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Objective

Marketing and IT collaboration is a critical success factor 

for success, on line and in store.

Today we show an example of Customer Experience from a Retail case; the 

model can be tailored for each industry and each Brands

Where to start from? Nobody is a White Board and the IT Market is complex: Smarter 
Commerce Maturity Workshops help the definition of Digital 
Business Roadmaps – specific for each Brand
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Moments matter to today’s customer

71%

*SOURCES: IBM Institute for 
Business Value,; ChiefMarketer.com

CONSIDER:CONSIDER:CONSIDER:CONSIDER:

of smartphone
users compare prices in 
stores

5.9B mobile phone 
subscribers across the 
globe in 2013

92% of consumers 
research online and 
seek opinions via 
earned media before 
a purchase

2x as many people in 2013 were
willing to share their geolocation
data in return for personalized offers 
compared to the previous year

84% of smartphone users check 
an app as soon as they wake up

2/3rds of U.S. adults say they 
would not return to a business that 
lost their personal, confidential 
information

$1T of upside potential in online 
retail sales if buyers trust more

4/5ths of U.S. adult smartphone
users keep their phones with them 22 
hours per day

5mins. The response time 
users expect from a company 
once they have contacted them 
via social media

84% of Millenials say social 
and user-generated content 
has an influence on what 
they buy

70% of Boomers agree

80% of individuals are willing 
to trade their information for a 
personalized offering

of companies in 2016 will spend 
more than 25% of their IT budget on 
systems of engagement. (Double the 
investment one year ago.)

57%
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Meeting the customer call is your mission

transform how customers 
engage with your Brand

to deliver measurable results in 
customer revenue, profit, loyalty

by leveraging technology 
disruptors

while leading 
organizational change
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Customer Journey: implemented with over thousand Brands 

Retail, Retail Banking, Fashion, Telco, Travel, Pharma, Grocery, Media...
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Who’s Katie?

23 Years

Student

Loves Biking

Pinterest User

Mobile User

GB card

I desire a new bike
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A simplified model of purchase experience

Katie Browses the 

Brand’s Community

Katie visits the Brand’s 

eCommerce site

Katie signs up

for Brand’s Community

Katie receives 

Thank You  

eMail

Katie receives 

APP Push  

Katie purchases  

Bike

Store Builds Bike Katie Picks up Bike Katie is a Happy 

Customer

1Explore 

2Purchase

3Advocate
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What is the value of an engaging experience?

1Explore 

Client

Katie Browses the 

Brand’s Community

Katie visits the Brand’s 

eCommerce site

Katie signs up

for Brand’s Community
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Common challenges

Commerce sites are full of items, it’s hard to find what I need

I’m often looking for advice, but rarely I’m supported within the site

I would like to buy but I am interrupted by unexpected struggles: I  stop the cart.

I call for support but they need too much time to understand and help me

I’m looking for “easy to do business with”

What is the value of an engaging experience?

1Explore 

Client
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How is it possible to target large numbers as individuals?

How to emerge in the web ocean?

How can I keep clients engaged e.g. when price is an issue?

Clients would like to share information if I provide a service.

...but if the subscription is too complex they quit – more often from Mobile...

...Conversion rates drop and cost of call center for support rising high!

“We have to increase customer  loyalty. The digital technologies represent an 

important channel with which to interact with clients & attract them to our service.”

Jeannette Schmitteckert, Head of Marketing and

Public Relations, Bardusch GmbH & Co. KG
IBM CMO Survey 2014

Common challenges

Marketing

1Explore 
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Advanced Marketing Tools 
Line of visibility

Engaging

Automated

Easy to use – Cultural Change

1

Millions

of 1

Smarter Commerce Solutions bridge the gap

Client

Marketing
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2Q2014

Solutions - Investments – Continous Innovation

Competences – Experiences – Professional Networks

IBM investment strategy for continuous innovation in digital & commerce
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IBM Commerce

IBM Distributed Order 
Management 

IBM Digital Marketing

IBM Price Optimization

IBM Multichannel
Campaign Mgmt

IBM Interact

IBM Customer Experience 
Management

IBM Push Notifications

IBM Store 

of the Future

IBM Optimization 
(Logistics)

Modular and integrated capabilities for the new customer experience

IBM Social Collaboration

Client

Marketing
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Early in the morning 
she connects to 

Pinterest

Her friend Janis, has 
pinned the new Aurora 

touring bike to her 
Pinterest Riding Board

1Explore 
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….great content: technical specs for the bike…

1Explore 
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….easily explore the site for similar products and options

1Explore 
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…product recommendations of 
items that go hand-in-hand with 

the bike

1Explore 
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Now she is intererested, but….

