XCIJFQ 0

d

Tmmer ]ourp,ey aneL AN

up

i

e

AMERICAOUTDOORS
Atlh_are utfitters Jlurive




% The New Consumer Journey Is Complex

Making sense of how to engage with your
target consumer has never been trickier.

% Anticipating Customer Needs
[hroughout The Journey

Same search terms, different emotions.

Iﬂ Th IS S@SSIOH Q Your Customers Use Video Throughout
Their Entire Journey. Do You?
Video can help create demand & also fulfill it

% Emerging New Media Channels

Marketers need to be more informed than
ever about where to connect with consumers.

ﬁ Customer Journey Mapping

Steps you and your team can take to start
journey mapping.
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As touchpoints, channels and
choices continue to expand,
consumer journeys have
become messier, resembling a
chaotic scavenger hunt.

Performance channels are
being used as upper funnel
ones, while shoppers jump
between online and offline
worlds. For marketers, making
sense of how to engage their
target customer has never been
trickier.

thexcitegroup.com
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MOBILE SEARCH MOBILE RETAIL

"Simple” + "ideas" mobile queries have grown by Mobile searches for “personalized” have grown
over 60% over the last two years (i.e. simple by over 60% in the past two years (e.g.,
dinner ideas, simple costume ideas, simple personalized gifts, personalized stockings,

drawing ideas). personalized blankets, personalized necklaces).

ils March 2019 Google

f ¢
A

il 2018 Google <

Marketers often think of search as a lower-funnel channel. But people are just as likely
to search early in their journey for ideas, inspiration and deals.
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of smartphone users expect to get
75" immediate information while using
their smartphone.

Think with Google
Google/Ipsos, U.S., Playbook Omnibus 2019, n=1,610 U.S. online smartphone users, A18+, Jan. 2019.

The winners will be those that
save people time and get them
what they want as quickly as
possible.

thexcitegroup.com

Satisfying immediacy is often
more important
than loyalty.

“Best” + “right now” mobile queries
have grown by over 125% in the last
two years (e.g., best online sales right
now, the best phone out right now,
best stocks to invest in right now,
best suv lease deals right now).

Think with Google
Google Data, U.S., April 2016—-March 2017 vs. April 2018—-March 2019.




G Thai Food

ithout ‘near D/ .
Local searches without P50 /- Last year, here at AO, we reported a dramatic
e’ have outgrown S ' 2

hatinclude ‘near me’ decrease in the number of simple searches with

searches t

‘near me” in the query.

One year later, searches for “things to do near me today”,
“things to do near me this weekend”, "family activities near me”,
"where to buy” + "near me” and “store open near me” have
grown by over 250%!

thexcitegroup..com 9



More Curious, Demanding And Impatient Than Ever Before

thexcitegroup.com

Regardless of their unique personal habits, their
goo/s are all the same - consumers need to get an
experience optimized for them.

Growing demand means higher requirements for
brands. But any brand can be prepared for it. On
reacting to these customer shifts, brands must make
the most of every customer interaction fo odopt It's
time to reposition your brand'’s role in consumer
decision making.

Leading brands are winning over consumers by
personally connecting with them and being helpful in
their moment of need. Building meaningful
customer relationships is the key to unlock long term
value for and boost the bottom line.



Anticipating Cus%me
Throughout The\Journey
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Same Search Terms, Different Emotions

Marketers invest a lot of money, time
and resources in an atfempt fo uncover
and anticipate consumer intent. A key
to understanding that intent is getting
at the under/ying needs that drive it in
the first p/oce.

Search would seem an obvious place
to start. People are literally typing
their needs into a search field.

But undersfonc/ing the connection
between a consumers’ needs and their
search behaviors involves more than
just the words they use.

thexcitegroup.com 12
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In constant contact with one device or another,
people expect immediate answers. The things they
search, the sites they visit and the videos they watch
are not on/y expressing intent, H’)ey're res/‘yc:ping the
traditional consumer journey.

But what about the under/ying consumer needs that
drive intent in the first p/oce? After all, you don't
wake up feeling intent. You wake up feeling a need
or a want. It’s clear in the way we talk: | need
something.” ‘| want something.” And even in the
way we search. As we saw ear/ier, that sort of
conversational language is increasingly being used in
search queries.



