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WebSphere Commerce Strategic Focus Areas

Customer Centric
Commerce

»Revolutionize the
customer experience
with dynamic interfaces
and precision marketing

»Foster active
participation and
Interactive dialogues
with customers

»Deliver High
performance
processes and
productivity tools
designed for
convenience and ease
of doing business

Cross-Channel
Optimization

»Delight customers as
they seamlessly
traverse channels
doing business when,
where and how they
want

= Optimize resource
allocation across
channels while
exploiting each
channel 's strengths
and cost basis

Foundational
Leadership

=Accelerate business
innovation

»Delivers the
scalability,
performance, and
flexibility to meet
today and
tomorrow’s rigorous
demands

= Simplify and
accelerate the
development,
delivery and
management of
customer-interaction
solutions
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WebSphere Commerce Customer Interaction Platform

Brand Experience

Direct Extended

Partner Relationship Search and
IBM Email Management Shopping Engine

Integrates

Contracts & Relationships Personalization

Configurable Business Processes
F'_l —
Catalog & Content Precision Marketing Merchandising Assisted Interactions

i'".

Business User Tooling Foundation

Infrastructure

Developer Tooling
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WebSphere Commerce Solution Details

Brand Experience

Interaction Management

&

v

Configurable Business Processes

Tooling and Infrastructure
o
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Customer Centricity: Cross-Channel Precision Market In

(@]

= Precision Marketing provides automated, one-to-one, dynamic merchandising and
marketing based on individual preferences and shopping intentions

= WC processes triggers and based on previously-defined flexible rules, it initiates an action
that can be routed through any WC-controlled touchpoint

= |ntegrated solution handles on-going dialog with customers, over time, across channels
as customer's behavior changes

Actions
» Custom landing page
e Custom Email or SMS
» Custom product or
category page

Triggers
» Pages viewed
* Location
* Past purchases

- Clicks WebSphere Commerce

» Targeted Cross-sells
& Up-sells

* Promotion

» Marketing campaign

» Web / mobile / kiosk

 Other

* Social Participation ! .

* Segment/Persona Marketing Engine
membership

* Open/un-open email

* Web / kiosk / mobile /
call center / POS

* Other
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Precision Marketing — Overview

Two types of Activities

= Web Activity
= Control what displays in
predefined e-Marketing Spots on your
store pages

= Dialog Activity
= Automate marketing actions based on
the specific behavior of your
customers over time

"V‘\ MADISONS

Home

Furniture I

Lounge Chairs S - ey
Office Chairs I 2
Coffee Tables

Table Lamps

Summer Special!

o
Desk Lsmps S
Lazther Sofas - "—"'—"'_"_:' : \ ¥ \w -

Enjoy the low prices efispring.

)

o

Customer Abandons Shopping Cart
Check for customers with carts
abandoned for 2 days

Frequency: Check daily

=

Send Message

Me=zage type:
E-mail

E-mail template:
Abandoned Cart
E-mail

Send at daily
scheduled time
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Cross-Channel Precision Marketing

Business user builds a dialog activity by selecting target customer,
triggers to wait for customer event or time lapsed, and actions to

define what to do
- Targets

g B
i E;J_‘j WC

Precision
LY a5 Marketin
W @ ¢

Engine

=
2

i) R

T
= =
Customer Abandons Shopping Cart Send Message
Check for customers with carts Message type:
abandoned for 2 days E-mail
Frequency: Check daily E-mail template:
Abandoned Cart
E-mail
Send at daily

scheduled time

= Triggers

¥
)

g |

w

i,

success

=l

follow up

again

-l Actions

i
i

E:Tf' Precision

Marketing
i Engine

PN
- WC LEQ‘::}'
¥
&

¥

Customer Places Order

Wait until customer
places an order

X D

Wait Add To or Remove From Customer Segment
Wait for 3 days Add customer to: Entitled to 10% offer

=g

Send Message
Message type:
E-mail

E-mail template:
Abandoned Cart
10% offer

Send at daily
scheduled time
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Web Activities

= \Web activities determine what to show the customer

= Web activities can display advertising content, merchandising associations, and recommendations
from store catalog

= You can target different customer segments within Web activities to personalize what customers see
in an e-Marketing Spot