This is a great bike, but price is 
little more than what Katie was 

hoping to pay

Links to Social: she sees an article about expert advice on bike fitting 
and some cool forums on local rides. 

She clicks through to read an article, 'Fitting your Road B…the dialogue 
with GB goes on despite price worries

1Explore 
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She accesses the article about expert 
advice on bike fitting

1Explore 
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Rich content includes links to external reviews (Revoo, Bazar Voice...)

Rich content includes articles, photos, videos...constantly updated 
by digital marketing staff, to keep them “fresh” and relevant

70% Trust recommendations from other consumers
10% Trust recommendations from retailers

Source: “Global Online Consumer Survey”; Nielsen; July 2009

1Explore 
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With such insightful knowledge and expertise made freely available

Katie feels confident that GB can take care of her once she makes her purchase…
She is ready for subscription to the community and share her information and preferences

1Explore 
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…but after a few initial struggles, she is 
challenged when entering her phone number

…she calls for support and she gets a quick solution…

Katie goes through what should be a quick 
and easy registration process…

1Explore 
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…heatmaps: 

Replay of the customer's session, Call 
Center Operators can experience the web 

and mobile channels as their customers do. 

and resolve issues quickly

'easy to do business with'. 

1Explore 

Marketing



A New Era of Smart

© 2014 IBM Corporation

Modular and integrated capabilities in example Phase 1
1Explore 

IBM Commerce

IBM Distributed Order 

Management 

IBM Digital Marketing

IBM Price Optimization

IBM Multichannel
Campaign Mgmt

IBM Interact

IBM Customer Experience 
Management

IBM Push Notifications

IBM Store 
of the Future

IBM Optimization 
(Logistics)

IBM Social Collaboration

Client

Marketing
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2Purchase

What is the value of an on going dialogue? 

Client

Katie receives 

Thank You  

eMail

Katie receives 

APP Push  

Katie purchases  

Bike



A New Era of Smart

© 2014 IBM Corporation

Common challenges

Clients expect “sales as a service” in all touch points with the Brand. 
Which means:

…a connected experience from on line, to mobile, to in store. Do you know me?

…Stores to be at least as innovative as they are (eg mobile devices for assistants)

…Product delivery easy and reliable. Buy On line Pick Up in Store, Available To 

Promise, Endless Aisle, Agile Returns on line or in store,...

What is the value of an on going dialogue? 

2Purchase

Client
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“We have to get scientific about the customer experience.”
Nick Barton, Vice President Sales & Marketing,

Greater China, InterContinental Hotel Group
IBM CMO Survey 2014

Clients receive too many emails every day. How to emerge inside their basket?

How to deliver “The right message at the right moment and location to the right person”

How can I provide a consistent experience from On line to In Store? 

How can I provide a reliable delivery promise to gain and keep clients’ trust?

Common challenges
2Purchase

What is the value of an on going dialogue? 

Marketing
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Later that day she receives a personalized thank you email for registering to the GB community

Within this email, she sees a link to download 
the GB mobile app

There is also an offer for the same 
Aurora Road Racer bike that initially 

brought her to the site 

2Purchase
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Over the weekend, Katie download the GB mobile app
She browses around and is impressed by all the blogs and forums that are easily 

available right in the app

2Purchase
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Later that same day, Katie receives a push 
notification on her phone, 'Join the Gaining Speed 

Club this Saturday for a 20 mile morning ride'

She clicks through to get more information on the ride. She sees all kinds of details 
about the gaining speed club like recent activity, members, and previous rides

