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Slide 2 - WebSphere Commerce is Designed to Optimize the Extended Demand Chain

As we've disccused the importance of channel and distribution partners is indisputable:

According to an analysis of the B2B market conducted by AMR and Gartner, channel partners will represent 70% of all B2B eCommerce by 2004 accounting for $3.9 and $4.2 trillion respectively.

AMR Research estimates that 70 percent of companies today earn most of their revenues through indirect channels: dealers; agents; value-added resellers; wholesalers; and distributors. These are the matchmakers of business.

Because today's successful companies sell through a mix of channels, WebSphere Commerce is designed to optimize both direct and indirect channels enabling companies like you to deploy best practices to each member of your demand chain.  This will enable you to:

Extend direct customer relationships increasing customer loyalty and incremental revenue

Leverage your resellers and sales partners more effectively to increase revenue from these valuable channels

And finally, tightly integrate distributors to drive costs down and streamline operations.

Slide 3 - Unleash the Power of Your Channels with WebSphere Commerce

 WebSphere Commerce Business Edition is a robust solution designed to support the way you sell  optimizing all of your  sales channels and customer or partner touchpoints. 

 The WebSphere solution can be broken down into three distinct areas delivering maximum business value and flexibility to support your organization today and tomorrow.  

 Starting with the robust business management layer which is pervasive to all processes and interactions between your  enterprise and trading partners or end-customers.  This layer provides the core foundation that enables you to effectively move complex partner relationships and contracts to an online environment. It also provides the engine to orchestrate multi participant transactions and finally ensures that you will maintain business visibility with analytics. 

 Rich prepackaged processes enhance channel partner effectiveness, build loyalty, and maximize revenue.  Marketing, Selling, Catalog Management, Business Operations and Service capabilities add value and  optimize sell side activities.

 Finally you already know that a solution is only as powerful as it's foundation.  WebSphere Commerce runs on the award winning WebSphere platform designed for integration, performance, and scalability.  This layer is further supported by a comprehensive set of IT and line of business tools for flexibility and low total cost of ownership

 Lets take a closer look at how each of these areas provides solutions to your specific business challenges and requirements.

Slide 4 - Strengthen Customer and Channel Partner Relationships with Business Management

Business Management provides the foundation to manage complex relationships with customers and trading partners.  Business Management enables you to accommodate unique business relationships with channel partners and customers, support multi-tiered partner and customer organizations, and understand and proactively respond to dynamic business conditions in each channel and across your sales channels,...

Slide 5 - Business Management provides the foundation to manage complex relationships with customers and trading partners.

It is imperative to support and build meaningful relationships with each of your customers and trading partners.  Most companies like yourself sell to a mix of direct companies or consumers, channel partners, resellers, OEMs, etc.  These relationships are often governed by unique terms and conditions (a reseller buys on much different terms and conditions than an end consumer).  Adding to this complexity is the requirement to support unique end users ranging from reseller field reps to warehouse operators to direct customers.  WebSphere Commerce Business Edition is designed to support these unique contractual relationships and deliver a personalized B2B experience to each end user.  

This scenario illustrates the complexity that an electronics wholesaler faces in selling through just two channels of their many channels... a direct B2B customer and through a reseller.   To build rich relationships with each entity, the manufacturer must be able to provide user specific catalogs, and support the terms and conditions that each company does business under.  

In selling electronics components to customer one, a general catalog with replacement parts is made available to the operations employees.  This catalog view is limited to the specific replacement parts that are used in operations.  Engineering however, may have a complete view of the catalog so they can order sample products.  Finally, integrated workflows ensure that all orders over a prespecified amount are approved by purchasing.

On the reseller side, different roles can include logistics,  which may simply view inventory and shipment information, sales reps may interact through special storefronts with sales productivity tools such as requirements assessment tooling, RFQ, sales guides, etc, Their manager may only want to see orders placed, and finally customer service may need the ability to process returns.

The next few slides show how Business Edition takes the complexity out of building powerful relationships with each member of your demand chain while minimizing costs.

Slide 6- Contract-Based Commerce

Contract-based commerce provides a flexible foundation to capture, manage, and execute the terms and conditions that define business relationships and processes. Each buying organization has a unique buying experience based on their pre-negotiatiated business relationship and terms & conditions with the seller.

Contracts provide a powerful B2B personalization tool.... use contracts to present unique catalog views, pricing, or even industry based specialization. 

You can further leverage contracts to easily customize different processes and policies such as credit terms, POs, invoices, shipping terms, or custom pricing.

Panasonic for example sells half a million products to a network of over 20,000 resellers as well as Direct B2B and B2C, contracts enabled them to effectively present personalized B2B catalogs and support unique processes.

This functionality also enables you to rapidly deploy a solution and customize or quickly accommodate unique business situations as you grow.  This is enabled because each process has a default contract associated with it such as default shipping may be UPS second day or default price may be MSRP, however, a contract can quickly be created or modified by Line of Business users to introduce a business exception such as unique shipping or pricing for a new reseller.

Slide 7- Member Management

Member Management extends the contract based commerce system to support user specific roles and views.  This system is based on the concept that different system users will execute different tasks and have different permissions.  As outlined in our earlier example, a customer service rep may need a universal view of all customers and may need to execute returns, while a channel partner's sales rep may need access to sales productivity tools. 

In addition, integrated workflow is included to ensure business continuity and to quickly accommodate business exceptions.  For example one of your customers may want to set order thresholds which require approval before an order is executed.  