6 Emotional Needs States

We need to get at the emotional state behind the needs. Each need state is made up of a
combination of emotional, social, and functional needs. The truth is, decision-moking is not a rational
process, but one driven mainly by how people feel. The rational brain layers on reasons for our choices

only after they're made.

Thrill Me A c Surprise Me

Impress Me

° Help Me
o
Educate Me Reassure Me
Ny

thexcitegroup.com
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Shoppers Needs & Emotions Are Unique

‘Near me” is a common phrase that
pops up in searches across all
categories. Whether at home or on
the go, shopping for something small
or /orge, peop/e often want to know
the closest options for activities,
services and stores.

Let’s take a look at two women in their
50’s who were shopping in entirely
different categories, one in travel and
one in auto, both of whom used the
same phrase but for two very different
reason.

thexcitegroup.com 15



126-day journey

Over 2,000 touchpoints

° JAN 27

APR 30

MAY 30

JUNE 1

thexcitegroup.com

Name: Beth
Age: 57

Location: Washington (State)

DESKTOP AT HOME

Q. Searches

L Site Visits

E Purchases

DESKTOP/MOBILE AT HOME

MOBILE OUT-OF-HOME

MOBILE OUT-OF-HOME

Q,_ Searches

[ site Visits

TOTAL SEARCHES: 11

niagara falls state park

toronto things to do
A cntower edge walk
L]

london, on

Hotel brand A

¥ B

Travel aggregator (brand A)

B2 Hotel brand A

»=  Travel aggregator (brand A}

TOTAL SEARCHES: 6

TOTAL SEARCHES: 4

TOTAL SEARCHES: 1

®  things to do near me today

W= Travel review site A (96 page views)
- Travel publication (brand A)

|Q Wikipedia

Our travel searcher, ‘Beth”, had a journey made of
multiple conversions with over 2,000 touchpoints.
But we are going to focus on a secondary journey
involving a trip to Niagara Falls, because it included
interesting search behavior after she'd arrived at her
destination.

Six months prior to her trip, Beth started using search
to research hotels and points of interest. But it wasn't
until she was at Niagara Falls that she searched for
“things to do near me today.” This tracks with the
“Thrill Me" need state. We've found these searches
are typically brief, using a few words. Beth is clearly
seeking inspiration for things to do in the areq, since
her search was followed by more than 90 page views
at a travel review site related to activities and
attractions in London, Ontario. Travel-related, thrill-
me-driven searches are also more likely to be carried
out on mobile.

16



Searching For Experiences Travel Study - Google

To further this point, Google conducted a travel study specifically around tours and activities. They
found that almost half of experiences bookings - 48% - are happening once travelers arrive at their
destination. The majority of those in-destination searches happening on mobile. They study also
found that the tours and activities sector is growing faster than the total travel market. By next year, it

will grow to $183 billion.
See the full Sfucly here: https://www.thinkwithgoogle.com/consumer-insights/travel-experience-marketing/

2

48"

of experiences bookings are happening once
travelers arrive at their destination.

thexcitegroup.com
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Our auto searcher, "Mary’, was on the hunt for a new
SUV. She did a considerable amount of research. In
a single day, she researched seven SUV brands. After
she appeared to choose a particular brand, she
submitted a request fo connect with a local dealer for
pricing. Mary also used “near me” during her search,
specifically for “car dealerships near me open on
Sunday.’

Interestingly, this was an upper-funnel search that
occurred almost six months ahead of submiﬁing a
request to connect with the local dealer. The need
state behind this ‘near me” search is most likely to be
reassure me. Mary wanted to be sure that a
dealership would be open when she needed it to be.
It also indicates that, for auto shoppers, dealer visits
aren’t necessarily lower-funnel activities — these visits
occur throughout the journey. It's worth noting that
62% of car shoppers continue to research while on the
dealer lot.

thexcitegroup.com

64-day journey

Over 200 touchpoints

° JUNE 25

0o -

° JULY 29

AUG 13

‘ AUG 27

Name: Mary
Age: 56
Location: Florida

DESKTOP AT HOME

TOTAL SEARCHES: 2

in south florida

18



What Does This Mean For Brands?