2Purchase
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She clicks it and sees that it's an Aurora Road Racer, but the 2013 edition 
at a reduced price. She's thrilled that at this price, she can afford it

Katie notices an icon on the bottom of the screen 
that contains another personalized offer

2Purchase
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Later that evening, Katie comes across an email for the same bike she saw earlier on mobile. 
She clicks through to visit the GB store as she is finally ready to buy

2Purchase
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Her first choice for store pickup location did not have this model in their inventory, so she picks a location 
only a few miles away that has it in stock. She selects the 'Buy with Pay & Pickup in Store' (BOPIS) button 

GB Store 

2Purchase
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After she places her order, Katie sees that if she spends an additional $76 in accessories, she'll receive a discount 
of 20% on total purchase. She is looking forward to shopping in store to pick out several items in person

She's thrilled that the bike should be ready before Saturday's ride. 
ATP Available To Promise

2Purchase
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IBM Commerce

IBM Distributed Order 
Management 

IBM Digital Marketing

IBM Price Optimization

IBM Multichannel
Campaign Mgmt

IBM Interact

IBM Customer Experience 
Management

IBM Push Notifications

IBM Store 
of the Future

IBM Optimization 
(Logistics)

IBM Social Collaboration

Modular and integrated capabilities in example Phase 2

Client

Marketing
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Welcome to GB Store

3Advocate
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What is the value of a great after sales customer experience?

3Advocate

Client

Store Builds Bike Katie Picks up Bike Katie is a Happy 

Customer
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…for 53% of the consumers it takes only 1-2 positive experiences before they are 

willing to recommend a retailer to other consumers

…and at the same time

…for 60% of the consumers, it takes only 2 or fewer poor experiences to drive 

them away.

Source: “What’s Your Story: Building GB Relationships” Survey; Yahoo!/BBDO; October 2011

3Advocate

Common challenges
What is the value of a great after sales customer experience?

Client
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Which portion of your overall experience with a retailer has the greatest
potential to damage your relationship with that retailer?

How can I transform After Sales into a new moment of sales?

How can I transform my customer in a loyal advocate? 
Cross sell / Up sell / Inluence other Clients 

Common challenges
3Advocate

What is the value of a great after sales customer experience?

Marketing
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At the local GB store, Evan, a store employee, receives the build-out 
for Katie's bike. 

He can select the order using Katie’s email address into the system

3Advocate
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He has full visibility into the distributed value chain 
and inventories for different components

After the build out is complete, Katie gets an 
automated notification that her bike is ready

In case some components are missing he can 
propose alternative solutions (e.g. similar products)

3Advocate
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The modified order is complete. Katie pays and leaves the store with her bike 

Additional 20% discount if you buy More

Recommended Accessories 

Katie was hoping to purchase some new riding pants
She picks out these items and finalizes her purchase

3Advocate
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Katie is loving her new bike and the GB community! To show off her 
recent purchase, she uploads a photo of her with her new bike to the 

GB community and to Instagram for all her friends to see

3Advocate
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From eCommerce

To Commerce

engaging community,

top-notch service, 

and compelling content 

have really helped Katie move from a 
novice to a passionate GB 

ambassador/advocate

3Advocate
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IBM Commerce

IBM Distributed Order 
Management 

IBM Digital Marketing

IBM Price Optimization

IBM Multichannel
Campaign Mgmt

IBM Interact

IBM Customer Experience 
Management

IBM Push Notifications

IBM Store 
of the Future

IBM Optimization 
(Logistics)

IBM Social Collaboration

Modular and integrated capabilities for the new customer experience 

Client

Marketing
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Customer Journey Roadmap

Customer Insight and Awareness

Cross-channel Campaign Management

Digital Marketing

Merchandising-Product

Customer Experience & Marketing

Selling

Order Management & Fulfillment

Customer Relationship 
Management

Customer Insight and Awareness

Cross-channel Campaign Management

Digital Marketing

Merchandising-Product

Customer Experience & Marketing

Selling

Order Management & Fulfillment

Customer Relationship 
Management

Your customer experience today and tomorrow

Your priorities, Your first Step, Your Roadmap in the Marketing Digital Lab
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Thank You


