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Introduction

Confident Commerce
IBM WebSphere Commerce Suite Version 5.1

By Mitchell I. Kramer, Senior Consultant
Prepared for IBM by Patricia Seybold Group

A Framework for
Evaluating and
Comparing
E-Commerce
Servers

The Framework,
Fourth Edition

Since 1997, based on research that began in early
1996, Patricia Seybold G oup has published three
editions of the In-Depth Research Report “A
Conpar ative Eval uati on of El ectronic Commer ce
Servers.” Wthin each edition of this report, we've
presented a definition of electronic comerce, a
description of electronic commerce servers (the
software products used to inplenment el ectronic
conmer ce) , a framework for the evaluation and
conpari son of these products, and detail ed, framework-
based evaluations and conparisons of the |eading
exanpl es of these products.

Qur evaluation and conparison framework is a |ens
t hrough whi ch heterogeneous products can be analyzed
and eval uated either individually or conparatively in
a consistent manner. The framework consists of a
hi erarchical set of requirenents that electronic
comerce servers should address. The eval uation and
conmpari son are based o our assessnent of how well
el ectronic comrerce servers address the requirenents.
Over the years and in the nultiple editions of the In-
Dept h Research Report, we’ve hel ped many organi zations
speed the evaluation of e-comrerce servers and
accelerate their conparison, |leading to the selection
of the optimum product for their requirenents.

The franmework has evol ved significantly as the use of
el ectronic comerce has matured and grown and as the
technol ogi es used for its inplenentation have changed.
We're currently researching the fourth edition of the
| n- Dept h Research Report and have recently docunented
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IBM WebSphere
Commerce Suite
v5.1

its acconpanyi ng framework. The new franework has five
sets of requirenents:

« FUNCTIONALITY. Functionality requirenents evaluate
what capabilities the product offers across the five
e-comrer ce busi ness processes.

e DECISION SUPPORT. The newest requirenent in the
framewor k, deci sion support requirenents evaluate a
product’s data warehousi ng, reporting, and anal ysis
capabilities.

e« ADMINISTRATION. Adm ni stration requirenents eval uate
the product’s tools and resources used to inplenment
and manage a site.

» ARCHITECTURE. Architecture requirenments eval uate how
t he product is inplenented.

¢ PRODUCT MARKETING. Product marketing requirenments
assess the business aspects of the product and the
conpany that offers it.

At just about the same time that we devel oped the
fourth edition of the framework, |IBM introduced
WebSphere Commerce Suite (WCS) Version 5.1 (v5.1), the
| atest version of the conpany’ s sell-side electronic
commerce server. W have |long considered WCS and its
predecessor, Net.Commerce product, to be anpbng the
| eading sell-side electronic comerce servers. |In
v5.1, new and inproved functionality (especially
support for B2B applications), the integration of a
conprehensi ve decision support system i nproved
managenent t ool s, excel | ent change managenent
capabilities, support for internationalization, and a
new Java architecture with depl oynent on | BM WebSphere
certainly solidify that | eadership position.

WCS v5.1 addresses all the requirenments of our
eval uation and conparison framework. We give it an
evaluation of excellent in many areas. The Kkey
strengths of WebSphere Commerce Suite vb5.1 are
mar keti ng functionality, cust oner service
functionality, and support for business-to-business
(B2B) applications. The product is best suited for B2B
and busi ness-to-consunmer (B2C) e-commerce requirenents
across a w de range of conpany types and sizes. It is
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This White Paper

Functionality

nost attractive to global conpanies that w sh

depl oy

mul ti pl e custoner

| arge-scale sites which integrate across
touch points and integrate a range

of back office systens.

This white paper, prepared for I1BM by Patricia Seybold
contains an exam nation of WebSphere Commerce
is based on the | atest version of the
eval uation framework. Evaluations for each of the five
the framework are presented in
form followed by narrative comments that

G oup,

Suite v5.1 that

requi rements areas of
t abul ar

expl anati ons where appropriate.

Not e t hat

Edi ti on,

paper,

| BM of fers several “editions” of WebSphere
Commerce Suite, including START, PRO, Marketplace
and Service Provider Edition. In this white
we' || focus our discussions on PRO, the high-

end package of the product.

What Does the
Product Do?

Functi onal requirenents address the capabilities of an
el ectronic comrerce server product. In other words,
what does the product do? Functional requirenments help
anal yze those capabilities mre fully from

perspectives of t he five busi ness processes
i npl enented by e-commerce servers—narketing,

buying, fulfillment, and custonmer service—across their

two application dinensions—B2B and B2C. Table

presents
according to the functiona
version of our evaluation framework. Qur comments on

our high-level assessnent of WS v5.1
requirenments in the | atest

t hat anal ysis follow.

WebSphere Commerce Suite 5.1 Functionality

Business Process

Requirement

Analysis

Marketing

Customer
Information

Customer information is excellent, resulting from significant improvements in v5.1. These
improvements are support for any number of customer segments and support for B2B
organizations.

Catalog, Product,

and Pricing
Information

Catalog and product information are excellent. V5.1 adds significant improvements to a
strong base. Most significantly, WCS supports multiple catalogs, multiple price lists, and
rich and flexible relationships among catalog and product entities.

Patricia Seybold G oup © 2001
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CRM/ CRM and merchandising functionality are very good. CRM and merchandising programs
Merchandising are supported by this packaged marketing functionality:

= Four types of prepackaged item-based and order-based discounts

= Integrated marketing campaigns that recommend products or create awareness
= Multiple catalogs

= Member group-based price lists

= Database implemented or personalization-based cross-selling, up-selling, and
substitution

Personalization WCS personalization is very good. Rule based or collaborative filtering techniques may be
used where each is most appropriate.