Avoid one-size-fits-all content. These two shoppers
aren't unique. Outside these two specific journeys, data
shows that travel searches including the phrase ‘near
me” are more likely to be associated with the thrill me
need state, whereas auto searches are more /ike/y to be
related to reassure me.

This means that marketers should tailor messaging to
the need being expressed in that moment. So a travel
marketer’s content designed to respond to a ‘near me”
search driven by a thrill-me need state should be
different from content designed for someone who is in
the planning stages, likely driven by the educate-me
need state. You should be widening your focus beyond
branded search terms and terms that are always

associated with your category. After getting to know the
need states, think through which keywords would signal
which states for your category. Then serve multiple
pieces of ad copy and destination links to see which
thexcitegroup.com ones drive better outcomes. 19



How Consumer Needs Drive Search

It may be easy to think that search
would be dominated by the Educate
Me need state because search is W

inherently an information exchange.

P—

E UWDERSTANY
/OUR. JEED

But research has shown that search
behavior is driven by all six needs.

AI’)CI f'l’?OS@ neeo/s hove a pI’OfOUﬂd

impact on search. How /ong the query

is. How many times a person hits the
back button. How many tabs a person
has open. Which device theyre using.
The number of search iterations.
Whether a person prefers fext, image,
or video results. How many different
things they type into the search bar.

thexcitegroup.com 20



How Consumer Needs Drive Search

The search query "What car should you drive if you
make $150,0007?" provides a great window into the
Impress Me need. One that will reinforce a sense of
status and importance. [t's not just big ticket items,
however. Also falling into this category are people who
search for rewards for small occasions; like a fancy
brand of coffee. You'll also see this need emerge in
travel searches for premium experiences.

Or take the Reassure Me state. A shopper with this
need is searching for simp/icify, comforf, and trust. Their
searches tend to be uncomplicated and they rely on
questions. And because there is an element of anxiety to
these searches — fear of making the wrong decision or
missing out — they also appreciate a guiding hand, like
when Google suggests related searches or videos
showing the product being used. Picture someone doing
a home-improvement project.

thexcitegroup.com



How The 6 Needs Relate To Search

Search is fun and Search is a quick adventure Search is about
entertaining. Itis to find new things. It is brief, influencing and winning.
extensive with many with just a few words and It is laser focused, using
unique iterations. minimal back-button use. specific phrases.
Search is about Search is about simplicity, Search is about connecting
competence and control. comfort, and trust. Itis and practicality. It is to-the-
It is thorough: reviews, uncomplicated and more point, and more likely to

ratings, comparisons, etc. likely to include questions. mention family or location.

thexcitegroup.com 292



Satisfying Needs Leads To Growth

We know that searches don't simply happen at.random moments. They're driven by needs.
The search to satisfy these needs is an inherentpart of people’s decision-making processes.
And it turns out these emotic s are largely consistent across co’regy

approqcﬂihv’ro search. Emotion _shoulc] inform our ’rhi'ni{iqg when it comes to search.
Successful marketing should aim to fulfill people’s needs each step of the way. But marketers
can't assume that one-size-fits-all content will work. By dndetstanding the emotions driving
people’s actions, marketers can anticipate the needs that'drive their searches — and address
them. \

. B

At its core, m&hng is w out how to solve people’s needs. The more needs you solve

and the more often you solve them, the mor: more growth you'll see.

thexcitegroup.com 23



Your Cusfomers Use ‘VXIGO ‘

Their Enfire journey\ Do You?
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Over 90%
Q of people say they discover new

brands or products on YouTube.!

More than half
(>

—_ of shoppers say online video has helped them
decide which specific brand or product to buy.?

products they discovered on YouTube.?

Over 40%
Q of global shoppers say they have purchased




A New Way To Think About Online Video's Role In The Purchase Funnel

thexcitegroup.com

We're all aware of the new reality: today's
consumers are in Comp/efe control of their pc:fh fo
purchose and the number of fouchpoinfs have
proliferated. People move seamlessly across
channels and devices — from discovery to
consideration to conversion — on their own terms. But
what may come as a surprise is the outsize role that
online video now plays. It can help create demand

and also fulfill it.

