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IBM is entering new markets and reaching new buyers
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Smarter Commerce is integrating and synchronizing the

value chain, reaching new buyers

Adaptive
procurement and
optimized supply

chain

Chief Sourcing and
Procurement Officer
Chief Supply Chain Officer

Anticipate behavior
and deliver flawless
customer service
VP of Customer Loyalty

Targeted and
personalized marketing
across all channels

Chief Marketing Officer (CMO)
VP of Merchandising

Seamless cross-
channel customer
experience

VP of Commerce, Stores and
Operations

© 2013 IBM Corporation




Industry Solutions
SmarterCommerce

IBM Smarter Commerce offers a broad and integrated portfolio

VALUE CHAIN STRATEGY AND SERVICES
CORE BUSINESS SOLUTIONS

4 I N N N
BUY 4 MARKET SELL SERVICE
Adaptive Targeted and Seamless Anticipate
procurement and personalized cross-channel behavior and
optimized supply marketing across customer deliver flawless
chain all channels experience customer service
N AN NS AN )
Smarter Analytics

IBM SmartCloud Solutions and Smarter Computing
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Customer Interaction

Procurement and Sourcing Customer and Marketing Analytics

Supply Chain Management Cross Channel Marketing

Customer Service and Interaction Cross Channel Selling

Case Management Order Management and Fulfillment

Foundation

Analytics Instrumentation

Data Management Connectivity
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Smarter Commerce Reference Architecture

I Web Site } I In Store ’ I Mobile ‘ I Social } | Call Center ‘

Customer Interaction

>/

Supplier Life Contract
Cycle Mgmt Management EBeadiioabizia

Supply Chain Management

Trading Partner Supply Chain Supply Chain Supply Chain
Portal Design Execution Optimization

Customer Service and Interaction

Reverse Store Call Center Service & Delivery
Logistics Associate Support Scheduling

Case Management

Document Case Content Information
Capture Management Analytics Governance

Analytics Foundation

Optimization ’ Insight l

Data Management

MDM ‘ Transformation l Network H Middleware [I Security

Customer and Marketing Analytics

Customer Digital & Social nteraction Historylt Cust. Experience
Analytics Analytics & Attribution Management

Cross Channel Marketing

Price / Promotion Campaign Marketing Real-time
Optimization Management Operations Marketing

Cross Channel Selling
Catalo Price/Promotion Order Product
g Execution Capture Configuration

Order Management and Fulfillment
Order Order

Instrumentation

I Reporting Visibility ‘

Connectivity

l IAZAIntegration B2B Integration J

),
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“BUY” processes and capabilities

= Sourcing
= Supplier Life Cycle Management
= Contract Management
J Sourcing, controlling % " Spend AnalySiS
/ =nd procurement o = Trading Partner Portal
‘ = Supply Chain Design
= Supply Chain Execution
= Supply Chain Optimization

L ar urcin

- Procurement and So g
. Supplier Life Contract .
Cycle Mgmt Management Eaendlanlisis

Supply Chain Management

Trading Partner Supply Chain Supply Chain Supply Chain
Portal Design Execution Optimization

© 2013 IBM Corporation




Industry Solutions
SmarterCommerce

Emptoris Provides a Full Range of Supply Management Solutions
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Supplier Lifecycle
vianaseme

Contract Management

"o T

. Complete Supplier
Provide Complete Negotiated Contracts | Performance and Risk

Increase Qu

Visibility to all

and Enforce Compliance Management, Visibility
and Intelligence

Sourcing

r
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Manage Complex Spend

Drive Cost Saving

Reducing Risk through Categories, such as
Optimized Supplier ract Labor and
Selection : m Expenses
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The Emptoris Suite: Smarter
Commerce “Buy” Solutions

= Procurement Intelligence
Global, enterprise-wide visibility into spending and
suppliers to drive operational and supplier
performance improvement

» Source to Contract
Advanced sourcing and enterprise contract
management capabilities maximize and lock in
savings

» Category Spend Management
and Compliance (Telecom)
Manage complex spend categories and ensure
compliance of service providers and outsourced
workers

» Program Management
Powerful, cross-suite program management
capabilities to drive savings, risk and compliance
programs

= Virtual Supplier Master
A global master repository for supplier and
category information and flexible supplier
discovery capabilities
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Virtual Supplier Master (VSM) - SLM integration

. . : i Supplier
Spend Supplier Supplier Risk ) Enterprise Category PP Spend
. . R Sourcing Contract Spend Performance & .
Analysis On-Boarding Classification Management Analysis
Management Management Development

4 A 4 4 A 4 A 4 A 4 A 4 A 4 ¥

Emptoris Virtual Supplier Master

= Rationalize disparate supplier data - Category data management

= Process supplier data inputs from multiple = Maintain a master category reference
sources to build a dynamic configurable tree that allocates all categories a unique
master supplier record global category ID that can be used

throughout the Emptoris suite

= Configurable data fields allow VSM to
manage critical non-ERP data such as
performance and risk, diversity status, CSR
records, etc

ol |

= Allocates suppliers a unique global ID that
can be used throughout the Emptoris Suite

= Discover new suppliers

= Search externally for new suppliers utilizing
external data services

= Create supplier records from the data found
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“BUY” processes and capabilities

= Sourcing
= Supplier Life Cycle Management
- Contract Management

Sourcing, controlling
and procurement of
goods and services

= Supply Cham Execution
= Supply Chain Optimization

Supplier Life Contract
Cycle Mgmt Management Eaendlanlisis

Supply Chain Management

Trading Partner Supply Chain Supply Chain Supply Chain
Portal Design Execution Optimization
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Trading Partner Portal & Integration Options

B2B integration addresses complex integration challenges to
synchronize the value chain of partners, suppliers and customers

Managed File Transfer

-

Secure, reliable file
transfer connects

Flexible cloud
technologies and

Integration Gateways

G

Orchestration and
automation for key

Transformation &
Industry Standards

Ve

Single, universal
transformation engine
with accelerated

systems expert services host partner processes
business support for industry
communities standards
) | ) |
The IBM di

Secure protocol has
never been breached

Global network of
300,000 pre-connected
trading entities

Unmatched scalability/
performance to solve the
most complex scenarios

Leader in transformation
capabilities across EDI
and Industry standards
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Sterling Integrator — on-
premise capabilities for
direct connections to your
most strategic and
demanding partners

B2B Integration and Services

Sterling Collaboration
Network — on-demand
access to 280,000 pre-
connected trading
partners

Sterling
Collaboration

Network Data Transformation facilitating

Supplier Integration & Management,
Payments, and Settlements

Flexible small partner
enablement solutions
In-NetW(_)rk
Translation

EDI/
Non EDI

Community
Management —
reducing the effort of
onboarding and
managing partners
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“BUY” processes and capabilities

= Sourcing

= Supplier Life Cycle Management
= Contract Management

= Spend Analysis

Sourcing, controlling

and procurement of ' ‘ " Tr
goods and services \

Supply Chain Design
Supply Chain Execution
Supply Chain Optimization

L ar urcin

— Procurement and So g
. Supplier Life Contract .
Cycle Mgmt Management Eaendlanlisis

Supply Chain Management

Trading Partner Supply Chain Supply Chain Supply Chain
Portal Design Execution Optimization
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Smarter Commerce enables Supply Chain Excellence

epair

Using IBM Sterling TMS in conjunction with IBM ILOG Devot il

Transportation Analyst and LogicNet Plus XE enables

transportation providers and shippers to make both long-term Bihinees

(strategic) and short-term (tactical) decisions while continuously i/ . Unit 1

improving operational efficiency, reducing costs and ultimately TG _

enhancing the overall customer order fulfillment experience. gl Partner B‘l‘,f"{::;:
Manufacturers HE_b/

IBM Sterling TMS Acquired
Compan o Legacy
System

= Provides daily management of transportation planning, load building, | spescariers
and tracking of shipments at the tactical level

