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3 Key Themes for e-Commerce in 2010

• Provide Unique, Consistent & Personalized
Experiences across Multiple Channels

• Mobile Commerce is Here

• Think Social!



1. Provide Unique, Consistent & Personalized 

Experiences Across Multiple Channels



Consumers obtain different value from each touchpoint and 
consequently are deconstructing the shopping process

Source: IBM Global Retail Industry
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Consumer expectations continue to rise – but don’t 
distinguish between channels / touch points; only Brands

Source: IBM Global Retail Industry
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Choice
Giving customers the ability to shop 

how they want

Consistency
Ensuring fulfillment of brand promise 

and customer expectations

Context Providing the right interaction at the right time

Continuity Enabling seamless “flows” across touchpoints

Community Facilitating a social and emotional connection



Mobile phones are 

much more widely 

accepted in the 

growth markets than 

mature markets

Websites are 

widely accepted 

across countries, 

especially China

Kiosks are popular 

across all countries, 

especially Brazil 

and China

Use of TVs to shop 

and make purchases 

is also much more 

accepted in the 

growth markets than 

mature markets

Consumers in different countries have varying levels of comfort in 
using technology to shop and purchase

Source: IBM Institute for Business Value Analysis, Retail 2010, population selected website n=21904; population selected Kiosk n=11423; 
population selected Mobile phone n=4039; population selected TV n= 5568 



As cross channel interactions grow in complexity and 
become increasingly fragmented



We will have to change the way we market, build relationships, 
and deliver brand value
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IBM’s Cross-Channel Customer Interaction Platform enables 

companies to deliver consistent, customer-centric experiences 

across multiple channels and touch points
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Evolving shopping behaviors require new marketing approaches

• Cross Channel 
Precision Marketing 

– Web, Mobile, Cross 
Channel

– Social Participation

– Integrated with 
ecosystem

– Behavioral 
segmentation  and 
personas based on 
interactions

• Multi-Variate Testing 
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Engine



Extend the Brand Experience   

Affiliate Sites Aggregators/ 

Portals

Communities Widgets, (Internet, 

Desktop & mobile)

Viral Marketing

Brand 1
or microsite 1

Brand 2
or microsite 2

Brand 3
or microsite 3

Brand 4
or microsite 4

Search and 

Comparison 

Shopping Engine 

Optimization



• Promotions & Brand Widget: Connect WebSphere Commerce eSpots to 
retailer owned social networking sites, affiliate and partner sites. 

• Centrally manage and control all remote eSpots from the Management 
Center, WC business user tool

Partner Sites

Content Sites

Affiliate Sites

Social 
Networks

….

3rd Party Sites

Remote Widgets: Retailer-driven Scenarios

Retailer Site

Management Center

Local e
Spot

Remote eSpot



Co-Shopping

• Bringing the social aspects of shopping to e-commerce

• Connecting two customers to enable a joint shopping 

session

– Sharing same URL

– Pointing out product features

– Chatting via instant messaging

– Shopping together in a completely 
secure fashion



Cross-Channel Customer Interaction Platforms will drive immersive 
in-store retailing experience

• Extend cross channel 
commerce experiences into 
the store

• Web Based POS

• Store based proximity 
services

• Continued investments in in-
store touch points, processes, 
and experience optimization

• Digital Signage

• Ability to centrally manage all 
of these digital touch points



24% making a 

purchase were 

unable to find at 
least 1 item

Source: Gartner; Wharton University

Retailers can create advocates by creating a better in-store 
shopping experience through self-service

15% were 

unable to find 

item price 
information

14% could not 

locate a store 

associate to 
assist them 



REI running WebSphere Commerce Kiosks



2. Mobile Commerce Is Here



It’s Like 1995 All Over Again…

1995 2010



Mobile Becomes Increasingly Important

INNOVATION GIANTS, MAXIS & PAYPAL, PUSH BOUNDARIES IN 
PAYMENTS VIA ONLINE & MOBILE

World's First Collaboration for Easy & Secure Transactions Online and 
Through the Mobile

