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Times Have Changed

() 7
—_—

1977

2009

Data Collection Services Online Panel Passive Digital Tracking Thought Leader in
Founded in San Diego, CA Developed with ZQ Intelligence Path to Purchase



Path To Purchase Infographic

Using Luth Research's ZQ Intelligence we tracked consumers on their path to purchase for beauty products.
zalntelligence ZQ Intelligence captured not only their digital journey across all devices but also used survey research to answer
they live+4youlearn  some of the “why” behind their behaviors. Thousands of touchpoints were collected. Below we showcase the
research ones relating to beauty and illustrate the rich insights gained with ZQ Intelligence

Beauty Path to

Julie is in her early 30s and works fulltime digital moments across all devices

She spends considerable time reading articles about and [nnins
celebrities and beauty and healthcare, She likes offers of

free samples, which help guide and shape her beauty journey, m searches on search enging

She is also a price comparer and will not make a purchase

unless she knows she is getting the best deal. Below -
highlights her beauty journey over a two-week period. digital moments related to heauty
25 34
ONE WEEK LATER s Winces
Checking After 3 minutes. Julie returns to her email and browses articles She ends her day Julie Google searches Search takes . Q@ -
email (PC) comparing products on Pop Sugar. Spends § minutes on an by setting up a (tablet) “free Stila products her to Sephora.com and
Julie clicks on » she purchases a » article about women's health on Shape.com » grocery delivery and samples.” Free Birchbox.com where she spends
a special beauty case using the and 10 minutes on recipes on for the next mples are an incentive to 2.5 minutes and 3.4 minutes,
offer. emailed coupon Betterhomasandgarden.com. afternoon Julie throughout her journey. respectively, looking at their

"What's New" and
m ‘Brands” pages.

She then goes to Several days later (PC), Julie checks her email At the end of the day, Julie uses her phone 20 minutes is spent on Sticking with the

Google where and reads a few articles on US Magazine.com, for an hour looking over her myfitnesspal soclal media (Facebook Sephora page, Julie

she searches spends ten minutes on Facebook before visiting « app and logging what she ate during the and Instagram) and some « spends 1.5 minutes

same product com where she h day. Lastly, she walches her favorite show, time on her personal on a specific brand page but

name (clearly for ™ ; The Crown, on Netflix on her PC. + 44  banking page does not make a purchase.

price checking) Waltarproo Q

and from there eyebrow gel

lands on the

Amazon page for

similar products

and adds the

eyebrow gel to Later that week, Julie reads an article on She spends the next 10 minutes shopping for clothing After 16 minutes reading emails and

her cart. usmagazine com about Megan Markle's wedding beauty and beauty items on sale between the two sites checking Facebook, she spends time
» prep followed by @ visit to beautybox.walmart.com where » victariasecret.com and gap.com. She makes a » looking at Fall fashions on Pinterest and

amazon she takes a survey and makes a purchase for eye purchase in the beauty category on victoriasecret.com shopping for shoes on

p— ) shadow and lip liner. but does not make a purchase at gap.com. Nordstrom.com

Walmart

TWO DAYS LATER

After another Google search, Julle reads an article on
goodhousekeeping.com about the “best hair ! i
straighteners." and looks at 11 different photos. She <4 best rating flat iron” again and «

returns to Google's search results and reads an article clicks her results to read an article on
Allure com titled

on
Cosmopolitan.com Best Fat Irons
for best hair for Healthy Hair.

straighteners, views
six different photos.

Google takes her to Amazon.com flat Two days later on her A survey deployed by Luth Research asks her about her
iron options. She retumns to Google computer she googles shopping experience at Nordstrom and why she did not
purchase. She answers that she will make

the purchase in store since she prefers to try

the shoes on before a purchase.

