IBM WEBSPHERE COMMERCE (B2C) SEMINAR 

SPEAKER NOTES

Slide 1 - What You Should Know About This Seminar
 This is a Retail industry-specific presentation  that identifies key trends, business challenges, and capabilities that IBM WebSphere Commerce brings to the table

 Slide 12 -  "Retail Models to Watch" outlines six of the most common business models in Retail e-commerce today, including:  

 Online Cataloguer

 Pure Online Retailer

 Brick-and-Mortar Retailer

 Manufacturer to Consumer

 Multi-Channel Retailer

 e-Government

 You must identify the business model that best suits your audience for this seminar, and delete slides inappropriate for your audience

Slide 2 - Driving e-Commerce in the Retail Industry
No script needed - Cover Page

Slide 3 - Agenda
The agenda for today’s presentation includes:  

 Seminar Objectives

 WebSphere Reach and User Experience

 IBM WebSphere Commerce V5.4 Story 

 Trends and Directions in Retail

 Business Challenges Facing Retailers


 IBM WebSphere Commerce: Solving Retail Challenges

 Customer Examples: Best Practices, Business Results

 Why IBM:  The Leader in e-business

 Business Partner Story

 Why the Business Partner chose IBM WebSphere

 The services offered by the Business Partner

 The Value of IBM and Business Partner to the customer

 Why the customer  should chose Business Partner and IBM

 Summary

 Next Steps

 Questions and Answers

Slide 4 - Objectives of the Seminar
 By the end of today's seminar you will know the following about IBM's WebSphere 

 To provide an overview of the WebSphere Software Story and Reach and User Experience

 To establish thought leadership and relevance to the retail customer's situation by identifying key trends, business challenges, and capabilities that WebSphere Commerce brings to the table

 To drill down on key online commerce business process areas to highlight challenges to retailers today by providing relevant customer examples and scenarios

 To help you understand why you should chose "insert Business Partner Name" and IBM as your technology partner 

 And how we can perform an assessment of your business to determine how WebSphere Commerce Retail can work for you

Slide 5 - The IBM WebSphere Software Story

 This is the WebSphere Story and how the Pyramid provides  depicts the ability to achieve various requirements customers are demanding.  This is a very high-level view of the WebSphere Brand.

 Three aspects tie WebSphere the broadest and deepest platform together

 Reach and User Experience - helps build customer loyalty via a more personalized Web experience, and creating more effective commerce interactions. Companies can build portals to allow users, partners and employees readily find what they need in a highly interactive/personal way. With wireless access, businesses can reach new markets through WebSphere pervasive voice and transaction offerings. 

 Business process Management - allows companies to run their business the way they want to, innovating new processes dynamically, connecting at will to suppliers an customers - treating them as individuals. Cycle-time and costs for rapid ROI are reduced because IT systems adjust to the speed of their business ideas and business people are put in control of value-chain processes. 

 WebSphere Foundation and Tools - prepare existing applications for e-business, integrating them into automated, connected processes. For new innovative processes, WebSphere's productivity-enhancing tools let businesses exploit the latest technologies such as Web services. To power e-business, WebSphere has the fastest and most scalable e-business server of any platform. 

 IBM leads the industry in open-standards adoption - giving the highest level of interoperability and flexibility to WebSphere e-business

Slide 6 - e-Commerce in the Retail Industry

 No script needed

Slide 7 - Trends and Directions The e-Commerce Landscape Today

 What used to be a space of simple B2C has grown and evolved over time. As the leader in e-business since its inception, IBM has been there since the beginning and has helped thousands of customers with their commerce implementations.  

 Today, there are three main areas that make up sell side commerce: B2C / Consumer Direct; B2B Direct to Buyer; B2B Indirect through Channel. 

 The WebSphere Commerce team -- from Sales to Marketing to Development -- spends 100% of our working hours focused on making business better in these three areas.  

 You at (INSERT CUSTOMER NAME) are part of the Consumer Direct area and today we are going to talk to you about the development of this area, how challenges are emerging and how we are working with our customers and helping to solve their problems.  

 B2C has gone from zero to 60 in such a short time span... 5 years maybe? The optimal solution from 1998 was designed to solve a set of problems from back then. Let's talk about what is going on today and how you can meet the challenges of 2002.

Slide 8 - Trends and Directions Retail Models to Watch

 NOTE TO BUSINESS PARTNER:  You will find an example of each of the Retail models shown on this page.  Prior to the presentation you need to identify the model that best represents your customer's situations.  Delete the example slides not appropriate for your seminar audience
Speaker Notes:

 "B2C" used to simply refer to online commerce where a business sells to an end user.  

 As the landscape has matured, variations on the model have arisen.  To be sure, there is still -- and will continue to be -- a place for the Pure Play Online Retailer w/ a B2C Web site.  We have worked with many many companies like this.  (Jewelry.com, Nextwine etc.)

 However, new variations are gaining ground. For example, there is the great success that Online Cataloguers such as LL Bean or Lillian Vernon are enjoying on the Web as they extend their brands and offerings to a new customer base and provide more convenience to existing customers.  

 Next there are traditional Brick-and-Mortar Retailers, such as Payless Shoesource. These businesses, while needing to have a strong web presence, tend of be very interested in using their online storefront to drive traffic in-store.  They  demonstrate many of the same needs as more complex multi-channel retailers. 

 And becoming more prevalent of late is the Manufacturer to Consumer model, whereby a manufacturing company, like our customer Mikasa (a manufacturer of china, stemware etc.) sells directly to the consumer.  Inherent in this model is the need to maintain a strong web presence and sell online while avoiding channel conflicts.  

 One of the most important models - and representative of a key industry trend towards integrating across channel touch points - is the Multi-channel Retailer.  These businesses are beginning to reap the benefits in operational efficiencies and customer insight that come from integrating across channels.  REI is an excellent example - they have worked with IBM to help integrate numerous aspects of their business across their sales channels.   

 Finally, another model we are keeping an eye on and have had some success in fostering is the e-Government model.  Combining both B2C and B2B aspects, this model is growing in importance as federal, state and local governments recognize the efficiencies to be gained by utilizing the web and e-commerce to reach and server their constituents.  One example is the web site of the State of Michigan. 

 In all cases, to be successful across any of these key models and drive loyalty within customer base, retailers must deliver a seamless and consistent customer experience that maximizes the ROI of the commerce investment.  

 Now let's take a look in a little more detail at {INSERT RETAIL MODEL NAME HERE}, which aligns most closely with your business needs and direction.