= Provides ongoing/real time tracking of orders, shipments, and inventc

across your global trading partner networks Channel
. Partners |
ILOG Transportation Analyst ~
= Provides robust optimization of strategic transportation questions Ba%ﬁiéeii‘é";e"t

surrounding optimal route design, fleet sizes, backhaul opportunities,
time windows and much more

= The results from these studies may then be fed back into the TMS
applications to be used as guidance/constraints in daily transportation
management

ILOG LogicNet Plus XE

* Provides strategic guidance to number and location of facilities,
territory assignment, and sourcing decisions

© 2013 IBM Corporation
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smarterCommerce =372
IBM Supply Chain Visibility improves both the inbound and outbound flow of good
Supply Chain Visibility s|nbound
=T ol —Improve supplier performance
small —Reduce lead times & their
Carers Bl variability

—Reduce stockouts and
expediting costs
—Decrease supply chain costs

Small E\

Suppliers Stering —Improve supply chain
Collaboration ) ) performance
Network —Analyze current level of supply
EDI/EAI —_— m - chain risk
Suppliers&
EDVEAI @ 7 \ =QOutbound
Carriers K —Increase customer satisfaction
* \\\\\\@ - —Reduce costs associated with
COUEA] — manual processes
Customers SystemsK /) —Meet SLAs, avoid charge backs
Anorer Purchasing ==~ —Decrease carrier delays

MRP
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IBM's Optimization & Supply Chain Solutions

help customers drive the most efficient utilization possible g
= Network optimization ® Space planning ,
for location of facilities, RSy - 7% to determine the best layout *
assignment of stores, managing of products in the store.
seasonality, and carbon Value: increase in sales

footprinting. \
Value: 5-15% reduction in = " Assortment allocation
supply chain costs, better for determining how to
service to stores distribute same item with
different sizes to the stores.
= Transportation optimization Value: Increases sales of

for routing analysis, static and
dynamic routes, backhaul, and
fleet sizing.

Value: 10-30% reduction in
transportation costs, better

7  items with multiple sizes

= Replenishment optimization
for determining how much
and when to buy to trade off

make delivery windows discounts and inventory.
Value: 3-5% reduction in
" |nventory and product flow procurement costs
optimization
for flow path optimization, e & = Work force scheduling
service level optimization, ;" for determining optimal
buffer locations. = ) schedule given all relevant
Value: 10-30% reduction in __,é constraints.
inventory costs, better fill rates. Value: Reduction in labor costs
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“Market” processes and capabilities

= = n
n
.‘ . - [ ]
Market ~ .
Targeted and -
personalized
marketing across all _ u
customer interactions -
n

Campaign Management
Interaction History & Attribution
Customer Analytics

Marketing Operations

Real Time Marketing

Digital & Social Analytics

Customer Experience Management
Price / Promotion Optimization

Customer Digital & Social nteraction H|story Cust. Experience
Analytics Analytics & Attribution Management

Cross Channel Marketing

Price / Promotion Campaign Marketing Real-time
Optimization Management Operations Marketing
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EMM flexibly addresses the needs of specific user groups

AUDIENCE

101010
010101

Digital marketers

eCommerce
professionals

Customer
relationship
marketers

Merchandising
and sales planners

Marketing leaders
and planners

CAPABILITY

Orchestrate relevant digital
interactions to attract and retain new
visitors and grow revenue

Turn visitors into repeat customers
and loyal advocates by improving the
online experience of every customer

Engage customers in a one-to-one
dialogue across channels to grow
revenue throughout the customer's
lifecycle

Make price, promotion and
product mix decisions that maximize
profit and inventory utilization

Model and assess mix, and manage
marketing operations to maximize ROI

EMM SOLUTION

Digital Marketing
Optimization

Customer Experience
Optimization

Cross-channel
Marketing Optimization

Price, Promotion, and
Product Mix Optimization

Marketing Performance
Optimization
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Decide

I \ J
L Campaign Definition Contact ang
Targeting/Segmentation l.ettershop

. Offer Management Rt < I eMail “

Attribution Deteciivin Response Attribution s
Modeler H d 2 Lead Management

J 4 Field Marketing

: Real-Time Channels
Mobilz Analvtics : | Inbound | DCUCCEED @CE::Lr
Social Analytics Campai

......... ’;

Predictive

Analytics @ PiEEEs

Analyze

secsnssassans

Product
Recommendations

Customer Behavior I
. Da e W
\ll

Page Tag Data

Co I I eCt Social Feeds

Business Transactions

Deliver

Other Data Sources

Financial F/C
Planning

People & Process
Management

© 2013 IBM Corporation



Industry Solutions
SmarterCommerce

Cross Channel Marketing

Cross Channel Marketing

Real-Time Batch Campaign

Decisioning Management
Decisioning ':_f:jj Event Detection ﬁ:ﬁg&‘ﬁé
Retention s .
R e ] On Boz'irdlng. Segmentation
Treatment ......j Rl IR _ Prioritization
Real-time | .\ . SN REEREN Ly Offer Assignment
Flowcharts —d Pattern Detection

— 2% | Trigge
Yapl Rules

N

Web Analytics

Reporting: Rich Customer Data

Improve web experience

Increase campaign Customer Data Infrastructure (EDW)
effectiveness

Call
Center

& 5 i

el 11
\ (1 A

CONTACT
CHANNELS
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Cross Channel Marketing — Real Time Personalization

L Interactive Marketing
L Call
40.0.0.0-0-0 - Center
| g _fReﬂ-Tlme Batch Campaign =
Ca” . ooooooooo;{oning -ﬁr‘q Management :‘ZE
Center l B ALisioning | Customer =
hnt “”‘B&Ql‘%\ﬁﬁr — Marketing ;_::‘75
TERNE. X PETTRPPY] oeo Segmentation =l
....... Prioritization

Behavioral

Real-time
Channels Customer Profile

Contact and Response History

Rich Customer Data

Customer Data Infrastructure CONTACT
CHANNELS
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Our integrated EMM suite optimizes customer messages across all
interaction points and marketing channels

Predictive Scores, etc.

- = | Marketing Datamart,
CD:Lga{:]ilels 9 Customer Demographics
and Transactional Data,

P> -
Decisioning &

Personalization

ﬁ
@

. ~+/ -
— =
T
0

= Business Rules
= Self-learning
= Event Detection

Fully

Automated
Replication

Personalized Email

Real-Time Targeting

Acquisition Engagement Analysis Optimization Interaction Points
T —

© 2013 IBM Corporation




Industry Solutions
SmarterCommerce

5
In
4.|1

Product Differences: Intelligent Offer v. Interact

Intelligent Offer

» Product Recommendation
— Next best product
— Based on product purchase, viewed,
carted, category affinity, etc.
— Not specific offers

= _Learns What Products Go with

Other Products
— Collaborative Filtering
— Uses web behavioral data to build
correlation between products

You May Also Consider:

Cuisinart Elite Die Cast Food & Cursi

Frocess or, 12-Cup F'rhﬁessars acl

Sugg. Price: $450.00 = o Su

Our Price: $249.95 Sugg. Price: 842?.00:8390.90 Our Price: $179.0
Our Price: 5—%$279.95

:$229.9

Interact

= Marketing Offers
— Next best promotion, message, alert
— Based on customer behavior, passed
history, customer attributes, etc.
— Not product (sku level) specific.

= _earns What Offers Best Fit the

Customer and Situation
— Predictive models that score offer
based on behavior and customer data
— Uses offer acceptance rates to build
predictive model

WINTER APPLIANCE SALE
Save 20% on all APPLIANCES

At checkout, enter promo code:

SHOP NOW »

Quantities are limited.