Shopping Shopping Methods Shopping methods in WCS are excellent. The combination of packaged functionality and
the Product Advisor add-on implement shopping via browsing, parametric searching, full-
text searching, and comparison. Product Advisor also provides a method called Sales
Assistance, which implements an interactive, decision tree approach to selling complex
products or supporting novice customers.

Shopping Features | WCS packages shopping features that add very good functionality. Support for auctions is

excellent. Interest lists, a good feature, enable customers or marketers to create and
reuse shopping lists.

Buying Order Generation Buying functionality addresses requirements. Orders may have multiple shipping
addresses. Inventory processing has been improved in v5.1 by packaging richer
functionality and easier integration of fulfillment systems. Shipping offers good flexibility in
terms of shipping methods, shippers, and calculation of shipping charges. Taxation may
be implemented by good packaged functionality or an external application. Pricing is a
strong point, with flexible calculations of discounts, order items, and order totals.

Buying Features WCS packaged three buying techniques that provide useful alternatives to standard order
processing. The three are quick order, re-order, and scheduled order. New in v5.1, the

product supports quotes. Quotes provide a price for the contents of a shopping cart for a
specified period of time.

WebSphere Commerce Suite 5.1 Functionality (continued)

Fulfillment Fulfillment Center Fulfillment functionality meets requirements. As is common in sell-side e-commerce

servers, WCS implements fulfillment through integration with an external application and
through tracking order status.

Customer Service Customer and Customer service functionality is very good, especially order management, which is
Order Management | excellent. For customer management, support is provided for finding and listing customers
and for changing profile, demographic, and password information. Order management
capabilities include find and/or list orders, change payment methods, process payments,
create an order for a customer, create an order for a non-registered shopper, change
order status, change the quantity of products in an order, add/remove a product in an
order, change the billing address, change the shipping address, change the shipping
method, add/view a comment, change the order amount, split an order, cancel an order.

Table 1. This table lists the functionality requirenents for sell-
side ecomerce servers and analyzes how well WbSphere Commerce
Suite v5.1 addresses those requirenents.

Marketing If we had to pick the one area where WCS v5.1 best
addressed requirenents, It would be marketing
functionality. The product offers terrific marketing
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Campaigns
Overcome
Limitations of HTTP

capabilities—as conprehensive as we' ve seen in any
sell-side electronic conmerce server. Cust oner,
product and catalog, and pricing information are all
excellent because they're rich and flexible and
because they support B2B applications extrenely well.
Mar keting canpaigns are a very attractive and
i nnovative new feature. They enable the devel opnent
and managenent of proactive and neasurable CRM and
mer chandi sing programs. We' |l discuss them in nore
detail in the next section of this white paper.

DISCOUNTS. Di scounts address e-conmmerce requirenents.
WCS packages four types of di scounts. Their
application is rule based, allow ng variation in val ue
and application and enabling targeting based on
custoner groups or other custoner attributes. These
are good capabilities, but they' re what we expect an
e-comerce server to offer

PERSONALIZATION. | BM has i nproved personalization. WCS
v5.1 still integrates Blaze Advisor rules and the
Bl aze rules engine for their evaluation. Devel opers
can use all of Blaze's rich and flexible but conplex
capabilities. However, business nmnagers are now
insulated from this conplexity. Wen they build
mar keti ng canpaigns with Commerce Suite Accel erator
canpai gn targeting and scheduling as well as offer
qualification are acconplished with visual, w zard-
based tools. Rules are automatically generated and
managed as a result of input to the wzards. 1In
addition, through the integration of Macronedi a
Li keM nds, business nmanagers nmay choose to use
col |l aborative filtering rather than rules for
personal i zation. This approach is nore effective when
little is known about the shopper or custoner.

Shoppers and custoners interact with e-comerce sites
t hrough the request/response protocol of HTTP that,

from custoner service and marketing perspectives, have
two significant di sadvantages. First, each request is
handl ed i ndependently. They can’'t be handled within a
| arger context, say, of a task or a scenario that is
made up of nultiple interactions, enabling customers
and shoppers to achi eve obj ecti ves. Second,

request/response processing prevents sellers from
taki ng business initiatives. They can only react to
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Campaigns,
Initiatives,
Conditions

customer requests. They can’t proactively deliver
content.

The new canpai gns feature of WebSphere Comrerce Suite
v5.1] overconmes and elimnates these I|imtations.
Canpaigns create contexts or scenarios wherein
customers can perform and acconplish tasks and
mar keters can deliver business initiatives and
mar keti ng canpai gns. WCS canpai gns can span nultiple
interactions and can even cross mnultiple sessions.
Their execution can be scheduled to occur between
start and end tines, on specified days of the week or
hours of a day, making them proactive, not sinply
reactive to the | atest request.

Schedul ed proactive canpaigns deliver better e-
commer ce experiences for custoners and nore effective
e-comrer ce CRM and nerchandi sing for business managers
and marketers. As a result, canmpaigns can inprove
hi gher customer satisfaction and loyalty. They can
make it easier to acquire and retain custoners and to
pronmote, cross-sell, and up-sell products. Canpaigns
al one are notivation enough for you to consider WCS as
your sell-side e-commerce server. If you' re already a
user of Net.Commerce or of a previous version of
WebSphere Commrerce, then canpaigns should accel erate
your migration to v5.1. Let’s take a closer |ook at
t hem

WCS mar keti ng canpai gns have three elenents that are
organized into a hierarchy. The three elenents are
canpaigns, initiative, and conditions. Illustration 1
shows the rel ationshi ps anong them

CAMPAIGNS. Canpaigns are organizing and nam ng
el ements. Business nmanagers or marketers design
canpaigns to achieve any of the key nmarketing
obj ectives: acquire and retain custoners, and pronote,
cross-sell, and up-sell products. A canpaign, in turn,
contains one or nore initiatives, and each initiative
contai ns one or nore conditions.

