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Spending in eCommerce Technology 2010

A 15% Significantly increasing vs last year

A 42% Increasing

A 38% Staying about the same

A 3% Decreasing

A 2% Significantly decreasing

Fit.=for(]ommerce Source: Forrester in IR Mar 2010




Technology spending priorities 2010

A 49% eCommerce platform

A 37% Content management tools

A 32% Back-end integration

A 24% Multichannel integration

A 21% Site and system security

A 19% Mobile sites

A 15% Mobile applications

A 11% Other

Fit.=for(]ommerce Source: Forrester in IR Mar 2010




Where retailers see value in technologies

Percent citing the following as very or somewhat valuable
95% Site analytics

93% Product recommendations

92% Product reviews

90% Site performance monitoring

88% Call center/CRM solutions

86% Self-learning personalization of site data

86% User tagging/personalization

83% Distributed order management

83% Mobile site

81% Automated A/B testing

81% Self-learning search

80% Integration with manufacturers product content
78% Online live chat

77% Downloadable mobile apps

75% Social networking fan pages

66% Non-traditional payment methods

61% Internationalization of site
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Fit mforCommerce Source: Retail Systems Research, in IR Jan 2010
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The Unfortunate Truth

60% of eCommerce marriages...
end in a costly divorce.
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Why?

Ve

A NS/ he changedo

I Needs of business (or technical environment or financials) changed
since launch

Anl didnot know that about hi
I Not enough diligence performed during selection process

A iWe grew aparto

I Current site or current provider
with market advancements

A nWe didnot keep working on I
I Not enough continued partnership
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eCommerce Technology Workshop Agenda

> >

8:30 AM - 9:00 AM Guide to the E-Commerce Technology Galaxy
I Bernardine Wu, President, FitForCommerce

9:00 AM - 10:30 AM E-Commerce Platforms: The right choice at the right time
I Gene Alvarez, Vice President, Gartner Inc.
I Mike Bridge, Vice President Marketing & Product Management, Pasco Scientific
i Jason Edwards, Director of E-Commerce, iGo
I Keith Maddox, CEO, Parentgiving
I Josh Shanas, Director of E-Commerce, BowlingShirt.com

10:30 AM - 10:45 AM  BREAK

10:45 AM - 11:45 AM  An orderly approach to order management
i Neil Kugelman, Founder & CEO, GoldSpeed.com
i lan MacDonald, Vice President & General Manager, CenturyNovelty.com
11:45 AM - 12:30 PM  Making site search do more than just return results
i Jason Miller, CTO, Vice President of Technology, Motorcycle Superstore
i Sophia Drivalas, Director, Online User Experience, Design and Searchandising, W.W. Grainger Inc.

12:30 PM - 1:30 PM LUNCH

1:30 PM - 2:30 PM Online Merchandising Technologies: Creating a better experience
i David Goldsholle, Founder & CEO, HardwareAndTools.com
i Marcus Spurrell, Head of Global Digital & E-Commerce, Reebok
2:30 PM - 3:30 PM Making personalization workad finally
i Johnny Lin, Vice President, Marketing & E-Commerce, TravelSmith
i Jay Greenberg, Vice President, E-Commerce, Spencer's Gifts

3:30 PM - 3:45 PM BREAK

3:45 PM - 5:00 PM Where it all comes together: Demystifying data integration
I Todd Morris, CEO, BrickHouse Security
I Dan Rasay, Business Analyst, Lucy Activewear
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What 0s Not Covered?

A eCommerce Marketing
i SEM/SEO
I Affiliate Marketing
I Email Marketing

A Web Analytics
A Mobile Commerce
A Social Commerce

A Other Point Solutions
I Rating & Reviews
I Comparison Shopping

T eand dozens mor e
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About FitForCommerce

A FitForCommercei s a consultancy founded to h
what they need and how/ where to find |

I Team of former multichannel retailers, marketers, technologists and service providers,
with hands-on expertise in eCommerce

A eCommer ce Diisaphilesophyard methodology based on diligent
preparation and decision-making to ensure success
I Strategic Diligence
I Requirements/RFP, Provider Selection
I eCommerce Marketing
I Implementation Coaching
A eCommerceKnowHow.com is the first eCommerce knowledge base and
community, offering:

I 1000s of best practices, feature evaluations, expert advice and community content on
300 features, functions and topics