© 2013 IBM Corporation
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“Market” processes and capabilities

— = Campaign Management
= |nteraction History & Attribution
= Customer Analytics
Market . Marketlng Operatlons

Targeted and \ -
personalized \
marketing across all

customer interactions

Digital & Soual Analytlcs
Customer Experlence Managemen

d Marketing Analyt

Customer Digital & Social nteraction Historyl Cust. Experience
Analytics Analytics & Attribution Management

Cross Channel Marketing

Price / Promotion Campaign Marketing Real-time
Optimization Management Operations Marketing
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Optimizing today’s online customer experiences requires both
quantitative and qualitative digital analytic capabilities

Qualitative digital analytics
(”Why")

Quantitative digital analytics
(“What, Where, and How"”)
e ~

Lavt 31 Doy g 422910

Actare com NeESer

thebene comNBSer
brtcters com rerser
S resswar

BN | e eai svaimess || commencia
Stere

r——

NORDIC

T BANK
'=“-

—
\g/

IBM Coremetrics Digital Analytics
provides quantitative insight by capturing web site
and mobile interaction data and providing easy to
use interfaces showing:

*Purchase funnels
*Realtime sales data
*Traffic flow through site
*Conversion benchmarks

Tealeaf provides qualitative insight by capturing,
replaying, and analyzing individual user interaction
data showing:

*“In page” context (incl. dynamic personalized
experiences)

*All Ul interactions
*Error messages displayed
e|dentify impacted visitors

© 2013 IBM Corporation
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Tealeaf provides Visibility

Analysis and Integrations to Discover Obstacles

Automatic Struggle Detection

Voice of Customer

Investigate Customer Feedback

Search Fields

Lk Tosearch | |seard ] |

v |Stacey Buyers

i Al Ted x Username |includes

- Text inRecwest
Text in Response
Events

Event Yalues
E) Session Info
&,’] Page Info

Voice of Customer Integration

opinionlab @ [+]

onlineopinion
Strauss and Plesser Comment Alert
Strauss and Plesser

[4] hitplfwww straussandplesser.com
This page does not work!

Replay Session
2008-03-15 21:45:42

| Why are my customers
complaining?

Customer Experience KPIs

QIR0 - OISR

00y

Focus - 0370972000
s Grade  Datin

0 Cucter Riscaived

| ] 57,05 A LIRS g
S ] 161 4 00Ew
1 ] FECCE TS
[ETUE
B LR D%

T T T
031442003 13:01:00

Elapsed time of 60 minute alert interval

WW%..HT it

A

O+

03/ 452005 14:00:00

Alert based on known Issues

Web Metrics Integrations

Why have my conversion rates dropped?

Web Analytics
Integration

- -
W g ) e -
Bkl o ot 17 B, — — -

: |_]
[ @ - < 3 mam sl

=== .
Multi-variate
Testing
.| Integration

Why didn’t my test do well?
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Tealeaf provides Answers
Giving you the ability to Quantify and Act on Obstacles

Revenue Impact Analysis

. . Conversion Rate Comparison
Discover Every Impacted Desktop and Mobile Customer B Conversions With O Conversians Wihout
. 3% |

T e T oo |G| Quantify the

W g 04/15/2008 21:38:34 00:02:52 carol@windlass.com 1, FI n an C | al Im paCt g o

Wi 04/15/2008 18:56:25 00:03:55 carol@windlass.comn MNEEE TR A N}, 00/0/0/0,0,0,0.0] .5

Wi 04/15/2008 18:53:45 00:04:49 carol@windlass.comn 13456 7LAy0N00000000 Of an ObStaCIe E

Wi 04/15/2006 16:13:24 00:06:13 134567 $ 1 MOOOROOEEESE] ‘3 1% 4

B9 i 04/15/2008 16:04:19 00:04:50 1 FOOEEEEEEE

B9 5 { 04/15/2008 17:22:35 00:00:04 1 HOEEEEEEE e

Perfarmance  Flight Status A pplication Re-enter
Problems Chanoed Errars Password

Root Cause Analysis Customer & Revenue Recovery

m Sessinn Seqment Gallory - Form Figlds 3 Top Form Field Values Detail

Sogmet Analysis Demn | g

S | . Follow Up with Impacted Customers
it St T —— T =
Analyze |mpaCted :::, _______ :::;:me!.ox:u “‘”‘:?‘:= carol@windlass.cam b
Sessmn.s for s s s ‘
Anomalies or %,.W, S o

Similarities

o | Furm Field
an R——
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“Market” processes and capabilities

Markef

Targeted and
personalized
marketing across all
customer interactions

= Campaign Management

= |nteraction History & Attribution
= Customer Analytics

= Marketing Operations

= Real Time Marketing

= Digital & Social Analytics

= Cu j agement
" Price / Promotion Optimization

d Marketing Analyt

Customer Digital & Social nteraction Historyl Cust. Experience
Analytics Analytics & Attribution Management

Cross Channel Marketing

Price / Promotion Campaign Marketing Real-time
Optimization Management Operations Marketing
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DemandTec helps merchandising, sales, and marketing professionals

address their key challenges

£€

Pricing and promotion
Evaluate millions of alternatives $

Assortment T =227

Ensure item assortments o e e
to profitably define the right are relevant to target
pricing and promotion approach in customer segments and maximize
response to changing shopper and/or store/space profitably by region and
segment behavior, supply chain dynamics, category
etc.
&

Trade planning

S
Allows manufacturers to %
optimize pricing, promotion
and marketing mix decisions by
class of trade, brand, and customer to
increase profit and share

Supplier/seller collaboration E.Q
Improve negotiation

&
processes and collaboration
between retailers and manufactures
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DemandTec helps increase profits and vendor sales using price gaps

= Most consumers were buying the Best
or the Good

5129

i

Better I

Unit Volume

ﬁ
(00]
O
.

Good Good Better Best

BIEIETCNCTRN Increased profit by lowering prices and demonstrating to vendors
LUPOI that market share is negotiable with better pricing terms

© 2013 IBM Corporation
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DemandTec helps increase profits and vendor sales using price gaps

-f =
Best “,

e 4

Better j

5109

A%A
.
Wb,

= Most consumers were buying the Best
or the Good

= Closing the gap between Good and
Better caused consumers to trade up

= Customers of Best did not trade down

Unit Volume

11% Unchanged

Good Better Best

BIEIETCNCTRN Increased profit by lowering prices and demonstrating to vendors
LUPOI that market share is negotiable with better pricing terms

© 2013 IBM Corporation
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“SELL” processes and capabilities

* Catalog
* Price & Promotion Execution
* Order Capture
| *  Product Configuration
S * Inventory
Sell * ATP — Availability to Promise
Selling and * Order Sourcing & Processing

fulfillment of / T
products and / * Order Visibility
services across

all channels

Cross Channel Selling

Catalo Price/Promotion Order Product
g Execution Capture Configuration

Order Management and Fulfillment

Order Order

© 2013 IBM Corporation
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Brand Experience oot channels

Cross-channel optimization

Web stores
Mobile store
Sales Center

Kiosk
Gift registry
POS support

The many parts of an e-commerce solution

Extended channels
Social integration Affiliates
Ratings & reviews Partners
Remote widgets Comparison
shopping

Interaction Management
_ Contracts & Relationships
Roles & Member Mgmt
Business Policies
Contracts & Entitlements

>

Globalization
Multiple languages &
currencies
Regulations
Multi-national Sites

Personalization A,
Segmentation '
Promotions
Targeting

Configurable Business Processes
Catalog & Content
Tl Content Aggregation
e-Spots
Sales Catalogs
Product Info Mgmt

Assisted Interactions
Sales Center
RFQ & Price Negotiation
Collaboration

Z

Precision Marketing
Triggers and Actions
Dialog activity
Promotions, Discounts,

Coupons
A/B Testing
Affiliate Marketing

E-mail campaigns

Merchandising
Search & Guided Search
Up-sell, cross-sell, bundles
Awards & Points
Gift Center
Auctions

Order Management
Order Capture
Order & Inv. Processing
Approval Workflow
Cross-Channel Order Mgmt
Pricing and Payments

