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Abstract

This white paper reviews the current state of product attribute use in online shopping
channels and gives insight into the future trends retailers can look forward to. In addition, it
presents an automated solution that allows retailers to provide the necessary data to
comply with new attribute data requirements with minimal changes to existing shopping
feed procedures.
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What are product attributes? And why are they important?

An attribute is simply a word that describes a product — a characteristic of that product. All
products have attributes; most products will have several. For example, product attributes
include color, size, fabric, and brand.

Shopping engines that use product attributes offer consumers a better, more user-focused
shopping experience. When product attributes are available, consumers can compare
products or narrow their search results by selecting which attributes they desire in the
product they want to buy.

Let’s say a consumer wants to buy a sweater. They will typically have a style and size in
mind, possibly even a brand and color. The shopping engine offering attribute selection
allows the consumer to filter based on these characteristics, and the results of their search
on the shopping engine will be a manageable list of products that meet their requirements.
At that point, the consumer can more easily select the item they want to buy, because they
are presented with the choices that more closely match what they want.

Recent changes to Google’s data requirements have brought attention to the use of product
attributes. Though Google has only mandated their usage since March 1, 2007, other online
marketplaces have been using them to provide more relevant search results for customers
for several years.

With product attributes increasingly relied-upon by shopping engines and their end
consumers, there is an opportunity for retailers to improve their performance on shopping
engines that make use of this data. In fact, those retailers who don’t provide attribute data
can expect poorer performance and even exclusion from some shopping engines.

Sign In
GO L ) le sweater Search Products H Search Base
Base BETA Post an item RSS
Products Results 1- 1 of about 1
Keywords Price Brand Stores Color
lsweater ~ | ralph lauren w | any ~| black ~

Within 30 mi v

Google Checkout
L[ o only Search Products

Google Base presents shoppers with a user-friendly product search capability, which requires retailers
to provide product attribute data in their product feed.

The inclusion of product attributes overcomes an issue that has plagued online shopping for
many consumers in the past: too many irrelevant products returned in their search results.
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Guided Product Search is the term most frequently used to describe the ability to narrow
their search results using attributes. Other terms that generally have the same meaning
include facet-based search and guided navigation.

The Problem for Retailers

It's easy to see that the ability to narrow a search using product attributes makes shopping
easier for consumers. However, this creates a need for retailers to expand their data feeds
to include these attributes - if they are even available in the retailer’s content system.
Currently, some shopping engines harvest the attributes from product data supplied to them
(with mixed results), while others require them to be included in the data feed submitted.

Given current market indications, the trend is set to continue toward requiring submission of
product attribute data in retailers’ shopping feeds. However, as the use of attributes
becomes more widespread, the importance of data accuracy is also presenting far-reaching
implications for marketers.

It's not enough just to be included!

The Internet is moving beyond simple keyword-based searching. Tim Berners-Lee, the
founder of the World Wide Web, believes his vision of the semantic web is about to be
realized as information on the web becomes more structured.

Web pages and search engines will start to reflect information based on a deeper knowledge
of what things are by putting them in context. For example, it's possible for a search engine
to understand that a web page is about cameras, as certain words are associated with what
a camera is and what it does.

As search engines become more accurate, they also become more demanding. Retailers
need to understand how to represent their products in the context of what they mean, not
just a string of keywords. To do this, you must understand how the meaning is expressed
and how your product fits into that expression.

Current Uses of Product Attributes

Google

Google now requires online retailers to provide attributes in their product data feeds for use
across Google shopping properties such as Google Base and Google Product Search.
Products that do not include attributes are excluded from some search results.

The search results displayed on general search engines suffer from a lack of context
required for product searches, as shoppers may have to sift through many listings in order
to find the product they were hoping to purchase.

