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Rich Content: Images

How do you improve user experience and conversion with product imagery on your product
description pages? Follow our guide below:

Start: Crystal clear product images
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Would you trust a brand/retailer that failed to photograph their products correctly?

Add more images:
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Next: Go beyond static

360 degree shots and/or videos can be added to
engage the customer even more and can convey
additional product information and answer more
of the customer’s questions
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Give shoppers who don't have much time to e top 6 UK grocery retailers average over 14

browse the product the opportunity to million visitors to their product pages every
discover more about your product quickly month. Make sure you are providing them with
rich content that keeps them coming back to
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Consistency helps to increase brand familiarity for shoppers by
DURACELL un-intentionally remembering particular product designs, logos,
colours, and graphics etc. Brand familiarity can make your
. product stand out from the rest.
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Engaging content can be impactful and means your product or brand will
be remembered by the consumer

TAKE EVEN
MORE PICTURES

BT 5 a00% Next: Change with the seasons

One of the key benefits to our Connect+ Rich Media solution is the
ability to change and adapt your media tiles to suite seasonal content

and marketing campaigns. . , .
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Don't limit yourself to seasonal changes, our Connect+ feature-sets are completely mouldable and adaptable to your content
dimensions, add in your latest Instagram campaign images, TV commercials and much more to create brand consistency.
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