Staples very successfully deployed this on StaplesLink.  Because corporate purchasing agents must often get approval from senior management, StaplesLink.com has a tool that facilitates purchase authorization. The site automatically sends e-mail to the appropriate person alerting them that there is an order to approve. StaplesLink has further refined this process so that multiple users at different organizational levels can each have different spending limits, and approval notification can be routed to various people throughout their organization. Through it all, buyers can track the status of their orders - pending, approved or changed. And, says Hamblet, "Staples does not receive the order until it has been completely approved." As a company continues to use the site, StaplesLink.com will generate its updated spending reports.

*****************Additional Information:*************************

The Member Subsystem provides user registration, authentication, access control, session and profile management services. It defines the users of the system, their roles, and their access control. For example, a user may have a role of a merchandiser, customer support rep, a site administrator, or a store administrator. A store administrator could then be given access control to update the catalog entries for their store.

A store can choose between two types of authentication:

If WebSphere Commerce database is configured as the user registry, users are authenticated by the WebSphere Commerce server using a userid/password or X.509 certificate.

If the LDAP server is configured as the user registry, users are authenticated by WebSphere Application Server security server custom login scheme.

The profiles for organizations and users can contain a variety of personal and context-sensitive, business-related attributes.  Multi-valued attributes are also supported. Profile data can be stored either in the database or in a directory server.   

Users can be grouped by explicit assignment or implicitly by pre-defined grouping criteria. A GUI is provided in Commerce Suite Accelerator to manage member groups to be used for campaigns and discounting purposes.  Another GUI in Administration Console is provided to manage member groups to be used for access control purposes.  Also, during the creation of an organization or organizational unit, a GUI is provided for the creation of groups of approvers (for registration, contracts, orders, RFQ approvals).

Organizations and users can be registered online as well as in batch mode. Online registration optionally includes an approval process.

Slide 8- Business Analytics

Business analytics enable you to monitor and analyze your multi-channel selling environment and overcome the following challenges:

Difficulty measuring channel effectiveness 

Complexity gathering system data  on sales in each channel

Unable to collect user clickstream data for analysis

Hard to predict business trends and react quickly

Unable to quickly and efficiently analyze the data to reveal trends and patterns for repeatable success

Unable to shorten decision making cycles and empower business users

Lack of business controls data readily available and concisely communicated to accelerate decision making process

SOLUTION: 

Commerce analytics enables the IBM customer to gain visibility into each discrete sales channel to proactively react to business conditions and deliver better channel service and support.

.Today WebSphere Commerce provides two levels of business analytics. Out of the box, WebSphere Commerce provides simple reports enabling a view of Commerce operations data. (This out of the box functionality is referred to as WebSphere Commerce Analyzer Entry.) WebSphere Commerce also enables advanced business insight through a separately orderable product, WebSphere Commerce Analyzer Advanced Edition

WebSphere Commerce Analyzer Entry reports on product performance as well as campaign frequency, attractiveness and effectiveness.

Product performance data includes metrics on sales, broken down by demographics, geography, etc. 

Campaign effectiveness provides detail on impressions viewed, clicked, and bought. 

WebSphere Commerce Analyzer Advanced answers hundreds of key business questions providing detailed insights about: 

Campaigns

Sales and Orders

Product Advisor (search capability)

Product and Site Advisor

Shopper

Web Store Traffic

External Referrals

Catalog

WCA/Advanced offers extensive data analysis, includes a wealth of reports for simple data views to support key business questions, and allows easy customization and extensibility to fit your unique business needs. 

MORE PACKAGING INFORMATION: 

Today, IBM WebSphere Commerce Analyzer Advanced Edition (WCA/Adv) is a separately orderable product for WebSphere Commerce Suite (WCS) 5.1, WC Business Edition 5.4, or WC Professional Edition 5.4 store. 

In the future, the advanced analytics (WCA/Advanced) is intended to be bundled (out of the box) with the core WebSphere Commerce v5.5 product. (Current plan and subject to change.) 

Special promotions and considerations (addressing price and migration issues) have been planned to help customers bridge from the separately orderable advanced analytics today to the future bundled advanced analytics planned for the next Commerce release. 

WHO TO CONTACT:

For additional product information and details on current promotions please contact Stephen Shady at scshady@us.ibm.com or 1-314-849-2464.

Slide 9- Business Management Enables Panasonic to Sell to Dealers

Panasonic energizes e-commerce strategy with IBM solution. From air-conditioning compressors to zoom lenses, the Panasonic name graces hundreds of thousands of consumer, business and industrial products. Its diverse product range is a sign of success for the 6,500-employee North American subsidiary of Matsushita Electric Industry Co. 

Another indication of success are Panasonic's thriving business-to-business (B2B) and business-to-consumer (B2C) e-commerce Web sites. However, it took some savvy thinking for Panasonic to create an e-business strategy for efficiently distributing its products online.

Based in Secaucus, New Jersey, Panasonic previously supported its 20,000 dealers with B2B e-commerce Web sites [Eric: how many?] based on IBM WebSphere Application Server. These Web sites were integrated with Panasonic's SAP systems, enabling dealers to log on to the Web and easily determine the status of their order or the availability of a product. Every online status check saved Panasonic the cost of servicing an inquiry through a call center. 

At the same time, the company created B2C online stores for employees of large companies. These sites, developed with Microsoft Commerce Server and IIS, were not integrated with Panasonic's backend systems. Consequently, the company's call centers were overwhelmed with B2C  order-status inquiries.

