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...... INTRODUCING

Craftsman harid tools are already legendary for
strength, quality, and innovative features. Buft the
all-new Craftsman MACH Series hand tools take
that reputation-t6"a whole new level. Built for

2ed and effiency, MACH Series tools are ready
. | acKBtngh jobs around the house, under the
"i..f hood oronithe jobsite.
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Sea rS FREE SHIPPING MEMBER-only COUPONS
on orders over $59 anline and in store
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13,514 Poinmts as of 1072972013 Redeem Points
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$17.99 Bongo Jeans For

Juniors

Exclusions Apply. Offer Ends 08/24/2013. See Details.
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But many brands
crave glossy
experiences

Online stores are great catalogs...
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Commerce and content segregation is
commonplace

Support & Drivers | Product Registration

Conzumer

Professional
& Home Office

Healtheare
Im: Products

Technologies

Counterfelt accessorles are
harder to spot than you think,
And more destructive than you think.

Leam about counterfells and how to avoid them.

Featured Products

PowerShot
SXE10 HS

imagePRESS
CT010VP

PIXMA PRO-
u . !

Support & Drivers Where to Buy ‘ Recalled for Repair
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Industrial Products

B Latest News Events

Sep 23, 2013
Canon U nounces Availabiity of

Inteligent Grading Solution

Sep 23,2013

The Canon Clean Earth

tification Pr

Shop Direct from Canon

& gz |

» National Accounts

Sign Up for RSS Feeds

Canon

Wish List

Canon Account Easy Reorder
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Search
W Cameras  Lenses & Flashes  Printers & Albh-Ones  Camcorders  Bihoculars  Projectors  Scanners, Copiers & Fax  Calculators  Ink, Paper & Toner
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ONE-DAY ONLY

0% OFF
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 stopnow+ |
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Canon

SALE

YOUR ONE STOP SHOP FOR BACK-TO-SCHOOL.

CHECK OUT OUR WEEKLY DEALS AND SAVE. SHOP NOW >
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Bob Zachowski

Director of IT,
Canon
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con-tex-tu-al-iz-a-tion

\ 'kan- teks-ch(a-w)a-la-'za-shan

noun

. A tailored, adaptive, and sometimes predictive digital
customer experience.

e 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.




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

“Which of the following software solutions has your organization prioritized
(e.g., investing in new tools, platforms, and/or significant enhancements)
for the next 24 months (2014-2015)?"

(select up to five)

Web analytics [ 46%
Web content management [ 45%
Customer relationship management [F ] 310,
Social analytics | 31%
eCommerce platform [ 26%
Predictive analytics | 25%
Mobile analytics [ 050
Digital asset management | 23%
Testing and optimization [/ 2104

April 2014, “The State Of Digital Experience Delivery, 2014”



Three integration options
exist.



WM
Content Services
Rich Media Management
Social Communities
A/B Testing

Email Marketing

Authoring Tools
Workflow & Approval

Web Analytics

© 2013 Forrester Research, Inc. Reproduction Prohibited

Engagement Features

Presentation Management
Navigation  Site Search
Content Targeting  Personalization

Mobile  Recommendations
Landing Pages
Globalization/Localization

Merchandizing  Reporting

Back Office Features

eCommerce

Cart/Checkout
Catalog/PIM
Pricing
Payments/Tax/Fraud
Promations/Coupons

Customer Account
Management

Fulfillment  Inventory
Order Management

Customer Service

15



No. 1: The side-by-side (hybrid) approach

> Pros: time-to-
Front-end integrations rna rket, 'COSt,
Marketing Store Integration

Site . .« .
Single-sign-on simplicit
*Add to cart” P y

> Cons: Segmented

experience,
hardware,
Rendering engine (HTML) Rendering engine (HTML) softwa re
V4
WCM Content targeting Recommendations Content targeting eCommerce contextualization

platform platform

Recommendations Site search
Personalization Navigation

Rich media management Payments/tax/fraud  Cart/checkout

Site search  Personalization

© 2013 Forrester Research, Inc. Reproduction Prohibited



explore | connpct

@} E |} connect

strollers special editions bugabao accessaries parts outlet

learn

shop / strollers [ bugaboo cameleon | bugaboo cameleons ' [+ [

The iconic all-in-one stroller light and compact. It's also easy to lift and store.
Suitable for a newborn or toddler, the multi-terrain Bugaboo Cameleon? can

seamlessly adapt to your journey - whether that's through the city, woads, sand
or snow.

[}
The premium materials and endless accessory combinations will ensure your
child stays comfartable in all weather conditions: spring showers, hot summer
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No. 2: The eCommerce-led approach

Integrated marketing/store experience

Rendering engine (HTML)

eCommerce Commerce and experience management
platform Content targeting Recommendations

Site search Personalization Navigation
Inventory Catalog/FIM Pricing

Payments/tax/fraud  Cart/checkout

Restful web services

WM Unstructured content repository

Platform ¢ tentservices Richmedia management

© 2013 Forrester Research, Inc. Reproduction Prohibited

> Pros: Integrated
customer experience,
strong commerce and
product management

> Cons: May be overkill
for non-transactional
experiences
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Features

Built for work. Designed for life.

imaging this. a touchecraan tablel and 3 Full HD laptop in ona It's callad
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the context
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» Bee VA0 Duo's durability putto the test
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product.
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'l

Memary Stick PRO Duc™ media siol
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Configuration @ See More




No. 3: The content-led approach

Integrated marketing/store experience

Rendering engine (HTML)

WCM Experlence management
platform Content targeting Recommendations
Site search Personalization Navigation

Content services Rich media management
Restful web services

eCommerce Commerce services
|latform
P Inventory Catalog/PIM Pricing
Payments/tax/fraud  Cart/checkout

* Pros: Integrated
customer
experience, clean
separation of
structured and
unstructured
content

e Cons: Only basic
transactional
support



COUNTRY/US FINDASTORE SIGN IMN [ REGISTER SHOFFING BAG IO}

RALPH LAUREN ovallorders ver i

MIEM WOMERN CHILDREMN BABY HOME GIFTS SALE STYLE GUIDE WORLD OF RL search (o}

SHOP ALL ERANDS PURPLE LABEL BLACK LABEL FOLO RALPH LAUREN RRL DEMIM & SUPPLY BlG & TALL GOLF TENMNIZ

HIGHLIGHTS

MEW: Ralph Lauren Watches
The Beach Shop

Denim & Supply: New Arrivalz
Golf Shop

Purple Lebel Boutique

RREL Shap

Create Your Qwn

Bale

APPAREL

Polo Shirts

Casusal Shirts
Sweatshirts & T-Shirts
SWeaters

Cress Shirts

Jackets & Outerwear
Rugbys
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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.



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
iIntegration, not solve it.

> Understand how other components — like DAM
and PIM — fit in.

© 2013 Forrester Research, Inc. Reproduction Prohibited



Thank you

Stephen Powers
spowers@forrester.com
@sa_powers

forrester.com

FORRESTER



1. Who Is your target audience?




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

“1IvE el



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?

&> LUXURY INTERACTIVEETAll



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

&> LUXURY INTERACTIVEETAll



/. Are you measuring social
ROI?




&A

Please submit questions using the questions tab on your
control panel

& LUXURY INTERACTIVERETIIE
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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
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