Slide 9 - Trends and Directions Online Cataloguer: LL Bean

 LL Bean is an e-commerce pioneer and one of the nation's most prominent multi-channel retailers.  With revenues of approximately $1.2 billion and some 4,500 employees, the company sells outdoor apparel and gear through its 90 year old catalog, it's online store and a series of retail and factory outlets

 THE GOAL:  LL Bean sought to create a more flexible e-business infrastructure that would enable the company to rapidly and cost-effectively adapt to changes in the marketplace or the competitive environment.  The company also sought to improve the performance, scalability and availability of it's B2C e-commerece solution to accommodate its strong online sales growth.  

 THE SOLUTION:  LL Bean's solution is a B2C e-commerece platform based on IBM WebSphere Commerce and WebSphere Application Server.  Implemented by IBM and LL Bean, the solution employs a J2EE-based architecture and integrates with the company's established order processing and fulfillment systems.  The solution advances LL Beans aim of creating a common underlying infrastructure for its Web, call center, and retail channels

Slide 10 - Trends and Directions Pure Online Retailer:  Jewelry.com 

 The new site attracted a million unique visitors in December— and has drawn up to 100,000 visitors per day since

 launched site in 6 weeks - minimal custome code

 Customer Background:

 Andin International Inc. was founded in 1981, and since that time it has become a leader in the jewelry industry. From a small workshop where three people began their dream to an international corporation employing more than 500 people, Andin's goal has always been to become the very best. Today, its products can be found at major retail outlets including Macy's, JCPenney, Sears, Kay Jewelers, Zales and Service Merchandise.

 Business Need:

 Andin International wanted to offer its partner retailers a unique avenue for showcasing their jewelry collections to consumers as a means of creating additional revenue. To do this, the company decided to launch a Web site that would ultimately become an online revenue driver for brick and mortar jewelry retailers at malls throughout the US.

 Solution Implementation:

 Andin deployed its solution, called Jewelry.com, using IBM WebSphere Commerce Suite (WCS) V5.1 Pro Edition on an IBM iSeries Model 820 running OS/400 V4.5. The new 820 server is 100 percent dedicated to running the new WCS workload. WCS acts as an electronic catalog for all of Andin's products, but it has a twist. Instead of allowing the customer to order jewelry directly, Andin's site indicates the product's retail price and then points the customer to the retailer that carries the product he or she has chosen. This helps prevent channel contention among Andin's major retailers. 

 Jewelry.com aims to expand the industry's reach by bringing together leading national jewelers and department stores to promote jewelry as a gift purchase. National jewelry chains and department stores present their products side-by-side on the same Web site, offering consumers unparalleled jewelry selection and value. This model represents a commitment by the Jewelry.com participants to focus on promoting jewelry as a gift of choice. Consumers can now pre-shop, and then find a retailer's nearest store or shop on the retailer's site. Jewelry.com went live on November 2, 2001.

 Andin is a long time iSeries customer. This solution not only allowed the company to take advantage of IBM's premier e-commerce offering, it made it possible for the company to deploy the solution without having to develop new server skills. 

 Benefits of the Solution:

 The IBM iSeries/WebSphere solution allowed Andin to leverage both its staff's existing iSeries skills and the strong functionality of WebSphere Commerce Suite. The iSeries server's ability to smoothly integrate applications, including DB2, WebSphere Application Server and LDAP helped Andin deliver a total solution in less than six months, two weeks ahead of schedule. The company expects Jewelry.com to increase its annual sales by 20 percent, which reflects a revenue increase of about US$50 million. The company expects to realize a return on investment (ROI) within a very reasonable amount of time.

 Customer Quote:

 "IBM's support and responsiveness has been truly amazing throughout the construction of Jewelry.com. When we started building Jewelry.com in mid-2001, countless 'experts' told us it could not be finished by November 15, our deadline. With iSeries servers and WebSphere software, IBM spoke the language of 'can' instead of 'can't.' Bottom Line: The site launched on November 2, 2001 -- two weeks ahead of schedule." --Kris Chronister, VP Marketing Jewelry.com.

 "The iSeries, together with WebSphere enabled us to deliver a highly reliable site at a very attractive price when compared with other platforms." --Steve Passer, VP/CTO Jewelry.com

 "The concept of creating a noncompetitive universe in which Jewelry.com serves as an information source to consumers and a virtual marketing arm for our retail partners creates a win-win situation. We believe it will benefit the entire industry." --Ofer Azrielant, Chairman of Jewelry.com

 Hardware:

 iSeries: iSeries Model 820, iSeries running OS/400 V4R5

 Software:

 WebSphere: WebSphere Commerce Professional Edition

 Solutions:

 SMB Emerging & Competitive: E&C: Venture Development

 Business Partner Information:

 Elan Seidenman, Sky Solutions LLC, USA

Slide 11 - Trends and Directions Brick-and-Mortar Retailer:  Payless Shoesource

 Payless uses one of the two most effective methods to drive traffic in-store: in-store pickup of merchandise purchased online;  other effective method is ability to view in-store inventory online  - Forrester survey, 8/01

 Background on Payless Shoesource:

 Payless ShoeSource, Inc. is North America's largest family footwear retailer. The company sold more than 215 million pairs of shoes to nearly 160 million customers in 1999, with sales for the year totaling $2.7 billion. The company's core business, the Payless ShoeSource chain, features fashionable, quality footwear for women, men and children sold at affordable prices in a self-service shopping format. The Payless ShoeSource chain operated 4,492 stores at the end of the 1999 fiscal year in the United States, Puerto Rico, the U.S. Virgin Island, Guam, Saipan and Canada - located in regional malls, shopping centers, central business districts and free-standing buildings.

Slide 12 - Trends and Directions Manufacturer to Consumer: Mikasa

 Order History

 As a Mikasa.com Member, you can review all of your past orders in this area. Items purchased and shipping details can be retrieved easily. 

 Address Book

 As a Member, you can store all of your friends' and family's addresses. Then, when you want to send someone a gift, their address is just a click away. 

 My Gift Registry

 Whether planning your wedding or simply building a wish list, this area will allow you to select and store your favorite Mikasa patterns. Originate your registry/wish list in any Mikasa store, then maintain it right online.

 Gift Registry Shipping

 Mikasa.com membership allows you to ship gift registry purchases directly to the address chosen by the registrant. You can also choose to ship to any of the addresses stored in your address book. As a signed-in member, you will be able to view these addresses in a drop-down menu on the checkout page. The gift registry address can be identified by the gift addr prefix.