"We couldn't integrate our Microsoft sites with our backend because Microsoft Commerce Server wouldn't talk to our corporate-standard databases and integration solutions," says Eric Keil, director of e-business, Panasonic USA. "Also, we wanted fully automated e-commerce functionality for all our sites, which dictated enhancements across the board. To achieve economies of scale in terms of development time and software costs, we needed a single Web application server. Maintaining separate Microsoft and IBM platforms would not be a cost-effective strategy." 

Total, open IBM solution

Evaluating commerce servers for its new e-business platform, Panasonic reviewed proposals from both IBM and Microsoft. Ultimately, Panasonic chose IBM WebSphere Commerce because of IBM's ability to provide a total solution with components that met Panasonic's corporate standards. IBM also offered a more open solution, with the ability to operate with whatever third-party components Panasonic wanted to include. "With support in WebSphere Commerce for Java  2 Platform, Enterprise Edition (J2EE) technology," says Keil, "we were looking forward to shortening development time."  

WebSphere Commerce Professional Edition, Version 5.1 functions as the commerce engine for Panasonic's new B2B Web sites. WebSphere Commerce Business Edition, Version 5.4 will be the basis for the B2C sites, (IS THIS ACCURATE?  TYPICALLY ITS PRO FOR B2B, BUSINESS EDITION FOR B2B…PLEASE CONFIRM) which will be live by year-end. In both, IBM WebSphere Application Server is the runtime environment for JavaServer Pages (JSP) and servlets. IBM DB2 Universal Database functions as the commerce database, managing products, customers, user-groups and applications for the Web sites. IBM HTTP Server functions as the Web server, and all the components run on IBM RS/6000  SP2  servers [now part of the IBM e(logo)server pSeries family]. Panasonic uses IBM Tivoli [Eric: what product?] to manage performance and availability on the SP2 servers. 

While the project is only partially complete, the benefits are clear. Panasonic has already eliminated 80 percent of order processing and call center costs. It projects 100 percent payback of its investment in less than one year and it has received improved ratings on its customer satisfaction scorecards. "Moreover, we're saving tremendously on development costs," says Keil. "Because of the reusable Java code supported by WebSphere Application Server, we've reduced the development time for new Web sites from 3 months to 1 week, saving 92 percent of the time and costs." 

One database supports many Web sites

Panasonic Industrial Company, which sells such products as resistors, capacitors, chip sets and boards to industrial customers, is one of the 12 [Eric: is twelve correct?] B2B sites newly created by Panasonic using the IBM solution. Dealers log onto the Web site with secure login names and user IDs to access the Web pages they are entitled to see. All the new Panasonic Web sites run off a common catalog managed by DB2 Universal Database. IBM WebSphere Personalization matches users with customized Web content for a truly personalized experience that helps improve Panasonic's relationship with their   customer. . "DB2 runs all the data for more than 500,000 products for our B2B sector alone," says Keil. "It is performance is so fast and reliable we don't even know it's there."  (CAN YOU ADD ANYTHING TO THIS QUOTE TO SUPPORT THE PERSONALIZATION POINT?)

After placing their orders on the site, dealers immediately receive an e-mail confirmation and order number. The orders are processed through the SAP system and, since SAP is integrated with the site, dealers can check where their orders are from the moment they place them. 

Java logic and XML integration 

To enable realtime order entry, Panasonic uses Java classes to execute the business and presentation logic and XML to exchange data with SAP. JSPs serve up HTML pages to the Web browser, and Java servlets transform the HTML into XML, which communicates with the backend. [Eric: do the servlets also translate HTML into XML for DB2 database transactions? If not, please describe the WebSphere-to-DB2 communication] The XML is converted to the SAP IDoc format and sends a Business Application Program Interface (BAPI) call to the SAP database, which is IBM Informix  Dynamic Server.

To make the ordering process even more convenient for large dealers who also use SAP, Panasonic integrated its B2B functionality with these dealers' backend SAP applications. To enable this integration, Panasonic sends the dealers XML messages reformatted into predefined schema.

Leveraging existing infrastructure

Panasonic's XML integration strategy is not new; the company began developing it while working with WebSphere Application Server to create the early versions of its B2B Web sites. "The beauty of WebSphere Commerce," says Keil, "is that we leveraged all of this development with its support for Java and XML."

"We also appreciated the open discussions with IBM on the future of WebSphere Commerce," Keil remarks. Since IBM kept Panasonic informed of the plans for WebSphere Commerce Business Edition, Version 5.4, Panasonic decided to wait until the latter was available to deploy the new B2C Web sites. "The Version 5.4 Business Edition has robust models of sellers, buyers, contracts and buying policy that will help us to implement complex business rules in our commerce sites," says Keil. "IBM is always more than a single product. It provides a technology direction that companies like Panasonic can use to optimize their own development plans."

Slide 10- Business Management Enables Panasonic to Sell to Dealers

Panasonic energizes e-commerce strategy with IBM solution. 

From air-conditioning compressors to zoom lenses, the Panasonic name graces hundreds of thousands of consumer, business and industrial products. Its diverse product range is a sign of success for the 6,500-employee North American subsidiary of Matsushita Electric Industry Co. 

Another indication of success are Panasonic's thriving business-to-business (B2B) and business-to-consumer (B2C) e-commerce Web sites. However, it took some savvy thinking for Panasonic to create an e-business strategy for efficiently distributing its products online.