Extended Sites
Multiple Sites

Tooling and Foundation

™ Business User Tooling
<~ Management Center
Workflow & Workspaces

Foundation
WAS v7
DB2
Lotus
Tivoli

*  Developer Tooling
"~~~ Rational App. Developer
GT))
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m
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Configurable Business Processes: Precision Marketing

= Powerful, automated, one-to-one
merchandising and marketing based on
shopper preference and behavior

= Build an ongoing, event-based dialogue
with consumers by processing triggers
and responding with actions

= Cross Channel Precision Marketing
Engine supports

— Web, Mobile, Cross Channel
— Social Participation

— Integrated with ecosystem
— B2B “behavioral marketing”

— Behavioral segmentation

%

Triggers Actions _
——— . iy

——h-liﬂll\ _

Social 4 Precision N e o
i Marketing F—N
' Engine ‘ . Sy

Cross/Up Sell Point of Sale

Personalization Search
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SEO and Landing Page Optimization

GDLJSIE ‘cappuccino maker -

Search- & the wel i pages from Canada

. - . i
SEO & ljanding page optimization Save and Close Close

o
[ Targets

— [y I o

L g = N
— E-Marketing Spot External Site Referral Refommend Content
T, & Customer views e- Domain is: Google 109 off cappuccino
LT Marketing Spot: zearch maker
CategoryPageRec Search keyword
@ ommendations contains any of:
= Capuccino Maker

v
All Cappuccino Makers

10% off
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Search-Driven Merchandising

Supports a robust set of search-driven merchandising capabilities such as:
Rank search results based on business rule(s)
Re-order search results
Promote products by adding them to the top of search results
Alter shopper’s search criteria

Bring luxury items to
the top of the results

Search rules for different
customer segments

®© (<} = =R = @
; | Luxury _
Customer Submits Search Branch | shoppers Custormer Segment Specify Top Search Result
Custamer searches for First path far Custorners in any of Biitpls Laathar SbFs: Wing
terms containing any of which the i e b 2l fonphe) - :
sofa, sectional, couch L P
qualifies [ -
- s 18]
i =
EP;SDEESQES order search result
I Sort criteria is
add or Replace Search Criteria price. USD

iltered by price_UUsSD

Restrict results to Order results by
R products $800 or less ascending price
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Social Commerce: Reward Active Participation

Change Banner $10 Off Next Order

Add to Active Participant Segment A5 - $10 off of Entire Order
- 1 % Enter SAVE10 code at checkout.
- -

Customer Writes 5 Reviews %E{jﬁq} Send $10 Off SMS Coupon
] ¥

Rating*****s

Crafstsman 17765 shop vac, May 9, 2007
By DangerRangeras from OH

Value —essesse 5 —
Durability — seeesee— 5
Perfarmance s 5

Submit

BTy ok
@ =0 = C
FiviNm,
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 Farticipant Mezzage type:
least 5 times Text message
[SMZ)
Content: $10 off
coupon SMS

© 2013 IBM Corporation
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Customer Registers Dynamic Cross Channel Customer Dialog

AN = _
N — R =y ®
place
Customer Registers Branch order Customer Places Order Send Message
Wait until customer First path for Wait until customer Meszage type:
registers with the which the places an order Text mes=age
store customer (SMS)
qualifies Content: Thank
you for
purchase
P—
ol
=3 b3
did not —
place Wit Sdnd Message
STVl Wt for 7 days Mssage type:

E-fnail

E-fnail template:
Follow up after
reflistration
Sdnd at daily
sgneduled time

Email Offer

Thank you for your
registration. We're
running a special © 2013 IBM Corporation
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“SELL” processes and capabilities

* Catalog

* Price & Promotion Execution
* QOrder Capture

Qroduct ConflguratD

S | * Inventory
Sell * ATP — Availability to Promise
Selling and * Order Sourcing & Processing

fulfillment of / T
products and / * Order Visibility
services across

all channels

Cross Channel Selling

Catalo Price/Promotion Order Product
g Execution Capture Configuration

Order Management and Fulfillment

Order Order
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Configurator enables complex product options & configurations

Example Buy & Order Flow Sterling Manages

oA \ * Rules Modeling
onfiguration .

Moge“ng | « Constraint Tables
* Process Modeling

Configure
Products,
Services,

Options Y/ Sterling

Dependent es B . .
Service S——— "3k Configuration » Order Configuration
Choice Execution « New & MACD

Option Validate

Choice Availabiliy i configurator
< Product
\ Choice
| \

CEIGEgn | Option Option ncompatible / ‘ ot
Data Choice Choice Order Capturty * Order Validation

Orchestration J/ 8 End-to-End Flow

Configured Solution & Order
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WebSphere Commerce integration with Sterling Configurator

Bringing the power of Sterling Configurator to model and guide the configuration
and selling of complex products to WebSphere Commerce-driven store sites

A'A MADISONS

Furniture Tableware Kitchenware Apparel See all

= Sterling Configurator is
IBM’s strategic offering for e
product and services
configuration
= Guides end-users through
selection, configuring,
guoting, and ordering of
complex products and

bl
3
o

services S
= Now is integrated to o ”

operate in combination | S

with WebSphere B

Commerce storefronts i

and tools

© 2013 IBM Corporation
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“SELL” processes and capabilities

* Catalog

* Price & Promotion Execution
* Order Capture

*  Product Confj

== Inventory

Sell | ATP — Availability to Promis

Selling and * Order Sourcing & Processing

fulfillment of / T
products and / * Order Visibility
services across

all channels

Cross Channel Selling

Catalo Price/Promotion Order Product
g Execution Capture Configuration

Order Management and Fulfillment

Order Order
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Order management powers the best inventory visibility capability

Order & Fulfillment Orchestration

Warehouse
anagement

Supply chain
Visibility

Cross-channel
Customer Experience

Order
Management

B
Resellers / Dealers

Transportation
Management

1. Let customers buy the way they want
2.Provide value added services
3. Be smart how to interact with them

Retailers

B2B / Portners

Large -~ — =
Enterprise &

/7

SMB =

- Marketplaces Mobile

Y Procurement Orgs
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IBM Global Inventory Visibility optimizes inventory usage and provides

Sterling Multi-Channel Fulfillment Selution .
) 6 @ | Airts Order laventory Sepply Legiabis Reverselogiitis Asalytics Ceafigurnl

more accurate promise dates

Track Inventory Anywhere
* Provide single view of virtually all
supply and demand from multiple
systems
* In store
*In DCs
* At distributors
At suppliers
* In transit
e From: Supplier, distributor, DC,
store
* To: DC, store, consumer

Optimize promise dates and
fulfillment processes
* Intelligent sourcing engine
optimizes inventory use across
the extended enterprise to
provide best Available-to-
romise (ATP ) dates and most

P
efficient fulfillment ogtions J

-

Cran trury
R — 30 ]
pply - Demand : 30
Sty T ‘Crganasen Code. Cuantty | Demand ipe Crganantion Code. Quanty
Bl e MATRINCOR? B ooen o MATRINCORF
[ orvaet HATRINCORS El % [ asecates MATRIN-CORS
[ wrees MATRIY L08R 2 0 sowass MATRIVCORP
oy uw [ Purchasse Order Fusensed MATRIN-CORS bl <
y Purchiae Ceder Paced MATRIV CORF B o
P Available: 19 =
&0
50
z 40 —ge
3 K = o -
- ﬁ — —
10.
a L 2 =& o | - = = = E
0382010 a3 318200 0319200
Q' MoTeS1oTes: aa[ |
Zip Code | 22060 OR City, State MA 2 Show More Stores [] | search F7

Available Now

Available in Future

Store 125 Store 124 Store 126
Salem, NH ster, NH Concord, NH
(5.4 Miles) (10.2 Miles) (14.5 Miles)
All Available
Items | ] [}
: [
i‘ Web Cam Camera (WEBCAM) (] x Product Availsble
12/10/2006
. [7'
g Remote Control (REMOTE) x " (] Product Available
12/10/2006
£ | Wireless Network Switch (WIRELESS) [ ]
-

