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This presentation introduces social commerce in WebSphere® Commerce version 7. 
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Goals 

� To introduce what social commerce is and the 
benefits it can provide for an e-commerce site 

� To summarize the social commerce features 
available in WebSphere Commerce V7 

At the end of this presentation, you should understand what social commerce is and how it 
can benefit an e-commerce site. You should also understand the social commerce 
capabilities enabled in WebSphere Commerce version 7. 

WCS70_SocialCommerceOverview.ppt Page 2 of 23
 



   

  

    

   

     

   

              
            

       

IBM Software Group 

3 

Social commerce overview © 2009 IBM Corporation 

Agenda 

� Introduction to social commerce 

�Social commerce features in WebSphere 
Commerce 

�Social commerce administration overview 

This presentation begins with an introduction to the concept of social commerce and then 
examines the social commerce features enabled in WebSphere Commerce version 7. The 
presentation concludes with an overview of administration tasks. 
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What is social commerce 

�An application of Web 2.0 social networking 
concepts to product marketing 

�A decision to invest in community building among 
current and future customers 

�A way to engage customers in marketing your 
products for you 

Social commerce, at a high level, represents the introduction of social networking 
capabilities into e-commerce. The popularity of social networking, associated with Web 
2.0, has been growing rapidly over the past few years and social commerce aims to focus 
that popularity into product marketing opportunities. 

Adding social commerce capabilities to your Web site is essentially a decision to invest in 
creating a community that your current and future customers can participate in together. 
They can share and learn from each other in an open environment that is free from 
traditional marketing jargon and product claims. 

Creating an open community environment shows you respect your customers’ opinions 
and this respect enables you to engage them in promoting your products for you in their 
own words. You are taking word of mouth into an electronic form where its potential reach 
is much broader than a single customer’s personal connections. 
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Benefits of social commerce 

�Creates customer loyalty 

�Drives traffic through the site 

�Expands search engine presence 

� Increases purchase rates 

Adding social commerce features to your commerce site can have many advantages. By 
building a sense of community around your brands, you can enhance customer loyalty and 
drive repeat purchases. 

As shoppers come to think of your site as a source of information they can trust, it will 
drive more traffic through your site. Similarly, having community generated content that 
links back to your products can enhance your search engine ranking, driving more new 
customers to your site. 

Also, the presence of content that has been created by actual users of your products 
rather than by your marketing team can increase a shopper’s confidence in their purchase 
decision. This can result in a higher conversion rate of browsers to buyers. 
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Applying Web 2.0 to WebSphere Commerce 

Demand 
generation 

Personalized 
service 

Browse 
and 

research 

Configure and 
select 

Buy and 
transact 

Service 
and 

support 

Remarket 

WC V6 Engaging shopping experience 

WC V7 Active participation and community 

In version 6, WebSphere Commerce uses the Dojo open source toolkit to provide 
shoppers with a more interactive, engaging shopping experience. Enhanced UI widgets 
and Ajax updates in the Madisons starter store are evident when browsing the store, 
selecting items for purchase and completing the checkout process. 

In version 7, WebSphere Commerce is expanding the reach of Web 2.0 capabilities to the 
entire shopping life cycle from demand generation to remarketing. This reach is achieved 
by adding support for active participation and communities through social commerce. 
Communities can build word of mouth and help create buzz around a particular product, 
increasing demand. After a purchase is made, comments and questions about the product 
can be discussed in the community and shoppers can help each other. Reviews and blogs 
help extend the marketing of a product beyond the what retailer-driven initiatives can 
accomplish 
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Social commerce features in V7 

�Category blogs 

�Photo gallery 

�Social profiles 

�Product reviews and ratings 

�Multi-channel precision marketing 

The social commerce feature in WebSphere Commerce provides integration support for 
several common social commerce technologies. 

Blogs allow a customer to submit a free-form comment, called a blog entry, about a 
category of products. Other users can comment on a blog entry, creating a conversation 
among the category’s visitors. 

The photo gallery features allows shoppers to upload photos related to a category. Similar 
to blogs, other shoppers can comment on the photos. 

Public social profiles allow shoppers to share a limited amount of information about 
themselves with other shoppers. Shoppers feel like they can get to know each other and 
those who contribute to the social content can build a reputation within the community. 