Based in Secaucus, New Jersey, Panasonic previously supported its 20,000 dealers with B2B e-commerce Web sites [Eric: how many?] based on IBM WebSphere Application Server. These Web sites were integrated with Panasonic's SAP systems, enabling dealers to log on to the Web and easily determine the status of their order or the availability of a product. Every online status check saved Panasonic the cost of servicing an inquiry through a call center. 

At the same time, the company created B2C online stores for employees of large companies. These sites, developed with Microsoft Commerce Server and IIS, were not integrated with Panasonic's backend systems. Consequently, the company's call centers were overwhelmed with B2C  order-status inquiries.

"We couldn't integrate our Microsoft sites with our backend because Microsoft Commerce Server wouldn't talk to our corporate-standard databases and integration solutions," says Eric Keil, director of e-business, Panasonic USA. "Also, we wanted fully automated e-commerce functionality for all our sites, which dictated enhancements across the board. To achieve economies of scale in terms of development time and software costs, we needed a single Web application server. Maintaining separate Microsoft and IBM platforms would not be a cost-effective strategy." 

Total, open IBM solution

Evaluating commerce servers for its new e-business platform, Panasonic reviewed proposals from both IBM and Microsoft. Ultimately, Panasonic chose IBM WebSphere Commerce because of IBM's ability to provide a total solution with components that met Panasonic's corporate standards. IBM also offered a more open solution, with the ability to operate with whatever third-party components Panasonic wanted to include. "With support in WebSphere Commerce for Java  2 Platform, Enterprise Edition (J2EE) technology," says Keil, "we were looking forward to shortening development time."  

WebSphere Commerce Professional Edition, Version 5.1 functions as the commerce engine for Panasonic's new B2B Web sites. WebSphere Commerce Business Edition, Version 5.4 will be the basis for the B2C sites, (IS THIS ACCURATE?  TYPICALLY ITS PRO FOR B2B, BUSINESS EDITION FOR B2B…PLEASE CONFIRM) which will be live by year-end. In both, IBM WebSphere Application Server is the runtime environment for JavaServer Pages (JSP) and servlets. IBM DB2 Universal Database functions as the commerce database, managing products, customers, user-groups and applications for the Web sites. IBM HTTP Server functions as the Web server, and all the components run on IBM RS/6000  SP2  servers [now part of the IBM e(logo)server pSeries family]. Panasonic uses IBM Tivoli [Eric: what product?] to manage performance and availability on the SP2 servers. 

While the project is only partially complete, the benefits are clear. Panasonic has already eliminated 80 percent of order processing and call center costs. It projects 100 percent payback of its investment in less than one year and it has received improved ratings on its customer satisfaction scorecards. "Moreover, we're saving tremendously on development costs," says Keil. "Because of the reusable Java code supported by WebSphere Application Server, we've reduced the development time for new Web sites from 3 months to 1 week, saving 92 percent of the time and costs." 

One database supports many Web sites

Panasonic Industrial Company, which sells such products as resistors, capacitors, chip sets and boards to industrial customers, is one of the 12 [Eric: is twelve correct?] B2B sites newly created by Panasonic using the IBM solution. Dealers log onto the Web site with secure login names and user IDs to access the Web pages they are entitled to see. All the new Panasonic Web sites run off a common catalog managed by DB2 Universal Database. IBM WebSphere Personalization matches users with customized Web content for a truly personalized experience that helps improve Panasonic's relationship with their   customer. . "DB2 runs all the data for more than 500,000 products for our B2B sector alone," says Keil. "It is performance is so fast and reliable we don't even know it's there."  (CAN YOU ADD ANYTHING TO THIS QUOTE TO SUPPORT THE PERSONALIZATION POINT?)

After placing their orders on the site, dealers immediately receive an e-mail confirmation and order number. The orders are processed through the SAP system and, since SAP is integrated with the site, dealers can check where their orders are from the moment they place them. 

Java logic and XML integration 

To enable realtime order entry, Panasonic uses Java classes to execute the business and presentation logic and XML to exchange data with SAP. JSPs serve up HTML pages to the Web browser, and Java servlets transform the HTML into XML, which communicates with the backend. [Eric: do the servlets also translate HTML into XML for DB2 database transactions? If not, please describe the WebSphere-to-DB2 communication] The XML is converted to the SAP IDoc format and sends a Business Application Program Interface (BAPI) call to the SAP database, which is IBM Informix  Dynamic Server.

To make the ordering process even more convenient for large dealers who also use SAP, Panasonic integrated its B2B functionality with these dealers' backend SAP applications. To enable this integration, Panasonic sends the dealers XML messages reformatted into predefined schema.

Leveraging existing infrastructure

Panasonic's XML integration strategy is not new; the company began developing it while working with WebSphere Application Server to create the early versions of its B2B Web sites. "The beauty of WebSphere Commerce," says Keil, "is that we leveraged all of this development with its support for Java and XML."

"We also appreciated the open discussions with IBM on the future of WebSphere Commerce," Keil remarks. Since IBM kept Panasonic informed of the plans for WebSphere Commerce Business Edition, Version 5.4, Panasonic decided to wait until the latter was available to deploy the new B2C Web sites. "The Version 5.4 Business Edition has robust models of sellers, buyers, contracts and buying policy that will help us to implement complex business rules in our commerce sites," says Keil. "IBM is always more than a single product. It provides a technology direction that companies like Panasonic can use to optimize their own development plans." 
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Slide 11- Business Process Layer

 Customers and Channel Partners using your Site will experience your business processes directly; therefore, you need to understand, optimize, and continually improve those processes... it is therefore critical to extend your best practices to an online environment.  The Business process layers provides extensive support for the comprehensive set of commerce and interaction processes.

