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Objectives

Demonstrate the "human
truths" of the modern
purchase journey

Understand the role of
brands and different
media platforms

What this means for
reimagining the path
to purchase



The story of the deck

3

Emerging tech, product,

4

Shorter, more direct

L 2

The future shopper

Today’s customer In this environment
journeyis consUMers are ' and channel journeys must be journey will be a
increasingly complex . hrivi developments have the underpinned by trust heuristic highway -
SUI‘VIVIng, nOt t erlng potential tO make the powered by trust

(‘messy’)

shopper journey
shorter and
more direct




The Methodology

7 @ * f 7T >

UANTIFYING
EXPLORING MAPPING BUILDING Q

Qualitative deep dive 3-day qualitative Solidifying into the Sizing the trends,
of online resources to online community, emerging paths to robustly,
discover rich human gaining insight purchase across 7x product

insights categories



Three key questions

1

WHERE ARE WE?

The mainstream
shopper journey

2

HERE ARE WE
GOING?

The emerging
shopper journey

B

HOW DO WE GET
THERE?

The role of brands
& media



1. Where are we?

The mainstream shopper journey




Today’s mainstream shopper journeys being increasingly complex

Fragmented
Omni-channel

Multi-directional
Push and pull




_omplexity leaves people
‘eeling more anxious

Shoppers are surviving not thriving

ANXIETY TRIGGERS

loss aversion “the pain of losing”

status quo bias “preferring things
to stay as they are”




Anxiety driven by
overwhelming choice

More options than you can possibly
(humanly) manage

\s for the amount of choice, I found this
‘positively!) overwhelming as this caused
nxiety... being swamped with so many options... |

felt very stressed!”
Automotive

The internet is.esséntially infinite...
| felt anxious due to my previous poor choices! ...but our ability to.choose is finite
Beauty (Finite time, méntal capacity, etc.)

leaving a sense of lingering unease

need further reassurance that | am insuring with
he right company to put my mind at ease”

Insurance




Two human strategies to deal with choice and decision making

Looking for the Looking for the
“perfect choice” “good enough choice”
Weigh up choices carefully, Spend less time deciding,
considering preferencing fast
all possibilities decisions

Maximisation mindset Satisficing mindset



‘'wo human strategies to deal with choice and decision making

Looking for the Looking for the
“perfect choice” “good enough choice”

Maximisation mindset Satisficing mindset

Both mindsets can lead to anxiety

Time intensive Quick decisions
Creating decision paralysis On insufficient information
Leaves post decision regret Leaves post decision regret



In a time poor world, consumers are opento time saving shortcuts

Time and effort spent on last purchase journey

™ Alot of time and effort
[ Some time and effort
B Little time and effort

53%
39% 41% 45% 39% .
° 35% 5 36% 36% ' 33% 9
26% 31% 28% 29% 269% 28% 28% o590, 28% 30%
. l . I l -
Finance Travel Automotive Home Tech Health & Beauty Food\ E)elivery
9" e -~ 62 [ W
&7 O X
Time and effort would ideally spend
65%
9 1
-20% -19% -16% -13% ., -12% -9%  51% -6%
(+] (/]
) 42%
32% 38% 4% g0, 34% 297 45% 31% g
19% 22% ° 27% . 23% 24%
0, 1
L L B s L i
Finance Travel Automotive Fashion Home Tech Health & Beauty Food Delivery
A\
d -

»

&

s Tr /|

M2. Thinking about your most recent shopping journey, how much time and effort did the whole process take?
M3. How much time and effort would you ideally like it to take?
Base: N=500+ per product category

w



Satisficing and Maximising are coping mechanisms.
In an ideal world, all shoppers want a shortcut they
can trust. A shortcut that saves time and effort.
A shortcut that feels safe and reassuring.



are we going?

1g Shopper journey




The Good News: help is on the way...

Emerging trends, tech, channel and product developments
are creating new & better shopping shortcuts (heuristics)



We discovered 4x key heuristics shaping the emerging journey

/ - 7arn /N 765

rew /g O-iC " 7

COMMERCE AR/VR DIGITAL SUBSCRIPTION
(E)\/NEE\E_IFAQH(DE THROUGH SHOWROOMS MODELS
CONTENT




All 4x key heuristics are predicted to grow in the future...