 Profile Update 

 Building a Member profile will help us customize your Mikasa experience just for you. Then you can access your profile at any time to keep your information and preferences up-to-date. Rest assured, your privacy is always our absolute priority.

 e-Gift Certificate Account

 If a friend or family member sends you a Mikasa.com e-Gift Certificate to use online, you can deposit it into your own e-Gift Certificate account. Then, each time you shop at Mikasa.com, you can use any part of your balance.

Slide 13 - Trends and Directions Multi-Channel Retailer:  REI

NOTE TO BP:  Keep in mind that REI does NOT in fact use IBM's Live Help tool - they use their own home-grown solution here - so use this slide w/ care in front of a customer!  The key point about REI is that they are doing it right and WC is an important part of their overall solution! 

Best Practices

 Integrate channels to better understand and service most profitable customers who shop multiple channels 

 track and integrate purchase information from physical store, online, catalog

 Implement multiple touchpoints, Web self-service and collaborative solutions to provide service and support to customers in the way they want

 Online chat and email provide real-time access to technical service and support

 In-store kiosks provide in-depth product information and availability for entire inventory -- not just what is in the store

Solution:

 Electronic storefronts for outdoor gear consumer cooperative

 WebSphere Application Server will function as a runtime environment for Java objects and WebSphere Commerce Suite will facilitate linkages between the Web and back-office systems, enabling orders from the Web to be processed as seamlessly as those from retail or mail-order operations

 Other components include VisualAge for Java and MQSeries Integrator"

Business Value/Results:

 Seamless integration with multiple sales channels and backend inventory systems

 Orders from the Web now processed as seamlessly as those from retail or mail-order operations

 Simplified maintenance and  increased customer loyalty and satisfaction 

 ROI payback in 18 months

Slide 14 - Trends and Directions e-Government:  State of Michigan

 Case study pdf:  

 Ftp://ftp.software.ibm.com/software/solutions/pdfs/emifinal.pdf

Slide 15 - Trends and Directions The Retail Landscape Is Shifting

 Online or Offline, the way you market to your customer set changes over time.  Brands and consumer relationships that were once built through over hyped mass marketing now are nurtured through more targeted tactics, a personalized approach, and a very high level of service and convenience.

 Touch points between Retailers and consumers are changing as well, going from the traditional in-store and brand-based relationship to "anywhere, anytime" - from any place as well.

 And customer loyalty has become the new "currency" that Retailers need to seek in customers - once loyal only to price (and that's still true in soe sub-segments, such as Discount Mass Merchants), now consumers consider the "investment" of their time as equally important - the retailer who respects this investment will benefit. 

 It is also costly to attract new customers to your business ... and thus it is costly to lose existing customers.  (See below for attributes on today's customer) 

 An article in Harvard Business Review underscores the importance of retaining vs. acquiring new customers: "Acquiring e-customers is so expensive (20-30% higher than traditional businesses) that those customers remain unprofitable for at least two to three years." 

 Thus, attracting and retaining customers is imperative and can have a significant positive impact on profits.  How do you do this? By building an unparalleled online customer experience that maximizes the ROI of your commerce investment. 

 More background on today's consumer:

 More knowledgeable about products, cost, price

 More savvy about technology

 Less loyal to one retail entity

 Self sufficient & demands information to make smart decisions

 Omnipresent- needs multiple ways to purchase products with the same level of service

 Proud of being an individual and expects personalization & high customer service in every interaction

 Driven by three new currencies: time, value, and information

 Want 1-1 marketing but also may be paranoid about privacy...

Slide 16 - How to Respond For Success

 Additional introductory chart for those at early stages of e-commerce who may need more of a discussion on what is e-Commerce and what you need to do to be successful.

Slide 17 - Deliver The Integrated Commerce Approach ...

 Additional introductory chart for those at early stages of e-commerce who may need more of a discussion on what is e-Commerce and what you need to do to be successful.

Slide 18 - Challenges Facing Retailers

 As you build your business, whether online or offline, you will face key challenges that, if not addressed, will prevent you from driving loyalty in your customer base and maximizing the investment in your commerce infrastructure. Many of the challanges listed here are really "timeless" in nature - you've seen them in form or another for a long time.  In the next section we'll try to provide some new insights and perspective into these challenges.  

 But first, we've tried to categorize these challenges based on where they occur in the key business processes that cross the entire customer lifecycle:  

 To simplify, these processes -- and hence the challenges you will face -- fall into four main categories of business processes:  Marketing and Merchandising, Selling, Business Operations, Service and support.  

 In the next section of the presentation, we will take each area one by one and discuss the capabilities you need to implement in order to beat these challenges.  We will also take a look at IBM WebSphere Commerce customers who have implemented best practices in order to achieve success against them.

Slide 19 - Marketing and Merchandising Challenges Facing Retailers

 NOTE TO Business Partner: This slide provides an opportunity to speak in more detail about the challenges faced in marketing and merchandising. This may be a useful discussion to develop if the rep is aware that the customer has particular interest in this topic. However, the Sales Rep may choose to delete this slide and go directly on to the following slide.  
 Speaker Notes:

 Marketing & Merchandising

 Target customers and drive loyalty through analytics; employ effective catalog management     

 Poor targeting works against loyalty; must maximize every marketing $  

 Retail Information Systems News survey, 2001: 27% of respondents identified understanding/targeting customers as one of the top five most important market challenges.

 46% of multi-channel retailers say merchandising and another 36% say marketing are the keys to turning web traffic into store sales  - Forrester, 8/01

 39%  of those who increased online spending in 2001 were incented by special offers and coupons - DoubleClick Holiday Shopping Study, 1/02

 Business Analytics:

 "Running and e-Enabled Retail Business" - Retail Information Systems News survey, 2001: 27% of respondents identified understanding/targeting customers as one of the top five most important market challenges. To overcome this hurdle, some retailers are creating multi-channel customer data marts and personalization capabilities to focus and target their offerings and adjust their format to engage the target customers. 

 -Ask WHAT and WHYsomething is happening, focus on HOW to best address it, and keep at it...

 -for example: Observe- as you notice a change in your target Customers' buying behavior -- Orient- to what is changing -and- where the change is taking your Customers -- Decide- what steps you you need to take -- Act- take them and stay focused on the feedback.  Constantly loop through this kind of thinking... and you'll be able to re-invent your company and it's capabilities as you move forward

 Catalog/Content Management - time consuming, IT intensive: 

 Information is doubling every year. As this happens, the ad hoc management of this content creates continuous challenges that are magnified in proportion to the rate of growth. 