INITIATIVES. I nitiatives are the marketing prograns that
make up a canpai gn. WCS canpai gns nmay have any numnber
of initiatives, each running i ndependently. The out put
of WCS canpaigns is Wb content. Each initiative
defi nes where within the Wb pages of a WCS el ectronic
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commerce site this output is to be presented to
shoppers and custoners. (Conditions specify what
content is to be presented.) When the site’'s content
i s designed, devel opers reserve special placehol ders,
call ed e-Marketing Spots, within Web page tenplates to
contai n canpai gn out put.

Campaigns, Initiative, Conditions

1 1
e-Marketing Conditions e-Marketing
Spots Spots

Illustration 1. WCS marketing canpaigns are made up of three
el ements: canpaigns, initiatives, and conditions. This illustration
shows the relationshi ps anong these el enents.

WCS canpaigns have two types of initiatives:
suggesti ve selling initiatives and awar eness
advertisements. A suggestive selling initiative is
designed to reconmend products. Its output is product
content designed to promote, cross-sell, and/or up-
sell. An awareness advertisenent is designed to create
conpany visibility, brand awareness, and product
awar eness. Its output is ad copy.

CONDITIONS. A set of four types of conditions defines
the target market, the timng, the context, and the
cont ent t hat popul at es e- Mar ket i ng Spot s for
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initiatives. Table 2 lists and descri bes these four
types of conditions.

WCS canpaigns are powerful and flexible marketing
t ool s. Condi ti ons, which qualify a canpaign’s
initiatives, deliver their power and flexibility.
Target markets can be as broad as every custoner and
shopper or as narrow as only those custonmers in
certain groups wth certain values for profile,
denographic, and organization attributes. Timng
conditions enable the delivery of offers across |ong
intervals. Context conditions further qualify the
target market through dependenci es on a w de range of
e-comerce information. Target market, timng, and
behavior conditions, in conmbination wth content
conditions, provide the capability to make canpaign
output dynamc. The content displayed in an e-
Mar keti ng Spot can vary with the eval uation of these
condi tions.

Conditions
Condition Description
Target Market Target market conditions specify which customers and/or customer groups are targeted for an initiative.

The target market may be based on any customer information attribute, including demographics, group
membership, business profile, or purchase history.

Timing

Timing conditions specify when the initiative is active. Marketers specify timing as start and end dates,
times of day, or days of the week. Each initiative has a start date and time and an end date and time that
can override the start and end dates and times of the campaigns to which they belong.

Context

Context conditions are expressions on all the information available for a particular customer request that is

made within an initiative. This context includes order items within the customer's purchase history or the
contents of the shopping cart.

Content

Content conditions define the output of initiatives. They contain the information presented to customers or

shoppers as a result of the evaluation of target market, timing, and behavior conditions. For awareness
initiatives, content is advertisements. For suggestive selling initiatives, content is product recommendations.

Table 2. Conditions qualify initiatives. They' re sets of four types

of expressions.

The types of expressions are described in this table.

Shopping

Shopping has long been a strength of WbSphere
Comrerce Suite. WCS PRO, along with the Product
Advi sor feature, offers a wde array of shopping
nmet hods. Al t hough conpeting electronic comrerce
servers offer simlar capabilities, none has anything
simlar to Product Advisor’'s Sales Assistance. This
“met aphor” uses a decision tree dialog-based set of

Patricia Seybold Goup, Inc © 2001
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Buying

Fulfillment

Customer Service

scripted questions and answers to guide custoners
t hrough product evaluation and sel ecti on.

For shopping features, those capabilities that go
beyond shopping requirenents, interest lists are quite
conmon, but auctions can be a very useful feature and
a significant differentiator. None of the |eading
sell -side e- comer ce servers packages auction
capabilities.

The best aspect of buying functionality is pricing.
Wth support for custonmer group-based price lists and
rul e- based di scount cal cul ati ons agai nst a nice range
of discount types, pricing can be very flexible.
Pricing strategies can be developed to inplenent
mer chandi si ng and CRM prograns. This pricing approach
is a perfect fit for B2B customers, especially those
with many accounts and many contracts.

We don't expect that sell-side electronic comerce
servers will actually inplement fulfillnment. Picking,
packi ng, and shipping can’'t be done electronically.
But tracking can, and that’'s what WCS does.

To repeat what we stated in Table 1, custonmer service
functionality in WCS is excellent. What nmakes this
functionality so are order managenent capabilities,
especially the foll ow ng:

e« Creating orders for either custoners or non-
custoners

e Adding coments to orders, then view ng them

e Splitting orders

« Changi ng the order anpunt

These are powerful capabilities that enable customer
support reps to handle custoner inquiries, customer
requests, and custoner conplaints conprehensively
during a customer call. They result in nore effective
customer service and nore satisfied custoners. Note
t hat custonmers may be authorized to perform many of
these capabilities. It’s good to allow themto update
information about t hensel ves. Even sonme order
managenent functions are best performed by custoners,
an approach that can free CSRs to focus on custoner
i ssues.