 Business operations which enables you to Streamline operational processes to improve end-to-end efficiency
                       

 Rich Selling capabilities provide guidance through the entire sales process and enhance sales productivity

 Out of box catalog and content management enables you to maintain rich product information & site content

 Targeting marketing enables you to extend brand and effectively market to partners and customers

 Finally, you can deliver value added  support to partners and customers with

Slide 12- Business Operations

No speaker notes

Slide 13- Order Management

Empower your channel partners with a rich set of order and inventory management capabilities providing end-to-end automation for the entire process from creation to execution.  Capabilities such as Available to Promise, order splitting, backorders, and returns, enable your channel partners to fulfill time sensitive orders and take the appropriate actions to accommodate exceptions by using backorder, ATP, and order splitting without having to contact your call center.  Order status  and the ability to process online returns further reduces call center loads to add real value

Positioning Order Management:

Enterprise Businesses with existing back-end systems:

Commerce offers leading edge Order Management Connectivity Framework with enhanced messages and easy, web-based interfaces created for complex back-end systems, ie. backorders, split orders 

Enterprise Business with Channels:

Commerce offers a robust order management system that can be tied into multiple channels to enable a single view of inventory across many back-end systems 

Enterprise business can offer smaller channels, dealers, retail locations enterprise level order management and inventory management systems in WCBE and gain operational efficiencies

Medium and Small Businesses: 

WebSphere Commerce offers robust inventory management and order management that can replace existing systems and processes or can integrate with existing systems

Customer Proof Points:

Whirlpool - Launched B-to-C and B-to-B e-commerce sites simultaneously and enabled a fast, easy Web self-service ordering process that has cut the cost per order to under $5 US -- a savings of at least 80% also attaining a 100% ROI in 8 months for B2B portal.  

Milwaukee Tools ... 100% ROI within one year, 90% reduction in order processing costs

Suppleye ... greater than 92% reduction in ordering time, leading to increased efficiency and productivity.

Acer was able to decrease their costs by approximately 2% -3% saving between $60 and $100 million annually.

Slide 14- Business Process Automation Delivers Results at Whirlpool

Whirlpool uses WebSphere Commerce to streamline operations with both direct customers and trading partners.  Whirlpool attained a 100% ROI in 8 months for their B2B trading partner portal and 100% ROI in 5 months for B2C.

Advanced Order processing savings in excess of 80%.

Background:

World's leading manufacturer and marketer of major home appliances.  Whirlpool has $10.5 billion in revenues. Headquartered in Benton Harbor, Michigan.  Has 61,000 employees.  Whirlpool considers its distributors and partners to be critical players in its continual quest to maintain industry leadership.  It is in Whirlpool's best interest to operate with utmost efficiency while providing top-notch service to its sales chain.

Need:

B2B order fulfillment portal, B2B trading portal to serve middle-tier partners and B2C small appliance and appliance accessory ordering site for U.S. Customers

Results:

Channel Management and Service

100% ROI in eight months for B2B trading portal

Saved more than 80% in order processing costs

Sell Through Channels

100% ROI in five months for B2C site that draws 3.8 million

Slide 15- Selling

No speaker notes.

Slide 16- Guided Selling

One of the most important capabilities of an online solution is the ability to guide the user through each stage of the sales cycle offering helpful advice and assistance at each decision.  This ensures that your partner selects the right solution for each end customer, helps them through the requirements gathering process and also assists end users in the research process.

Guided Selling enables you to deliver on the web the type of interaction that a good sales or service employee can provide.  This includes needs analysis, recommendations, and helping prospects and customers understand how your company’s products and services relate to their needs.  

Guided Selling leverages a Q&A decision tree to ask sequential questions to present the appropriate information and product details.  The system is easily set up by line of business users.

WestMarine Example: http://www.westmarine.com/webapp/commerce/sa41.jsp?cgrfnbr=275&merchant_rn=201&cpcgnbr=5

Avnet Example:  http://commerce.avnet.com/webapp/wcs/stores/servlet/AvnetEM/pe51.jsp?catalogId=10001&storeId=10001&categoryId=10448&langId=-1&parent_category_rn=10397

In addition, Advanced product search and product comparison will enable partners to quickly find the products or replacement parts they are looking for.. our precision search delivers greater than 90% accuracy on free word searches.  Once products are located, it is easy to choose the best product for the situation by using side-by-side product comparison to compare products by meaningful features.

All of these capabilities streamline the purchasing experience ensuring that right product is selected and building loyalty.

Slide 17- Guided Selling

 WebSphere Commerce bundles industry-leading Lotus collaboration technologies, making it easy for you to  collaborate with partners and customers for enhanced productivity. 

 Team selling enables you to collaborate with partners on RFPs and design specifications, work together to close more business, and orchestrate unstructured processes by leveraging project mgmt tools, knowledge pooling, and troubleshooting.

 In addition, you can easily create personalized sales productivity rooms for your partners to store marketing and sales collateral or dynamically respond to unique business situations such as quote responses or customer problems.

 *********Additional Info*************** 

  Analysts on the importance of Collaboration

 With a 42% (41.8% -- according to IDC 2001) marketshare almost double the closest 
competitor, Lotus Quickplace is rapidly becoming the de facto standard in virtual teaming today.

