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Session Objective

• Present a broader vision of application areas for your RightNow 
investment

• Learn ways to leverage RightNow and complimentary technologies



Agenda

• Introductions

• How to leverage RightNow to better engage shoppers

• How to utilize 2 complimentary technologies in your retail environment  

• Q & A



Question

• What was the biggest challenge on retailers minds going into 
2007?



Retailers Biggest Challenges

• Customer Retention/Acquisition- 73%

• Managing Multi-channel integration- 54%

• Meeting/Exceeding customer expectations- 52%

• Increase wallet/shopping cart share- 46%

• Order management/fulfillment/execution- 27%
RIS Research Survey 2007



Question

• What was the top initiative going into 2007



Primary Areas of Focus This Year 

• Increase conversion rates- 73%

• Increase campaign effectiveness- 65%

• Integrating channels for seamless experience- 56%

• Develop effective customer interactive strategies- 44%

• Speeding/simplifying checkout- 29%

RIS Research Survey 2007



1. Establish a knowledge foundation 

2. Empower your shoppers

3. Empower frontline employees

4. Offer multi-channel choice

5. Listen to your constituents

6. Design seamless experiences

7. Engage proactively

8. Measure & continuously improve

8 Steps to Great Shopper Experiences        



1st Step: Establish a Knowledge Foundation

TM• The root of a positive shopper 
experience is knowledge

• Accumulate complete shopper 
history

• Knowledge foundation enables 
consistent cross-channel 
strategy

• Self-learn from every interaction

• Anticipate shopper behavior, 
needs, and questions



Stages of Purchase



Need

• A need is identified 
through self awareness or 
a promotion

68% of shoppers have visited a 
retailer’s website after receiving 
an email offer

Harris Interactive April 2007



Research

• Shopper researches 
products

57% “always” or “often” research 
products online before purchasing

Harris Interactive April 2007



Evaluation

• Shopper selects a short 
list and focuses on 
feature/function 
comparison



Decision

• A decision is made around 
the purchase; what 
product, where to buy, 
how to pay, etc.



Transaction

• Purchase transaction



Post-Purchase

• Cognitive dissonance

– “Did I make the right 
decision?”

– “Did I pay too much?”

– “How do I assemble…?”

– “What is the warranty?”

– “What’s your return policy?”

78% of shoppers said they would 
appreciate a post-purchase follow up

Harris Interactive April 2007



Keep Shoppers Engaged



Questions

• How many of you are doing in-store e-commerce today?

• Store associate knowledge base?



Case Study:  The Right Start

• 100% growth of online 
channel; 20% growth of 
bricks-and-mortar channel

• 0.1% opt-out rates

• Sophisticated campaign 
operations managed by 
single individual

*Featured in Stores Magazine article, August ‘07



Case Study:  Cabela’s

• Broad recognition as one of the 
country’s most customer-centric 
retailers

• More than 300,000 questions 
answered every month via web, 
email, and chat

• Noticeable reduction in email 
within one week of deployment

• 2.5-hour email turnaround time

“With RightNow, we can better serve our customers 
regardless of how they contact us.  For a company that 
values customer service above all, those capabilities are 
indispensable—especially as use of online channels 
continues to grow.”

- Ron Spath, VP Customer Relations



Joseph Cothrel

VP Community Management Services



Who Is Lithium Technologies?

“Recognized Innovator”
Awards, 2006 and 2007

• One of the largest providers of SaaS community solutions for 
large enterprises

• 50+ customers, 70+ communities live today

• A suite of technologies including forums, chat, and blogs

• A robust permissions and reputation management system

• Integration with RightNow

• Expertise in how to build successful communities

• Based in Emeryville, California

• Founded in 2001



Some of Our Customers



Why Are Companies Building Communities Today?

• Community users spend 54% more than non-community users. (EBay)

• Community users visit nine times more often than non-community users. 
(McKinsey & Co.)

• Community users have four times as many page views as non-community 
users. (McKinsey & Co.)

• Community users remain customers 50% longer than non-community users.  
(AT&T)

• 43% of support forums visits are in lieu of opening up a support case. (Cisco)

• In customer support, live interaction costs 87% more per transaction on 
average  than forums and other web self-service options. (ASP) 

• Customers report good experiences in forums more than twice as often as 
they do via calls or mail. (Jupiter Research)



Question

• How many of you by a show of hands have a peer-to-peer 
network strategy in place?