= Provides Marketing Managers ability to effectively communicate with customers without IT
involvement

a» L Action 4
A

— & = G: @

registered
e-Marketing Spot Branch Customer Segment Recommend Content
Customer views e- First path for Customers in any of EmailSignUp
Marketing Spot: which the Registered
HomePage customer Customers

qualifies
—1 uu
=3 % |
guest
Recommend Category Display Merchandising Association

Apparel Up-zell, Cross-zell bazed on the
@ catalog entries in the shopping cart
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SEO and Landing Page Optimization

12

. GOL“Jg[E \cappuccino maker

Search & the we

i} pages from Canada

[Search]

oD

g =H

m SEO & lganding page optimization

 — |

Save and Clc_vse | | ‘Close: |

i
© @
& &

E-Marketing Spot
Customer views e-
Marketing Spot:
CategoryPageRec
ommendations

External Site Referral Refommend Content

Domain 1s: Google
search

Search keyword
contains any of!
Capuccing Malker

All'_appuccino iviakers

10% off
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» Provide integration between Management Center Marketing Ul and IBM Digital

Analytics

» Digital Recommendation provides two methods of returning recommendations:
—Flat File Recommendations — Import fixed list of recommendations from

Digital Analytics to deliver static recommendations

—Dynamic Recommendations — Real-time call to Digital Analytics to provide

personalized recommendations
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WC Precision Marketing — Digital Recommendation Integration

Option 1: Shopper belongs to “Designers” customer segment

Furniture Clearance
Get 10% off all orders

Customer enters

home page address Product
pag Recommendations
oo 1 based on Customer
gfﬁ"ﬁ»ﬁ‘!ﬁ” Table Lamp  wing Tip Leather Sofa e, Segment
AN e | |

: S = e ®
E-Marketing Spot Branch designers Customer Segment Recommend Catalog Entry
Customer views a- First path for group? Customers in any o Maocha Linen Table Lamp,
Marketing Spot: which the Interior Designers Wing Tip Leather Sofa
HomePageFeature customer
dProducts qualifies o

Others

Display Intelligent Offer
Recommendation
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WC Precision Marketing — Digital Recommendation Integration

Option 2: Shopper does not belong to “Designers” customer segment

Customer enters
home page address

<o

®

In
E-Marketing Spot Branch designers Customer Segment Recommend Catalog Entry
Customer views a- First path for group? Customers in any of Maocha Linen Table Lamp,
Marketing Spot: which the Interior Designers Wing Tip Leather Sofa
HomePageFeature customer
dProducts gualifies 7

Others

Display Intelligent Offer
Recommendation

Furniture Clearance
Get 10% off all orders today

Product
Recommendations
based on “Wisdom
of the Crowds "

Red Leather Roll Arm - White Wing Chair Contemparary
Chaise Upholstarad Ar
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Dialog Activities

= Automate marketing actions based on specific behavior of your customers over time

= Interactive dialog with a customer: You wait for the customer to do something, or not do something,
and then you target that customer with a planned marketing action

= Dialog can be ongoing as the customer's behavior changes

4 ©

Customer Registers Branch

Wait until customer First path for

registers with the which the

store customer
gqualifies

aa <D

place
arder

(=

did not
place
order

Customer Places Order

Wait until customer
placez an order

\riggey

—

A

—
Wait
Wait for 7 days

\Trigoeis

P @®

Send Message

Me=sage type: @
Text meszage

(ZM3)

Content: Thank

you for

purchase

<]

Send Message

Mes=zage type: w
E-mail

E-mail template:

Follow up after

registration

Send at daily

scheduled time



Dialog Activity Triggers

Triggers define the event that causes your Dialog activity to begin or
continue. Use triggers to wait for a customer to do something, or for

a period of time to elapse.

