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Key findings

TV Purchases involve a
thorough research process

Walmart.com is a preferred
destination for research

Mobile converters are the
most thorough researchers
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Retail sites are a key source
of information

TV specs
matter the most

COVID leads to
behavioral shifts
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KEY FINDINGS

Walmart can reach &
influence valuable audiences

Of TV shoppers used social
media to learn about TVs prior

(©)
44/0 to purchase, mostly at start
of path.

of TV buyers are not certain
of brand prior to purchase.

of TV searches on PC happen
in week of purchase.

28"

of Walmart in-store TV
purchasers also shopped for
Food, Household, or Pet items
during same visit.
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RECOMMENDATIONS

MO re tha n 6 in ‘]O TV Promote Walmart’s valuable role in the TV shopping
journey as a source for product and price comparison;

pu rchasers use Walmart.com highlight advantages of Walmart (free return to store,

.FO r p rice com pa riSO ns lower prices) & integrate ease of Walmart powered

price comparisons into the journey to convert shoppers
from top competitors before they leave Walmart.

Reasons for using Walmart.com
while researching TVs

Compare
prices

Learn products /
brands available

Compare reviews /
recommendations

Decide on
features to buy

Decide on
brand to buy

Decide on type
of TV to buy

Source: Comscore, June 2021.
Survey fielded November 14, 2020 and November 23, 2020.
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RECOMMENDATIONS

Wa | mart Of’f’_ Slte Walmart can reach TV shoppers during online
. L. research journey through off-site targeting to
Ta rg etin g O PpPO rtunities connect with more potential customers, focusing

paid digital media advertising on sites where TV
buyers are most likely to visit.

Social & Review sites used
60 days prior to TV purchase

Social** Review Sites
Bought TV on Facebook 74%  CNET 21%
mobile device Pinterest 37% Consumer Reports 7%
Instagram 34% Gizmodo 4%
Snapchat 33 PC Magazine 3%
Bought TV on Facebook 56%  CNET 28%
PC device Pinterest 17% Consumer Reports 1%
LinkedIn 16% PC Magazine 8%
Twitter 12% Engadget 3%
Bought TV Offline Facebook 53%  CNET 32%
(+prior research on PC) Pinterest 22%  PC Magazine 12%
LinkedIn 19% Consumer Reports 1%
Twitter 16% Engadget 4%
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Source: oms_core, June 2021. A

Survey fielded‘November 14,2020 and November 23, 2020.
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RECOMMENDATIONS

MO re tha n 3 in 4 W h ') Highlighting W.almart.’s advantaqe of in-store return'
options (combined with large brick & mortar footprint)
bou g ht a TV from another could convert more TV shoppers from competitors.

website consider in-store
returns important

Importance of return options
when purchasinga TV

Top 2 box, 5-point scale

Free return to store
7
No restocking fee

Source: Comscore, June 2021.

Survey fielded November 14, 2020 and November 23, 2020. - \ h

walmartconnect.com



https://walmartconnect.com/

oo
o'yt
RECOMMENDATIONS

The majority O'F T\/ Optimizing paid search for late-stage shoppers
just before the TV purchase, with content highlighting
purc hasers conduct Walmart advantages & combining with Walmart price
: comparison capabilities, as well as Walmart + Free
sl el I I,ne_ PC sek rCh shipping, could increase conversion of TV sales
for TV’s in the week at Walmart.

of purchase

% TV buyers searched for TV
on PC 60 days before conversion:

Share of TV related searches on PC
by time window before conversion

PC Online Buyer

Offline Buyer

. 5—8 weeks prior to TV purchase

’ 2—4 weeks prior to TV purchase ‘ Same week as TV purchase

Source: Comscore, June 2021.
Survey fielded November 14, 2020 and November 23, 2020.
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RECOMMENDATIONS

More than 1in 4 in-store
Walmart TV purchasers also
shopped for Food, Household,
or Pet items during same visit

Shopped for other products
when purchased TV at Walmart

Food, household 28%

and pets

19%

Electronics
12%

Clothing, shoes 18%

and accessories 3

3

~
B

1%
TV accessories
12%

Art, craft, sewing 13%

and party supplies

EN

1

13%
Beauty
3

Toys, games 10%
and video games 5

B

Movies, music 10%

and books 3

17

Pharmacy, health 10%

and personal care

|
-
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Baby
2
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’ Bought TV at Walmart . Bought TV at Walmart.com

Source: Comscore, June 2021.
Survey fielded November 14, 2020 and November 23, 2020.
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TV purchasers provide opportunity for incremental
cross category revenue. In-store: activate media for
home goods & other products at store TV wall. Online:
TV PDPs could suggest goods that TV shoppers would
likely also purchase.

Incremental spend per TV buyer at
Walmart on cross category purchases

<$25

$25-%49

$50-$74

§75-599

$100—5$149

$150—-$199

$200-5249

52*

spent $100+
incremental

$250+
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RECOMMENDATIONS

On |y 56% O'F T\/ b uye rs Walmart has opportunity to influence TV brand during
. . path to purchase. Optimize strategy to focus attention
are certain of brand prior towards brands where competitors lead; increase
efforts with brands like Samsung and LG on in-store
to p U rCha >€ digital activation screens or online advertising, highlight
Walmart advantages.

Certainty about factors
prior to TV purchase

Features
Price

Type

Brand

19% of TV shoppers say they used Socail media
to learn about TVs. Of those, 64% used it when
they first started shopping fora TV

Utilize social media during beginning stages of purchase /O of TV buyers used soc.:ial
path focusing on top of funnel, opportunity for Walmart to learn about TVs prior
to influence on brand. Leverage social channels as an to TV purchase

entry point into a shopper’s consideration and discovery
of TV products, target through Facebook, Pinterest and
LinkedIn at least 2 weeks in advance of TV purchase.

When was

social used %
in the path 64

to purchase?

When | first When | started Right before
started shopping. narrowing

down options.
Source: Comscore, June 2021.
Survey fielded November 14, 2020 and November 23, 2020.
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RECOMMENDATIONS

DIStI nct s h o) p Pl ng patte rns Target the I{argest v sh.op.per clusters through dIS’FInCt
demographic characteristics of each to connect with
of TV purc hasers are valuable audiences through onsite digital targeting

& offsite ads. Consider exploring how & where

N N (13 2
Categorlzed Into C|USterS ? Comscore audience activation can be used to target
or groups of consumers specific demographic groups and effectively activate
WhO behave similarly in cross-platform audiences.
the TV shopping process

Thorough Impulse
researchers buyers

Get

Ramp up your sales as Walmart customers search
connected

for their next TV. Contact Walmart Connect to

begin advertising today.
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