Patricia Seybold G oup © 2001
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Strong B2B Support

Sel | -side el ectronic commerce servers were originally
positioned to support B2C applications, especially
retail. B2B capabilities have been introduced nore
recently. Today, nost sell-side e-commerce servers are
positioned to support B2B as well as B2C. However
that positioning is not always reflected in the
products’ capabilities. In v5.1, for the first tine,
WebSphere Comrerce Suite packages B2B capabilities.
They’re quite good as conpared to conpeting offerings.
Table 3 lists the B2B requirenents of our evaluation
and conparison framework and describes how WebSphere
Commrer ce Suite addr esses them wth packaged
capabilities.

WebSphere Commerce Suite vb5.1 addresses extrenely well
B2B requirements for custoner information, catal og and
product information, and pricing. Support for business
organi zations, mnultiple catal ogs, and nultiple price
lists is especially good. The information structures
that represent these critical business entities are
rich in predefined attributes and in relationships,
yet flexible enough to address any site-specific
requi renents.

The nost glaring gap in WCS's B2B capabilities is the
| ack of support for purchase orders. The product
packages support only for credit/debit card paynent
met hods. Support for purchase orders requires
significant custom zation.

Decision Support and Administration

Comprehensive
Business Analysis

Wth sell-side electronic commerce servers, the tine
for conprehensive business analysis is now The best
way to offer this analysis is through data warehousing
integration, a major requirement in our evaluation
framewor k. Whet her data warehousing capabilities are
provi ded through packaged functionality or through
integration with external products, the requirenents
t hat nust be addressed are:

e Extraction, transformation, and | oadi ng
* Reporting
« Analytics

10
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WebSphere Commerce Suite B2B Capabilities

Capability

Description

Customer Information

Customers may be individual “members” or organizational structures that represent B2B accounts. These
organizational structures are hierarchies of organization entities, multiple levels of organizations within those
organizational entities, and users within those organizations. In addition, customers may be organized into
departments, and management relationships between customers may be specified.

Catalog and Product
Information

Catalogs are hierarchies of root categories, sub-categories, and catalog entries. Catalog entries may represent
products, product bundles, or product packages. Product bundles and packages contain any number of
products. Products may contain any number of SKUs.

WCS supports multiple, concurrent, online catalogs. For B2B applications, individual catalogs may be associated
with organizations and/or contracts.

Pricing

WCS supports separate price lists for B2B accounts and/or B2B contracts. The information elements of WCS
pricing are offers, trading positions, and contracts. An offer specifies the price for an individual catalog entry for
organization, individual customers, or customer groups. The price can be specified in different currencies and
have a quantity range, which may specify a minimum and/or maximum quantity that may be sold in an order
under an offer. Trading positions are collections of offers that belong to organizations and individual customers.
Thus, a trading position represents a price list. A trading position can have an effective time range, can be
published or not, and can be displayed differently in each store for each member group. In addition, a store has
contracts. Contracts contain collection offers. They're seller-oriented price lists that may be applied to multiple
B2B accounts.

Payment Methods

WCS v5.1 packages support for credit/debit card payment methods.

Integration with
External Purchasing
Systems

WCS does not package support for integrating external purchasing systems. Although the product includes
support for several predefined, inbound messages from external systems, none of these messages represents a
purchase requisition.

Integration with
External Supplier
Systems

WCS provides support for integration with external supplier systems. The support is based on a messaging
approach implemented by XML-encoded messages and IBM MQSeries middleware. Outbound messages
representing, for example, fulfillment requests for orders or requests for inventory status must be defined by

developers. Several inbound messages are predefined. These predefined messages include product price
update, product inventory quantity update, and order status update, all key to supplier integration.

The Enterprise Access Builder feature of VisualAge for Java Enterprise Edition facilitates integration with many
popular software packages. Classes that enable access to the logic and data of these systems are automatically
generated by Enterprise Access Builder. These classes are then used within WCS commands. VisualAge for
Java Enterprise is packaged with WCS Pro.

Table 3. This table lists B2B requirenents for sell-side electronic
commerce servers and descri bes how WebSphere Commerce Suite v5.1
address those requirenents.

Patricia Seybold G oup © 2001 11
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Tabl e 4 presents our high-1level assessnment of WCS v5.1
according to the decision support requirenents in the
| atest version of our evaluation framewrk. OCur
comments on that analysis follow

WebSphere Commerce Suite 5.1 Decision Support

Requirement

Feature Description

Decision Support

Data Warehousing Data warehousing capabilities are new and very good. WCS packages a
complete data warehousing system. Called Commerce Analyzer, this feature
includes a predefined DB2 data mart and automated extraction,
transformation, and loading processing. The data extracted from the DB2 or
Oracle databases of the online system and loaded in the data mart include
both transaction information and behavior information.

Reports Brio Broadcast Server implements reporting functionality in WCS. This
reporting and report distribution product is bundled with WCS. There are a
very large number of predefined reports. They run on demand or on a
scheduled basis. They are distributed over the Web and are accessed
securely through WebSphere Commerce Suite Accelerator, the same toolset
that business managers use for just about all e-commerce tasks.

Analytics Commerce Analyzer does not package analytics.

Table 4. This table lists the decision support requirenents for sell-
side ecomerce servers and analyzes how well WbSphere Commerce
Suite v5.1 addresses those requirenents.

