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The New Normal

We're at the halfway mark in the digital revolution.
What will happen when we cross this point?

T HE NEW NORMAL-

The idea behind the New Normal is quite simple:"We're halfway there'. The
New Normal is about all things we call’‘digital’, and in the digital revolution
we're probably only halfway there. That means we have as much journey

ahead of us as we have behind us.
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Digital Age
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NEW BEHAVIOR - ROPO

WEB TO STORE & STORE TO WEB
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EST, 1852

The power of the customer Abercgombi
& Fitch

NEW YORK

70.0

WRNTS ONLY ATTRACTIVE PEOPLE “Candidly, we go after the cool kids.

B10 SHUP.\B‘ HIS STORES We go after the attractive all-

50.0

‘w

American kid with a great attitude 300 1
and a lot of friends. A lot of people
don’t belong [in our clothes], and
L they can’t belong. Are we
lﬂﬂxs Hlﬂ[ﬂ“s exclusionary? Absolutely. Those
companies that are in trouble are
trying to target everybody: young,
old, fat, skinny. But then you become
totally vanilla. You don’t alienate
anybody, but you don’t excite

anybody, either.”
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~=Abercromble & Fitch ==American Eagle ~~H&M

Impression score for Abercrombie and competitors among adults 18-
34

Source : Forbes 2013

Abercrombie & Fitch Abercrombie & Fitch Investors found it
announced that its sales lost $7.2 million, or 9 troubling that same-
have fallen 17% in the cents a share, and lost store sales decreased
first quarter following $21.3 million, or 25 15%,

the controversy over cents a share, during The company said it
CEO Mike Jeffries’ the same period a year expects to close 40 to
comments ago 50 stores this year.

With increased use of digital channels, Customers have greater impact on organizations’ brand
perception and business performance
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Put your customer in the middle of everything

SINGLE VIEW OF
THE CUSTOMER

That turkey needs
four hours Jenny!

CLICK & COLLECT

‘ "
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HOME
DELIVERY
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FASTER TURNAROUND i~
(DARK STORE/SATELLITE) Bt

ADVOCACY i
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OFFERS
SMS: I'm 10 minutes * < —
ENGAGE__2 i 0
away Mrs Smith! ¢ FRESHER
\ ﬂﬁ PRODUCT

O

I'm having
another party!

PERSONALISED

AAAAA

7 £ CONNECT ﬁl Ao
SOCIAL MEDIA - “Have you seen the © 0 s
P——— MONITORING latest ACE Retaller’f < CONNECTING REAL
“Colours in the e offer on tableware?” | BEYOND ACE CUSTOMER
premium summer | > - RETAILER CARE
dress fade!” =
. \
= ﬂ’
i @® Capgemini
Great, all the ingredients ' i e
' © 2013 Capgemini

The Thanksgiving
recipe at Recipes4u.com :g'é l": adi:!edbto ;h:’
seems delicious! otaller baske
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How to ? Organizations need to digitally transform three key areas I=

Customer

Experience
,,‘\__—/

Customer understanding
* Analytics-based
segmentation
* Socially-informed knowledge

Operational
Processes

Process digitalization
» Performance improvement
* New features

Business

Digitally-modified
businesses
» Product/service augmentation
* Transitioning physical to digital
* Digital wrappers

A A >
b I;P_Qr?hin%regvg’;mn Worker enablement New Digital Businesses
.p r%, di ct)i/v e marketin 9 » Working anywhere anytime * Digital products
. Streamlined custorr?er  Broader and faster communication * Reshaping organizational
« Community knowledge sharing boundaries
processes
A >
Customer touch points Performance : EDr:%Lt%ISSIL?E?QﬁZOT“m
- Customer service management . RedisE[)ribution gecision
 Cross-channel coherence * Operational transparency f
* Self service « Data-driven decision-makin CWHEnLy .
9 « Shared digital services
A >
* Unified Data and .. ey Business and IT
Processes D|g|tal Capabllltles Integration
» Analytics Capability » Solution Delivery /

Source: Capgemini Consulting-MIT Analysis — Digital Transformation: A roadmap for billion-dollar organizations (c) 2013
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Build your Digital Maturity

Social Media
= Monitor reputation

; Promote products & services Analytics Process Internal
e e memm—— - Target marketing Digitization Collaboration

more effectively

= Build customer communities - Personalize = Automating = Active knowledge
P m processes = Sharing
communig(]:ations = Monitoring = Use of internal social
- - = Optimize pricing operations in real- networks and video conf.
I = Better qualify sales :tbl\rge . * Working anyvxéhere,
. = Adaptability to anytime, any device
Customer Experience prospects
external changes v ,
= Cross-channels consistency - N - N -
= Personalize the customer experience I I
= Offer self-service
e W, Data Integration
I = Customer Data
Mobile Channel = Other data (finance, supply-chain, operations)

= Promote products & services
= Sell products and services
= Provide customer service

N o

Source: Capgemini Consulting-MIT Analysis — Digital Transformation: A roadmap for billion-dollar organizations; The Digital Advantage (c) 2012 and 2013
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IBM Smarter Commerce approach & solution descriptions

p
LEADER in procurement

- Cemptoris
B

uy

\

f LEADER in B2B and Order g
Management

An [BM Company

[Sterh’ng Commerce }

L Buy « Sell )

LEADER in Customer
Experience Management

[ Jtealeaf }

L Market * Sell « Service )