‘ Wait

[Customer Places Order
Customer Abandons o
Shopping Cart 3

Customer Is In Segment.
Used for sending e-mail or
SMS messages

/&I:I Triggers

Customer Registers

&

e . .
T Customer Participates in
Social Commerce

)

Customer Celebrates
Birthday

W ~ Your Trigger Here

J
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Dialog Activity Actions

Actions define what to do, based on the previous sequence of
triggers and, optionally, targets in the activity flow. Dialog activity

actions typically send a targeted message to a customer via e-mail
or SMS

Send Message - Actions
(e-mail, SMS) Issue Coupon
5] 3% (add to customer’s coupon
""" wallet)
/Add To or Remove From e
Customer Segment; i.e., =

Dynamically segment
customers and entitle them

to promotions
. P

Your Action Here \
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Social Commerce: Reward Active Participation

Change Banner $10 Off Next Order

. 1 '{; L S $10 off of Entire Order
1 I \ Enter SAVE10 code at checkout.
B B e -
S r o

Customer Writes 5 Reviews l L Send $10 Off SMS C
—— en oupon
Ratino W W W % 5 |; i P
Crafstsman 17765 shop vac, May 9, 2007
By DangerRangerg8 from OH | .Il
Value eeememe—— 5 [ | Thank you for your
Durability e ——— 5 . 1 ¥ g a Y
S —— : Y review. Receive
Submit - $10 off next order
ubmi 0 _aF
® Iﬁ'} II @
Customer Participates In Social Commerce Add To or Remove From Customer Segment Send Message
Wait until the customer has participated at Add customer to: Andrew Active Participant Meszage type:
least 5 times Text message
(SMS)
Content: $10 off
coupon SMS
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WC Search — A feature-rich solution on top of Apache Solr

Built on open architecture
— Leveraging Solr, open source search platform, as
foundation
— Proven, extensible and scalable search engine

Rich set of functionality with support for advanced
functions like search-driven merchandising

Tight integration with WC
— Stores for rich user experience
— Management Center for business users
— Precision Marketing engine for search-driven marketing
and merchandising

Lower Total Cost of Ownership

WC Search =

Apache Solr
+

Apache Tika
+
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WC Search Optimization Framework

SOF optimizes search experience using
embedded search-based triggers

Landing

Search results

driven by
WC Cross channel Precision
Marketing Engine

Breville .

(SOF)

Product

Recommendations

Faceted
Navigation

Brand
Any Brand
Proctor Silex (=)
Oster (1)

Result Ranking

page

Selact Resuts rom A Dspartments

Cuisinact DCC-1200C Brww Central 13-Cup Progral
B s BS990 CONS 109,00 2 s & v
fn S

Krups (5)

Hamilton Beach (=)
Cuisinart (7}
Kitchenaid (2}
Sunbeam (1)

> See more...

Avg. Customer Review
Any Avg. Customer Review
Ay B Up (4)

Hiniod & Up (=)

Price
Any Price
Under $25 (=
$25 to $50 (s)
$50 to $100 (=)
$100 to $200 (5]
$200 & Above (3)

business rules
WC Triggers

Auto-Suggest

WS Search Optimization

Search Query

Spell Correction

Ic offee]

coffee maker
inHome & Garden

=

3rd party

Search in Electronics
Engine coffee grinder
coffee mug

coffee machine

cofeecup

QA

We could not find any matches for your search. - "cofeecup”

nn

Did you mean: "coffeecup" "coffee" "teacup" »

Phrase Wildcard
[breville coffee machingl | brev® coffee| |

Storefront

=
e o x a :
] 5 wereeme e~
e geeel
e : e
= i 8 0 B
= = O e e
= 1118 0=
S aE s ats
Tapm =
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Management Center Enhancements

Search Term Association Tool Search Marketing Tool

* Synonym terms « Search driven product recommendations
- Replacement terms « Search Results Ranking and Sorting

. Landing Pages * Precision marketing actions based on
. customer search patterns
» Top Search Hits

1 LI0p search results rule Save and Close
» Top Search Misses
— & B
Tools ~ -
— &
S I - @®
6\! File Edit View Help B
& - s P-EHee ° e REanEooDE @
= ~ ® "
\\/ Master Catalog Categories |7 E‘ Search Term Associations
Q, Search Results =
((ﬁg]\ Compare View J Synonyms | Replacements  Landing Pages  Top Search Hits  Top Search Misses
— i'\/\ > (5 Active Work - =
(1 Unassigned Catalog Entries @ E & E
r 2 B
[ Catalog Uploads Synonyms (United States | *Type | * Synonym List . M k t
. Search keywords (| * Reyword
Catalo i R . arketing
I ] Madisons-FEP
0.0f 1 selected — 0 of 1 selected
o Manager
anager ew

Shoppers
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Search Driven Marketing

= New Search Activity Builder
— Change search results ranking and
sorting
— Define top search results
—Modify search criteria

= New Dialog Activity trigger
—Trigger promotion message to
shoppers based on their search
behavior (search keywords, frequency,
time-frame)

= Web Activity
— Product Recommendations

)
T T
ATF

@ Getting Started

E| Catalogs

L search
[+ Cg Active |
[ Campa
[ Activitie
[ Activity
[~ E-mail |
> E-Marl
[ Conten
O] Custorr
[ Search

[ Searchl ..

