purchase rates

* Time image in view

When shopping for personal
care iterms on Amazon (2.
body wash, spap, shampoo,
ate), which of the following
alarmants are tha

most benaficial in halping you
decide which iterm vou'd like to
purchasay

Flease selact the TOP THREFE slerments

Data collected:
* Helping elements
* Product &

badge recognition

&
St

Now we have some questions
ragarding this product listing.
Flease indicate how you fee
about the preduct listing on
the scales below.

Data collected:
* Badge Influence
* Product ratings
* Badge ratings

Increasing involvement in test topic — more rational answers

1

eye square

Which one of these product
istings motivates you tha most
e buy the product?

Data collected:
* Forced choice &
Follow-Up (open)

20



Real Human Experience

Unsweetened OATMilk Dairy Free
507 FL 0Z (15L)
1243) o e d H

=  Product Detail Page (PDP)
optimization

‘UATMiIk

ISR OGP

&

eye square
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‘Shopping’ task design: L4
Test elements are injected into PDP

=  Shoppers are instructed to explore a
product page (PDP) as they normally

would
Please explore the next product sormor sy
ease explore the next produc FFL 5L
page as you normally would. [243) ek ok e I u ShOpperS are then IaunChed OntO d
If you would like to purchase the H H H
prgduct please add iI:to your cart. | SImUIatlon Of d retaller PDP
p(olé‘l:gtut;?fgﬁ : :;:: ;&::; ;?n‘:ply — . . .
K e bobtome et the g " e = |f they are interested in purchasing the

OATMilk

Please click "Continue” to begin.

product they add it to their cart, and if
not, click the “Return to Survey” button.

= “Add to cart” within the PDP ends the
task, or the “Return to Survey” button

= Once the task is ended, they are
redirected to the survey




Test everything on the pdp until L4
vou have the perfect page

Image and Video Gallery

Collection of product images where a shopper spends most of their time on the
PDP. The number of images and types will vary greatly depending on retailer
requirements and capabilities.

Product Titles
The product title varies on each retailer in length and content requirements and
is very important for search optimization.

Feature Bullets & Marketing Copy
Contains additional marketing copy and a list of the feature benefits of the
product.

Enhanced Content

Below the fold content tells a broader brand story and information about
additional brand products. This can include more rich content like video,
banners and lifestyle/aspirational imagery.

23
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Real Human Experience L4

Fruitables Dog Treats

eCom

= Carousel Image testing

amazoncom

am?zon.éonw :

Fruitables
Skinny Minis Learn More
Low Calorie Dog Treats

Fruitables Fruitables
Skinny Minis Learn More Skinny Minis Learn More
Low Calorie Dog Treats Low Calorie Dog Treats

P11 Shares.

® Comment  Share

24
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Key Metrics Measured for Carousel Images L4

Understanding user behavior is key to creating effective visual
content strategies.

Fruitables Dog Treats

Time each image is seen — measure of attention and interest in images

Order image is seen — understand users navigation patterns or flow of
attention to optimize placement

7

amazoncom = “ys. amazoncom

Fruitables
Skinny Minis Learn More
Low Calorie Dog Treats

Fruitables Fruitables
Skinny Minis Learn More Skinny Minis Learn More
Low Calorie Dog Treats Low Calorie Dog Treats

Which image was clicked on — understand which visuals are more likely to
capture attention and prompt engagement

Order image was clicked on - understand which visuals are more likely to
capture attention and prompt engagement



.
The further back an image is positioned, the less it is seen. ‘

eye square

Carousal image insights

Yet, specific lifestyle and benefit images break the trend of
shrinking viewing time.