 Publishing cycles are too long:  With no efficient and automated way of updating product information, it may be weeks or months before your users find up-to-date, accurate information. 

 Support is needed for  channel trading Product information must be shared and standardized to be used among the different enterprise selling and services channels.

 Support is needed for multiple output formats  —such as wireless devices. Your users want to be able to access information through pervasive devices, such as PDAs and cell phones

 Contributions from outside organizations are needed. The ability to incorporate updated information from suppliers will lead to a more robust and information-rich e-business, making it an attractive destination for customers.

 Content management means different things to different people, but industry analysts describe content management according to four categories of data:

 Enterprise Content: Managing all internally used data and documents

 Web Content: Publishing information to the Web and managing all content assets used to produce the published information

 E-commerce Content: Capturing business-to-consumer (B2C) and business-to-business (B2B) transactional content for buying or selling, marketing, auditing, personalization, analysis, contracts, RFQs and RFPs

 Shared Content: Exchanging non-transactional collaborative data, like e-mail, reports, invoices and designs

Slide 20 - Marketing and Merchandising How IBM WebSphere Commerce Delivers

 Business Analytics

 Use transaction history/clickstream analysis to understand customers, discover/exploit new segments

 Integrated data gathering and analysis for closed-loop marketing

 Hundreds of out-of-box reports help predict customer buying behavior, understand key customer segments etc.

 Targeted Marketing

 Campaign management tools that allow LOB managers to react quickly without assistance from IT 

 Dynamically-personalized promotions, marketing campaigns

 Targeted up-sell and cross-sell, collaborative filtering

 "Walk-up-and-use" interface allows campaigns to be created in under five minutes

 Catalog/Content Management

 Enable LOB user to productively create and edit product and editorial content

 Web-based catalog editor with productivity, scalability features

 WS Commerce Capabilities:

 Dynamically-personalized promotions and marketing campaigns

 Integrated Business Intelligence gathering and analysis for closed loop marketing

 Flexible pricing

 Guided selling capabilities

 -Ask WHAT and WHYsomething is happening, focus on HOW to best address it, and keep at it...

 -for example: Observe- as you notice a change in your target Customers' buying behavior -- Orient- to what is changing -and- where the change is taking your Customers -- Decide- what steps you you need to take -- Act- take them and stay focused on the feedback.  Constantly loop through this kind of thinking... and you'll be able to re-invent your company and it's capabilities as you move forward 

 Industry Challenges - Retail

 Note to Presenter - you will not have Retail and CPG in the same audience at the same time - so you will show either the Retail thread -or- the CPG thread - but never both to the same audience.

 Improve Customer and Trading Partner Loyalty - basic ROI

 -93% of CEOs stated that  customer loyalty is their  number 1 focus in 2001 - and - Businesses lose 50% of their customer base every five years - and - It costs 5 to 10 times more to acquire a new customer vs. retaining an existing customer -so - Retaining profitable Customers is a force multiplier to your net bottom line.

 - and - the corrollary is true for Trading Parnters, if you can  - they will enable you to attract and retain profitable Customers.

 Understand your customer - predict buying behavior

 Serve your customer - support Self-Service and Full-Service - predict what they want and how they prefer to buy it so you can adapt your processes and channel strategy profitably

 Capture and Incorporate consumer and business relationships - grow your ability to instantiate contractual obligations and nuances into your e-commerce processes to ensure compliance and to reduce your staff's time and effort - USE that POS data !

 How do you improve Customer Loyalty via your critical chain partners ? -- Integrate your business processes amongst your trading partners and customers to improve your profitability and timing of ROI - OODA is the mechanism -- identifying which processes need to be integrated is the hard part -- and how to do that is the easy part -- use WebSphere Commerce.

 Streamline your internal operation + your supply chain - extended ROI

 Get nimble and lean - stay ahead of the market trends -- Transform and optimize your business processes - focus on where and how to save time- money - skilled resources

 Discover found money in your critical chain -- Strengthen key capabilities - focus on their strengths that benefit both their ROI and your ROI

 Be a better partner than your competition -- Manage multiple relationships and contracts - business is not simple - stay ahead of your competition by keeping your relationships fresh and alive - constantly update each other

 Complete secure transactions quickly - t-h-e measure of e-commerce - and the k-e-y to p-r-o-f-i-t-s via faster ROI

 Communicate changes in real-time - accurate and fast sharing of knowledge is t-h-e CSF

 Collaborate...

 There will be fewer trading partners - choose wisely ! -- find and nurture the ones that will increase your profits

 Use real-time technologies to improve business relationships - share - instantly the good news and the bad - demand and get - instant answers to your customers' questions

 Expand into new markets - grow share in existing markets - use the strengths of your trading partners to augment your strengths -- as in 1 + 1 = 3 ( or more ! )

 Integrate your Biz Processes...

 Extend your business reach - key trading partners augment your capabilities -- Converge commerce and business processes beyond your business boundaries - extend your business so you can take advantage of...

 More shopping will be on the web

 More buying and selling will be electronic

 More partnering and trading exchanges will occur - choose carefully which ones you need to join

 --- expanded ROI

 Manage and Integrate across channels - use the MR-REI example

 Business processes blurr across traditional business boundaries - ( remember the YellowFreight - Imperial Schrade - Wal*Mart story )

 Increase Profitability - reduce costs from every process -and- find additional - profitable Customers

 Improve Planning and Product demand forecasting - Collaborate !

 Develop Innovative Products - Collaborate !

 Did I mention that you need to collaborate with your Customers and Trading Partners ?

 IMPROVE CUSTOMER + Trading Partner LOYALTY - RETAIL

 Improve Customer and Trading Partner Loyalty

 -93% of CEOs stated that  customer loyalty is their  number 1 focus in 2001 - and - Businesses lose 50% of their customer base every five years - and - It costs 5 to 10 times more to acquire a new customer vs. retaining an existing customer -so - Retaining profitable Customers is a force multiplier to your net bottom line.

 - and - the corrollary is true for Trading Parnters, if you can become their trading partner of choice - they will enable you to attract and retain profitable Customers.

 Challenge

 Understand your Customer - predict buying behavior

 via a current and available view of your Customers' buying behaviors and preferences -- review the MR-REI chart so you'll know which portions are pertinent for this call

 Serve your Customer - support self-service and full service - Serve your Customer how, where, and when they want -- via a Multi-Channel Strategy that allows you to start anywhere - and grow where and how your business demands it. 