New and
Comprehensive
Capabilities

Two versions ago, IBMs sell-side e comerce server
of fering, Net.Commerce v3.2, didn't even have a
reporting capability. V5.1 packages a conplete
deci si on support system that includes a data mart,
automated extraction, transformation, and |oading
(ETL) capabilities that include support for both
initial load and increnmental update, a very |large set
of predefined reports, and, through Brio Broadcast
Server, Web-based report distribution and view ng
capabilities. Only anal yti cal capabilities are
m ssing. Decision support capabilities are the newest
requirement in our framework. The decision support
capabilities in WS v5.1 address these requirenents
very wel |l

It is significant that the Conmerce Anal yzer data mart
i ncl udes both behavior and transaction information.
Dat a marts hi storically have cont ai ned only
transacti on i nformation. Transacti on i nformation
reflects the results of customer interactions with an
e-commerce site. Behavior information shows what

12
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Reports

custonmers do before they make the decisions that
result in transactions or abandonnent. Analysis of
transaction information can be very useful, but the
analysis of the conbination of transaction and
behavi or i nformati on can be inval uabl e.

The integration of Brio Broadcast Server gives
Comrerce Analyzer an excellent report distribution
facility. Once reports are generated, Broadcast Server
makes them available over a site's intranet to all
aut horized users. Web browsers are all that’s needed
to view reports.

VWhen we stated that a very large set of predefined
reports was packaged with Commerce Analyzer, it was
far nmore an understatenent than an exaggeration.
Comrer ce Anal yzer packages five types of reports:

« Marketing

e Products

e Geographic area

e« Custoner denographics
« Time period

MARKETING REPORTS. Mar keting reports provide infornmation
about canpaigns. They are organized into groups for
canpai gns, initiatives, e- Marketing  Spots, and
conmbi nations of these three elements. In addition,
each of the four groups contains reports on units
abandoned, i npressions displayed, inpressions clicked,
and i npressions clicked and foll owed by orders. Also,
the reports may be scoped to present all information
or just top 10 information. Further, the reports may
be generated for specified tinme periods: day, week

month, quarter, or year. And the reports may be
presented in tabular or bar chart formats. That’'s a
lot of reports. Illustration 2 shows a sanple
conmbi nation report for the top 10 inpressions clicked
and followed by orders for last week in tabular
format.

PRODUCTS REPORTS. Products reports show sal es val ue,
units sold, and units abandoned for the top 10 and
bottom 10 products and a conbination of sales value
and units sold for all products. All reports present
bot h nmonetary val ue amobunts and percent ages.

Patricia Seybold G oup © 2001 13
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GEOGRAPHIC AREA REPORTS. Geographic area reports are
organized into groups for countries, states or
provinces, cities, and postal codes. Each of these
groups has reports on sales value and units sold,
i npressi ons di spl ayed, i npressi ons clicked,
i npressions clicked foll owed by orders. These reports
may be generated by tinme period and presented in
t abul ar or bar chart formats.

CUSTOMER DEMOGRAPHICS REPORTS. Custoner denographics
reports present sal es val ue, number of units sold, and
per cent ages of purchases by sales value and units sold
t hat were made by custoners in the denographics of age

ranges, income ranges, gender, or marital status.
These reports may be generated by time period and
present ed in t abul ar or bar chart formats.

Il lustration 3 shows a sanple inconme range report for
the current nonth.

TIME PERIOD REPORTS. Tine period reports present sales
val ue, nunber of units sold, and percentages of
purchases by sal es value and units sold for each hour
of yesterday, each day of this week, each day of this
nont h, each week of this nonth, each nonth of this
quarter, each nonth of this year, and each quarter of
this year.

14
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Marketing Combination Report for
the Top 10 Impressions Clicked and
Followed by Orders for Last Week

A WebSphere Commerce Suite Accelerator - Microsoft Internet Explorer

ProtoMart - United 5 s English Logout =

Yesterday

s Impressions Clicked #

Top 10 Table Bar

Chart
This Week MMarketing Spots - For This Week
Top 10 Table % 5 Rank | Campaign | Initiative | e-Marketing Spot % Of Total
This 1 Camp3  tcd 32  Header 30.61%
Month
el 2 |Camp2 |oid 22 |AddressBookPage 17.35%
. - 3 Campd  |cd 43 | NewhmivalsPage 12.24%
15
Quarter 4 Camp3  tcd 33 MenswearPage 10,209
Top 10 Table g_ah:-,rt 5 Campd scd_52aa AccessoriesCategoryl 9.18%
This Year & Campl oid 111 ShoppingCartPage 6.12%
Top 10 Table Bar
Chart 7 Camp1 scd_110  StoreHomePage 4 08%
» Impressions Clicked 2 Campt  oid_63aa Footerl 3.06%
Followed By Orders
Yestarday g Campd  scd_58aa StoreHomePagel 2.04%
Top 10 Table g_ah:-.rt 10 Campd  oid_5%a ShoppingCartPage 1 1.02%
This Week 10 Campd  sod_53aa) ActivewearCategoryl 1.02%
el 10 |Campt |oid_62aa|AddressBookPagel 1.02%
MThtili 10 [Camp?  tcd 72aa Headerl 1.02%
on
Top 10 Table Bar 10 Campd cd 82aa MylccountPagel 1.02%
Chart .
o e &

Date: 20-MNeov-00 Help
Impressions Clicked Followed By Orders - By Top 10 Campaign/Initiative/e-

Illustration 2. This illustration shows a sanple tabular marketing
report on the conbination of canpaigns, initiative, and e-Marketing
Spots for the top 10 inpressions clicked and followed by orders for

| ast week.