P Have done this/used this
process before

Current and future use of trends B e
the future
50%
44% 42%

30%

On Demand Commerce Through Content AR/VR Digital Showrooms Subscription Models

| ar-o gE—

[~ l-{i'l-' \ b J
S o-ic

B5/B6a/C3/C4a/D2/D3a/E1/E2a. Ever done/used process when buying [category]? Consider doing/using process when buying [category] in the future?
Base: N=3527



The emerging journey is shorter and more direct

/ -

ON DEMAND
EVERYTHING

Distance from desire to action to
fulfilment is reducing

MAKING THE
JOURNEY SHORTER

{¢

The time is indeed reducing from wish to reality, with
people’s patience disappearing fast. We live in a very
much | want everything now/yesterday society’

7arn
ot

COMMERCE
ROUGH CONTENJ

Content providing an immediate,
direct link to the purchase

MAKING THE
JOURNEY MORE DIRECT

L {¢

Recently when we were watching [a TV series], my wife
really liked an outfit one of the ladies was wearing. If
we were able to find out where it was from there and
then, then | may have bought it for my wife because

shereally liked it”



n Demand Everything...

Home

TV Guide
Recordings
Catch Up TV
On Demand
Sky Cinema
Sky Store

“What Should
| Watch?”

"Save many an hour endlessly scrolling."
WHAT HI'FI?

Today’s Top Picks

Just Say

“What Should
| Watch?”

Your Recent Recordings

g £

cinema

d

Because you P N
Watched... SR Trendin

Top 10 on Sk; Y ‘This Wee

prime video ‘
A —

s &
sky atlantic &

— [

cinema k| ¥ sky Gm

Rambo Last Blood . Breeders



mmerce through content...

OPEN camera @ @

SCAN code

~ LaVie Rebecca
'%“ Taylor Lattice...

SoHo street fashion

By Bai Cruz B E ety < ' W - Ao
= Zippedo L O : N X o gt B LY,
Transit bag - small / % : .

$50
* k% k& 17 - Free shipping

| Converse All Star
A @ Save soe R : 57 : '70s ngh TOp

Zipped ® O Save $50 wee $38
2.2k followers 8 32 Transit bag - small Silk headscarf

Zipped Zipped N
Thkk & Thkk K Product details




WATCH NOW

g?‘lﬂ“ —
oHeH | B I |
g .

- o Te

_ y :
’ . vV oLw oll sky atlantic
i- & -
\ ’“‘_‘ "4 ‘
' .\)E)‘\‘J . .’ » present
\ 4 —
PRELLE

‘ﬁe‘_lected stores & lines. Subject to availaility. Shows sewving suggestio

Independent tests May-Aug 2023. For verification see Asda.com/Taste

Ocado

S mobile orce

Scan here to
transfer network

To check out
AN, oot
- Save £360: Based on saving £15pm on 80GB dataplan ————— _devices &SiMs;
(usually £33pm) over 24m fom. Offr ends 01/00/2023 2350, g =227ch Sky Mobile e OCa d O

ADVERTISEMENT 80GB for £18 when bought with any phone

sky EREIE news I New transfers save £360 JEIINANCINANSE New transfers save £360 [IREAANEIN

Your like-for-like shop matched to tesco.com




‘he emerging journey is shorter and more direct

AR/VR DIGITAL
SHOWROOMS

Tech-enabled virtual ownership significantly increases
peace of mind (confidence) and gives shoppers the sense
that they own a product before they buy it (endowment
effect)

MAKING THE
JOURNEY LESS RISKY

{4

| think it would reduce the time to decide as if a
decision is low risk you are going to spend less time
making up your mind”

S

SUBSCRIPTION
MODELS

Allows greater experimentation and adaptability
(especially as tech evolves, e.g. electric vehicles,
etc.)

MAKING THE
JOURNEY LESS COMMITTED

{4

Subscriptions give you that flexibility. As an example
if you buy an EV car with a max range of 250 miles
and then within two years this is 400 miles you will
want to change”



prime day
~——
PrmEDa VR

PrimeDay!




ky Live: The new interactive camera.
ansform your TV with an endless range of immersive experiences.

<y is reinventing the way we watch TV as it has done time and again.” - The Sun




to upgrade to the
latest iPhone.