WHAT CAUSES

HOW IT WORKS REPAIR
e o — ACID EROSION? YOUR ENAMEL

S0 minerals deep FOR STRONGER
ACTIVELY < o the enamel DENTIST & ) WiNE ACIDS BETTER-PROTECTED TEETH
REPAIRS > e o || Eieen >\K<r
ACID-WEAKENED % against the effects of #gd ) FRUIT ACIDS
ENAMEL 3 dietary acid 7 {
amazon Oz | [ )
Gently restores teeth healthy teeth B ' ) 4 \

to their natural whiteness

Behavioural Data

Il |
\G,?e;x mage 100% 77% 62% 61% 58% 57% 57% 55%
Duration of
gallery image 12.8* 0.7 1.2 1.4 .8 1.2 04 1.6

viewed (in sec.)

n=200 | *Viewing time of first image highest, as consumers also look at other elements on PDP.
26



Real Human Experience to test everything L4

New Products on Search Result Page (SRP)

I

- Product Images on SRP
El e —
% = Product Titles on SRP
= Ads on SRP
—— * Image Gallery on the product detail page (PDP)
—=IMINAI
@ —0 = Feature Bullets & Marketing Copy on PDP
7 [ -
aala = A+ Enhanced Content on PDP
E* *‘E;*E For fast and easy evidence-based decisions before roll-out on what drives conversion and build the brand

7/27/2023 eye square - Media Insights
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Shopping Task Procedure

AA @ browser-hub.eye-squarecom

Next you will be taken to Amazon.
Please search for headphones by
typing headphones in the search 4 Ge £0.99

box, and then add any product of /i wht A ‘:‘:“""‘"""
your choice to your cart.

Please click the button below to
continue.

Once you have added a product to
your cart, the task will end and
you will be re-directed

= \ N — R s -3
— il
£ savi Al , Sponsored s’gnaD o __./»LI‘
vings on Amazon's : ) 200 — L
i e bl b now - n:m:e Now Original Toothpaste, Pack VALUf"‘, D m
et PACK “cianole
] 100 mi)

£14.95 + £2.99 delivery

rivacy Policy i Pay £34.95 £0.00: get
4 the Amazon Cla

a €2

Get it as s
Delivery i

s 14-21 Aug. when you choose Standard
ckout, Details

Only 3 left in stock

Qty 1 Vv

Add to Basket

Buy Now

Respondents are Respondents are Respondents browse an Respondents can Once respondents
launched from a survey  redirected to the SRP where test stimuli  browse between SRP  select a product on the
to an instructions page country specificeCom  are embedded among and PDP and choose the SRP they are sent back
where they are asked to site where they search  30-100 other products desired product to the survey

complete a shopping for the category

task

28



Ad-to-Cart
Effect
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N
Study Flow:
From Ad Contact to Shopping Cart

I ERETRT Ba R L o, eye
o
L Square

4] B ertub e sose pom @ H

1 @ wshewspaeoom 0
of the following brands do you

amazon

‘our product
e Eal

9954

Formesg o peepe

Goasperasy
Maybelling Hew York Sger Sty
24 Lippperstift, Kr. 444 Coamic

Ad recall, brand image, relevant set,

Participants are asked to put a product in the cart from
the category of the ad they were exposed to on the social first choice

media platform (Amazon, Walmart, Target etc.)
(simulated purchase).

Live ad contact
(InContext Ad Platform)

7/27/2023 eye square - Media Insights 30
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1. Screener




Behavioral shopping metrics

Awareness (product in view)

Time of product in focus position view on the Amazon SRP

Consideration (visit product detail page)

Share of visitors converting to PDP

Purchase (add to cart)

Percent of shoppers buying the item

&

eye square

These three behavioral metrics
reflect the shopping funnel of the
customer journey in an online shop.

Behavioral data is the new ad
effectiveness currency that enables
superior sales prediction of ad
contacts compared to standard ad
effectiveness surveys.
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Amazon ad pre-test report

eye square

Control Test 3
KPI Overview
Shopping task KPlIs
Share of ) o
. 33%* 18% e Time ad in view
Sl el purchasers .