 Capture and incorporate consumer and business relationships -- grow your ability to reduce to practice in your e-business processes, the contractual obligations and the rules and nuances of compliance for your business relationships

 How do you improve Customer Loyalty via your critical chain partners ? -- Integrate your business processes amongst your trading partners and Customers -- via a close, hard look at which trading partner's capabilities enhance your ability to delight your Customers -- you don't have the resources to integrate with them all - and you should not try to -- only integrate with the ones that enable your ability to make a profit

 Capabilities

 Establish customer relationships and manage commerce logistics robustly, providing visibility and status to the right people - almost a "glass pipline" approach -- so everyone who needs to - knows. 

 Provide accurate and efficient ways to enrich the 

 buying experience of consumers and trading partners - get inside their thinking processes - understand why they buy -- then optimize your channels and processes so you can profitably delight them

 Use visibility to balance consumer preferences with 

 supplier capabilities - the "glass pipeline" approach -- know where the goods are in the process and who can get them to your Customer when and where needed.

 Value

 Satisfy consumers with accurate, fast status - via a 360 degree view of your Customer - everything available to everyone that needs it -- B2B2E2C -- when, where + how they need it. 

 Optimize revenue with enhanced distribution system - via tight integration and collaboration across your Value Net Community

 Increase margins via new customers and retention of existing customers - via a close study of your profitable Customers with a view of how to get more share of their wallet -and- how to find and attract more Customers like them 

 ... and Grow Market Share in an economic decline

 (this is not an oxymoron -- it is an attainable goal)

 via a tightly-focused view of emerging buying behavior that plays to your strengths in providing what your Customer needs and wants -- when, where and how they want it...

 On your Web site - Turn Visitors into Buyers -- a few percentage points of converting visitors into buyers will help you to realize additional sales -- a net positive impact to your bottom line.

 re. Multi-channel: Forrester cites is that 98% of 50 surveyed multi-channel retailers said they did not know how many of their web site visitors come into their stores to make purchases. Forrester says it’s important for retailers to know who the multi-channel shoppers are because they are the most valuable, as 46% of web buyers research online and buy offline.

Slide 21- Real World Example Discovery Communications

 Challenges:

 Increase shopper-to-buyer conversion rates  

 Increase value of an average online sale with greater personalization and more targeted marketing

 Business Value:

 new level of functionality to target and personalize offerings

 Orders automatically relayed to fulfillment 

 Quick development of catalogs and marketing campaigns

 Developed and deployed in 8 months by DCI's IT staff, in time for the holiday season

 As expected, visitors to the appealing, easy-to-use new site are converting into buyers at a faster rate, and the dollar amount of an average sale is on the rise. And just as the Web site impresses customers with its pleasing array of gifts and products, the performance of the IBM software is impressing the DCI IT team. Says Skip Holbrook, DCI's project manager of e-commerce, "According to our tests, WebSphere Commerce Suite scales way beyond our expectations. It is stable and reliable. We're in great shape now to attack and accomplish our business objectives." 

 Orders automatically relayed to fulfillment 

 Shoppers at Discovery.com have a wide selection of navigational aids to help them browse through the 2,500 products, from lists of product types and themes to a product directory, search engine and full-page layouts with featured categories.

 As soon as an order is placed, a third-party messaging server hub running in WebSphere Application Server extracts the order and formats it into ebXML--a globally developed suite of XML specifications that enables enterprises to communicate data across platforms. The order is routed to a fulfillment center, where another messaging server hub running in WebSphere Application Server extracts order status, product inventory, frequent-buyer and gift certificate information from the fulfillment system database. The order is adjusted to reflect this information and routed back to the online store, where the WebSphere Commerce Suite database is updated.

 Says Holbrook, "Thanks to the open-standards design of WebSphere Commerce Suite, we were able to use the messaging middleware of our choice and apply the latest Web services technology to integrate components across our company."

 Quick development of catalogs and marketing campaigns

 For product management on the Web site, DCI relies on IBM WebSphere Catalog Manager. Using Catalog Manager, merchan-disers for the Discovery.com online store can easily generate and edit product information in the WebSphere Commerce Suite database. WebSphere Commerce Suite then automatically generates Web pages with the latest information. Burke comments, "With WebSphere Catalog Manager and WebSphere Commerce Suite, IBM gives us a well-thought-out information model for online commerce, complete with the referential integrity that keeps information consistent no matter where it appears."

 For customized marketing campaigns, the company uses IBM WebSphere Commerce Accelerator, a component of WebSphere Commerce Suite. WebSphere Commerce Accelerator provides DCI merchandisers with an intuitive interface for constructing marketing campaigns tailored to a shopper's buying behavior. Using the Brokat Rules Engine--also part of WebSphere Commerce Suite--DCI can make gift recommendations for shoppers or tailor offerings to user profiles.

 "The tools provided with WebSphere Commerce Suite will enable us to do business more successfully than we could before--with less effort and lower costs," says Burke.

 Faster development cycles

 Now that DCI's staff has experience with J2EE technology, future enhancements of the site should take far less time. "Last year we implemented user profiles on the site, and it took eight months to develop using our existing code," Burke says. "This year we created a whole site in the same amount of time using WebSphere Commerce Suite. Next year we'll be creating new features and functions in a few weeks or days."

Slide 22 - Selling Challenges Facing Retailers

 NOTE TO Business Partner: This slide provides an opportunity to speak in more detail about the challenges faced in Selling. This may be a useful discussion to develop if the rep is aware that the customer has particular interest in this topic.
 However, the Business Partner may choose to delete this slide and go directly on to the following slide.  

 Selling

 Improve customer experience to maximize sales

 Easy for customers to switch - Retailers must personalize the shopping experience to retain best customers  

 Critical to support the product research phase

 Re importance of search: 47% [of shoppers], who failed to find what they were looking for tried only one query and then gave up. - User Interface Engineering 

 75% of sites reviewed have search engines that fail to retrieve important information and put results in order of relevance.- Forrester Research

 Frustrated customers who can't find what they want do not become loyal customers!!!

 47% of the users who failed only tried the search engine a single time. Another 30% tried twice. Less than 25% tried more than twice to get the search engine to produce a successful result.

 …. These results indicate that designers get one, possibly two chances to help users find their content with Search. If most of the users don't find what they want in the first try, it doesn't seem likely they will ever find it.