¥ Not Available

-Appiv F4 -Close Esc
R ]
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“SELL” processes and capabilities

* Catalog

* Price & Promotion Execution

* Order Capture

| * Product Configuration

—————— * |nventory

Sell * ATP—Avgj to Promise
* Order Sourcing & Processin

Order Visibility

Selling and
fulfillment of
products and
services across
all channels

Cross Channel Selling

Catalo Price/Promotion Order Product
g Execution Capture Configuration

Order Management and Fulfillment

Order Order
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An ERP’s capabilities typically manage and optimize processes within

distinctly-defined financial reporting units
e Separate instance for each unique business

unit, division, geography or segment ¢||m!ﬂllllun|..
_ One Order Management module, for every ~ ©sme™
Fulfillment / Mfg. module
— Each Order Management instance is Order
unabled to communicate with multiple Capture
fulfillment instances Layer

e Model and automate internal, independent

operational processes Order SRE
Management oM 4

B . : Layer
Sales, fulfillment, manufacturing, ere | ere | erP
procurement MM1 [l MM2 |[f MM 3 [ MM 4

— Manage / optimize repetitive processes

Fulfillment /
Execution Layer

e Interact with customers, fulfillment nodes and
suppliers with dedicated, point-to-point !

integrations

— Minimal interactions (or disruptions) with
batch processing

© 2013 IBM Corporation
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K]
nl
II||

However, increasing customer demands, shifting business models,
and the evolution from supply chains to fulfillment networks present
new, formidable challenges

e Providing single face
to customer (across
multiple channels)

o Coordination of
externally fulfilled
products / services

o Brokering / tracking
of orders to external
partners

e Execution
collaboration across
multiple participants

Order Capture
Layer

Order Mgmt.
Layer

Fulfillment /
Execution Layer

¢ Multi-channel demand
aggregation /
management

¢ Real-time inventory /

order / process
visibility

p— ’
o Consolidated delivery
W% and billing
e Cross-channel
catalog management
ERP || ERP || ERP || ERP
MM1 || MM2 [| MM 3 || MM 4

Supplier 1

/‘ Supplier 2 }

/

Service 1 é

s
[z

e Cross-division order
management /
fulfillment

o Complex order (multi-
line, multi-step)
management

© 2013 IBM Corporation
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/ Capabilities \

Benefits

= Enables aggregating, managing, & monitoring
orders from all channels

= Provides a single order repository to create,
modify, & monitor & track an order’s lifecycle

= Line level Independence allows more flexibility

= Coordinates intelligent sourcing & fulfillment

choss the extended enterprise /

| —

® Maximizes customer satisfaction & revenue

= Improves order fill-rates & cycle times

uo it.

Reduces order management & expediting costs
Reduces inventory costs & obsolescence

Gives channels complete transparency of the
order and all relevant information pertaining

_/

© 2013 IBM Corporation
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Sterfing Supply Chain Applications Canfigurator

Sourcing

/ Capabilities \ f Benefits \

= Builds out the fulfillment network and defines = Reduces backorders by providing allocation
the different types of facilities capabilities across an entire fulfillment

= Rules for locations to allocate from, based on network.
proximity, cost, least number of shipments, ... = Improves order fill-rates & cycle times

= Provides constraints around splitting orders or = Increases customer satisfaction by providing
lines, backorder rules and releasing orders customer level rules

= Triggers transfers or purchase orders from = Reduces inventory costs & obsolescence
other facilities depending on business rules

© 2013 IBM Corporation
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“Service” processes and capabilities

* Reverse Logistics

* Store Associate Support
 Call Center

e Service Delivery & Scheduling
* Document Capture

* (Case Management

e Content Analytics

* Information Governence

Provide services
and deliver them
flawlessly

VP of Customer Loyalty

Customer Service and Interaction

Reverse Store Call Center Service & Delivery
Logistics Associate Support Scheduling

Case Management

Document Case Content Information
Capture Management Analytics Governance

© 2013 IBM Corporation
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Returns Management

nﬂ Order Detail [Save |[feln]

71 Hald * /1 Release From Hold

ges - =
ine Sub Takal 0.00+

‘Derived To

nes |Due Ren 1D |Productcisss  [UoM  (messoncode  Quantly  |Amount  |Stans

1 01[19/2005 W T EACH  Damaged =T  $0.00 Crested |
f Capabilities \ ( Benefits \
= Enables directed workflow for all tasks with » Provides end-to-end return processing
visibility, alerts & event management visibility, i.e. ‘one version of the truth’
= Supports automated item re-classification, = Ensures timely processing of returns by
based on return status & disposition codes enabling managing internal / external process
» Enables linking return to original sales order participants
and all subsequent return processing activities = Can be readily reconfigured to support
= Simplifies complex returns scenarios such as changing returns (business) processes
wrong item returns, and uneven exchanges. /
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Store Associate Support

Show More Stores [] | search F7

2ip Code | 22060 OR City, State

Available Now Available in Future ¥ Not Available

4 )

Capabilities

e ]

Store 124 Store 126
Manchester, NH Concord, NH
(10.2 Miles) (14.5 Miles)
All A
e | \ralaﬂe i Assign Gift Recipient
» ® Set Gift Recipient
g Web Cam Camera (WEBCAM) [ ] (] X Product Available First Name |
12/10/2006
r Last Name
a Remote Control (REMOTE) x (] ] Product Available
12/10/2006 Phone
-‘I Wireless Network Switch (WIRELESS) ] O Clear Gift Recipient
-

[appty s J close esc)

4 h

Benefits

= Enable the “endless aisle” by allowing store
associates to place special orders for direct
shipment and/or pick-up in store

= Real-time, integrated store inventory check
and order placement for alternative store-
pick-up to save sales

= Enable stores to participate in multi-channel
order management process /

—

= |ncrease Store Revenue through Save the Sale
and Endless Aisle Capabilities

® |ncrease Customer Satisfaction

= Reduces training

\_
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Cross Channel Fulfillment — Call Center & Service Scheduling
O jeach Yew Adios b - -llﬂﬂ
Create Order : Add Items o To [T W e e
5.;:85 = :-;“:-::umummwmr L . - =01 o ot Pars
?E.::‘::i'.':.':.f." 5 u__mm ,—WFMH _»g«_:];; :Mw R :::mu Il“:_’:_%;m 2
e S S s i frooed T T
g [ il ] Avancess Customer Soerch elected Appotrent 10/06 011 (0600 AM - 1700 P)  Addews | Main St Omaha, NEGRIOL
| n} Slals nn.nhan.m - s.unbug;-.-.- T~
- g e B LR I
2| ' 5 E 1 .
L] I alrm = x
ﬂ J 4 pi u I& I+ i:l 15
- d n o a ..; 7] o £
| [t mins e e I T ) =
T FY s =) as 3 . BYHOL ea | Reghoni Motk Scrriord/hom & Duitiwier Breferind Sestchin oy e CrleaRel
o W .EET.':.., ﬁ u o £ = ! [Grder nes - ‘Resalve Line Problems Lo+l | o
et =T ——— |
“ Steps  letesien e Fullflnerid Suray G0 To Seriee Grouping OaﬂFJI
( Capabilities \ f Benefits )
= Multi-channel call center solution gives CSRs = Enhances Customer Service across all channels

visibility into selling and ordering processes

= Better exposure to problems so CSRs can react
across channels and fulfillment methods

quicker

* Wizard driven order entry and modification = Reduces training

= Proactive alert management

{Easy to use task based user interface j \ /
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Smarter Commerce Reference Architecture

I Web Site } I In Store ’ I Mobile ‘ I Social } | Call Center ‘

Customer Interaction

>/

Supplier Life Contract
Cycle Mgmt Management EBeadiioabizia

Supply Chain Management

Trading Partner Supply Chain Supply Chain Supply Chain
Portal Design Execution Optimization

Customer Service and Interaction

Reverse Store Call Center Service & Delivery
Logistics Associate Support Scheduling

Case Management

Document Case Content Information
Capture Management Analytics Governance

Analytics Foundation

Optimization ’ Insight l

Data Management

MDM ‘ Transformation l Network H Middleware [I Security

Customer and Marketing Analytics

Customer Digital & Social nteraction Historylt Cust. Experience
Analytics Analytics & Attribution Management

Cross Channel Marketing

Price / Promotion Campaign Marketing Real-time
Optimization Management Operations Marketing

Cross Channel Selling
Catalo Price/Promotion Order Product
g Execution Capture Configuration

Order Management and Fulfillment
Order Order

Instrumentation

I Reporting Visibility ‘

Connectivity

l IAZAIntegration B2B Integration J

),
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THTH

[l
IIn

Smarter Commerce powers mobile and social everywhere

of key offers with bar cod and
commerce targeted scans, tracking
processes messages Facebook social
“Likes” and channels
< )L ) | voice search | {

Transforming the customer

experience by integrating social and

mobile capabillities throughout the
value chain.

