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The Empowered Consumer is Evolving!
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To succeed and improve performance

Put the Anticipate Apply deep Optimize Extend core

customer at and deliver insights tg procurement systems to -

the center across mobile  take ac.tlon based on synchronize
and social in real time demand
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Leaders are redefining the value chain around the

empowered customer

A supply chain

prepared
for the unpredictable

Service that KNOWS

what customers want
before they do

Marketing targeted to

every customer
personally

Selling that’s there for
your customers,

wherever they are
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At IBM we call the path forward: Smarter Commerce

. Buy

Adaptive
procurement
and optimized
supply chain

/

/

Service

Anticipate
behavior and
deliver flawless
customer
service

_/

Buy

Service

Market

Sell

4 Market

Targeted and
personalized
marketing
across all

channels
/

/
Sell

Seamless
cross-channel
customer
experience

_/
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Smarter Commerce requires focus on three dimensions to

create the optimal customer experience

Customer Insight and
Intelligence

Advocacy based on
trust is the new
“loyalty”

Customer Engagement

III

“Multi-channel” has
evolved to “all
channels, all the time”

Customer Experience

Value Chain
Optimization
Integration and
synchronization

to meet new value
delivery requirements
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IBM’s integrated retail portfolio for Smarter Commerce

Who is my customer?
Advanced Analytics and Master Data

Cross-Channel Analytics | Customer Segmentation | Action Clusters | Predictive Analytics | Web and Social Analytics | Master Data

Innovation and Business Value
Innovate business and technology model to

drive value to the customer

What value should | bring?

Operating and Organization Models
Align merchandising, marketing, store operations

and supply chain to engage customers

experience and outcomes

Commerce and Customer Strategy
Establish vision and roadmap focused on customer

-

4 Buy

~

How do | engage with them?

4 Market N

7 sell

~

4 Service )

¢ Inventory Optimization

¢ Network Optimization
¢ Supply Chain Visibility
¢ Logistics Management

\_

¢ Trading Partner Enablement

J

¢ Cross-Channel
Campaign/Lead Management

e Customer Segmentation

¢ Marketing Spend
Optimization

e Customer Behavior Analytics

¢ Search Optimization

¢ Pricing, Promotion and

KProduct Mix Optimization /

¢ Cross-channel Commerce

¢ Fulfillment Optimization

¢ Point of Sale and Kiosk
e Digital Promotions/Loyalty

&hwentory Visibility

e Multi-Enterprise Order Mgmt

e Mobile and Social Commerce

e Contextual Recommendations

J

¢ Contact Center Optimization

e Customer Self-Service

¢ Order Visibility

¢ Delivery and Install
Scheduling

¢ Returns Management

\_ /

Workload Optimized Systems

IBM Systems, Storage and Software focused on agility, integration and automation to drive relevant business outcomes

~

/
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IBM’s Iintegrated retail portfolio for Smarter Commerce

Value Chain Strategy and Services

Core Business Solutions

4 N N _ N
Buy Market Sell Service
Adaptive Targeted and Seamless Anticipate
procurement and personalized cross-channel behavior and
optimized supply marketing across customer deliver flawless
chain all channels experience customer service
\ AN AN 2N J
Smarter Analytics
IBM SmartCloud Solutions and Smarter Computing
/ COCAAee T WebSphere
w Wuinva  SPSS (N)NETEZZA Commercs. <F FILENET"  IBM Case Manager
. METRICS .
( Emptoris @  Jtealeaf (@ Worklight Sterling — &
B D dTec Commerce [N\ E;?):"ﬂg:z?smu‘::e oast mon |
s unica B workdoad optimized | B\ PureSystems /
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Field
Sales

Direct
Mail

Offline Media

Offsite & Mobile Native Apps Contact Partners & Affiliates Store Associates
Web Social Widgets Search Ad Networks Internet Kiosk Email POS Center
MEDIA PLATFORM |
Site Metrics / i | Conte
lmelhgem offers DIGTAL ASSETS | m Templates
4| SMARTER COMMERCE |
SMARTER COMMERCE ASSOCIATE SELLING S INFORMATION MANAGEMENT
WEB ANALYTICS ‘é ] WEB CONTENT MGMT
«Sii i SMARTER COMMERCE 5 = in
Site Analytics SOCIAL MEDIA INTERAGTION | g % Digital Content Mgmt
«Site performance reporting o § +Page / Template Management
SMARTER COMMERCE S
*Intelligent Offers 2 SEARCH ENGINE % i +Content Approval / Workflow
«Impression Attribution 3 s o ) S 2 «Content Preview
) = Pipeline, Indexing E £
E o o © | > 2
K < ° (=] o
o 1=
‘:' . . ") é & ing Cart Web Price / — o Sales and Delivery
s Campaigns Promotions .é 2 & pping Availability Service Order Schedules
3 7 £
© o 2 >
5 D ° Store
i teacs E‘ = “ -
- m T = SHARED TENDER Inventory
PROCESSING
SMARTER COMMERCE 3 SMARTER COMMERCE SMARTER COMMERCE
g ENTERPRISE MARKETING MGMT E-COMMERCE Payment /Tax DISTRIBUTED ORDER MGMT
=3 —t —
"§ % «Customer Segmentation +E-Catalog, Search, Navigation +Complex Orders
E ‘%‘ «Campaigns Mgmt and Promotions +Shopping Flow, Payment, Checkout Verification / «Service-Delivery, Scheduling
E; ué-’- +Qutbound Campaigns +Cross Sell, Up-sell fiaud «Instore Order fulfilment
£% «Effectiveness Measurement +Check & Reserve, BOPIS +*Management of Sales Order