 -- Jared Spool, User Interface Engineering, November 2001

Slide 23 - Selling How IBM WebSphere Commerce Delivers

 Re importance of search: 47% [of shoppers], who failed to find what they were looking for tried only one query and then gave up. - User Interface Engineering 

 75% of sites reviewed have search engines that fail to retrieve important information and put results in order of relevance.- Forrester Research

 One of the most significant challenges to e-commerce sites is getting shoppers to find what they want – they can’t buy what they can’t find (unfound is unbought).  And if they can’t, they will go to a competing web site, or if you’re lucky, they’ll call to place an order – which is more expensive than if they ordered over the web.

 The other e-commerce platforms implement search by applying traditional word-matching searches to the product descriptions in their databases. A search for ''brown sweaters'' will crawl a site's product descriptions for items where both words occurred. The results often return many misses along with the hits, which is to be expected. 

 So, according to the recent research, 70% of the time people don’t find what they are looking for.  Think of having a salesperson who 70% of the time would not be able to produce a product for a potential buyer.  You probably wouldn't retain that person in that position for long. 

 Guided Selling - we now have an improved PA tooling interface that makes it much easier for LOB people to create Product Advisor "metaphor" definitions

Slide 24 - Real World Example Things Remembered

 Best Practices

 Use clickstream analysis to create more targeted promotions that personalize the buying experience and maximize campaign results

 eSpots, personalized promotions, effective cross- and up-sells

 Employ advanced search to get buyers quickly to products they want 

 shop by price, occasion, sentiment...

 Integrate advanced visualization tools to ensure shoppers know what they are buying

 color, size, angles...

 CUSTOMER PAINS

 Difficult for LOB managers to maximize the lifetime value of each customer

 Unable to adaquately target visitors with offers

 Difficulty in developing and managing campaigns/promotions and rapidly adjust them to changes in the marketplace

 Reduced customer loyalty resulting from poor overall experience on site 

 Frustrated customers leave site because they have difficulty quickly/easily finding and visualizing products online 

 Unable to effectively showcase each item in catalog   

 Site not personalized to align with customer needs, interests

SOLUTION

 Marketing & Merchandising

 Use of rules to define how and when to target specific customer segments 

 Easy to use tooling that allows LOB users to 1) set up product searches and guided sell scenarios and 2) easily create seasonal catalogs, packages/bundles, cross-sells/up-sells

 Customer Experience

 Ability to let customers see exactly what they are purchasing, showing entire catalog including optional colors, viewing angles

 Advanced search gets buyers quickly to products they want 

 Use of clickstream analysis and targeted promotions based on customer profiles personalizes the customer buying experience

FEATURES

 Marketing & Merchandising

 Targeted rules-based promotions using Blaze

 Product Advisor GUI for product explore/comparison

 Merchandising tooling supporting navigational catalogs, packages/bundles, cross-sell/up-sell and helps tie to campaigns

 Customer Experience

 Dynamic visualization capability to let buyers better view products and all catalog options  

 Precision Search with 90%+ accuracy on user-defined searches and Guided Search with dynamic product browsing

 Personalized shopping experience via LikeMinds clickstream analysis and Blaze rules engine

Slide 25 - Business Operations Challenges Facing Retailers

 NOTE TO Business Partner: This slide provides an opportunity to speak in more detail about the challenges faced in Business Operations. This may be a useful discussion to develop if the rep is aware that the customer has particular interest in this topic.
 However, the Business Partner may choose to delete this slide and go directly on to the following slide.  

 Business Operations

 Leverage existing processes, improve operational efficiencies

 Only way to achieve complete view required to see entire business

 Pressure to reduce prices combined with need to cover higher costs results in margin squeeze - efficiency in operations critical

Slide 26 - Business Operations How IBM WebSphere Commerce Delivers

 our approach is different...you don't ned to bring in a whole host of people....we realize that you are going to have many other apps in place...  

 Commerce Integration

 Ability to integrate with legacy systems for real-time linkage to inventory, pricing, order management, CRM etc. 

 WS Commerce has built-in interfaces between inventory, fulfillment processes and ability to link to back-end systems

 Advanced Order Management

 Ability to closely manage inventory - down to the SKU level - and substitute products to increase margins

 Advanced order management with online order status tracking and real-time availability to promise increase customer satisfaction & reduce phone calls to customer service.

 Standard support for Available to Promise, Split Orders, Backorder and Returns, inventory management

 Flexible Pricing

 Maintain pricing separately from catalog

 Sophisticated pricing based on buyer characteristics, offer-based catalog pricing

Slide 27 - Real World Example Lillian Vernon Online

 Best Practices

 Integrate existing order-entry system with inventory and fulfillment systems to speed delivery and reduce costs

 Employ advanced order management to reduce costs and increase margins across your operation

 track orders online to reduce call center costs

 manage inventory and suggest substitute products to increase total sale 

 Offer Web self-service options to reduce call center costs and increase margins

 gift finder, shop print catalogs online, daily specials

 PROOF POINT:  

 Lillian Vernon’s web revenue growth outpaces total revenue growth (June, 2002)

 Web revenue at Lillian Vernon Corp. grew 64% in the first quarter of the fiscal year while overall sales declined 7.6%, the company reported today. While not breaking out its web revenue vs. total revenue, Lillian Vernon reported that Q1 revenue was $36.9 million compared to $39.7 million last year. 

 The company says the decline was the result of a planned reduction in the number of catalogs mailed during the quarter. As the result of more targeted catalog circulation and lower prices on some merchandise, revenue per catalog increased by 13.3% compared to the same period last year. 

 Lillian Vernon attributes the rise in online revenue to a growing base of online affiliate marketing partners.

Slide 28 - Service and Support Challenges Facing Retailers

 NOTE TO Business Partner: This slide provides an opportunity to speak in more detail about the challenges faced in Service and support. This may be a useful discussion to develop if the rep is aware that the customer has particular interest in this topic.
 However, the Sales Rep may choose to delete this slide and go directly on to the following slide.  

 Customer Service/Support

 35% of customers said they would buy on-line if they could talk with a Customer Service Representative on-line  (according to a report from Forrester Research).

Slide 29 - Service and Support How IBM WebSphere Commerce Delivers

 Consistent Customer Care

 CSRs and customer have same view of all customer transactions for consistent care

 CSRs use same system as customers/LOB users so customer gets a consistent story every time

 CSR able to perform customer profile maintenance

 CSRs have full access to orders/status, site logs, etc.

 Walk-up use design reduces training costs 

 Collaborative Commerce

 Ability to assist customers in real-time through their online commerce experience

 Online collaborative assistance via Lotus Sametime "Live Help”

 Login passwords/account enablement

 Order processing - create, update, cancel, status inquiry

 A key feature of Commerce Accelerator is the customer service interface.