¥

/
-
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Smarter Commerce Reference Architecture

I Web Site } I In Store ’ I Mobile ‘ I Social } | Call Center ‘

Customer Interaction

>/

Supplier Life Contract
Cycle Mgmt Management EBeadiioabizia

Supply Chain Management

Trading Partner Supply Chain Supply Chain Supply Chain
Portal Design Execution Optimization

Customer Service and Interaction

Reverse Store Call Center Service & Delivery
Logistics Associate Support Scheduling

Case Management

Document Case Content Information
Capture Management Analytics Governance

Analytics Foundation

Optimization ’ Insight l

Data Management

MDM ‘ Transformation l Network H Middleware [I Security

Customer and Marketing Analytics

Customer Digital & Social nteraction Historylt Cust. Experience
Analytics Analytics & Attribution Management

Cross Channel Marketing

Price / Promotion Campaign Marketing Real-time
Optimization Management Operations Marketing

Cross Channel Selling
Catalo Price/Promotion Order Product
g Execution Capture Configuration

Order Management and Fulfillment
Order Order

Instrumentation

I Reporting Visibility ‘

Connectivity

l IAZAIntegration B2B Integration J

),
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Applying the Reference Architecture — Customer Solution Description

/
-
&
\

Customer Interaction

| Web Site inStore ’ l Mobile ’ E Social

Web & Social
Analytics

Customer
Analytics

fer Life Contract

= 313
Cycle Mamt ; Management

Spend Analysis
3 L anagement

Sourcin

2

G

/ Supply Chain Management
Trading Partner Supply Chain Supphy Chain Campaign Marketing Real-time
Portal Execution Ciptimization Management Operations Marketing

Service Catalo Price/Promotion Product
Scheduling 298 Execution Configuration
: Case Content Information Iventory Order
Capture Management Analytics Governance Visibility

Analytics Foundation
Optimization Insight % Reporting

Dats Mansgement

Security %s&%&mé{égmﬁm} I B2B Integration I

| MIDM Transformation RMebtwork ' Middleware
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Applying the Reference Architecture — Demo Scenario

J
]

. /‘

inSiore Mobile social i %: Call Conter E

([ Customer Inter=g*ion
Web Site E

Enterprise

Web Castomer
: Analytics

Spend Ancivsis Analyii Segmentation

.

Price Campaign

SupedTTT Lile Lontyact
Cycle Mami  Management

Stnny ha 3 snezement

Pricing barketing

2
Trading Partnes

Porlal

Supply Chain
Qplimizalion

Warehouse
Muanapement

Warianty
Processing

Lontent

Transportation
Managemenl

Service

Scheduling

information

Oiptimization

lrweniony

Manayenent

Price/1 omolion

Execution

Promotion Attribution

s oduct
onfiguration

Capture Management Analytics Lovernanoe

mentation

Foundation
Reporting ?

Analytics

Optimization insight

Date anagement v
Integration g

RMenwork % phiddioware I

AL fransformation

Customer © 2013 IBM Corporation




Applying the Reference Architecture — Heat Maps

[lm]]
""l
I
®
/
%
VX
\

Web Site

Customer interaction

inStore

Mobile

E E Call Center

.

Sourcing

Tradmg
Po

Reverse
Logistics

Documen

Procurement and Sourcing

Supplier Life

Cycle Mpmt

:
:
:
:

Contract
BManagement

Supply Chain Management

Partner Supply Chain
rtal Design

Delivery
Scheduling

i Case

Supply Chain
Execution

Content

.

Spend Analysis

Service
Scheduling

information
Governance

Customer
Analytics

rice / Promotion

Optimization

Catalog

inventory

Web & Social
Analytics

Campaign
Management

Price/Promotion
Execution

nieraction Hist
& Attribution

dMarketing
Operations

ust. Experience
Management

Real-time
Marketing

Product
Configuration

Order
Wisibility

Caplure Management Analytics

Analytics Foundation

Optimization Insight

Data Mansgement

Security

MDM Transformation Nebtwork

E RMiddieware
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ey e Background: Retail Component Model

f |_ Web Social Search Mobile Email e
E 1
(=)
2 =
[ =
o i Ea Customer
S §. 2% 1= [ ) [In-store [Store Back Il
o 5kzss ! Point-Of- e . !
r g Eg gf ! Commerce Ios ] Offlce] : Tender auth / settlement _ |
20 E 23 ! I fraud detection,
ca3 E : L 1 address verification
POS Data . Targeted g::j";fslex ___________ T T !
. [Campaign Offers i :
T . e Targeted Offers, -t H
3 ! Management] promotions |
o ' . . [ |
1S M k t Optimize supply-network -~~~ T TTTTT=~~ Tra‘;a_leéteiir?sffers, _______________ [ DIStrI b i ted
E [ arke connections between product,DC, = = T T T T T === === RIQMOUONS. o e e e e e e Ord er ]
g _____ B as ket ?IeugsTeerg!S' vendor, s(l)urcing M Fulfillment sourcing relationships
. actionsy 1 anaement
Anal SIS Fulfillment instructions, Supplier collaboration for [lnvento ry
’; inv visibility, receipts, endless aisle, vendor- . ’ .
g hi ,inv-adj, . direct shi ts, drop-
. [Customer Snipments. mv-ad) ASNs. - dect shipments,drop Optimization]
o . '
G Segmentation

______

[Transportati
on
Optimization

[Supply
Network
Optimization

[B2B
Integration
Network

[Warehouse
Management]

Supply Chain

[ Core Retail Merchandising]

[Merchandise
Planning, :
Assortments, [Sourcing] ; Trade Funds,

[ Administration ]
[PO, Cost, Deals, [Inventory

Management, :

POS Data, Market Basket Analysi

Information — — — — — — — — —

[Price and
Promotions,

Allocation and Optimization]

Replenishment]

Stock Ledger, Administrativ

Forecasting
| [Supplier Life

Sales Audit]

Cycle

Cross Channel
Campaign Mgmt

___________ ; [Finance]

Segments, clusters, actions

Analytics &
Optimization
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POS Data, Market Basket Analysis, Propensity
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Smarter Commerce Architecture Overview