 70% of Global 1000 customers will have purchased collaborative commerce by 2002. -- Forrester 2001

 Businesses over the next 5 years will allot more than 50% of their IT applications spending to collaborative commerce tools and technology, and c-commerce will claim 20% of the total IT budgets.  — Gartner 2001

Slide 18- Sales Productivity Tools

Enhancing partner productivity and streamlining the customer purchasing process is critical to your online success.  

 Streamline standard purchasing activities by offering requisition lists, kits, automated (scheduled) re-orders, and single click reorders.

 Effectively interacting with your channel partners requires you to rapidly respond to unique situations such as discount requests or special product requests.  WebSphere Commerce delivers out of box RFQ capabilities enabling partners to solicit quotes for a specific set of goods & services.  Integrated workflow increases efficiencies and integrated email notification ensures that rapid response to RFQs.

 Finally, Advanced Auctioning capabilities enable you to Liquidate excess inventories & or customer returns at high margins.  

 Open cry: Bidder names and bids are public, and the bid value increases

 Sealed bid: Bids are confidential, viewed only by the seller

 Dutch: Bidder names and bids are public and the bid value decreases.

 Manheim: Auctions Example is in backup

Slide 19- Team Selling in Action at Ericsson

 Ericsson is one of the world's largest telecom equipment makers with annual revenues of 29.2 billion as Fortune #43. 

 Approximately 70% of Ericsson's sales come from Network operators and service providers using Ericsson's antennas, transmitters, and other wireless and optical infrastructure gear to build and expand networks. 100% of these sales and services are delivered through Channel partners.

 The challenge that Ericsson faced was trying to ensure that all of the members of their extended channel  was working with real time information to sell and service end customers more effectively.  In addition, manual order capture and order entry procedures were not only expensive, but they were also very time consuming.

 Currently their channels sell 4-5 product lines distributed  as approx. 5000 articles in the catalogue

 To service their sales channel, Ericsson has created a B2B partner portal solution called Pocket Solvit which has both an online and offline component enabling Ericsson Channels to sell more effectively while completely automating operational and logistical activities.  

 The solution has enabled Ericsson to optimize channel productivity ensuring accurate and optimal presentation of product information to the end customers while minimizing the costs of doing business.

 As Ericsson looks to the future, they will expand their channel model by offering partner sitelets providing an extended brand experience while enabling their Channel partners to further differentiate themselves through their value added services.

Slide 20- Catalog and Content Management

No speaker notes.

Slide 21- WebSphere Catalog Manager

 Challenge: interact with complex customer organizations

 Customer interactions involve multiple participants with different roles & levels of responsibility

Slide 22- Staples Delivers a rich Catalog

No speaker notes.

Slide 23- Marketing

No speaker notes.

Slide 24- Targeted Marketing

 Targeted Marketing enables you to deliver customized  promotions to channel partners, and personalize content  and campaigns.  

 Line of business tools enable business managers to deploy and manage campaigns without assistance from IT. It is also easy to specify business rules to dynamically-personalize promotions, marketing campaigns, and information.  

 In addition, you can use targeted marketing to easily run pilot programs in micro markets or to subsegments of your overall market.  This will enable you to gauge an event's success and identify hidden trends without jeopardizing your brand in a broader market (for example, you may test bundling ideas, pricing, or even do micro launches).  Collaborative filtering technology enables you to monitor these pilot programs, observe user behavior and  identify correlations in a passive mode.  Or you can activate the Collaborative filtering technology to make proactively offer recommendations.  This is similar to the technology that companies like Amazon use to make product recommendations based on correlated actions of similar users.

Slide 25- Optimizing Marketing at Goodyear Tire & Rubber Company

Goodyear has deployed a robust extranet (XPLOR) designed to sell to and service it's extensive dealer network.  

Best Practices (Stats):

1- Goodyear’s call center staff is now better able to address more complex, value-added tasks.

2 - XPLOR’s inventory checking feature has led to a significant increase in dealers’ fill rates, enabling them to better manage their inventory.

3 - XPLOR has reduced dealers’ order processing cycle time from overnight to realtime.

4 - XPLOR’s new architecture weathered a 175 percent month-to-month increase in order volume with no diminution of performance.

5 - Annual print, postage and communication costs have been reduced significantly.

Slide 26- Service and Support

No speaker notes.

Slide 27- Service and Support

Self-Service tools enhance support while live help quickly resolves unique or time-sensitive issues.

Slide 28- Partner Training and Knowledge Services

Lotus LearningSpace solutions provide a flexible, inexpensive, and effective way to educate partners without disrupting their schedules.

Slide 29- Advanced Service and Support Improve Satisfaction and Loyalty at Milwaukee Electric Tool Corporation

Best Practices (Stats):

1 - Reduce order process times by 90%

2 - Call center reduction and 24x7  distributor self service

Milwaukee does not sell directly to end-users. Rather, it uses a network of distributors who target professional end-users as their customers. Home centers have become a large part of Milwaukee's business model, but the traditional industrial distributor remains at the core of the company's business. As a result, Milwaukee has created two distinct Web sites. One targets the professional end-user; the other, an extranet interface, is available only to qualified distributors of Milwaukee's products.

Specifically, Milwaukee wanted to overcome the inherent time and location constraints of its call center and enable distributors worldwide to do business with the company 24 hours a day, every day. It was also interested in keeping its call-center staff to a minimum and enabling the customer service representatives to focus on providing value-added service rather than answering simple order and account inquiries.

two Web sites. 