 The key benefits are that this provides a cost effective application to provide customer services, however, more importantly it provides consistent data to the end customer & the CSR.

 The CSR uses the same system as the end customer & LOB, thus they have full access to orders and such so there is no issue with the call center/CRM interface accessing a back end system, while the customers order is stuck on the website (eliminates and mismatch in data (consistency) or latency (orders uploaded to backend at the end of the day). Accurate & efficient customer service

 35% of customers said they would buy on-line if they could talk with a Customer Service Representative on-line  (according to a report from Forrester Research).  This is important particular in households with a single phone-line as the method of dialing up to the internet.  Lotus Sametime allows the consumer or small business manager to communicate via instant messaging or chat while on-line. 

 Customer Service/Support

 35% of customers said they would buy on-line if they could talk with a Customer Service Representative on-line  (according to a report from Forrester Research).

Slide 30 - Real World Example REI

 NOTE TO Business Partner!!!  Keep in mind that REI does NOT in fact use our actual Live Help tool - they use their own home-grown solution here - so use this slide w/ care in front of a customer!  The key point about REI is that they are doing it right and WC is an important part of their overall solution! 
 Best Practices

 Integrate channels to better understand and service most profitable customers who shop multiple channels

 track and integrate purchase information from physical store, online, catalog

 Implement multiple touchpoints, Web self-service and collaborative solutions to provide service and support to customers in the way they want

 Online chat and email provide real-time access to technical service and support

 In-store kiosks provide in-depth product information and availability for entire inventory -- not just what is in the store

 http://archives.seattletimes.nwsource.com/cgi-bin/texis.cgi/web/vortex/display?slug=spector14&date=20020414&query=rei

 "There was a lot of talk a couple of years ago about cannibalization,  We believed that even if that were true, we were better off taking money from ourselves than letting  someone else take it from us.  But more important, we found our customers were spending more money because they had more ways they  could contact us."

 -Dennis Madsen, CEO REI                                       Internet Week 10/2001

 Business Value/Results:

 Seamless integration with multiple sales channels and backend inventory systems

 Orders from the Web now processed as seamlessly as those from retail or mail-order operations

 Simplified maintenance and  increased customer loyalty and satisfaction 

 ROI payback in 18 months

 Solution:

 Electronic storefronts for outdoor gear consumer cooperative

 WebSphere Application Server will function as a runtime environment for Java objects and WebSphere Commerce Suite will facilitate linkages between the Web and back-office systems, enabling orders from the Web to be processed as seamlessly as those from retail or mail-order operations

 Other components include VisualAge for Java and MQSeries Integrator

Slide 31 - IBM WebSphere Commerce Delivering the Capabilities Retailers Need to..

 What these trends lead to is the need for a renewed focus on the basics - ultimate goal is to improve PROFITABILITY

 Start with the customer - critical to identify, acquire and retain the highest value customers - driving for CUSTOMER LOYALTY is the key.  Simulation exercises performed by Bain & Co demonstrated that a mere 5% increase in customer retention can result in profit increase of up to 125%. Build the relationship further by providing the best possible experience on your site while ensuring a consistent brand experience across all touch points.  

 Next, the need to increase revenues by GROW CUSTOMER WALLET SHARE.  This business driver is achieved by optimizing the marketing and merchandising spend such that you are squeezing the most possible out of each and every marketing dollar.  As margins are squeezed thinner and thinner, this becomes even more vital - every dollar you spend must be converting browsers into buyers. Rather than using expensive, untargeted mass-marketing techniques to "cast the largest net", you must now focus on optimizing the effectiveness of each of your sales marketing initiatives.

Slide 32 - IBM WebSphere Commerce The Smart Choice for Retail

 What these trends lead to is the need for a renewed focus on the basics - ultimate goal is to improve PROFITABILITY

 Start with the customer - critical to identify, acquire and retain the highest value customers - driving for CUSTOMER LOYALTY is the key.  Simulation exercises performed by Bain & Co demonstrated that a mere 5% increase in customer retention can result in profit increase of up to 125%. Build the relationship further by providing the best possible experience on your site while ensuring a consistent brand experience across all touch points.  

 Next, the need to increase revenues by GROW CUSTOMER WALLET SHARE.  This business driver is achieved by optimizing the marketing and merchandising spend such that you are squeezing the most possible out of each and every marketing dollar.  As margins are squeezed thinner and thinner, this becomes even more vital - every dollar you spend must be converting browsers into buyers. Rather than using expensive, untargeted mass-marketing techniques to "cast the largest net", you must now focus on optimizing the effectiveness of each of your sales marketing initiatives.

Slide 33 - IBM WebSphere Commerce Taking e-Commerce into the Future

 As we've shown, WebSphere Commerce brings many answers to the problems and challenges you have.  But we all know that your industry absolutely does not stand still.  We won't either. 

 IBM has a vision and strategy for e-commerce that is based on maintaining a deep understanding of the Retail industry needs, constant awareness of the industry best practices - as we've shown in this presentation - and then applying those to help automate your key business processes and make more efficient. 

 IBM has a large dedicated team of developers and researchers whose entire purpose is to make this vision a reality every day.  In the coming quarters they will be delivering substantial new capabilities that further attack Retail business challenges.  Listed here are just a few of them: 

 Marketing/Merchandising

 Coupons Enhancements

 Advanced Email promotions mgmt

 Advanced "Closed-Loop" Analytics to tie back the learnings about your customes directly back into campaigns and promotions

 Industrial Catalog Enablement

 A2i and Trigo int'g for catalog mgmt

 Lower Total Cost of Ownership

 WAS 5 exploitation

 Better Problem Determination inc. Symptom database

 System Mgmt enhancements

 Easier Store Deployment

 What is a Commerce Enhancement Pack

 Mini web releases of key assets that satisfy requirements for business processes or functionality not currently available in GA product

 Available on Commerce Zone download site at no charge to WC 5.4 customers on subscription

 May include:  

 Code and related documentation or collateral 

 Store model SAR file

 Customers can download and then incorporate into their sites using WC development environment 

 Delivery

 Tested on Windows/DB2/IBM Http Server only (we do provide installers for other platforms, just no testing)

 Released as web downloads on the Commerce Zone site quarterly - cumulative from Web Release to Web Release, first release end of July, follow-on release coming in Q42002

Slide 34 - Why Chose IBM WebSphere and WebSphere Commerce

 No speaker notes.

Slide 35 - Major Analysts Agree....