FOOME I DNIOFS

File Edit “iew Help

k&l
—

] Zarmpaign

H

Weh Activity

@ ®

Web Activity Template

Dialog Activity

Dialog Activity Termplate

E-mail Activity

E-mail Termplate

Search Activity

Search Activity Template
E-Marketing Spot

Content

Custormmer Segment

——————

[1-';] Marketing

L

te anewr
object,

< with an e
th for a m.

1e find are
elect what

“\[t") :the searc
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Search Activity Builder Overview

@ éa_tﬁ-ngféiartad I I:rr*_l Marketing >

» Graphical builder similar to web and dialog activities & _Manage
File Edit Wiew Help
n

Promote products by adding them to the top of the search
results

O Zearch

[ T Active |

» Rank search results meeting specific criteria to be higher or || = cames
lower [ Activitie
[ Activity

= E-mail |

. . [ E-Marl

= Alter shopper’s search criteria & olicn
— Replace customer’s keyword, or narrow down by = Custarr
additional criteria () Search

» Target customers that specified particular criteria or see
specific search results

Kl

v L‘.;r"j Campaign

Ho®®

B

) Web Activity

Eg! Web Activity Template
o] Dialog Activity

Dialog Activity Template
E-rnail Activity

E-rnail Template

il

Eliibs

&

1 Search Activiby '{E’} {

e

Search Activity Template

E-Marketing Spot
E] Content
%_,. Customer Zegment
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Reuse existing web
act|V|ty targets

/earch specific actions \

» Change results order
» Specify Top Results

» Add/Replace Search
Criteria

» Add/Remove to

sttomer Segment

Branching for targeting
different customers

*lew Search Activity

e Ei Specify a walue for the Name field,

-] Targets

g B
G
=
¢ &

-} fActions
% &
= G
=] Branching

&

*Matching rule

Search keywords (1)

ES)

Customer Submits Search

LJ\) Customer Submits Search

B

* Keyword

coffee

0 of 1 selected

@arch Keywords: \

» can be anything

* is exactly one of the
following

» starts with one of the
@ following

 contains one of the following
* ends with one of the

following

Search phraze containz one of the ... =
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.
% Order search result

*ction () Change how initial search results ... =

Change Results
rankings to change
the search results

order
R
O € [E
Search filters (i) * Marne * Dperator * Yalue * wfeight
Parent Cateq ... | | Contains *| |Desks 10
Offer Price * | | Greater than * | 1000 |

1 of 2 selected

-
= Order search result

*ction (1) Zhange haw initial search results ... =

Sart criteria (1) * Sort by * Sequence
Offer Price *| | Descending -

0 of 1 selected

Change Results sort order
« Manufacturer name

 Name
« Offer price
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o

Custormer Submits Search

Custormer searches for
terms containing any of
sofa, sectional, couch

%

Branch

First path for
which the

custorner
qualifies

All other
customers

customer
segment

(=

LLrsury
shoppers

(=

Discount
shoppers

Target: Luxury

M

Customer Segment

Custormers in any of
Luxury itermn buyers

ok

—_

Top Search Result
action: Bring Luxury
items to the top of
the search results

=

Specify Top Search Result

Purple Leather Saofa, Wing
Tip Leather Sofa

41

Order search result
Sort criteria is

&dd or Replace Search Criteria price_USD

Filtered by price_USD

Add or Replace
Search Criteria
Action: Restrict
results to product

\$800 or less .

\

Order Search Result
Action: Order results
by ascending price
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Demonstration
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« Lab 1 - Precision Marketing: make the home page personalised and dynamic
« Configure a web activity to drive segmented content on the homepage 10 Minutes
« Configure a web activity to drive content based on customer behaviour 10-15 Minutes

» Lab 2 — WebSphere Commerce Search
» Create a search result ranking rule 10-15 Minutes
» Create a search driven recommendation 10-15 Minutes
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