Powering Malaysia's E-Commerce Eco-System: Instant customer benefits

Over 12 million Maxis Berhad ('Maxis') customers will soon be able to perform 
payments via online and mobile using PayPal. The two innovation giants 
today announced their plans for a strategic collaboration that will enable 
Maxis customers to easily and safely shop online, on their mobile devices, 
and on their television sets in the near future.

http://www.maxis.com.my/mmc/index.asp?fuseaction=press.view&recID=447



Many Drivers to Move to Mobile Commerce

Google Bets on Mobile -

“ With Google Inc. betting that consumers want to access the 
web more often through mobile devices than through other 
computers, retailers should make sure consumers can easily 
receive inventory, product reviews, location and other 
information through their handheld phones, Stephanie 
Tilenius, the search engine giant's new vice president of e-
commerce, told attendees today at the Internet Retailer 
Conference & Exhibition.” -
http://www.internetretailer.com/2010/06/10/google-bets-
mobile







WebSphere Mobile Commerce delivers more than 
convenience

• Mobile Store Model & Mobile Native Applications

– Product Information / Availability

– Order Status / Tracking

– Store / Stock Locator

– Shopping List

– Mobile Marketing

• Support smart phones with 240*320 or higher resolution

– Supports Apple® iPhone™, Blackberry®, and Nokia smart phones; as well as smart phones 

using Windows® Mobile and Android™ operating systems

• Mobile Message Support (SMS)

• Mobile Transactions and Cross Channel Support

• Integrated into Cross Channel Precision Marketing with support for 
Mobile triggers, actions

• Mobile Coupon Wallet



Consistent Mobile Optimized Experience for Speed & Efficiency

Browse Catalog View Product Detail Compare Products Search Products



All Key Web Store Functions on the Go

Add to Cart
Select Pickup Store & 

Checkout
View Order Confirmation

GPS-Based 
Store Locator



3. Think Social!



The top 50 websites in the world – as of late August 
2009



The fastest growing population on Facebook?The fastest growing population on Facebook?

That would be 

women 45-55



69% percent of consumers who buy 

mostly online visit social networking 

sites, while 50% have listened to 

podcasts and 49% have blogged

* Pricegrabber



Listening Engaging Participating

The key is not telling them a story – but enabling them to tell itThe key is not telling them a story – but enabling them to tell it

It’s about…



“Successful social media marketing 
is 80% strategy and 20% technology.”

Jeremyah Owyang, Forrester



Social Commerce Basics

• Spread yourself too thin

• Try to be everything to 
everyone

• Ignore the chatter

• Strategize

• Know your customer
– Who are they? 

– What do they like?

• Understand where they 
spend time on the 
internet

• Be authentic

• Monitor, adjust and 
react



When reviews 

get popular…

…Give the 

customer the 

opportunity to 

drill down
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Summary Thoughts

• 3 Key Important Themes

– Provide Unique, Consistent & Personalized Experiences across 
Multiple Channels

– Mobile Commerce is Here

– Think Social!

• 2 Key Things That Are Needed to Be Successful

– Strategy

– Technology



1 Solution Platform That Does It All



Analysts Agree That WebSphere Commerce is Leader

Source: The Forrester Wave™: B2C eCommerce Platforms, Q 1 2009
by Brian K. Walker, January 27, 2009

Forrester 2009

The Magic Quadrant is copyrighted 2010 by Gartner, Inc. and is reused with permission. The Magic Quadrant is a 

graphical representation of a marketplace at and for a specific time period. It depicts Gartner's analysis of how certain 
vendors measure against criteria for that marketplace, as defined by Gartner. Gartner does not endorse any vendor, 

product or service depicted in the Magic Quadrant, and does not advise technology users to select only those vendors 

placed in the "Leaders" quadrant. The Magic Quadrant is intended solely as a research tool, and is not meant to be a 

specific guide to action. Gartner disclaims all warranties, express or implied, with respect to this research, including 

any warranties of merchantability or fitness for a particular purpose. 

"This Magic Quadrant graphic was published by Gartner, Inc. as part of a larger research note and should be 

evaluated in the context of the entire report. The Gartner report is available upon request from IBM."



A Small Glimpse of Our Many 
Successful Customers




