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Please Note:

• IBM’s statements regarding its plans, directions, and intent are subject to change or withdrawal without notice at IBM’s 

sole discretion.

• Information regarding potential future products is intended to outline our general product direction and it should not be 

relied on in making a purchasing decision. 

• The information mentioned regarding potential future products is not a commitment, promise, or legal obligation to 

deliver any material, code or functionality. Information about potential future products may not be incorporated into any 

contract. 

• The development, release, and timing of any future features or functionality described for our products remains at our 

sole discretion. 

• Performance is based on measurements and projections using standard IBM benchmarks in a controlled environment. 

The actual throughput or performance that any user will experience will vary depending upon many factors, including 

considerations such as the amount of multiprogramming in the user’s job stream, the I/O configuration, the storage 

configuration, and the workload processed. Therefore, no assurance can be given that an individual user will achieve 

results similar to those stated here.
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Notices and Disclaimers
Copyright © 2016 by International Business Machines Corporation (IBM).  No part of this document may be reproduced or transmitted in any form without written permission from IBM. 

U.S. Government Users Restricted Rights - Use, duplication or disclosure restricted by GSA ADP Schedule Contract with IBM.

Information in these presentations (including information relating to products that have not yet been announced by IBM) has been reviewed for accuracy as of the date of initial publication 

and could include unintentional technical or typographical errors. IBM shall have no responsibility to update this information. THIS DOCUMENT IS DISTRIBUTED "AS IS" WITHOUT ANY 

WARRANTY, EITHER EXPRESS OR IMPLIED.  IN NO EVENT SHALL IBM BE LIABLE FOR ANY DAMAGE ARISING FROM THE USE OF THIS INFORMATION, INCLUDING BUT NOT 

LIMITED TO, LOSS OF DATA, BUSINESS INTERRUPTION, LOSS OF PROFIT OR LOSS OF OPPORTUNITY.  IBM products and services are warranted according to the terms and 

conditions of the agreements under which they are provided. 

Any statements regarding IBM's future direction, intent or product plans are subject to change or withdrawal without notice.

Performance data contained herein was generally obtained in a controlled, isolated environments.  Customer examples are presented as illustrations of how those customers have used 

IBM products and the results they may have achieved.  Actual performance, cost, savings or other results in other operating environments may vary.  

References in this document to IBM products, programs, or services does not imply that IBM intends to make such products, programs or services available in all countries in which IBM 

operates or does business.  

Workshops, sessions and associated materials may have been prepared by independent session speakers, and do not necessarily reflect the views of IBM.  All materials and discussions 

are provided for informational purposes only, and are neither intended to, nor shall constitute legal or other guidance or advice to any individual participant or their specific situation. 

It is the customer’s  responsibility to insure its own compliance with legal requirements and to obtain advice of competent legal counsel as to the identification and interpretation of any 

relevant laws and regulatory requirements that may affect the customer’s business and any actions the customer may need to take to comply with such laws.  IBM does not provide legal 

advice or represent or warrant that its services or products will ensure that the customer is in compliance with any law
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Agenda

• Setting the Scene

• Digital Experience Storefront

• Content as a Service

• Content Performance

• Using Cloud-based APIs for your Digital Experience

• Wrap-Up



Setting the Scene
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What does „Commerce“ mean for DX non-commerce Customers?

• Modern Commerce Sites, which tell stories and promote “products” to 
targeted audiences will inspire all Industries

• Example:  IBM Study „Digital Bank“, created for BEC Bank, Denmark

Act Like A Low 

Cost Manufacturer

Think Like A Retailer



Our portfolio of customer engagement solutions

© 2016 IBM7

Customer Analytics

Marketing

eCommerce & 

Merchandising

Digital Experience

IBM Interactive

Customer engagement 

solutions from IBM help 

you understand and adapt 

instantly to what customers 

are saying and doing – so 

you can deliver the kinds of 

experiences and offerings 

they want before they even 

know they want them.



Along with strong, seamless value chains
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B2B Integration

Procurement

Payments

IBM Managed Services

Partner and supplier

engagement solutions from 

IBM help you establish and 

manage closely linked value 

chains enabling seamless and 

secure collaboration, 

enhanced transparency and 

new levels of agility for you 

and your trading partners. 
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IBM Digital Experience

Integrate 

business 

applications

Deliver 

persuasive 

content 

IBM Digital Experience 

helps customer 

experience teams create

adaptive, personal and

relevant experiences that 

are managed by the 

business
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Tools for Business Users
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11

Tools for Developers and Designers
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Customer Analytics Focus

• Understand Customer 

Interactions

• 360 Degree view of 

customer interactions

Business Imperative Focus

• Outcomes tailored to 

customer interactions

• Multiple points of entry (i.e. 

offline / online)

Transact
ions

Orders

Payment
history

Usage 
history

Purchas
e
stage

E-mail / 
Chat

Call 
center 
notes

Web 
click-
streams

In-
person 
dialogs

Opinions

Prefer
ences

Desires

Needs

Characte
ristics

Demo-
graphics

Attribute
s

Demographic
data

Transaction
data

Interaction
data

Behavioral
data

Content 

Mgmt

Rich Media

ECM

Social and 

UCC
Mobile

Analytics 

Optimize

Integration

DX OncloudCommerce

Marketing 

Mgmt Portal

Personalize

Targeting

Foundation Element Focus

• Product Catalog

• Shopping Cart

• Pricing & Promotions

Simplify the message: Omni Channel customer engagement strategy
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Scenarios

The commerce store manages 

the catalog, shopping cart and 

layout of the store. You can 

enrich the experience by 

integrating a centralized and 

integrated web content 

management system

13

A digital experience is the 

front end to the retail 

experience. You can build 

and maintain your store with 

100% flexibility. Commerce 

manages the store

Commerce Front-End DX Front-End
(Unique User Experience)

Side-by-Side
(Simple Aggregation)

You provide a rich digital 
experience for online 
researchers but provide a full 
Commerce store catalog, 
and shopping cart. You 
maintain SSO between 
storefront and the store
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Commerce Front End, When to Use?