Task * Clicks on ad
Clicked on ad 10%* 6% *  Product purchased
Awareness 41% 48%*

’ - Survey KPls
Image 88% 85% 84% 91% - * Image
* Impact
Impact 76% 88%* 74% e Awareness

* Asset Evaluation
Evaluation 56% 66% 62% 67% 62%

Green cells indicate values above the average for the metric
Red cells indicate values below the average for the metric
* Significant difference. Chi-Square Test. p=0.05. n=600, n=100 per design route

33



Real Human Experience

eCom

Pack redesign
A/B test

Current

34
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Example: Package redesign

Current

Conversion funnel in A/B comparison

In view for more than 0.5 s on SRP Awareness 81% 90%

Clicked to PDP Consideration 21% 36%

Add to cart 10% 18%

The funnel shows the main differences between the A/B tested stimuli with regards. More specifically, it shows where one stimulus lacks in conversion power or
outperforms the other stimulus. This can lead to important learnings for a C variant or help to decide whether A or B should be implemented.



Our portfolio of retailer store replications
b getir ~.

T i

“ bol.com” >

ﬁuchu#ﬁ

LN

E.Leclerc
hud

amazon 9’ ‘1

‘&!‘ﬁf"“;
v —
® S

)
Walmart -,

~

VAR

3 P
&
, . C

... more coming




¥ Retailer Portfolio in more detail ¢$

eye square

New eCom platforms can be added on request

Retailer Regions supported available Mobile Desktop  Replication Mode
Coupang KR yes yes no basic
Shopee ID, PH, TH yes yes no basic
Lazada ID yes yes no basic
tmall China yes yes no complex
Carrefour FR yes yes yes complex
Tesco UK yes yes yes complex
AU, BR, CA, DE, ES, FR, GB, IE, IN,
Amazon Fresh IT, JP, MX, NL, US yes yes yes complex
AU, BR, CA, DE, ES, FR, GB, IE, IN,

Amazon IT, JP, MX, NL, US yes yes yes complex
Kroger us yes yes yes complex
Otto DE yes yes no complex
MediaMarkt DE yes yes no basic
Rewe DE no yes no basic
Target us yes yes yes complex
Auchan FR yes yes yes complex
Leclerc FR yes yes yes complex
Walmart us, MX yes yes yes complex
Coles AU yes yes no basic
Woolworths AU yes yes no basic
Smyths UK yes yes yes complex
Getir us yes yes no complex
GoPuff UK yes yes no complex

Costco us yes yes yes complex



. ° ° ° ° 1
KPI’s combine behavior & explicit data &

for a holistic understanding of digital asset impact

Behavioral Data: Shopping task Explicit Data: Survey

® Share of purchases ® Ease of purchase

e Time to purchase ® Recognition
e Product tile on SRP in view ® Image evaluation
" O - N
duration Communication
O Liking

® Product Detail Page views O Element Likes

e Durations on Product pages O Element Dislikes

® Below the fold duration and ® Enahnced content evaluation
share of viewers O Communication
O Liking

C Element Likes
O Element Dislikes
® Socio-demographics

The most important
indicator of image
performance is a clear
difference in the
share of purchase
in the retail environment.

When differences in
shares of purchase
between image variations
are narrow, explicit
responses can help
explain shopper decisions.

38



Take aways: q,
Real Human Experience . B

1.
Measure consumer behavior in a Live natural

environment where shoppers do not know what is
being tested for the most reliable insights

2.
Measure the value of your ads by their purchase

power if sales matter

3.
Purchase power varies on creativity and on each

platform

27.07.2023
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Meaningful

Attention

"worthless" vs. "valuable" attention

inconsequential vs. momentous attention

“Wasted time“ vs. “Time well spent”
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Meaningful Attention

Jeff Ephraim Bander

President eye square Inc.
+1917 523 0007
bander@eye-square.com

Berlin. New York. London.
India, Hong Kong, Tokyo

Thank you!


mailto:bander@eye-square.com
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