How Does Community Support the Purchase Process?

“Recognized Innovator”
Awards, 2006 and 2007
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How Communities Work

Customers often 
come to communities 
without a defined 
need, and discover 
that need by listening 
to their peers.

“I didn’t realize there 
was a product that 
did that!”

Customers who have 
identified a need 
discover they may 
need other products 
as well.

“I see that people 
who own this product 
buy rechargeable 
batteries to go along 
with it.”

Customers who have 
identified a need may 
have questions that 
need to be answered 
before they can 
consider the product 
further.

“This person is 
using the product 
for the exact 
application I want.”

Often these questions 
can only be answered 
by peers, not by the 
company.
“Are people who buy 
this product 
satisfied?”

Research may 
indicate several 
products that would 
meet my needs and 
that people seem to 
like.  One of the most 
common questions in 
a community looks 
like this:

“Wow, people who 
use product x in my 
industry are really 
enthusiastic!”

Once again, the 
diversity of needs, 
uses, and experiences 
in the community can 
provide the best base 
of information for 
making a decision..

When the product has 
been identified, some 
final questions related 
to the purchase may 
exist.

“Customers in the 
community say that 
buying in-store 
rather than online 
gets you better 
support and return 
options.  I’ll do that.”

After purchase, 
customers may have 
myriad questions 
about how to use the 
product successfully.

“This “getting 
started” guide is 
confusing – maybe 
the forums can help 
me get set up.”

Weeks or months 
later, the customer 
has satisfied their 
need.  Now the 
forums show them 
how to use the other 
90% of the product’s 
capabilities.

“I see that people are 
doing much more 
than I am with the 
product.  Maybe I’ll 
explore this!”

“I’m trying to 
choose between 
products x, y, and z.  
What would you do?



Simple Commerce Integration



Complex Commerce Integration



RightNow Integration



Components of Lithium-RightNow Integration

• Integration of community with CRM systems is one of the leading 
edges of enterprise online community today.

• Four integration points with Lithium and RightNow

• Single Sign-On

• Combined Search

• Forum History Tab

• Integrated Agent Console 

• For the first time, customer interactions in the community channel 
can be monitored and managed in coordination with other 
channels.



Shawn Schwegman

VP of Marketing



Vcommerce Corporate Overview

• Technology in production since 1997

• Proven SaaS commerce and fulfillment solutions

• $75M investment in Visibility/Management Console

• Key investor – Internet Capital Group

• >$2B in client transactions

• Power 2 of the top 3 fastest-growing online shopping sites

• 10 years of best practices

• Not only technology, but services groups

• Approximately 80 employees

• Private company -- HQ - Scottsdale, AZ



Solution Overview



Vcommerce Clients

Our clients include some of the world’s most-recognized companies



Solutions: Online Marketing 

• Managing the various marketing sources that drive traffic and sales to a 
client’s online storefront 

– Affiliate Management
• Affiliates place ads, text links, banners, or product links on their sites, 

shopping engines, blogs, email campaigns, etc. to drive traffic to a 
merchant’s website in exchange for a small commission. 

– CSE (Comparative Shopping Engine) Management
• Managing the various datafeeds and pricing relationships for CSEs, like 

shopping.com or Bizrate, that compares the price of products across 
many retailers.

– External Search Marketing
• Bidding for placement on search results across multiple search engines 

like Google, Yahoo, MSN Live

– Portal Advertising
• Managing the various advertising channels within MSN, Yahoo, and AOL.

– Email Marketing Services
• Ensure that email marketing efforts are targeted and effective without 

being annoying to consumers.



Question

• How many of you use multiple vendors for these different 
strategies?
– Affiliate Management
– CSE (Comparative Shopping Engine) Management
– External Search Marketing
– Portal Advertising
– Email Marketing Services



Affiliate Marketing

• 10% - 20% of most retailers 
sales

• Large amount of coupon, deal, 
and discount oriented sites

• Certain amount of fraud to 
watch out for

• Fee structure based on 
performance: rev-share

• Key focus areas for success:
– Communication

– Coupons/Specials

– Relationships



CSE (Comparative Shopping Engines)

• 5% - 15% of most retailers 
sales

• Examples are bizrate.com, 
shopping.com, 
pricegrabber.com, etc.