L.

'eb Campaigns, Promotions

Customer
History

— |

Service Order

EXTERNAL WEBSITE COMPONENTS

Ratings / Pro
Reviews Visualis:

Customer
Live Chat Design Tools

[ L

Schedules

Transfer Order, Payment, Dynamic Kits

Order History

Check & Reserve, Store Pickup
Get, Update, Reserve Inventory:

Knowledge

CUSTOMER RELATIONSHIP
MANAGEMENT

«Call Center, Contact Center Integration
+*Customer Interactions

+Lead Management, Progression
*FAQ, Claims processing, feedback

1

(Order History)
(Customer Profile, Loyalty)

I—Customer Attributes & Loyalty—|

Loyalty

INFORMATION MGMT

MDM FOR CUSTOMER
*Repository for Customer
*High availability design
*Real-time integration
*Data Quality, Governance

Self service claims, RMA Processing: Customer Attributes & Loyalty———\—~T—]
INFORMATION MGMT ; i MAP]
ustomer Attributes & Loyalty
CUSTOMER ANALYTICS Customer eligible offers, promotions (store)
APPLIANCE Customer eligible offers, promotion
*Marketing Data Mart Target Customers, attributes and loyalty (extracts
*Market Basket Analysi
arnel asiet Anaysis | ENTERPRISE INTEGRATION LAYER |
*Propensity Analysis I
H Sales Product Information Inventory Adjustments Inventory Adjustments Fulfilment Requests Inventory Adjustments Shipment / Delivery
: Returns Hierarchies, Assortments  Price Changes Receipts Billing / Invoice Details
Lv,LLY Base attributes Price Resets Shipments Shipments
Sale:s History Reclassmc?tlons
EDW | Product Master Data | | Inventory & Price Mgmt | | Order Mgmt & Fulfilment | | Finance |

SMARTER COMMERCE SERVICE COMPONENTS

Value-Added
o | ] e

Stomet Campal M invento m ---




Key Benefits of an Integrated Portfolio

SR
fq%

4 N
o0 . Faster ROI on Projects
... = Pre-built integrations across the portfolio means faster deployment
times
= API integration to virtually any ERP or CRM system means fewer

system changes and disruption

. J

4 N

Lower Total Cost of Operation
= Embedded Optimization deliver efficient operations

= |Integration with and across buy market sell service pillars means more
effective use of IT staff

J
( )
Greater Business Agility
= Embedded Analytics deliver greater insight
» |Integrated but modular means start anywhere and expand as your
business changes
\ = Mix of Cloud and On-premises solutions delivers flexibility to respond y
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Example of 1+1=3!: Personalised onsite experience

_____________________

—>>
00e
_ 000 /

Cross-channel real-time marketing Product recommendation engine.
optimization. Integrates with any O 0O \ Collaborative filtering to drive

channel to optimize marketing offers in behaviorally-driven product and content
real-time. 2" /" recommendations.

Cookie and
clickstream
data

Wallgboraﬁve e
filtering
IBM Unica Interact and
IBM Digital
Recommendations will
work together to optimize

product recommendations,
content, and offers

Optimized Campaign for Prospect or
High Value Customer

Recommended ﬁ—

Grills for you ]

Optimized Product
Recommendation for
Shopper
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Leverage insights to drive a personalized and relevant experience P

A member of
Alliance Boots

Leaders use insights tracked via
loyalty cards and leverage it
to drive offers to moms and

parent clubs relevant to
them. And for mobile they
use insights deliver exactly

tore for fiee or choose fiee home delivery on orders over £40 »

Pharmacy & health

A w;lth of health information, services & all the latest product W h a t C u Sto m e r.s Wa n t .
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Leaders today are driving innovation in their business by...

. 0 .
* Placing the customer , Maximizing
| . .
i social and mobile
|

|

e Capitalizingon ¢
at the center L\'ns'ght !
|

|

I

— o o e e e e e e e M M e e e o
M e o e e e e e e e e e e e e e

Synchronising the !
entire value chain i

e o o o o e o e mm o Em Em o e e =

! Reducing costs and

:\ increasing margins and visibility

Improving collaboration *
:
|
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