 Gartner agrees with the IBM vison, and places IBM in the leadership quadrant in..

 Applicaiton Integration

 Integration Broker

 WebServices

 Application Server

 Horizontal Portal

 Java Tools

 Commerce

Slide 36 - How is WebSphere Measuring Up?

 No speaker notes 

Slide 37 - 2002 Market Transforming Momentum

 No speaker notes

Slide 38 - WebSphere Momentum

 No speaker notes

Slide 39 - Industry Recognition

 We're getting strong support from the analysts. We constantly keep the analyst community informed of our strategy and marketing plans. They are impressed and pleased with the direction we're taking and our pace.  They validate for us our sense that we are helping companies progress in their adoption of more and more valuable aspects of e-business.

Slide 40 - The Best Technology Choice, the Best Choice for Commerce

 IBM WebSphere really is the best technology choice you can make for your e-business, and the best choice for an e-commerce solution based on WebSphere is WebSphere Commerce. When you make your commerce server decision ensure that your evaluation criteria includes the following:

 Flexibility - WebSphere gives you maximum flexibility to react quickly to your ever-changing marketplace because IBM leads the industry in open-standards adoption, such as Java - so you'll get the highest level of interoperability and flexibility possible


 Ability to Integrate Reliably - Relying on a 3rd party to handle integration of your business is risky - if things don't go well its not always clear who owns the problem. You can count on IBM to maintain backwards and forwards compatibility and the ability to integrate across the entire WebSphere portfolio and back to your legacy systems.  And IBM will be there to support you.


 Ability to Extend - When you're ready to extend your commerce solution further through exciting new technologies such as portals, IBM and WebSphere will be there for you as well.  WebSphere Portal Server is designed to run with WebSphere Commerce and numerous "portlets" that capture the various functions of WS Commerce are available w/ more on the way.

 WebSphere Commerce is the natural and perfect choice for a WebSphere-based e-commerce platform - it gives you an unbeatable combination because WebSphere Commerce was designed from the ground up for WAS, which is simply not the case for any of our competitors. Here are just some of the many advantages that a combination of WebSphere Commerce & WAS delivers: 

 Architecture:  WebSphere Commerce has been architected and built from the ground up to take advantage of all the reliability, availability and serviceability of WAS.  Other  products simply support WAS as a standard application server the same way they would support other application servers which limits their ability to exploit many unique WAS features, such as the member management sub-system - which actually originated as part of WebSphere Commerce. 

 Platform Support: WebSphere Commerce supports most of the hardware and software platforms supported by WAS.  This contributes to WebSphere Commerce unmatched horizontal (running on clustered servers) and vertical (upgrading to a higher end server) scalability. 

 Performance: WebSphere Commerce utilizes and builds on the WAS caching to improve site performance

 Time to Market: WebSphere Commerce and WAS share and align their development and testing plans in order to ensure the availability and use of WAS new and improved features in the latest release of WebSphere Commerce. Other vendors simply wait for the latest version of WAS to be released then begin to engineer their product on top or around it. 

 Investment Protection: WebSphere Commerce provides a better and smoother migration path to new releases of WAS by fully testing the products integration and providing migration instruction or tools when required. WebSphere Commerce early involvement in WAS release cycle offers customers a faster and less costly migration path.   

 Reliability: WebSphere Commerce has been running on WAS for several years and has a proven record of hundreds of large scale implementations Vs competitors, who are just porting over functionality tailored to leverage, or in some cases tolerate the coexistence of another application server. They have not yet encountered all of the issues associated with such kind of port -- even in a J2EE environment.     

 Technology Risk: WebSphere Commerce and WAS developers sit in the same labs, share skills, resources and expertise...they know each other's product sets intimately and our competitors will never have this level of knowledge to bake into their own capabilities.

 Integration: Both products share common user profiles and membership management subsystem  as well as being part of IBM e-business framework and integration strategy which makes an e-commerce solution integration and customization a much smoother task.  

 User Experience: Integration with Portal.  Have a common  user management and unique exploitation of portlets having 'context' of the customer within a commerce perspective.  WebSphere Commerce development is submitting patents in this area, so will be exclusive technology to IBM. 

 Web Server: WebSphere Commerce bundles and supports IBM HTTP Server, which is IBM's modified version of Apache, taking advantage of its improved security and performance features. 

 Price: WebSphere Commerce offers industry's best value for money, with WAS, HTTP Server, LDAP Directory, DB2 and many other IBM, Lotus & Tivoli products and technologies being bundled and fully integrated out-of-the-box.

 Tooling: (Eclipse) WebSphere Commerce plans to support WebSphere Studio Application Developer (WSAD) in 4Q2002.  No other commerce vendor has plans to support WSAD or offer matching development environment.  WSAD is based on Eclipse and provides tooling plug-in capability for commerce and other IBM and partner tools.

Slide 41 - The Leader in Retail

 No speaker notes

Slide 42 - Industry Recognition

 No speaker notes

Slide 43 - Powering More Retail e-Commerce Sites Than Anyone in the World

 WebSphere Commerce Powers ...

 WebSphere Commerce Suite has also been field proven, our software powers more e-commerce sites than anyone in the world (based on an IDC study).

Slide 44 - IBM Business Partner Summary

 The IBM Business Partner adds presentation slides including:

Why the Business Partner chose IBM WebSphere

The services  and solutions offered by the Business Partner to solve customer business needs

The Value of IBM and Business Partner to the customer

Why the customer  should chose Business Partner and IBM

Slide 45 - Summary 

 How do I, the SI or ISV, make money?

 How does IBM bring value to me? 

 Brings value to your customers by ensuring that the total solution works flawlessly and has world class support

 Express helps you to differentiate yourself by allowing you to focus on your customers LOB implementation with out worrying about maintenance of the underlying infrastructure and tools…

Slide 46 - Summary Next Steps 

 Now we'll close by reviewing the next steps.

 IBM will have a new sales tool available for WebSphere Commerce Retail, called an executive assessment.  This Executive Assessment will include a set of solution-specific questions and forms that we can use to work with you to identify where WebSphere Commerece Retail would work for you.   

 We would like to meet with you to conduct an assessment of your business, gather the information we need, and  walk you through a structured analysis of your business and your competitive environment.

 At the end of this assessment, which takes approximately 2 to 3 weeks, you will have the opportunity to review a protoype website, a business assessment and a competitive website analysis.

 (Name) will contact you to arrange a meeting to assessment your business

Slide 47 - For More Information

No script needed.  Here are websites to get more information on IBM WebSphere Commerce.