Marketing success has always hinged on building
meoningfu/ customer connections. But the formula
for achieving it — largely driven by consumer
behavior — is constantly evolving.

26



Search to Video and Back Again

Marketers often think of search and
video as two distinct channels that
require different strategies and even
separate teams. But peop/e don't

experience them in silos at all. They use ’
them together as critical resources on
their pafh fo purchose.

Here are three things weve learned

about the interconnected role of
Google Search and YouTube in the
customer journey, how essential both

are for peop/e seeking proc/umL
informaﬁon, and how marketers can
use one channel to influence the other.

thexcitegroup.com 27



1. People move through the purchase journey on their own
terms, seamlessly switching between search and video.

of people say they typically of people search for a product
8 O% switch between online search 1 5 5% on Google, and then learn

and video when researching more by going to YouTube

products to buy. before they buy it.

thexcitegroup.com 28



2. People use video to learn more about a product .

Top reasons people watch Qa o
a video after a search

° See a product before they
buy it or see how others
have used it.

9 Learn more about a product
they have in mind.

e See credible, authentic
reviews.

thexcitegroup.com
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3. People use search to understand all aspects of a product.

ay

) S

o

Top reasons people search -
after watching a video 2

%

o Compare prices or brands.

b
29
e Find out where to buy a ‘

product (e.g. a website
or store).

e Learn more about a product
they have in mind.

thexcitegroup.com 30



Search, Video and Your Brand

Our research shows fhaf, on average, advertisers who run YouTube video
ads in addition to Google Search ads see 3% higher search conversion rates
and a 4% lower search cost per acquisition compared to advertisers who run
Google Search ads alone.

What does this mean for your own plans? Since people don't think of search
and video in siloed terms, neither should you. By approaching them
holistically, you'll ensure you're reaching people wherever they are in the
journey, and you'll get more out of both channels.

31



Approach Brand and Performance Goals Holistically
A great video can lift brand awareness, while also providing a clear path to purchase. Develop creative
assets that introduce your brand and explain the service to drive upper funnel goals, but also add direct-
response elements to your videos, through clear calls to action, driving users to your site and sign-up

pages.

Identify Your Best Customers
Compelling, action-inspiring video ads can help set you up for success. But you 're missing an opportunity if
fhey don't reach the righf peop/e. Deve/oping a p/an that /everages audience intent signa/s will help
ensure that doesn't happen. Create custom intent audiences, based on who is seorching for relevant
keyworo/s to ensure the content is reoching and he/ping the righ1L peop/e at the righ1L moments.

Meet Your Audience Where They Are - https://www.thinkwithgoogle.com/advertising-channels/video/adidas-
morkeﬁng-cose-sfudy/
It's true that audiences control the path to purchase, but with online video, you can create a compelling
pofh for them to follow whenever fhey're reody. Brand and performance goals can be tackled
simultaneously with online video. Video can capture people’s attention, move them from inspiration to
consideration, and encourage them to take action. By creating a holistic video strategy, you can help

deliver short-term performance goals as well as long-term brand equity.
32



How to create an effective video ad for every stage of the
customer journey

Attract

Attract attention
from the start. Like
any good story, front
load the most
interesting piece of
key hook right at the
beginning.

Brand

Brand naturally and
with purpose. Think
of how to incorporate
your brand into the
story in a way that
engages your desired
audience.

Connect

Connect through
emotion &
storytelling. Use
both visuals and
audio to reinforce
your key brand

message.

Direct

Direct the viewer
what to do next. In
your story as well as
with CTA extensions,
tell the viewer what
you want them to do
next. 33



Creative factors that contribute to campaign success

Tightly framed
subjects

Tight frames and
subjects breaking the
fourth wall and
speaking directly to
the viewer work well.

2

Memorable visual
elements

Memorable visuals
and audio help grab
peoples attention
and keep them
engaged in your
story.

A

3

People who are
core to the story

Videos that make
peop/e core to the
story are impactful
and viewers are
drawn to and relate
to other peop/e.