Administration

Implementing and
Managing an E-
Commerce Site

Adm ni stration requirenments address the tools needed
to inmplenment and manage an e-commerce site. In this
| atest edition of our In-Depth Research Report, there
are four areas of adm nistrative requirenents:

e Tools
« System managenent
« Change managenent
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e Internationalization
e Sanpl es

Income Range of Sales Value and
Units Sold for Last Month

A WebSphere Commerce Suite Accelerator - Microsoft Internet Explorer

b Countries

b States/Provinces
b Cities

b Postal Codes

b Age Range
Income Range
o Sales Yalue and
Units Sold
Testerday
&ll Table
This Week
&1l Table
This Manth

POWERED BT

BRIO

Sales Value & Units Sold - By Income Range - For This Month
Units Sald

17,864

% Of Units Sold | Sales Value | Currency
9572% 0 1,786400 CAD

0.24% 4,500 CAD

0.01% 100 CAD

0.85% 15,200 CAD

3.18% 39,400 CAD

Income Range
B0 - 513,999

$20,000 - $38,000 45
$40,000 - $59,000 1
$60,000 or more 159
all Table Mot Prownded 594

This Quarter
all Table

This Tear
all Table

b Gender

b Warital Status

F Hours Of The Day
F Days Of The Week

b Days Of The
Month £
‘|L | _|'I

Date: 30-Iov-00 Help

7o Of Sales Walue
95.72%
0.24%
0.01%
0.85%
3.18%

Illustration 3. This illustration shows a sanple income range report

for the current nmonth presented in bar chart fornmat.

Tabl e 5 presents our high-Ieve
according to the adninistration
| atest version of our evaluation
coments on that analysis follow

assessnent of WCS v5.1
requirenments
framewor k.

Tools Tools for I|ine-of-business managers are one of
product positioning elenments of WCS. Commerce Suite
Accel erator is easy to learn and easy to use. Its
wi zards and visual tools make it easy for business
managers to perform nost marketing, selling, and
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custonmer service tasks involved depl oyi ng and managi ng
an e-comerce site. Because Commrerce Suite Accel erator
is Web based and |ocalizable, it can support any
managenent styl e—entrali zed, di stri but ed, or
decentral i zed—$or any organi zation around the worl d.
Being Web based mnmakes its capabilities easily
accessible and | ocation independent. Because it is
| ocalizable, it can be used by all the internationa
| ocations of global conpanies or the non-English
| ocales of non-English speaking conpanies. Most
conpeting e-commerce servers also have high-Ileve
t ool sets, but nmst are built on client/server
applications and inplenment a non-localizable English
client.

WebSphere Commerce Suite 5.1 Administration

Requirement

Feature Description

Administration

Tools WCS includes a comprehensive set of Web-based tools. Their ease of
learning and ease of use place most e-commerce implementation and
management tasks into the hands of business managers and marketers. In
addition, most significantly, they can be localized to the language of their
users. The product also packages a comprehensive set of tools for Web
content creation and application logic development within WebSphere Studio.

Systems Management WCS provides excellent systems management. An application performance
monitor is packaged with v5.1. I. In addition, WCS is instrumented for easy
integration into the Tivoli Management Environment.

Change Management WCS provides excellent change management capabilities. The product
supports development, staging, and online environments as well as the
publishing of data and code from the development system to the staging
system and the promotion of entire sites from the staging system to the online
system.

Content Management WCS does not package content management capabilities. Instead, it relies on

external content management systems for this functionality, a common
approach that addresses requirements.

Data Import/Export WCS includes a mass loader utility for importing any information into its
database. The structure and format of the data to be imported are specified in
XML, and the load process can be customized via XSL. No export capabilities
are provided. In addition, WebSphere Catalog Manager, an add-on product,
is specifically designed to create, manage, and implement catalog and

product information. The product includes tools for importing, extracting,
validating, editing, and aggregating catalog and product information.
WebSphere Catalog Manager uses XML to define catalog structures, formats,
and content. While the product can certainly be used for WCS catalogs, it

may also be used for any other XML-based e-commerce catalogs.
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Internationalization

Internationalization is excellent. A WCS site can support multiple locales
simultaneously and can present Web content for all those locales from a
single data store with a single set of objects and JSP. Within a locale, any

ISO language may be supported as well as any currency, including the euro.
Significantly, as we mentioned above, even WCS's administrative tools may
be localized.

Samples

Samples minimally meet requirements. In Fashion, a comprehensive B2C
retail site, is packaged with WCS.

Table 5. This table lists the adm nistration requirenments for sell-
side ecomerce servers and analyzes how well WbSphere Commerce
Suite v5.1 addresses those requirenents.

18
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Whi l e Commerce Suite Accel erator addresses the needs
of busi ness managers, |BM Visual Age for Java is the
WCS devel oper’s toolset. Visual Age for Java is an
i nt egrated conmponent of WebSphere Studi o.

SystemManagement  The conbi nation of a built-in application performnce
monitor, deploynment on WDbSphere (which |everages
WebSphere’ s managenent capabilities), and integration
wth IBMs Tivoli Managenent Environnment (TME) adds up
to excellent system managenent capabilities. TME
integration is the key differentiator.

Change Ef fecti ve change managenment is critical to maxi m zing

Management the availability and reliability of online e-comerce
sites. WCS packages nore and better change managenent
capabilities than conpeting sell-side e-comerce
servers. Publishing utilities control the pronotion of
changes to file information, database informtion, and
application logic from devel opnent environnents to a
staging environnment. Staging utilities automate the
pronoti on of changes to the online system

Internationaliz-ation  \WCS goes far beyond the gl obalization requirenments of
mul tiple |locales per site and a configurable | anguage
and currency for each locale. To reflect the
flexibility of its internationalization capabilities,
it coi ned t he term multi-culturalism Mul ti -
culturalism nmeans that not only can WCS provide

st andard | anguage transl ati ons and currency
conversions but it also supports site-specific or
“invented” | anguages, |ike “teenager English.” In

addition, WCS supports variations in product units.
For exanple, one custoner can see “lb.” and another
can see “kg.”