(LEADER in digital marketing |

RN

L Market )

Service

LEADER in merchandising

[ DemandTec }

an IBM” Company

Market ¢ Sell
. . )
LEADER in campaign
management
[ unica }
Market
\ J

(LEADER in mobile marketing |

 Xfy

L Market )

~

. LEADER in B2C commerce

[ }

L Market « Sell )
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Retail Businesses and IT Capabilities
breakdown & Smarter Commerce mapping

Compelling Case for Change

Business Proposition Innovation, Vision Business Case
Development and Roadmap Development

Cross Channel

& Campaign

Management

Social Media
Engagement

Service Management

Web Content
Management

WebSphere —

Digital Asset
Management

e/s/m commerce

e

7 tealeaf

Merchandising
Management

B DemandTec

Pricing & Promotion
Management

Strategic Order
Orchestration

N — Sterling Commerce
An 1B Company

Transport and

Delivery management

Sterling Commerce
An 18M Company

Warehouse / 3" Party
/ DSV Mgt

(Empton's

Payment / Fraud / FX
Management

Finance — Allocation
and KPI’s

(Emptoris

Customer Content Management Commerce Fulfilment Finance & p <
Management Management Management Performance In addition, IBM Smarter
Management Commerce also offers:
Sterling Commerce WebSphere ’
7 tealeaf.

é’mptorr’s

Offers strategic supply
management solutions,
spend analysis, supplier
lifecycle management,
sourcing, and contract

management and services

procurement

J

Insight & Analytics

Single View of Data

AN IEM® COMPANY

Big Data and
Warehouse

NETEZZA

an IBM" Company

Demand Driven Business Operations

© 2014 IBM Corporation


http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=xQCrjBQ2SJ0zJM&tbnid=obSe6sIPZz-bbM:&ved=0CAUQjRw&url=http://www.crunchbase.com/company/xtify&ei=vHeMUqagEfHa0QXtzICwCA&psig=AFQjCNGjIc50ojLr9K8BQ5MhmFTGwX9PkA&ust=1385023644843014

Customer Case : Follet —= Commerce B2C

Industry

= Retail - Education

Scenario

= Analysis/Design/Develop/Train

Products and Technologies

= |IBM WebSphere Commerce

Snopping

~ollett.com

Hello, Sign)

Help/FAQ

&IViorE

Shop an endiess aisle ¢
Yigital toxtt ks a4

& FREE SHIPPING
LR CAMPUS §

FIND YOUR CAMPUS STORE BELOW
U.S. Colleges and Universities

Canada Colleges and Universities

U.S. Schools K-12

Sign Up ang Save [Enter e-mail address @

Customer Service Corporate Info

Cash for Books Order Statys
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Follet — Commerce B2C

Industry
Retail - Education

Scenario
Analysis/Design/Develop/Train

Products and Technologies
WebSphere Commerce

Business Challenge:

Follett operates bookstores for colleges and universities across the United States and Canada. They host e-commerce sites for over 900 brick-and-
mortar bookstores that they operate or provide services. To drive growth, stay ahead of the competition and to meet customer expectations,
Follett required a new e-commerce solution that:

= Provided integration, flexibility and centralization with enterprise systems to provide improved customer service and cross channel commerce

= Made the shopping experience more efficient and effective

Sogeti Solution

= Sogeti collaborated with Follett in delivering this world-class solution, which is still widely considered to be one of the most sophisticated WebSphere
Commerce implementations. Sogeti launched the team to develop the site initially on IBM WebSphere Commerce Business Edition 5.5 software with
an Oracle 9i database, and IBM MQ Series integration to Follett’s Retail Management System. Sogeti adopted the full capabilities of WebSphere
Commerce, such as eSites for rapidly and independently providing each bookstore a separate storefront, with common administration tools and
integration points.

Business Results

= The project was delivered on-time and within budget. The initial implementation was completed in six months. Since implementation, online sales
have increased over 300%. New stores are fully automated and controlled by the business teams. The number of online stores has increased to
900 from initial rollout of 750.
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Our value proposition: Transforming businesses to deliver a seamless and
relevant customer experience across all touchpoints

Customers are not loyal to a single channel but to an experience across channels!

Sogeti’s Service Proposition

All-Channel Consulting Services
(e.g., ACE strategy, Customer journeys & experience,
CRM/digital marketing, Digital Transformation)

Our Client’s Proposition

Customer Shopping Journe

= ,

All-Channel IT Services
(e.g., Solution Architecture Leadership, Cloud
Services orchestration, Mobile Platforms, Agile, Big
Data)

Next day, he and his wife
estore (')
find out that thereis

they liked bam;elﬁe
discount applied - 1

4\

toa
they can
because as per
their records thereis no
discount on the chair.

All-Channel Managed Services
(e.g., Social Media engagement, Digital Asset
Management, Consumer Insights)

Strong Credentials IKEA OmRON ]\/f

& Experience ofollett sSECO 2 “/ Alliance Partners

lllllllllllllllll

Tier One

Sogeti’s All-Channel Experience delivers improved consumer insights differentiated consumer

v,
engagement, increased loyalty, higher sales-conversion, more profit and ultimately Business J
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A little test ... IEE
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Manager - |BM Alliance Digital Experience
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It's a
brilliant

moment for
you to shine

(Sogeti Conference 2014 - June 18
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