• Price Sensitive

• Fee structure based on 
performance (rev-share) or 
Cost Per Click (CPC)

• Key focus areas for success:
– Datafeed Management



Search Engine Marketing

• 5% - 15% of most retailers 
sales

• 60% - 65% Google, 20% -
25% Yahoo, 5% - 10% MSN, 
5% - 10% All the Rest

• Prices are going up do to more 
retailer focus on search.  Long 
tail theory applies.

• Fee structure based on cost per 
click (CPC)

• Key focus areas for success:
– Effective ROI Rules Management

– Keyword Generation and Testing



Email Campaigns

• 15% - 25% of most retailers sales

• Highest profit channel for 
marketing

• Retailer Lifestages:
– Phase I – Shotgun Approach

– Phase II – Basic Segmentation

– Phase III – Advanced Dynamic 
Segmentation

– Phase IV – True Personalization

• Heavy tie in with Analytics



Vcommerce:  Complete Online Marketing
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eCommerce Storefront 

• World-class storefront in a true 
SaaS model

• Robust feature set
– PayPal, Google Checkout, Private 

Credit Cards
– Multiple Search options w/Guided 

Navigation
– Pre-integrated solutions for web 

analytics (Omniture) search (FAST, 
SLI) Affiliates (LinkShare) and 
others

– Client self-service visual 
merchandising

– Multiple Price books supports B2C, 
B2B, Contract Pricing, Buying Clubs, 
etc.

– Multi-languge/Multi-currency
– A/B Testing, Personalization, 

Promotions



Fulfillment, Logistics & Integration

• Multi-sourcing allows for complex fulfillment logic to be automated
– Controls how a single customer order is translated to one or more purchase orders based on client’s 

business logic

• Vcommerce is flexible with Suppliers
– Over 3200 suppliers integrated today
– Will use supplier’s document set rather than forcing our own
– Data Feed Management monitors document flow to ensure delivery

• 4 integration methods
– EDI – large volume (preferred method)
– Extranet – web-based for small volume
– File upload – for vendors in between
– Hybrid EDI/Extranet integrations*

• Metric system provide snap-shot view of “commerce system health”
– Data points captured from our solution
– Tolerances can be set for each metric, changes in tolerance levels trigger email
– Metrics can be graphed over time to provide Key Performance Indicators
– Scorecard: Special combination of metrics, tolerances, and KPIs provides an overview of suppliers 

performance

• Flexible return process 
– Standard Return, Replacement, Advanced Replacement
– Returns process handles many different return policies
– Several RMA processes available



Scorecards



Order Management



Order Details



Order Management – Multi-sourcing



Vcommerce:  eCommerce & Order Management/Fulfillment
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Summary
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Addressing the Key Retail Business Challenges

• Customer retention/acquisition - 73%

– Engaging shoppers in each purchase stage increases acquisition 
rates 

• Managing multi-channel integration - 54%

– A solid Knowledge Foundation strategy through all lines of business 
creates consistency in operations and customer experience

• Meeting/exceeding customer expectations- 52%

– Access to information when and where shoppers want it delivers 
exceptional overall experience

• Increase wallet/shopping cart share- 46%

– Timely and relevant marketing, engaging through early stages of 
purchase and proactive service creates more up sell opportunity

• Order management/fulfillment/execution- 27%

– Efficient systems and open visibility contribute to the shopper 
experience



Learn More

• Sessions

– Best Practices, Colorado C 

• Integration- Today- 3:15- 4:30pm

• Contact Center- Today- 5:00- 6:25pm

• Analytics- Tomorrow- 10:30-11:45 am



Additional Resources

• www.rightnow.com/retail

– Retail Report, Harris Interactive May 2007

• www.forum.rightnow.com/

– Industry forum

• www.nrf.com

– National Retail Federation

– Stores Magazine, August 2007

• The Right Start featured article

• RIS Cross Channel Trends Study 2007



Q&A