For example: A search for a “black ralph lauren sweater” yields 604,000 results. A searcher
hoping to buy a “black Ralph Lauren sweater” will have to sift through these results to find
the sweater they were looking for.
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If the consumer clicks the first natural search listing to the Polo web site, the consumer will
not find a black sweater, but instead will see that Google has misinterpreted the “Black
Label” brand with the color “Black”. This lack of context prevents search engines from
providing relevant results for most product searches.

Web |mages VMideo Mews Maps Deskiop mores

Google black ralph lauren swestar wgr'

Web Results 1 - 10 of sbout 604,000

Ralph Lauren Sweater
www Folocom  Free Shipping on Orders over $175. Shop the Official Ralph Lauren Site

Raiph Lauren Black
www nordstrom com  Ralph Lauren at NORDSTROM Shop ready-to-wear apparel

Black Label Women's Sweaters from Ralph Lauren Polo.com
Ralph Lauren’s distinctive Black Label for Women: Discover the Black Label women's
R A L P H L A U R E N swealers in a vanety of styles including cashmere crew neek carmgans

www._polo. comfamily-12/176664 171766615 shimi - 76k -

wOoME FRAGRANCE

MEN  WOMEN CHILDREN BABRY GIFTS

Ralph Lauren Polo.com - Black Label Cashmere: Cashmere Placket ...
Woman 3> Blsck Label >> Sesaten Pola.com - The Official Site of Ralph Lauren. Polo.com offers the wadd of ... An open placket
and sexy deep V-neckling infuse our sim-fiting sweater with .

1766615 2067073 shml - 73k - Cached - Similar pages

ufl}

Naw Arrivalel
Argenting Estate

Spectator Collectan
Cashmare

Toos

===

Dressas

Skirts L3

Jacxets & Outernas’
Javeley 123 pat *

axa ol on Ghe Dade
Handbags

The Future of Google Product Search
For more targeted results, online retailers can provide data feeds directly into Google Base,
which is an emerging source of content for Google’s sites.

Future product searches will be powered by Google Base and driven by context-sensitive
attribute filters. Take a look below at how the search results can be narrowed using
selection of desired product attributes.

GO 8 Esweéter H Search Products ] I Search Base
BETA

Base

Products Results 1- 10

Keywords Price Brand Stores Product type
|sweater any [s] ‘any (»| lany | |any
Condition Binding Made in Genre
= 7 = ; Google Checkout
any ) |any s jany | jany M O stores only
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Filtering by brand narrows the results from 132,737 to 2,376 matches.

Sign In

GO gle |sweater | Search Products ] [ Search Base]

BaseS7BeTA 2
Products Results 1-10

& about 2,376

Keywords Price Brand Stores Product type
[sweater any \»| ralph lauren [»] any [»] lany
Condition Color Within 30 mi v

| = —— Google Checkout
any |w| any [se]| [US city or zip [

stores only

Filtering by color narrows the results from 2,376 to 1 match.

GO gle '__swealer || Search Products][Search Base]

BaseN"BETA
Products Resfits 1 -1 of about 1
Keywords Price Brand Stores Color
[sweater |>| ralph lauren [s] lany |v| black v
Within 30 mi v

The one product that matches the specified attribute values is the only one that provided
both brand and color to Google Base in its data feed. There are actually 288 black Ralph

Lauren sweaters in Google Base, but just one met the Google mandate for product
attributes.

RALPH LAURE N D22

A \
Ogle black raiph lauren gweater Seawch Products || Seach Base ,’;

BaseSPpeTa }
Ptm Results 1 - 10 of about 288 f
e [ ) e et byt i
ﬂitm laren yeeate sy » vy > any » - i
Gamsten Ve e L i
ay ! any v any - o Hf‘::‘;“,‘;‘:"’ - 3
|
%

Sot by releance - = Geves 0 teves B MeVes

T Ralph Louren Black Label Vdieck Sweater $298
E '-’Hp(h 3-;.«-1:--31&4 S(xuewnr I;.;enie‘ Front patch
pockets Long slerves Vieck Sweater Sk Tonal nbbed tnm Sieeveless
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Important lesson for retailers: specify as many attributes as possible for your products.
Your products will not display in related searches if your data feed does not explicitly
associate attributes with them.