(Web Analytics) (Customer Support)
. ﬁ Social, affiliates, and Information
L eg en d . = ’ / partners performance Customer Web & Social | Governance
Sel | ﬂ I T Tmées T T T T T T T Analytics Analytics X
ase
'"“"““;" Real-time Management
Web Site InStore Mobile Social Call Center Site performance I History -
Mar k et metrics Attribution Merketinlp | Content
. (Commerce) Analytics
1
1 Targeted Offers, \ Catalo, @
1 Personalized promotions s I Call Center 2
Transactions : delivered via email, r;gitlv!:es. = Store
and Behavior  * ===~ Exstition IAssoum B S !
1 : ;
Tender auth / settlement fraud detection, address
1 (Campaign Management) | Order Product —————%e&ification — """~ ~——~—~————7
: rEFTETE Capture Configuration (Distributed Order Management)
. . s N
. Marketing Ster ’""g
Market Basket Analysis) .
! asket Analysis) Segments, TGN  Commerce [ v : : Fulfiliment i
m clusters, Cust. Experience faivice & Dellve og sourcing !
iah actions Management Commerce E:";’:‘ﬂ"““";‘“il’ | Order Scenting: relationships :
________ e L L e
e CoaNos’ —— =/ Procesing | ceiver
| £rl | Scheduling (Inventory Optimization)
\ ) | ATP ¥ Optimizati
Buyin i Targeted Offers, Reverse
g [Customer Segmentation) yarkiflng ==~~~ promdtions ~~ """~ ""~"~-- T — - - | Order | Logisties || ______| Inventory
habits perations Visibility m:la
( Customer \ - T T T T T T T T T T T T T T T T T T T e e Optimization
l Analytics : Optimize supply-network connections between Sterh'ng P
Thteraction | product, DC, vendor, sourcing Commerce
l History & unlca 1 . J
Attribution 1 ) )
i ) e | Fulfillment instructions, inv visibility, ?:gl”e"e' °i°|”at",°:fg'°r"d'i°r’ .
--------- | Insight ! receipts, shipments, inv-adj, ASNs, cycle dless aisle, vendor-direc
1 counts shipments, drop-ships,
- ' made-2-order
m m [Supply Network Optimization] (Transportation Optimization) (Tran; ion Management) (Wareh Management) (Partner Integration) (Supply Chain Visibility)
@ l Sourcing 4 1 Supply Chain Supply Chain | Reverse Reverse Trading Partner Supply Chain
k! CocNos Unica pesien Optimization Logisties [ Logistics I Portal Execution
5]
:’ \ ) Suply.Chain Supply Chain Supply Chain i eibyili
g (Emp toris Optimization m i Eamitian EreaRIoh Transformation Visibility
3 - . . . - 3
El Sterling w Sterling Sterling Sterling Al Sterling
a
£ (Supplier Lifecycle Management) \Commerce 5 Commerce Commerce Commerce J Commerce
E Sterlin
2 SupplierLife N g
LA Merchandise Planning, Cycla Mgme i ; Commerce
Core Retail Merchandisin ][ ) ini i
Assortme_nts, l spend DecHmant i [ N 9 Inv Mgmt., Stock Ledger, Sales Audit) i Administration
Qle Analysis | ! Price !
Capture ' PO, Cost, Deals, Promut{un I Inventory ] HR, Administrative
conteact I Trade Funds Optimization I ’
Management i h . i P— 1
FILENET|| ! Allocation and DemandTad Sterling eporting i .
. - | Replenishment : Commerce J ! "
Emptoris | 20 " Compiny : Finance
- B Company ! 1
| e 1
——— [ Optimization ‘ Insight m 5 f "\J NETEZZA
| Reporting | | Visibiliy COGMNOS N nNETEZZA
{ MDM Transformation _
[ MDM Transformation _
— Sterli
. ; | i 7 terling
Network | Middleware | Security A2A Integration | | B2B Integration WMB BPM
[ Commerce
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Smarter Commerce integrates and enhances the commerce cycle

Order visibility and status All customer
adapt procurement Interactions
and logistics are a market opportunity

ay e ervice
Insight from all channels Promotions, guided selling
through analytics and precision marketing

improves loyalty drive sales

© 2013 IBM Corporation
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IBM Solutions for Transportation Management

IBM Solution Transportation actions/ decisions

Location of facilities, territory
assignments, capital investment in
facilities & fleet

Adjustment of territories, seasonal
sourcing adjustments, fixed route
creation, mode analysis

Fixed route creation, milk-run design,
mode analysis, Bid/Proposal,
Transportation Bl

Private fleet routing, mode analysis, Pre-
shipment Audit

Tendering, Dock Scheduling, Events &
Alerts, Visibility, Invoicing, Route Guide

TMS Compliance, Shipment/Carrier
Optimization

Time Horizon

Annually

Quarterly

Monthly

Weekly

Daily
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Unica & Coremetrics Integration — Released May 2012

fﬁ aqj» Integration «D "’-

Coremetrics Unica

4 A

1. Integration between Coremetrics and Unica provides single sign on, segment
exchange, re-targeting capabilities

2. Integration between product and content modules provides coordinated real
time offer (e.g. 20% off) and real time product recommendations (e.g.
shoppers also bought)

3. Cross-channel customer interaction history and statistical marketing attribution
provides rich historical reporting for each individual and a way to assign
credit/ROI to marketing tactics

4. Solution pack for social provides targeted, one-to-one marketing messages
across Twitter, Facebook

5. “Post-click” email analytics helps marketers optimize their email campaigns by
tracking unique activities after the click

N o

© 2013 IBM Corporation




Industry Solutions
SmarterCommerce

Automated “Lights out” Marketing

&)l Vistor Sessions

100 00% SEEK
A0 30% S17,a1 . Fine Wines
1. Visitor level : :
Historical
40.35% 178,31 data feed

UE":[:J\——

Lemaire, Garth.
LIm-ACME Inc.,

Tel. 212-871-1850
E-mail: GLemaire@mailklocks.c e 2 . AUtO m ate o ’
Hazzel, Clay. r ¥ ]
, Hisadie e, . 2 business rules K S
© Tel 216-631-8043 ‘ “__%

E-mail: Clay216@yahoo.com

3. 63.164.153.50-1065041748265

s f‘j‘ —_> Trigger site offers

4. 196.28.60.1-106503527173131

) 4
1:333:629:189

B Lizbon cutture

B Yinho Yerde

5. Prioritize Leads 4. Trigger e-mail,
for Direct Sales direct mail & more
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Coremetrics Analytics -> Unica Campaign Integration

TOTAL: 27 Segments (19 Active,

men

11 Remaining)

~

ame

Analytics Report Segments
WM_H_—rH—

Create New Sej

Unica Campaign

Report Segment @ Category Status Created By Type Segment Range Tehedde

[] swo-ss00 Price Range Running Laurie M One-Time Sep 16, 2007...ct 18, 2007
[] bacoesss Badk Pack Active dhatcher One Time Jul 17, 2010...ug 17, 2010
[] GCosyofnononsitesearch  Originsl segments  Pending Chianalyst Persistent =
[] Directlosd Criginal segments  Active Laurle M Persistent e
[] Emsi Criginal segments  Active dinds Parsistent -
[] Email Pixel TrafficFilter Apt ~ Email Fi.. leFilters  Active ceampolo.. tis.com  One Time WMar 28, 2010 ...ay 2, 2010 Selected SegmentS are made

Emsil Pixel T..ficFiller May ~ Email Pi..icFilters  Active ceampolo.. bic.com  One-Time Way 3, 2010...sy 20, 2010 i | bl f H d H
g Engsged Visitors Engagment Active dhstcher Persistent £ avallable for imme Iate
[] ETESsament ETE Segment Running dhatcher One-Time Jan 25, 201...eb 24, 2010 Selec“on |n Cam pa|

7
E I R T . o
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smarterCommerce ==z
Coremetrics for WebSphere Commerce
Customer Benefits _ —_
- He® & @ ot
= Single Sign-On authentication | == | 0 ™ em S e TR0 e

between applications e

= Qut of the box WebSphere
Commerce specific analytics »

oo P

= Auto-configured tag library to
speed implementation & = e
m a.l nte nance ‘ + Promotions

= l|I .-'-t
% ER i E-Marketing Spots
H‘--""I — 111 er

. |nte||igent Offer Vnrn g Cnar S St -5 e S E-Marketing Spots Full List

WebSphere Commerce

e ¢ ¢ @

+ Campaigns

4 o Marketing Experiments
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WebSphere Commerce integrations with Coremetrics Analytics Reports
Provides “in-context” Coremetrics reports while editing
WC campaigns and promotions

lows Internet Explorer (] B3
Welcome wesadmin | Log Qut
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File Edit View Help MadicnneFED
= IEIl =
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IBM has delivered an aggressive set of “Sell” portfolio integrations

T
1
]}

""H
It

[l
T |
]

—WebSphere Commerce + Coremetrics Intelligent Offer (2010)

Coremetrics 10 delivers “wisdom of the crowds” product recommendations
directly into WC via a Precision Marketing “trigger”

—WebSphere Commerce + Sterling Order Management, Phase | (2010)

Integrated message mapping allowing access to inventory, order and
fulfillment information

—WebSphere Commerce + Sterling Configurator (2011)

Allows business users to create complex configuration models, enabling
selling of configurable and complex products/services within WC

—WebSphere Commerce + Sterling Order Management, Phase 1l (2011)

Optimized inventory caching and asynchronous messaging for better OM
performance

—WebSphere Commerce + Coremetrics Web Analytics (2011)

Single sign-on integration allows business users to view and leverage
Coremetrics web analytics reports as a “dashboard” within WC
Management Center
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Extending the built-in integration in 2012, with WC FEP 5 & OM 9.