• Content is not focus of site.  Ordering is focus of 

site. 

• Good for B2B sites 

• Example: a site to support dealers and 

dealerships.  Users want to: 

• Log on > Place order > Log off 

• Majority of page requests are for commerce 

pages 

• Example: 90% requests for one Commerce Portal 

were for Commerce pages. 
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Side by Side, When to Use?

• Delivers richest commerce and richest DX 
functions – but can sacrifice usability (with 
context switches)

• User accesses either DX or Commerce, 
depending on page being viewed. DX 
pages show web content & social, whereas 
Commerce shows shopping cart and 
product catalog.

• To some extent, commerce information can 
be displayed on DX pages and vice versa. 
The information is exchanged via REST 
services.

• Customer Examples : Illy, Performance 
Bike, Cars.com
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Digital Experience Front End, When to Use?

• Lead with brand experience and engage via content 

and/or communities

• Deliver multiple sites (not just commerce)

• Integrate to multiple back-end systems

• Leverage full Digital Experience Platform (including self-

service, social collaboration, web content, Forms, 

integration, DAM, etc.)



Digital Experience Storefront
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Inspirational versus Transactional

PUT CUSTOMER 
EXPERIENCE FIRST

40% INCREASE IN 
TRAFFIC

70% CONTENT ONLINE 
IS STORYTELLING
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Headless Commerce

• Originally headless commerce allowed creators of digital content to 
become a retailer. Typically it was used by companies that sold 
software, electronic games, books, images, videos, and other forms of 
digital media. 

• Traditional retailers can also adopt a headless commerce approach to 
impact sales by delivering an exceptional digital experience optimizing 
product discovery and merchandising while also providing access to 
products and delivering the shopping cart experience. You increase 
sales, increase product awareness, and build relationships. Its also 
possible to reduce Commerce infrastructure costs* and capitalize on 
new revenue channels.
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Benefits of a Digital Store Experience

• Desire-to-Action is Key for conversion rates

• The customer experience needs to be continuous and seamless. Web to Store, Store to 

Web, Mobile to Web, Web to Mobile

• You need to enable business users to easily change the experience

• You need the business to create and deliver content 

• You need to deliver multi-channel, omni-channel, and multi-language

• The scope needs to go beyond product information, marketing, and cart

• Social media integration and management

• Rich media keeps on growing

• You need to adapt without IT intervention and leverage resources
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Smarter Commerce Integration with DDC 

• Business User edits the 

portlet to

• Select Source

• Filter by Category Path and/or 

Brand

• Define the Appearance of the 

List

• Managed by WCM 

component

Select source 

from a predefined 

list

Filter by a specific 

Category Path

Filter further by 

Brand

Select how the list 

is shown
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IBM Digital Experience and and IBM Commerce Components

• Categories

• Products

• Product Details

• Store Locator

• Marketing

• Shopping Cart

• Register

• Login

• Wishlist

• Personal Details

• My Orders

• Address Book

• Quick Checkout Profile

• Search Facets

• Search

• Recently Viewed

• Saved Originals

IBM provides the source 
code

The presentation layer is 
fully customizable

The presentation layer 
can use modern web 
development languages

Integration with 
Commerce is using REST 
services

Business users can drag 
and drop the components 
on any page
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IBM Commerce Integration

Topic
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IBM Commerce Integration

Topic
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Extended Content Targeting based
on external Marketing Tools

Integration with IBM Interact and IBM Marketing Center

• The edit mode of a 

Portal/WCM page 

can be used to 

configure the link 

between a offer 

in IBM Interact/IBM 

Marketing Center 

and the corresponding 

web content



Content as a Service
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New patterns for DX solutions

Experience delivery platform.

Shared content repository.

DX owns and manages the user 

experience.

Portlets, widgets, page layouts, 

application integration, site 

creation, and page rendering.

Until ~2014/5 this was the entire 

market.

Web & 

mobile 

sites
IBM Digital
Experience

External application owns & 

manages the user experience.

From ~2015 we see the emerging 

Content as a Service pattern.

REST Services, API/SDKs for 

Mobile apps, single page 

applications, 3rd party apps.

Content 

as a 

Service
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Content as a Service with WCM today

Focussed on mobile 

application needs

Provides content as a service 

for mobile only

SDK available for Android and 

iOS to access CaaS APIs

Available as SaaS via Bluemix

Mobile Application 

Content Manager

Digital Experience 

v8.5 CF05+

Use WCM, and publish content 

as JSON feeds

Pre-built APIs shipped in CF05

Combine website delivery and 

content as a service on a 

single platform

On-premises or managed cloud

http://bit.ly/wcmcaasapi http://bit.ly/ibmmacm
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Mobile Application Content Manager 

• Enabling mobile project teams 

to engage mobile app users 

with personal and contextual 

content, 

in the mobile moment 

• Cloud based content 

management with ease of use

• Deliver persuasive, targeted 

and contextual content to your 

mobile apps

• Easy to work with both 

existing and new apps
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Node-RED: Building business logic based on Web APIs

• Supports visual flow editing

• Node.js based

• Many integrations available

• Flows can be shared

• Allows rapid prototyping

https://github.com/digexp/Sample-Node-RED-dx

https://github.com/digexp/Sample-Node-RED-dx


Vielen Dank
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