Brand introduced in
the first five seconds

Introducing your
brand or proc/uaL
within the first 5
seconds is a must.

34
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New Media Channels Are Emerging

From growing use of podcasts and
online video to newer technologies like
augmented reality and voice, the
media landscape continues to evolve.
The peop/e marketers are /ooking fo
engage have never been more
connected. But it can be hard to know
exacf/y where fhey're spending fime
online. As media consumption habits
change, marketers need to be more
informed than ever about where to
connect with customers.

Peop/e are increasing/y furning to
image search for ideas and inspiration.

thexcitegroup.com

Mobile searches for “image search” have grown
by over 60% in the past two years.

53%

of online shoppers say images inspire

them to purchase.




Other forms of media consumption, from voice to podcasts
to online video on TV are growing in popularity.

27% o D

of the global online population is using Watch time of YouTube on TV screens now Mobile searches for “podcast(s)" have
voice search on mobile. tops 250M hours per day globally. grown by over 80% in the past two years.

thexcitegroup.com 38



Smart speaker usage is growing as they become more
connected to users’ lives

4X /,F ]

People used Google Home devices to look
Active users of the Google Assistant grew up over 16 million recipes last holiday The Google Assistant is now built into
4X over the past year. season, with over a million of those more than 1 billion devices.
searches happening on Christmas day.

thexcitegroup.com 39




Over half of searches on Google yield zero clicks

Zero-click searches result in users remaining
Paid, Orgamc,& Zero- Cllck Searches m Google (June 2019) onga GOOQIQ'OWWC’ property such as
A A B e o TN BB e t  OR Google.com, Google Images, Google
Maps, YouTube and Reserve with Google
rather than moving on to a third-party

website from an organic search result. The
B most literal definition is a search that results
m Zero-Click Searches X . .

@ Searches w/ Organic Clicks in zero website referrals, i.e. no web

®Searchies w/ Ad Clicks property receives a visit from the search.

What's a smart marketer to do?

*  Find ways to get value from zero-click
searches

*  Get your content optimized on Google’s
own properties (YouTube, Maps,
Images, AMP, Knowledge Panels, etc.)

40

thexcitegroup.com



Next steps for search marketers

Marketers should continue to optimize their websites as per
usual, but the key takeaway from this new data is to diversify.

The continued ubiquity of mobile devices, voice search and
voice assistants, and the ever-increasing trend of platform-
centered browsing and searching (for example, walled
gardens like Facebook and Amazon) are creating a dilemma
for content creators and business owners - that is, how do we
get peop/e to leave these walled gorc/ens and visit our
websites?

The answer to this question is different for every business, but
a good first step is to diversify where you place your ads and
publish your content.

Have a solid social media marketing strategy that's tied to a
robust content strategy which includes a variety of content

types. For examp/e, video, b/og posts, social [posts,
whitepapers, webinars) and promote this content widely and

often.
thexcitegroup.com 41
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Mapping Your Customer Journeys

In an ideal world, the journey people take to become
loyal customers would be a straight shot down a
highway: See your product. Buy your product. Use your
product. Repeat.

In reality, this journey is often more like a sightseeing
tour with stops, exploration, and discussion along the
way—all moments when you need to convince people to
pick your brand and stick with it instead of switching to
a competitor.

Staying on top of all of these moments mighf seem
overwhelming, but mapping your customer’s journey
can help. It can give you and your team a greater
understanding of how your customers are currently
interacting and engaging with your brand, and also
help illustrate how your products and services fit into

their lives and aspiration:s.

Let's take a look at five steps your team can take to

thexcitegroup.com start journey mapping. .



1. Find the sweet spot where your customers  goals and your own align

Before you start journey mapping, nail down your
business goals. Any marketing and communication
you deliver during the customer journey should be
focused on helping your brand reach those goals.

However, it's important to acknowledge that your
customers’ goo/s mighf be different from yours. For
exomp/e, let’s say your goo/ is to sell more
sunglasses with new, improved lenses that have a
better profit margin. Meanwhile, your customers’
top concern might be getting sunglasses that
match their persono/ sfy/e. |_ens protection could be
their second or even third priority.