Amazon Marketplace
Like Google, Amazon requires attributes be provided. However, Amazon even requires

specific values for some attributes. For example, at least one StyleKeyword attribute is
required for an apparel product to appear on Amazon’s marketplace.

Example of specified value: Twin set sweater

Amazon required StyleKeyword = twin-sets

StyleKeywords:
Shirt

StyleKeywords:
Sweater

StyleKeywords:
Pants

StyleKeywords:
Shorts

StyleKeywords:
Skirt

StyleKeywords: StyleKeywords StyleKe:
i Suit

Shirt Style Sweater Style | Pant Style Short Styls
balet-tops cardigans capris bermuda-shorts baby-doll dress-suits
bandeaus lersey-sweaters cargos cargos bodice-style pant-suits
biouses polos carpenters carpenters bridesmaid-dresse| single-breasted
bodysuits ponchos catsuts culottes button-down skirt-suts
button-downs shells chaps cit-nfis encktal sud-iackets
camp-shirts sweater-coats chinos BMAZONOOM . | o | oo S e
hater-tops sweatshirts coordinate-
henley-shirts sweatsuits coveralls
oxfords tunics jeans
peasant-blouses twin-sets jedhpurs
polos vests
pulovers legoings
racerbacks Sieeve Style overals
rugby-style long-sleeve pedal-pusht
shells shori-sleeve riding-breec ..
Sports-erseys skeeveless riding-style
tanks rompers
t-ghirts Collar\
tube-tops. boat-neck sweatpants  © -
tunics cowkneck trousers 1
tuxedoes crewneck warmup-pa
windshirts funnel-neck warmup-su
windvests hooded wind-pants

| lewelneck

Sieeve Style mock-turtieneck Leg Style Le Chateau 3/4-Sleeve Belted Shirtdress  Americar
bat-sleeve scoop-neck ankle-length i oy
cap-siesve square-neck bootcut Shensohy
et lgegeck lcoguedile, u- 1“3

Amazon has standardized the values for many common product attributes, offering a
consistent experience for consumers narrowing down shopping results.

MSN Shopping

Although attributes are not technically required for inclusion on MSN Shopping, products
with attributes tend to deliver more sales than those without. (This is especially true in
attribute-focused categories such as flowers and apparel.)

Like Amazon, MSN Shopping has defined values for some attributes.
Example: Twin set sweater

SweaterType = ‘Twin Set’
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Category JAttribute Name Jvalues 5
Clothing SpecialSize Big & Tall. Matemity, Petite, Plus Size
Clothing ClothingColor Red. Blue, Yellow
Clothing ClothingMaterial Silk Cottan Waal Denim
Clothing|Hat HatType \, .
Clothing|Sunglasses [SunglassesTyg msn Shppplng
Clothing|Sunglasses [SunglassShaps | Shopping Home | Coupar
ClothinglHandbags  [HandbagType Mad
Clothing|Handbags HandbagMateri  flower & plant type checked items Sort by | Most popular ¥l
Clothing|Dresses DressType Do
Tickled Pink Gerbera Daisy $49.99
See all options . Bouquet - Mother's Day Fresh
Clothing|Bras BraTypes Flower arrangement O - R
5 ® Beautiful flowers direct from the
3 Bouplet g for maximum... More
g:[’z:!"g;g"dtewear gndte;\veaﬂype See all options At Amazon com Marketplace | Details
othingil-oats oatlype & Larcer shote  FANAStIC prices with ease & comfort
ClothinglJackets JacketType fowerigolor % carqer phote of Amazon.com!
Pink Rate it | Add to List
Clothing|Pants PantType e

Hoodie, Jersey, Oxford, Peasant, Polo, Pullover, Rugby, Sweatshirt, Tank,
Tropical & Hawaiian, T-Shirt, Tube, Tunic, Turtleneck, Tuxedo, Westem
Work, Wrap, Cami, Twin Set, Bowling. Camp

ClclhmgiShins ShitType

MSN Shopping encourages the use of attributes but does not require attributes to be
provided. Values for some attributes are specified.