She continues to search the actual brand
AL P 100 On Google she searches this name, clearly looking for the best price. Later OVERVIEW
specific brand of fiat iron. She specific brand, clicks on Amazon in the day she uses her tablet to visit
RS meck Bl s sio Mo » and reads reviews and saves the » Amazon.com and purchases the flat iron she Each customer touchpoint has
UL G T flat iron to her Amazon had moved to her wish list and the eyebrow data you can use to make
CREE oo amazon Wish List P i gel that was already in her cart. smarter marketing decisions
2 J With ZQ Intelligence, you can
— gather the most relevant user

data to help drive your marketing
efforts.
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ZQ INTELLIGENCE CAPTURES:

Single-source behavior (PC, mobile and tablet
devices) ensuring an accurate and granular
level of insights

ZQ INTELLIGENCE INTEGRATES:

Digital data seamlessly with survey and
qualitative research to uncover the “why” behind
digital activity

ZQ INTELLIGENCE DELIVERS:
Big data via dash board or custom report



RETRILER AND BRAND
SITES
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Macro & Micro Journey Analysis

Every behavior/step is

timestamped. You don’t need to

worry about recall bias.

Precise volume of activities is

shown for each touchpoint so you
understand the dominant

pathways.

GCompare & Gontrast

Act on the versatility of looking at
differences between retailers,
brands, shopper segments and

product categories.



Why You Need It

If you are a brand:

Gain holistic knowledge about the influential touchpoints on consumer decision journey
Know how to allocate your marketing spend based on empirical behavioral data
Understand what works on a retailer platform so you can optimize your efforts with retailers

Differentiate purchasers from non-purchasers so that you can successfully engage with each group

If you are a retailer:

Benchmark against your competitors
Stay ahead of the curve by knowing what new features on competitor sites are most effective
Help your shoppers convert better

Eliminate friction points during shopping
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Macro Journey

ZQ Macro Journey analysis examines the journey
across key touchpoints (retailers, manufacturers,
search engines, influencers, etc.) to understand
the role and sequence of various sites and apps in

the overall shopping journey.

This is the “big picture” view of the journey.

What Are Macro
Touchpoints

= Search engine
= Retailer websites

=  Brand websites

= Social media, consumer review sites

= Coupon publishers

= Offline stores & touchpoints

Slice & Dice

You can choose to look at the
journeys by product category,
purchasers vs. non purchasers,
brand presence, holiday seasons,
and so on. We customize your
study based on what your

business objectives are.

04

Computer, mobile and in-store
channels can be included at your

discretion.

What Actions Can You
Take from Insights

= Optimize marketing channels
with empirical data

= Assess your retailer partnership
(if you are a brand)

= Benchmark against competition

(if you are a retailer)
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Dominant Pathways:
Razor Category
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Micro Journey

ZQ Micro Journey analyzes the journey
within a specific site across key features
such as home, search, product category
pages, cart, purchase, etc. The Micro
Journey allows insights to the multi-step
sequence of shopper interaction with
features on a specific site and enables
comparison of micro journeys across other

sites of interest.
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What Are Micro
Touchpoints

= On site search

= List

=  Promotion

= Product detail page (PDP)
= Add to cart

= Purchase

= Etc.

Slice & Dice

You can choose to look at the
journeys by product category,
purchasers vs. non purchasers,
brand presence, holiday seasons

etc.
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Computer, mobile and in-store
channels can be included at your

discretion

What Actions Gan You
Take from Insights

Spend resources on consumer
activities that matter the most
Identify blind spots in working
with retailers (if you are a brand)
Benchmark against competition

(if you are a retailer)



Walmart Walmart

Pickup - Grocery

micro touchpoints at steps 1-20 micro touchpoints at steps 1-20
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If you are a brand:

Gain holistic knowledge about the influential touchpoints on consumer decision journey
Know how to allocate your marketing spend based on empirical behavioral data
Understand what works on a retailer platform so you can optimize your efforts with retailers

Differentiate purchasers from non-purchasers so that you can successfully engage with each group

If you are a retailer:

Benchmark against your competitors
Stay ahead of the curve by knowing what new features on competitor sites are most effective
Help your shoppers convert better

Eliminate friction points during shopping
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For all its enduring hype -

physical versus digital, offline

versus onJline] - the old war

is over. In fact, it’s always been

a lie. Choice, not location, is
commerce’s greatest opportunity

and its most-looming threat.”

Candice Rab Becky Wu, Ph.D.
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