Product reviews and ratings allow shoppers to provide specific feedback about a product 
that is aggregated to form an overall rating. Ratings and reviews can help other shoppers 
to make purchase decisions by giving them access to multiple opinions, pros and cons 
about different products. Even though they don’t know any of the reviewers there is a 
certain amount of trust formed by reading reviews written by customers rather than seller 
provided product descriptions. 

In order to encourage participation in the social commerce community, new marketing 
support has been designed that allows you to target contributors. You can design 
promotions that reward customers for creating social content such as writing their first blog 
entry or adding a comment. You can also create user segments around participation in 
blogs, photos, and reviews and ratings. For example: power reviewers, participants and 
readers. Multi-channel precision marketing is managed through the Management Center 
Marketing tool. 
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Feature providers in V7 

� Integration implemented using WebSphere sMash 
technology 

�Bazaarvoice provides ratings and reviews 

� IBM Lotus® Connections and Pluck provide blogs, 
user profiles, and photo galleries 

WebSphere Commerce does not directly implement social commerce features. Rather, it 
relies on integration with external products and services. The integration of these products 
and services are accomplished with WebSphere sMash technology. 

Bazaarvoice provides a service for hosting ratings and reviews. Pluck provides a service 
for hosting blogs, profiles, and galleries. These vendors require service agreements 
separate from the WebSphere Commerce product license. IBM Lotus Connections is a 
product that also provides hosting for blogs, profiles, and galleries. 
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Category page with social commerce 

Blogs 

Photos 

This screen capture shows an overview of the Madisons category page with social 
commerce enabled. User generated content in the form of blogs and photos is displayed 
at the bottom of the page. Social commerce page content is provided through a custom 
Dojo widget that you add to your store page. 
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Product page with social commerce 

Reviews 

Share to social 
networks 

This screen capture shows an overview of the Madisons product page with social 
commerce enabled. There are links to share the product information with an external 
network. Links to popular social networking sites such as Digg, Delicious, Facebook and 
Google bookmarks allow shoppers to easily bookmark a product they are interested in and 
share the information with their online network of friends and family. 

User generated content in the form of product reviews is displayed in a tab on the bottom 
half of the page. Since reviews are contained in a tab, they share screen real estate with 
the product description. 
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Creating blog entries 

Blog entry 
content 

Blog entry 
title 

A blog is typically a means for a person (or small group) to share thoughts, ideas, or 
information. In social commerce, this sharing of information is directed towards products or 
categories of products for sale on a Web site. Where product reviews are typically very 
concise, blogs offer shoppers a way to share opinions, stories, general recommendations 
and even ask questions. The only restriction imposed by the social commerce design is 
that a blog entry must relate to something in the store’s catalog. This restriction is 
enforced by placing the UI for creating blog entries within the category display pages. 
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Viewing blog entries 

User 
generated 
comments 

Customer 
blog entry 

Community 
moderation 

User 
generated 

ratings 

Blog entries can be viewed by both registered and unregistered shoppers. In addition to 
reading the blog entry, a registered shopper can participate in the online discussion 
several ways. They can contribute directly to the conversation by leaving a comment or 
rating the usefulness of the entry to them. Any registered shopper who has a concern 
about the appropriateness of a blog entry’s content can easily take action to notify a 
moderator about their concern. This is not a replacement for regular moderation by an 
administrator, but does give the community the power to help keep the discussion 
meaningful and on topic. 
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Blog listing 

Multiple blog 
entries about the 

category 

Blog entry 
comments 

Blog entry 
recommendation 

When more than one shopper writes a blog entry about a particular category, a list of 
entries is available for shoppers to view. Each item in the list links to the full text view of 
the blog entry. Shoppers are guided to the most interesting entries by those who came 
before them. The rating and number of comments associated with each entry is 
summarized in the list. 
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Photo gallery 

Photo, 
user name, 

timestamp, rating 
and comments 

Similar in structure to the blog listing is the photo gallery. Photos are something that 
people naturally tend to share. Web sites like Flickr are dedicated to sharing photos and 
social networking sites like Facebook provide photo gallery capabilities. Allowing 
customers to post photos to your Web site can generate more interest in products as 
potential buyers see what real buyers have done with a product. By comparison, staged 
marketing photos often lack a “real life” feel. Shared photos can also lead people to think 
of themselves owning the product and enjoying life the way the person is in the photo. 
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Viewing ratings and reviews 

Overall rating 

List of reviews 

Sort options 

Ratings and reviews provide both a quantitative and qualitative summary of what shoppers 
think about a product. The overall rating is displayed at the top of the page followed by a 
list of the individual reviews. Reviews can be sorted by date created or by rating value. 
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Create new review 