From an i npl enent ati on perspective, mul ti -
culturalization is very efficient. A single set of JSP
is used to present all cultures and a set of XM
configuration files is required for each culture.
Adm ni strators have only to design and inplenent a
single user interface to support any and all | ocales.
Thi s approach can speed a site’'s tinme to inplenment and
sinmplify its maintenance.
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Architecture

How Does the
Product Do
E-Commerce?

A Complete Rewrite
in Java

WebSphere
Infrastructure

Architecture requirenents exam ne how t he product does
el ectronic commerce. These requirenents analyze the
technologies that a vendor has used to build the
product, how the product 1is organized, how its
constituent parts comruni cate, and how t he product nay
be nmodified and extended. There are six areas to
exam ne within architecture requirenents:

e Environnments supported

e Organi zation and architecture

e Infrastructure

e Structure

« Custom zation

e Integration of external applications

Tabl e 6 presents our high-1level assessnment of WCS v5.1
according to the architecture requirenents in the
| atest version of our evaluation framework. QCur
comments on that analysis follow

V5.1 is a conplete rewmrite of v4.1. Where v4.1 was a
C++ application that could use Java technol ogy for
user presentation, v5.1 is a Java application. IBMre-
i npl emented much of v4.1's functionality in Java and
al so added many  functi onal I nprovenents, new
adm nistrative tools, new sanples, and the new
deci si on support system The result of this rewite is
that WCS has become a nore attractive and nore

conpetitive product . In recent years, Its
attractiveness as a C++ application had suffered as
Java became t he | anguage st andard for Web

appl i cations.

The deployment of v5.1 on the WbSphere Wb
application server is a significant inprovenment. Prior
versions deployed on a proprietary infrastructure.
WebSphere will provide WCS with better reliability,
avai lability, and scalability. It is anmong the nost
wi dely used and well-proven Web application servers.
Depl oynment on WebSphere al so enabl es WCS' s devel opers
to focus on e comrerce functionality. The scope and
scal e of inprovenents in v5.1 proves the advantages of
this focus.
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Best Practices in
Application
Structure

WCS foll ows best practices for the structure of I|arge-
scale Java applications. There are st atel ess
conponents that inplement application logic and
stateful conmponents that represent business entities
and provi de persistence and transaction support. Both
stateless and stateful conponents are coarsely
grai ned, ideal for nodularity and manageability. The
Java i nplenentation also replaces proprietary Net. Data
macros with JSP for the generation of the wuser
interface.

Java nmakes custom zation sinpler. Java devel opers are
nore readily available for hire or for contracting
t han C++ devel opers. Java devel opment has been proven
to be nore efficient than C++ devel opment, especially
in the phases of testing and debuggi ng.

Conpar atively, the Java inplenmentation of WCS
overcones limtations and perceptual disadvantages
nore than it yields advantages. However, the use of
JSP, EJBs, and contai ner-managed persistence—all part
of the J2EE standard—gives WCS advantages over
conpeti ng approaches that use proprietary mechani sns
for the user interface and for persistence.
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WebSphere Commerce Suite 5.1 Architecture

Requirement

Feature

Description

Architecture

Environments

= Web servers; IBM HTTP Server, Netscape Enterprise Server
= Server platforms: IBM AIX, Microsoft Windows NT/2000, Sun Solaris
= Databases: IBM DB2, Oracle8i

Organization

WCS has four major components: commands, tasks, database assets, and file assets.
Commands execute as servlets. They are designed to be lightweight and to provide rapid
responsiveness. When commands cannot service user requests completely, they delegate the
additional work to tasks. The WCS database stores customer, catalog, product, pricing, and

order information. It is accessed via JDBC from both commands and tasks. File assets store
WCS content.

Infrastructure

WehSphere Commerce Suite v5.1 is deployed on WebSphere, IBM's Web application server.

WebSphere is a top product in its class. It provides a commercial infrastructure for WCS,
replacing the proprietary infrastructure of previous product versions.

Structure

WCS v5.1 is a Java application. Application logic is organized into commands and tasks. Both
are implemented as coarsely grained Java components. Commands run a Web server
application. Tasks run under control of WebSphere. Task logic is implemented within stateless
components. Task state information is managed within stateful components that represent
business objects implemented as EJBs with container-managed persistence and transaction
support. Web page templates are implemented as JSP.

Customization

Customization of application logic is accomplished with object-oriented development techniques
and Java tools. WCS publishes the interfaces for all its commands and tasks but does not
package any source code. Customization of Web content is accomplished with any tools that
support JSP. WebSphere Studio includes tools for customizing both application logic and Web
content. Customization of the WCS database is accomplished in two ways. First, WCS
predefines several site-customizable columns in all key database tables. Developers may
rename them and reference them in customized Web page templates and application logic.
Second, developers may extend the tables using conventional database administration
techniques. Web page templates and application logic must be modified to use these
extensions.

Integration with
External
Systems

Integration with external systems is accomplished through a component called the MQSeries
Adapter. This component, obviously, uses the IBM MQSeries middleware product to implement
an asynchronous, message-based approach to integration. Further, WCS packages and
supports several predefined inbound and outbound messages to facilitate integration. These
messages are implemented in XML.