I 100s of provider and solution comparative info
I A self-service opportunity corner for retailer-vendor matching
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eCommerce DiligencetE
A Philosophy and a Methodology

r

A Strategic Diligence

I Webl/Interactive, Merchandising, Marketing, Operational, Technology,
Organizational for eCommerce or multichannel businesses

A Requirements Diligence

I Knowing short-term and long-term business, functional and technical
requirements in great detail

A Selection Diligence
i Choosing and vetting 0Dbes thodsedptibnss ol

A Implementation
I Using best practices to optimize your investment

A Continuous Improvement
I Test, adjust, re-consider quarterly or annually
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Guide to the E-Commerce Galaxy
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Bal ancing Dual |l nvestm

AeCommerce AeCommerce
AMarketing ATechnology

A Acquiring & Retaining A Customer Experience
A Customers & Satisfaction
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Across many discipl i1n
A Affiliate Marketing A Loyalty / Promotions Management
A Comparison Shopping / A Mobile Commerce
_ Marketplaces A Online Catalog / Catalog
A Consultancy / Professional Services Management
A Content Delivery Networks A Online Customer Support / Demos /
A Content Management Systems ) Chat
A CRM Systems A Order Management Systems
A Customer Care A Payments / Fraud Services
A Customer Satisfaction Measurement A Personalization
A Data Mining / Warehousing A Rich Media
A eCommerce Platforms A SEM/PPC
A Email Marketing A SEO
A Gift Card / Certificates A Shipping
A International eCommerce A Site Search
A Internet Security A Social Media
A ISP / Hosting A Web Analytics
A Logistics A Web Design / User Experience

A Website Performance / Monitoring
Fit_mforCommerce
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eMarketing \
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Key Components & Integrations (Over-simplified !

Traffic
ﬂ -
>
Product
Catalog
Pricing
Inventory Tracklng
Pricing Sales mfo
Product Info
\ Shlpplng info
— Tracklng info i I
—_—
Inventory Customers/orders
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How to Choose?

eCommerce Diligence

Strategic Reqguirements Selection
Diligence Diligence Diligence
AeCommerce Strategy 1. Align with Business Objectives ACreating a long list (5-10) of same

T Business, Merchandising, 2 Define Functional model/approach
Marketing, Webstore, Operations, Requirements in Detail ARequest for Proposal (RFP)

Organization

Ashort list of 2 to 5 providers
AApproach / Model

3. Know Relevant Best Practices,

: I Compar I I
i Deployment Model: Licensed, trends, and benchmarks .I. Compa e.app- es- to a_DD es
Hosted, SaaS, In-house 4. Perform Competitive Analysis i Demos, tire-kicking, live ex.
i Support: Managed, 3rd-Party, In- 5. Prioritize and Time Phase i Meet the team
A house Requirements i Review their roadmap
B9dg?t. 6. Document Use Cases i Background check vs. references
i Pricing model: revenue share, .
variable monthly, fixed fees 7. Diagram Workflow Design I Proof of concept, prototypes
I TCO: external fees, internal costs 8. Apply Creative Design Aldeally, have 2 finalists and review
AO.t.her Coq5|dgrat||onsd . | 9. Test and Adjust Requirements terms with both
| Or.ganlzatlona model: interna 6again and again i Get everything in writing
skills, culture _ _
i Amount of control 10.Keep Requirements Updated AChoose a winner

éal ways

. Breathe a sigh of
Fit mforCommerce .
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eCommerce Diligence

. Continuous Regular
Implementation ‘ .
Improvement Audits
AProject oversight to A Growing traffic through A Quarterly, semi-annual
ensure planning and search marketing, or annual audits to
execution on budget affiliate marketing, etc. assess, adjust strategy,
AProject Plan A Growing customer list develop plans and
ACreative Design review through email execute
AFunctional marketing A Board presentations
Specifications review A Continued

AWeekly meetings with merchandising mix

review
stakeholders and evie _ o
vendors A Operational coaching i
fulfillment, customer
care
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Deployment Models

Build Buy (& Configure) Rent
On-Premise
o .
Note: this visual -todeeoneds6é rsootl uitn olnisdeoro thrnydor i d
Fit mforCommerce
m

[ntemetl | 2{' .




Preferred type of vendor contract

A 45% Traditional licensed application installed in-house
A 34% On-demand, pay-for-what-you-use

A 20% On-demand, shared revenue

Fit.=forCommerce Source: Forrester in IR Mar 2010




(ecommerce platforms only -

CO m petltlve Lan dscape random order & incomplete !)
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