Future Trends in Attribute Use

In order to determine how to respond to these developments, retailers must understand the
future direction of these trends. Outlined below are the major predicted developments that
retailers will need to watch for as they incorporate attributes into their data feed strategies.

The trend toward guided product search means that Google Base can be expected to
play an increasingly important role in natural search listings on Google.com for
product searches.

The attribute requirements will continue to change rapidly:
o More attribute types
o More defined attribute values
o Changes in attribute values to match changes in consumer preferences

More shopping engines will follow the lead of Amazon, Google and MSN Shopping.

Those that “harvest” attributes themselves will start to request or require attributes
from retailers.

Retailers that do not support the attribute mandates will lose sales to those who do.

In short, it is imperative that retailers understand the implications of product attributes for
their brand and products and implement them swiftly.
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Action Items for Online Retailers
= Comply with the new data feed requirements defined by Google.

= Provide as many attributes to the shopping engines and marketplaces as possible.
o For Google Base, create custom attributes if Google doesn’t have a
documented field for each of your attributes.

» Closely monitor the changes to the attribute definitions for Amazon, Google Base and
MSN Shopping.
o Watch for which attributes become more prominent, and which ones become
less relevant.

» Consider outsourcing these data feeds to Channel Intelligence.

Technology That Makes Attributes Easy for Retailers

SellCast™ featuring CommerceIQ™ technologies:

SellCast™ is a retail technology solution that automates the optimization and delivery of
data to online marketplaces. It organizes products into categories and provides the data to
shopping engines customized to meet the requirements of each shopping engine.

Attributes are automatically extracted from the descriptive text provided by the retailer, or
are populated using attribute data provided directly to Channel Intelligence by the
manufacturers. Each attribute value is mapped to the value expected by each shopping
engine. So data is sourced, set up and delivered according to the optimal method for each
retail shopping site.

CommercelQ is the patented data platform that provides the foundation for effective,
interconnected commerce through an integrated series of intelligent data services.
CommercelQ uses the collective intelligence of all product data to create a complete and
meaningful representation of each product.

As the collective repository of commerce data, CommercelQ creates a complete product
view and then translates and transports this information across commerce channels.

To better understand how CommercelQ facilitates devising and implementing a successful
shopping engine feed strategy, three intelligent data services included in CommercelQ are
outlined below.

CategoryIQ™ - Automated placement of items into the correct category (also called
ItemType or ProductType)

Every product is individually placed into the correct type-based category within the
Channel Intelligence universal taxonomy. These Universal Type-based Categories
(UTCs) allow scalable, rapid and accurate placement of products that enables
consumers to find these products throughout online retail channels.
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In addition to powering intuitive category-based search for products, the context
provided by these detailed product clusters allows for powerful data analytics and
enables further data enrichment.

For retailers, CategoryIQ defines the organization of products across more than 30
marketplaces and CSEs. The following diagram shows how products from multiple
retailers are brought into the UTCs and then delivered to the marketplaces and
shopping engines via pre-mapped links to each shopping channel.