N |

» Order status
= Reorder capability added in the store front

= Sterling Call Centre will allow a customer service representative to
display order list and detailed status/information for a customer

= Shopper can log into their account in the store front to see order list
and detailed status/information for orders placed in store front & Call
Centre

» Order cancellation/update/return

= Sterling Call Centre will be used to cancel/update/return items in an
order

= Sterling will make the necessary calls to WC to reprice the order and
update the promotions when the order modifications impact its price

© 2013 IBM Corporation
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[l

[
IIn
P |

smarterCommerce
WebSphere Commerce and
. Sterling Call
Sterling Order Management Centre
A
Enterprise
Service Bus v
WebSph :
Coe m mper(e:ree Get item/order price <« _ o (S)tr?jr:rn g
T T 3 a
— = < o) Management
S o 2 =
5 & S 3
o = 2
7 Get inventory availability %
Transfer order ('BD
=
Get order status
Inventory sync
Key Capabilities Enabled by Integration I
= Order History and Status visibility to end consumer Sterling
= Real time product availability to end consumer Warehouse
Management

= Multi Node Order Sourcing: Ability to source inventory
from multiple locations depending on availability
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Smarter Commerce integrates and enhances the commerce cycle

Visibility and order status All customer
adapt procurement Interactions
and logistics are a market opportunity

ay e ervice
Insight from all channels Promotions, guided selling
through analytics and precision marketing

improves loyalty drive sales
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Integrated marketing allows you to manage marketing across

multiple interaction channels
Manage marketing across multiple interaction channels

= Leverage social media data using Cognos

= Determine marketing response likelihoods with SPSS Predictive Analytics

= Cross-channel marketing strategy is defined and planned using Unica

= Coremetrics is used to track consumer actions, and make relevant recommendations

* The e-commerce web site and order capture is provided by WebSphere Commerce

= Customer experience with responsive interaction is guaranteed by workload optimized systems

Predict likelihood of
> 2 o marketing responses
with SPSS Modeler

Insights from social \
media , websites, '
and other sources

from Cognos

Consumer Insights
driverelevant = | WK J----
messages

Solution Scenario

,
St

QA xm f NE

Optimize display and search results Deliver custom landing pages,

N Marketing messages - . i i
o campgaigns a;ge with Coremetrics AdTarget and m_oblle and retail store programs
e ; Coremetrics Search with tar_geted_messages and
. efined and planne promotions via WebSphere
: ing Uni . . isi i
. using Unica Generate demand with Unica eMessage Commerce Precision Marketing
«.  Campaign . . . . .
. (email creation, delivery, tracking)
S Capture responses and refine ------- - -~ -~~~ .. ’
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IBM Marketing Center: Cloud-based solution for marketers -
combines digital analytics with real-time marketing in a single app

= Execute & reinforce marketing ommunications
designed for each customer as an individual

il ) My Profile | € Admin | (/) Help g Feedback 2 Support | W Log %

= Draw on all the digital analytics data visitors FE e | e | AR ot ] o | et ] e

. actions ¥ M New Segment

are providing and import additional offline
data as needed

= With a few clicks go from analytical insight to
campaign management

= Email marketing

= Site personalization

= List targeting

= Automate marketing tracking & analytics

= Automate A/B testing

= Manage digital assets, audiences, contact :
fatigue, campaign scheduling / precedence | A1 o 62t Comr . gl

= Coremetrics customers: complements existing Reduce the IT cost, complexity and
solution — with no retagging needed delay previously required to integrate
omers: Can use as a standalone multiple cloud solutions.

New
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Solution Scenario

Enabling a unified, cross-channel shopping experience

Take action based on a consistent view of a consumer’s order across multiple channels
= Coremetrics is used to track consumer actions, and make relevant recommendations

=" The e-commerce web site and order capture is provided by WebSphere Commerce

= Sterling Order Management maintains a consistent view of the consumer’s order

= The POS from Retail Store Solutions integrates with the entire system to maximize POS sales

ioi SPSS provides sentiment
and customer behavior

« . analyses. Ad content

@ \\ selected by Coremetrics
J——— \
A\

Consumer is

Consumer phones the call center or
engages online to change the order
from delivery to pickup

Sterling Order Management

shown a web ad Consumer completes
for a new TV. the purchase using : Unica prompts
WebSphere Commerce e i the POS to
i recommend an
.. e offer on new
4 E Con.sumer Consumer visits | speakers and
decides to the store to pickup i local
extend the 9rderi the TV, .views the i installation
fron.1 a mobile order via the IBM . services ... sold!
» device ' RSS POS ,
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Point-of-Commerce is the extension of Commerce capabilities into

traditional POS, empowering cross-channel retailing

e Address the Smarter Consumer with a
seamless Point-of-Commerce solution
that enables consumers to go to a local
store to perform a full suite of store-to-
store and cross-channel scenarios.

e Address the Evolving Retail Store with
flexible client and flexible deployment
options optimizing the amount of IT per
store based on a retailer’s requirement —
not the vendors’ requirement.

e Address the Tightening Pocket Book with
sustainable IT costs and reduced
complexity given common data and
common services, easing pressure on IT
staff across channels and allowing focus

on other high-value priorities. ; : Associate Consumer
g P Offline Store Server (Optional) Mobile Mobile
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Leveraging supply chain intelligence to shift inventory and execute
regional promotions

Offer regional product promotions and optimize inventory distribution

= SPSS Modeler predicts inventory levels based on weather, customer demands, and much more
= Sterling Supply Chain Visibility monitors flow of inventory vs. annual norms

= |LOG is used to optimize the logistics network

= Network details are deployed into the Sterling Transportation Management System

= WebSphere Commerce leverages this intelligence to issue custom regional promotions

Predict inventory

5 - I ;
- - - b 2 . levels throughout . .
xS CLL) " >'Q'|‘ supply chain with Regional promotion ~

\ SPSS Modeler e to sell Denver 01 m

Warm winter in Denver inventory faster LLL) oW,

results in excess snow
blower inventory...

\
\

\
\
\

L WebSphere Commerce Precision Marketing _/

\

ah e I C—
— : : Trigger an inventory

* * — movement of snow
) ) Sterling = " » blowers from Denver % Y
Meanwhile, a cold spell in S I to Boston e o
Boston is causing back orders PPy
due to lack of i t [ Chain L ILOG Logistics Network Optimization _
ue'o ack ot inventory Visibility Sterling Transportation Management
S e Capture results for future supply and inventory - - . 7
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IBM's Smarter Commerce Portfolio Drives Real Benefits

(= Enhance the Customer Experience
~ with personalized marketing and consistent
customer interactions across all channels

Synchronize your Value Chain by
combining insights from customer
Interactions, inventory levels and
trading partner networks,
enabling an automated response
to changing market conditions
Drive Growth by enhancing,
extending, and redefining the
value you provide

Increase Margins by boosting
efficiency at every stage of

the commerce cycle
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Thank You
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