© Get anew iPhone every year

© Low payments from $34.50/month’
© Works with your carrier

© AppleCare+ coverage included

Subscribe and drive.*

Incl. service, maintenance and more.
CARE BY VOLVO

Already a member?
Check your upgrade eligibility »

*Subacripton subpedt 1o sletus. TECS apply.

v . 3
o ﬂ E\\W,é
y 7/1 N
F 4 1\

SUBSCRIPTION BY JAGUAR AND LAND ROVER

INDIGO VIOLET ULTRAVIOLET

- )

5

H e
DAILY

CONCEPTS

DAILY E

GLOSSYBOX

MONTHS SUBSCRIPTION




Emerging tech, product, and channel developments are
creating new & better shopping shortcuts (heuristics)

I'he new journey is: Shorter, More direct, with less risk
and less commitment



3. The importance of trust




HIDDEN COSTS

ONLINE-ONLY CAN BE
NEW TERRITORY

When it

comes to trust,

shoppers have
reason to be
on-guard

INFLUENCERS ARE
COMPROMISED

NEW, UNPROVEN BRANDS




>0 where do
-~onsumers
“urn for trust?




Some media environments are more trusted that others

60%
~\
n
£ 50%
o
U
& O spotify
ot prime video

40% K
.© ’ ®
\?/ é@i TikTok NET:LIX SIq :i‘)/l%;;+
Q
n
o 30% ®
2 ® 5

v IR

-8 o \. nstagram
o
< facebook o oo
@ 20% ° (1 Tube) (1 JY,
= .

10%

10% 20% 30% 40% 50% 60%

Trust (in platforms)

B6b. Regardless of how likely you would be to use a service like this, how trustworthy would you find this process if it was enabled / facilitated by the following platforms?

B6c. How likely do you think you are to consider using [ process] when buying [category] (again), at some point in the future, if it was enabled / facilitated by the following platforms?

Base: all who have / use the specific platform: Netflix (1478), Amazon Prime Video (1958), Disney+ (1362), Spotify (843), Sky (1055), ITV (1449), Channel 4 (2941), C5 (2941), Facebook (1444), TikTok (1359), YouTube (1444),
Instagram (1410), Snapchat (1264), Pinterest (1357), Twitter (1429)


https://www.google.com/url?sa=i&url=https%3A%2F%2Fen.wikipedia.org%2Fwiki%2FFile%3ALogonetflix.png&psig=AOvVaw0zPiyC0NSXbcQjHvu1Oy8p&ust=1668160779422000&source=images&cd=vfe&ved=0CA8QjRxqFwoTCMikwKeto_sCFQAAAAAdAAAAABAE

As a channel, trust in TV is unparalleled

Shoppers are influenced by (and can articulate) the signaling effect

..e. TV advertising is a significant investment, demonstrating significant resources

4 ¢

| always find the quality of an
advert would make me trust a
brand more than another which
may not have television ads”

Insurance

L {¢

[Showing ads] proves brands/companies
are going to put in the effort (of making
an ad), showcasing themselves ... and
investing their trust into the brand by
investing in themselves”

Automotive

L {¢

"Yes, positive and confident, that
they're being endorsed by a
company as big as Sky, you know
you're probably in safe hands
Beauty




Shopping shortcuts (heuristics)
must be underpinned by trust

Some media brands are more trusted
than others. Sky has the trust,
experience and touchpoint capability

to credibly deliver shorter, more o |

direct journeys.

Just Say @ »%
“What Should ; !
R o W




Summary




The story of the deck

3

Emerging tech, product,

4

Shorter, more direct

2

L

Today’s customer In this environment
journeyis consUMers are ' and channel journeys must be
increasingly complex . . . . developments have the underpinned by trust
surviving, not thriving potential to make the

(‘messy’)

shopper journey
horter and more direc

The future shopper
journey willbe a

heuristic highway -
powered by trust
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“High Credsibility”  “Low Credibility”
Source Source
A. Ant-Histamine Drugs: New England [our- Magazine A®
Should the anti-histamine drugs nal of Biology and [A mass circulation
continue to be sold without a Mediane monthly pictorial
doctor’s prescription? magazine ]
B. Atomic Submarines: Robert J. Oppen- Pravda

Can a practicable atomic-powered heimer
submarine be built at the present

tme?
C. The Steel Shortage: Bulletin of National Writer A*®
Is the steel industry to blame for Resources Planning [A widely syndicated
the current shortage of steel?  Board anti-labor, ant-
New Deal, “rightist”
newspaper
columnist]
D. The Future of Movie Theaters: Fortune magazine  Writer B*
As a result of TV, will there be [An extensively
a decrease in the number of syndicated woman
movie theaters in operation by movie-gossip
1955° columnist

Source: Hovland & Wiess (1951)



Key Takeaways

Statements made in public are more trustworthy than those made in private
Believability of a message is influenced by its perceived expense

We are more likely to like and believe a message when we are in a good mood

Who says something can be as important as what was said
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