( Apparel = Women > Bottoms >Jeans w
=
T
\ Clothing > Women's > Best Sellers §> 0 ‘ < Women's > Jeans > Boot Cut @
e
g, ¥ &

4

& ,
L ( ( Clothing > Womens > Denim n’m
e

Retaller A 1

Women's > Boftoms > Women's Woven Bettoms = J
ME Denim > Apparel

Oplirnization
Processes

nemlplammml

Appare

Women's Jeans

Women's

UTC Category -
Pants & Shorts

T 7 Yy 1T

NexTag PriceGrabber shdpLocal msnY shopping i shopzilla  wasco!
Clothing & Accessories Apparel Clothing and Apparel Apparel & Shoes Clothing & Accessories Apparel
- v - v - -
Women Women's Bottom Women's Pants & Shorts. Women's Apparel Women's Clothing Pants
L4 v & Accessories L

Pants Jeans Women's Jeans v :
Women's Pants & Jeans Iy o

KeywordIQ™ - Automated discovery and ranking of search terms used by
consumers to find and buy products.

Keyword evaluation lets retailers discover which keywords are most likely to
accurately target searches for your product. There is often a distinction between the
keywords that draw people to a product and those that draw people with the intent
to purchase it.

Additionally, keywords are dynamic. New ones become significant as the market
changes and keyword significance may vary seasonally, for example before
Christmas or Valentine’s Day.

KeywordIQ makes information available to retailers on which they can base their
choices for effective targeting:

= Identification and ranking of high-performing keyword phrases to
populate Google’s “label” field and Amazon’s “SearchTerm” fields.
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= Ranking can be based on traffic, conversion rate, sales, ROAS, net
contribution and other metrics.

High-performing keywords are delivered to shopping channels to capture qualified
buyers.

AttributeIQ™ - Automated discovery and sourcing of attributes that are then
mapped to the values expected by each individual shopping channel.

Relevant product attributes are automatically extracted from the retailer’s online
product catalog and used to power guided product search at the leading online
marketplaces and comparison shopping engines.

= Automated discovery of attributes within the descriptive text provided
by the retailer

= Sourcing of attribute data directly from the manufacturers

= Mapping of attribute values to the values expected by each shopping
channel

Example of AttributeIQ at work:

Casio EXILIM 7.2-Megapixel Digital | , oeeg
Model: EX-Z75SR

Thanks to the smoothing effect of the Anti
Digital Signal Processer, this digital camer
the effect of shaky hands, giving you crisg
The widescreen 2.6" LCD monitor letsyou |
frame your shots. i i
7.2-megapixel CCD captures high-reso
images up to 3072 x 2304 pixels
3x optical/4x digital/12x total zoom
2.6" widescreen TFT-LCD monitor with

pixels
Attribute Retailer Amazon Value Google Base Value
Value

Brand Casio Brand = Casio g:brand = Casio
Color Silver  Color = silver g:color = silver
Megapixel 7.2 MaxlmageResolution = 7.2 g:megapixels = 7.2 MP
Screen  2.6" LCDScreensize = 2.6 c:ci_screen_size = 2.6 inches
Size
Image None http: //www.casio.com/resource/images/large/ex- http://www.casio.com/resource/images/large/ex-

z75sr large.jpg z75sr large.jpg

Note how AttributelQ picks out important attributes for this digital camera from the
retailer’s site and even references the image on the manufacturer’s site to pull
together the complete, accurate data for the shopping engine.

Guided Product Search: How Product Attributes Help Online Retailers Increase Sales 10

© 2007 Channel Intelligence, Inc. All rights reserved.



Conclusion

With attributes playing an increasingly important role in guided product search on shopping
engines, retailers must devise a strategy to provide this data or face being left behind in
online sales performance.

SellCast™ presents a solution that helps retailers discover and provide attributes that are
appropriate and comprehensive. In addition, the CommerceIlQ™ platform which is leveraged
by SellCast further boosts the efficacy of shopping data feeds by targeting optimal keywords
and categorization of products.

For more information on SellCast™ Online or the SellCast™ Retailer Solutions suite of
services, please contact a Channel Intelligence sales representative at:

Phone: +1 866-559-2300, x2393

E-Mail: retailsales@channelintelligence.com

A white paper on Maximizing Profits with Comparison Shopping Engines is also
available at http://www.channelintelligence.com/sc _white papers.htm.
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