 One would be a self-service business-to-business (B2B) extranet that would allow distributors to more conveniently browse and buy products, as well as track their orders. 

 The second would be a redesign of its public Web site that would improve the company's ability to promote its products and enhance its relationships with its customers.  "By integrating our Web initiatives within the organization, we've been able to improve business processes while leveraging new technologies. All of this has been possible because we selected Eviciti as our e-business partner and based our e-business infrastructure on IBM."

Key requirement #2: integrate commerce and content

What the company lacked was an e-commerce engine to process distributors' orders. To be effective, the e-commerce engine would need to integrate with the J. D. Edwards system so that orders would be filled automatically. "Integration is what keeps me up at night," Thoenes says. "At the end of the day, I need to know that everything is going to work well together, that information will be entered once and flow everywhere it needs to go without the need for multiple systems." 

 After extensive research--and because of its history of positive experiences with Lotus and IBM products--Milwaukee decided on IBM WebSphere Commerce Suite, Pro Edition, with IBM WebSphere Application Server, Standard Edition, driving the order transactions.

 As a result of this solution, Milwaukee has saved 90 percent in online order-processing costs, primarily due to the reduction in calls into its call center and the elimination of manual order entry into the J.D. Edwards system.

  Distributors can also use the extranet to track the status of their shipments through UPS. All told, the ordering and inquiry services provided online could save up to 70 percent of the calls coming into the call center, according to Thoenes.

 A powerful site for power tool users


The public Web site includes access to the DB2 product catalog, information about Milwaukee's warranty policies and answers to commonly asked product questions. Domino, acting as the HTTP server for the public site, routes catalog requests to WebSphere Commerce Suite. The WebSphere software pulls the information from DB2 and returns catalog pages in HTML to the Web browsers. Visitors who want to order are referred to a local distributor--they do not have access to the shopping cart and ordering functions or any of the information in the J.D. Edwards system.


While on the site, trade professionals can access a Lotus Notes database containing all the service part schematics for Milwaukee's tools. Milwaukee employees use this database often, accessing it through Lotus Notes. Domino makes it easy to provide an HTML interface so Web site visitors can access it as well.

Slide 30- Focus Tools

 WebSphere Commerce provides you with the tools you need to do your job, whether you're a business manager, developer, or site administrator.

 Business Managers

 WebSphere Commerce Accelerator

 WebSphere Commerce Accelerator provides a central location to manage your store and to facilitate your business strategies. The WebSphere Commerce Accelerator provides an integration point for operating an online store, such as store and product management, fulfillment, marketing, customer orders, and customer service.

 Developers

 Store Services provides a central location for creating, customizing, and maintaining certain operational features of a store. WebSphere Commerce store development tools focus on helping you create and customize your stores. WebSphere Commerce includes sample stores, provided in the form of a store archive file. This file is the encapsulation of a store, including the file assets and the database assets. Using the browser-based tools, you can customize this file to meet your store needs. A publishing utility converts the archive into a functioning store on the WebSphere Commerce Server. Other tools, such as the Store Profile notebook, allow you to change some aspects of your store prior to and after publishing.  Using Store Services, you can:

 Define store information with the Store Profile notebook

 Define tax and shipping information

 Publish your store to the WebSphere Commerce Server

 In addition, developers have access to the award-winning Java-based WebSphere development tools (WSAD, VisualAge for Java) to enhance the site, without the need for costly external consultants.

 Administrators

 Administration Console

 The Administration Console allows a Site Administrator or Store Administrator to perform tasks related to site configuration and store configuration. Tasks that the Site Administrator performs using the Administration Console, include the following:

 Manage users, organizations, roles, and member groups

 Manage access control

 Define transports and message types for the site

 Monitor performance of the site

 Specify Payment Manager settings

 Configure logging and tracing

 Enable and disable WebSphere Commerce components

 Schedule jobs to be run for the site

 Update registry components

 Configuration Manager

 The Configuration Manager establishes and changes the infrastructure required to deploy and run WebSphere Commerce. Establishing the infrastructure involves acquiring information regarding the location of your database, Web server, and Payment Manager, and any necessary information required to configure these applications for use with WebSphere Commerce. It also involves determining your machine’s setup information, and any information necessary to initialize the WebSphere Commerce application itself.

 The Configuration Manager allows the Site Administrator to perform administration tasks and configuration tasks without having to work with syntax-sensitive configuration files. These are some of the functions the Site Administrator can perform:

 Create or delete a WebSphere Commerce instance

 Change the configuration settings for a WebSphere Commerce instance

 Configure the Web server

 Configure the database to serve as a staging server

 Enter parameters for Payment Manager

Slide 31- Award Winning WebSphere Platform

No speaker notes.

Slide 32- Business Integration

Effectively leveraging and integrating existing systems is critical for end to end process automation.  WebSphere offers a wide range of flexible integration alternatives.

Web services:

Web services are a new breed of Web applications. 

Web services are self-contained, self-describing, modular applications that can be published, located, and invoked across the Web. 

A Web service is an interface that describes a collection of operations that are accessible through the network using standardized XML messaging

Web services perform functions that can be invoked ranging from a simple request to complicated business processes. Once a Web service is deployed and registered, other applications can discover and invoke the deployed service. The foundation for Web services are the simple object access protocol (SOAP), the Web services description language (WSDL), and the Universal Description, Discovery, and Integration (UDDI) registry. 