Table 6. This table lists the architecture requirenents for sell-side
e-comerce servers and analyzes how well WbSphere Commerce Suite
v5. 1 addresses those requirenents.
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Product Marketing

Six Product
Marketing
Requirements

Product and vendor requirenents are the business and
mar keting aspects of the conpanies that offer
comerce servers. Table 7 presents our high-1level
assessnment of WCS vb5.1 according to the product
mar keting requirenments in the |atest version of our
evaluation framework. OQur comments on that analysi
fol | ow

e-

S

WebSphere Commerce Suite 5.1 Product Marketing

Requirement

Feature

Description

Product
Marketing

Product
Viability

On one hand, there are no viability concerns with WebSphere Commerce Suite 5.1. It's the fifth
major version of a product that was introduced in 1996. Previous versions have been widely

accepted by a large installed base that numbers in the thousands and have been well-proven for e-

commerce across sites of many types and many sizes. On the other hand, as we discussed in the
section on architecture, v5.1 is a complete rewrite. In many respects, it's a new product that must
be proved for implementation, reliability, performance, and scalability.

Product
Positioning

There are four elements to the product positioning for WebSphere Commerce Suite v5.1. The
product is positioned to provide:

= The platform of choice for Confident Commerce
= The most comprehensive support for addressing globalization.

= The fastest and most intuitive tools designed for business managers to know and serve their
customers better.

= A comprehensive solution that speeds time-to-market

Target
Markets

There are two dimensions to the target markets for WCS: company size and vertical industry. For
company size, IBM has two targets: 1) small and mid-sized, and 2) large enterprise and
mulitinationals. For vertical industry, IBM targets these segments for WCS: electronics, automotive,
chemical, and petrochemical for B2B applications, and retail, media, and telecommunications for
B2C applications.

= Retall

= Distribution

= Manufacturing

= Communications

= Telecommunications

= Media

= Internet startups

« Financial Services
= Chemicals and Pharmaceuticals

Patricia Seybold G oup © 2001
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WebSphere Commerce Suite 5.1 Product Marketing (continued)

Product
Marketing
(continued)

Price

The pricing model for WebSphere Commerce Server PRO has build-time elements and runtime
elements. The build time elements are per seat charges for Commerce Studio Developer. The
runtime elements are charges per processor and per store charges. In detail for the various WCS
packages, these prices are:

= Start Edition—$9,000/processor plus $500 per Store lic
= Pro Edition—$45,000/processor plus $8,000 per Store lic
= Commerce Studio Developer Edition $2,500/user

= Commerce Studio Developer Pro Edition $10,000 /user

Note that these prices include the IBM HTTP Web Server, the IBM WebSphere Application Server,
and the IBM DB2 database.

Company There are absolutely no company viability issues with IBM. IBM remains healthy and innovative

Viability

from business and technology perspectives. The company has continually demonstrated abilities
to develop, deliver, market, sell, and support e-commerce products.

Table 7. This table lists the product narketing requirenents for
sell-side e-commerce servers and anal yzes how well WebSphere Comerce
Suite v5.1 addresses those requirenents.

Product Viability

WCS v5.1 is both a well-proven product and, due to its
new Java architecture, a very new product. There are
always viability issues wth new products. For
example, will the ISV be able to deliver the product?
WIIl the product work? WII it be reliable, scal able?
Al so, organi zations considering the selection of a new
product can be frustrated by a lack of product
reference organizations and a |lack of production
experience with the product.

Many of these viability issues don't exist for WCS
v5.1, despite its newness. |IBM has already delivered
the product. It’s been avail abl e since Decenber 2000.
As a result, product delivery prior to the January
announcenent and beta testing and early support
prograns in the fall of 2000, v5.1 is live and in
production on many sites, both B2B sites and B2C
sites, including these reference sites:

« 3M

« Corporate Express

« Deloitte Consulting
e Digital Convergence

« Gui dant

« |lceland Foods
« Kar st adt

- Muzda

e PacFusi on
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Price

Technical Support

Conclusion

e Shell Australia
« Sienens Germany
« Sienmens US

e Staples

e« US M nt

WCS is very good value. For Pro, at $45k per processor
and $8k per store plus $10k per developer, the
software |icense charges for a reasonabl e-sized site
shoul d be about $500,000. This price includes the Wb
server, the application server, and the database.
Among the |eading ecomerce servers, this is about
half the price of ATG Dynano, Blue Martini CI'S, and
BroadVision One-To-One Conmmerce, and WCS offers
conparable capabilities to these higher priced
pr oduct s.

Techni cal support is a requirenments area new in this
edition of the In-Depth Research Report. It’s here
because readers and clients told us of its inportance.

| BM has been doing technical support for software for
nore than thirty years. In mny ways, the conpany
invented technical support for software. |BM pioneered
i nbound support techniques. It was the first to offer
online access to technical support information to its
custoners, in the 1970s through its own private
net work and now t hrough the Internet.

A Strong Product
from a Strong
Company

WebSphere Comerce Suite and the predecessor
Net . Commerce have been anong the |eading sell-side
el ectronic conmerce servers since we've been anal yzi ng
this market space. Version 5.1 adds significant
enhancenents and very attractive new features,
reinforcing the product’s |eadership position. The
products best features, listed below, demand serious
consideration in every e-comerce server selection
deci si on.

« Marketing functionality i ncl udi ng i nt egr at ed
canpai gns

e Custoner service functionality
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e Support for B2B applications through custoner,
cat al og and product, and pricing information

e Integrated decision support system
e Support for global sites
« Java architecture

In addition, don't forget that WbSphere Comrerce
Suite is backed by I1BM Today, nore than in the dot-
com boom days of the past few years, vendor viability
has beconme an increasingly inportant decision factor.
IBMis the type of vendor that you need.
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