Rating 

Title 

Review details 

Registered shoppers can enter new product reviews. The rating value is selected on a 
scale of one to five and the review consists of a title and comments field. 
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Social profile creation 

New registration 
option 

Creating a social profile allows customers to share minimal information about themselves 
but still create an online presence. Profiles help people new to your site develop a sense 
of joining a community. They can find past purchasers with similar interests sharing 
experiences with a product they might be considering. The type and amount of information 
captured in the social profile is configurable. Social profiles are created when a shopper 
registers on the site and can be edited at any time from the My Account page. 

WCS70_SocialCommerceOverview.ppt Page 17 of 23 



   

  

    

  

 

 

                
              
        

IBM Software Group 

18 

Social commerce overview © 2009 IBM Corporation 

My Account page 

Content links 

Profile details 

The My Account page is the one place where a shopper’s photos, blog entries and reviews 
are not organized by catalog structure. The social content pages provide a summary of all 
their contributions. Shoppers can also update their social profile. 
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Administration tasks 

�Options vary by provider 

� Initial configuration 
�Example: are blog comments allowed 

�Ongoing moderation 
�Reviewing content before it is publicly displayed 

�Modifying / removing offensive content 

�Responding to content flagged as inappropriate 

Since this presentation did not go into specific vendor implementations of the features 
provided in social commerce, a detailed discussion of administrations tasks is not 
appropriate at this time. 

In general, tasks fall into two categories: initial configuration and ongoing moderation. 

Initial configuration is the result of your social commerce planning phase where you make 
decisions about what type of content you want to include. For example, you might choose 
to support shopper blog entries but not comments on the entries. This initial configuration 
choice also has an impact on your UI since you won’t need to provide an area to enter 
comments or include them in the summary list of blog entries. 

Once you have decided what social content you want to support on your Web site, the 
next phase of administration is ongoing moderation. Depending of the social commerce 
software or service provider, this might or might not be done by someone in your 
organization. Regardless of whoever performs the task, some level of moderation is 
needed to ensure the contributions are on topic and not offensive. 

There are three type of moderation, but the support available will vary by provider. The 
first type is pre-moderation. In this case, someone reviews all user generated content 
before it is published on the site. When a shopper submits content, they will not see it on 
the site right away. The second type is post-moderation. Here, user content is displayed 
immediately and the moderator scans the content looking for problematic material. The 
moderator might choose to make modifications to a contributor’s content and leave it on 
the site or it might be necessary to remove content entirely. The third type is reactive 
moderation. This is typically done in addition to pre or post moderation. Reactive 
moderation tasks include reviewing and making decisions on content flagged as 
inappropriate by shoppers on the Web site. 
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Summary 

� Introduction to social commerce 

�Social commerce features in WebSphere 
Commerce 

�Social commerce administration overview 

This presentation introduced the concepts of social commerce and then examined the 
social commerce features enabled in WebSphere Commerce version 7. The presentation 
concluded with an overview of administration tasks. 
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References 

�Social commerce 
http://publib.boulder.ibm.com/infocenter/wchelp/v7r0m0/index.jsp?topic=/com.ibm.commerce.soccom.doc/concepts/csmsocoverview.htm 

�Working with social commerce widgets 
http://publib.boulder.ibm.com/infocenter/wchelp/v7r0m0/index.jsp?topic=/com.ibm.commerce.soccom.doc/tasks/tsmsocwidgets.htm 

� Troubleshooting social commerce 
http://publib.boulder.ibm.com/infocenter/wchelp/v7r0m0/index.jsp?topic=/com.ibm.commerce.soccom.doc/refs/rsmsoctroubleshooting.htm 

This slide contains some useful references for social commerce in version 7. 
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Feedback 

Your feedback is valuable 
You can help improve the quality of IBM Education Assistant content to better 

meet your needs by providing feedback. 

� Did you find this module useful? 

� Did it help you solve a problem or answer a question? 

� Do you have suggestions for improvements? 

Click to send e-mail feedback: 

mailto:iea@us.ibm.com?subject=Feedback_about_WCS70_SocialCommerceOverview.ppt 

This module is also available in PDF format at: ../WCS70_SocialCommerceOverview.pdf 

You can help improve the quality of IBM Education Assistant content by providing 
feedback. 
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