The Web services implementation makes use of the existing WebSphere Commerce infrastructure

WebSphere Commerce now includes code and documentation that allows you to:

 enable WebSphere Commerce business functions to be accessible as Web services (inbound services - e.g. Update Order Status from a back end system)

 It also allows you to enable WebSphere Commerce to invoke external Web services (outbound services) - e.g. Check Inventory Availability or Send an Order to a back end system for fulfillment)

Massload enables you to exchange of data executing functions like:

 Import and load catalog/content into WC

 Export Catalog to various format (e.g. Ariba local catalog)

 Extract data to WC Analyzer datamart

WebSphere Adapters and Hubs Integration

Since WebSphere Commerce is on top of the J2EE compliant WebSphere Application Server it can support integration within the Java Connector architecture (JCA) 

This can be useful for connecting to legacy systems - - for example, using the Common Connector Framework (CCF) to connect to CICS legacy systems.

By tooling to this architecture, WebSphere Commerce can extend its task commands to provide an entry point into external systems. 

The messaging subsystem of WebSphere Commerce

Represents the WC Messaging interface with other business applications through receiving messages and sending notifications.  It uses XML messages to invoke controller commands and allows access to the WC business logic

It's flexible and supports the ability to allow additional and/or customize XML Messages and E-mail Notifications

it has a facility to compose messages using Java Server Pages (JSP) Templates

It can process inbound XML messages over HTTP and MQ Series protocol 

it supports security credentials of user name and password in Inbound XML messages

it has a XML message mapper to be used for defining new messages and message mappers can be created and customized

most importantly, there's an expanded set (20+) of predefined set of messages supplied out of the box

Slide 33- Trading Parnter Integration

End to end process integration also includes extending processes beyond the enterprise.  By leveraging WebSphere Business Connection, you can easily integrate processes with your customers and trading partners by leveraging leading industry including Web Services, RosettaNet PIPs, ebXML, AS1, AS2 and XML.  This will enable you to share critical information such as price and availability and marketing content, while extending processes such as capturing a PO or responsive replenishment request.

Slide 34- Business Integration at Sterling Fluids

Sterling Fluids   -- URL: http://www.sterlingfluidsystems.com 

 Synopsis: IBM implements a suite of WebSphere products to enable customer to achieve internal process integration among its different business units and among its customer's purchasing applications 

Customer Background:

Sterling Fluid Systems is a global engineering leader in the field of fluid and gas handling. 

Its five specialized business groups include Liquid Pumps, Vacuum Process Pumps, Filling and Testing Systems, Water Treatment Systems and Engineered Valves. The Sterling Fluid Systems Group has more than 50 fully owned operations around the world established in Europe, The Middle East, North and South America, Africa and Asia. An additional network of distributors and agents ensures the support of its business at a "local level". The strength of the organization as a whole is achieved through the combined skills and resources of the individual companies that make up the Sterling Fluid Systems Group. The Group's focus is on selected market sectors supported by international key account teams and global market managers.

  Business Need:

After recognizing that it had more than 500,000 transactions per year that cost approximately $75 per transaction, the customer wanted to reduce its cost per transaction and change its manual labor intensive processes. To do this, the customer needed an internal process integration among its different business units and among its customer's purchasing applications. Overall, Sterling Fluids wanted to enable its customers to automatically place orders and receive acknowledgment over the Web in real time. 

Additionally, Sterling Fluids needed a technology partner to provide an e-business infrastructure as part of the company's three year e-business enablement strategy. An e-business approach would allow Sterling to reduce the cost of managing its spare parts business by reducing the administration costs of transactions and the time taken to fulfill orders. Sterling Fluid's previous manual processes were expensive and time consuming for the company.

Solution:

Sterling chose to implement WebSphere Partner Agreement Manager (PAM) for its internal process integration needs. PAM allows Sterling to integrate its semiautonomous divisions with each other for process integration, as well as externally with customers, suppliers and partners. PAM integrates ERP applications at a process level, running on NT hardware. Currently, Sterling's customers do not access PAM; it is presently being used only for internal process integration.

Sterling has also chosen additional IBM integration and commerce products as a platform for its three year e-business enablement strategy, which include WebSphere Commerce Suite - Pro Edition, WebSphere Application Server, Advanced Edition V4.0, Catalog Manager and VisualAge for Java. Sterling chose these products to build a catalog of parts and prices online with integration to Sterling's ERP system. This will provide a fast, scalable and secure purchasing environment for its customers. It is also a powerful way to create, update and manage product information in the e-commerce catalogs. Once deployed, the customer estimates a range of 30 to 150 users.  

Benefits of the Solution:

Even though quantifiable benefits are not available at this time, the IBM solution will enable a reduction in process time and costs involved with the customer's transactions. It will also reduce administration costs and the time taken by staff to release resources to generate extra revenues. The customer will experience improved customer service and satisfaction due to extra proven accuracy, in addition to opening new marketplaces that had been unreachable in the past.

Slide 35- Commerce-enabled Portals

No speaker notes.

Slide 36- IBM WebSphere

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 subsystem - 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 37- IBM WebSphere

No speaker notes.

Slide 38- IBM WebSphere Commerce: Powering More B2B 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 39- IBM WebSphere Commerce

No speaker notes.

Slide 40- 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 41- Next Steps

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

 IBM will have a new sales tool available for WebSphere B-to-B e-Commerce, 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 B-to-B e-Commerce 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 42- Summary

No speaker notes.

Slide 43- For more information

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

Slide 44- End Section Two: Q&A

No speaker notes.