Consider how your marketing and communication
strategies can he/p your customers reach their goo/s

while also getting you closer to yours.

thexcitegroup.com 44



2. ldentify all of the communication touchpoints in your customer’s journey

Looking for all these touchpoints can quickly bog your
team down in a lot of details and micro-interactions. To
avoid that, prioritize the moments that get you closer to
achieving your business goals.

thexcitegroup.com

When do you traditionally communicate or engage with
customers? Make a list of these moments and group them
based on when they happen during the journey: pre-purchase,
purchase, and post-purchase.

Now find communication touchpoints you may have missed.
Track what actions and interactions between your brand and
your customers happen just before and after each of the pre-
purchase, purchase, and post-purchase stages.

For example, you might decide that a major moment in your
purchase stage is when your customers are guided through
your website to buy an item in their shopping cart. But you
might notice other communication touchpoints right before
that purchase moment, like your website confirming to
customers that an item has been added to their shopping cart,
then suggesting related products.

45



3. Recognize pain points and moments of delight

How might your customers feel at the pre-purchase,
purchase, and post-purchase stages as they attempt to

achieve their goals? For example, could your customers be
happy that your website makes browsing easy, but
frustrated at how confusing it is to purchase a product?

Find the moments where your customers might have
negative experiences. Who on your team is involved in
those touchpoints? Your web designers? Your marketing
team? Your copywriters? Are there other team members
who could collaborate and improve the situation?

Say a customer likes how your online ad describes your
product. But when they go to your store, salespeople

present the product differently. That's an opportunity for
your copywriters and salespeople to better align their
language and sales pitches.

guag P
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4. Experience the customer journey yourself

Imagining how your customers might feel during their journey
is valuable, but actually experiencing it for yourself can
uncover much-needed insights.

If your business is run online, open a browser and experience
what it's like to be your customer. Similarly, if you have a brick-
and-mortar store, go into a location that sells your product.
Afterwards, ask yourself about the main communication
touchpoints you encountered. Did they work well? Did they
help you complete your journey? What was missing?

And don't forget about the competition. Become one of their
customers and experience the journey they've created. Then
ask yourself all of the same questions.

thexcitegroup.com 47



5. Visualize your customer journey map

Go beyond just writing down your customer journey and
communication touchpoints, and actually create a visual
map of them. This doesn't need to be a polished, heavily-
designed visualization. Simply write each of your
touchpoints down on individual sticky notes or papers,
then pin them in order to a wall.

By doing this exercise, you're helping your team take a
bird's eye view of the entire customer journey. You can
organize your thoughts and collaboratively brainstorm
new ideas for changing or adding to your communication
at these touchpoints.

Make sure to create hypotheses around why new
communication touchpoints will improve the customer
journey, then implement and test them. If your hypotheses
are wrong, go back to your journey map, reassess, tweak,
and improve.

thexcitegroup.com

Yes, the journey mapping process can be fairly intensive,
but it can have a big impact on your business. That's why it
shouldn't be just a one-time event. Customer tastes can
shift, new technology can become available, and your
brand itself might evolve. So it's important to do journey
mapping at least once a year and evaluate what
communication touchpoints are still working and what

. 48
needs to be revisited.



Customer Journey Map Template




ow Your Brand Can Win

The reality is the customer journey is nothing short of

dynamic. As the journey continues to shift and change

shope, it's becoming harder for marketers to make sense of

all the consumer intent signals people leave behind. Today's
consumers expect more. They want assistance at every step.

Therefore, as morkefers, we need to be one step ahead of

our customers — it's time to start predicting their needs

regardless of where they are in their journey.

e Travelers want to feel confident. Make sure that you
are taking every opportunity to let them feel the
experience of your brand and be able to predict the
answers to any questions they may have.

e Travelers want immediate gratification. This highlights
the importance of differentiating one’s brand at every
opportunity, whether it's being there when someone
searches for “top things to do near (your location),”

having a fast mobile site that gives them the

information they need on the fly, or proactively

suggesting things to do in-destination once theyre on
thexcitegroup.com their way. 50
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