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Online stores are great catalogs… 
But many brands 
crave glossy 
experiences 
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Commerce and content segregation is 
commonplace 
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“Two separate sites is confusing for our customers. But from a delivery 
standpoint, we were able to get things out quickly. 

 
“Our challenge now: 10 years ago, we were a B2B company and now we are 
going B2C, so it’s now more about [the] direct consumer rather than [the] 
dealer. We need to know more about that individual user and interact with 
them so we can personalize content. We see a better ability to link [our 
commerce and content sites] more fluidly.” 

Bob Zachowski 
Director of IT, 
Canon 



 

 
 
 
 
 
con·tex·tu·al·iz·a·tion   
\ˈkän-ˌteks-ch(ə-w)ə-lə-ˈzā-shən  
 

noun 
 

: A tailored, adaptive, and sometimes predictive digital 
customer experience. 
 
• Contextualization combines and extends existing segmentation and 

personalization techniques with in-the-moment details. This enables more-
dynamic, more-predictive experiences by processing explicit and implicit user 
information. 
 

 
 
 
 
 
 
 
 
 
 

@sa_powers 



Building a digital experience platform 
is a top priority for many firms 

April 2014, “The State Of Digital Experience Delivery, 2014” 
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Three integration options 
exist. 
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No. 1: The side-by-side (hybrid) approach 

› Pros: time-to-
market, cost, 
integration 
simplicity 

› Cons: Segmented 
experience, 
hardware, 
software, 
contextualization 



Exploration 
leads to 

purchase but 
with experience 
duplication and 

disconnects. 
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No. 2: The eCommerce-led approach 
› Pros: Integrated 

customer experience, 
strong commerce and 
product management 

› Cons: May be overkill 
for non-transactional 
experiences 



WCM provides 
the context 
around the 

product. 



No. 3: The content-led approach 
• Pros: Integrated 

customer 
experience, clean 
separation of 
structured and 
unstructured 
content 

• Cons: Only basic 
transactional 
support 
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The site 
becomes 
the store. 



Which approach is your best fit? 

Content-led 
For brands, or for retailers 
with a small number of SKUs 
and limited revenue realized 
in the online channel relative 
to the rest of the business. 

 

Commerce-led 
For retailers with a high 
number of online 
transactions, over 1000 SKUs, 
and a significant and growing 
amount of revenue realized 
in the online channel. 
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Recommendations 

› Don’t start with technology; start with 
organization and processes. 

› Lead with brand first when creating a global 
presence. 

› Understand that vendors will help with 
integration, not solve it. 

› Understand how other components – like DAM 
and PIM – fit in. 



Thank you 
Stephen Powers 
spowers@forrester.com 
@sa_powers 
 



 
 

1. Who is your target audience? 
  



 
 

2. What is the top rated content 
for this audience? 
  



 
 

3. How are you measuring 
response to content?  
 



 
 

4. What platforms are you on and 
where have you found success? 



 
 

5. Are you able to respond to 
most of your customers when 
they mention you on social 
media? 



 
 

6. How do you assign 
internally who responds to 
what on social media? 



 
 

7. Are you measuring social 
ROI? 



 
Q&A 

 
 
 
 

Please submit questions using the questions tab on your 
control panel 



 
Thank you! 

 
 
 

Be sure to see both Acquia and Ryan Bonifacino at Luxury Interactive, 
October 13-15, New York, NY -  Visit www.LuxuryInt.com for more information  

http://www.luxuryint.com/
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