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3 C’s - Getting the Equation Right
Introduction
Living in the era of inspired selling, this paper formulates an equation of success for the
future of e-commerce and online shopping and integrates commerce concepts and
content metrics to focus on the consumer.
Considering profitability graph rests on the mood and choices of the buyer, the paper
also addresses the angularities of e-commerce, and marketing and strategies adopted for
reaching out to the customer. Finally the paper delves into the future prospects of selling
and the best approach to build customer relationships and advocacy.

Content
The future of customer experience is as exciting as it is unpredictable. The goal is to
remain relevant and continually think outside the box. Digital content is poised to take
over and each one of us can feel the sizzle of it. Digital spending is increasing manifold
with each passing year. Media planners, research analysts, marketing personals’ all focus
on inspiration and action to be better story tellers as brands and better partners with
data and consumers.
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Brand Content
In the light of consumers' rapidly changing media
consumption panorama, branded content is a
powerful tool to help build a brand. Branded
content offers advertisers the opportunity to truly
engage with consumers in an entirely new
fashion. The essence is to build trusted, reliable,
outstanding, unique,
Forrester defines branded
content in the
consumer-marketing arena as:

‘Content that is developed or
curated by a brand to provide
added consumer value such as
entertainment or education. It is
designed to build brand consideration and
affinity, not sell a product or service. It
is not a paid ad, sponsorship, or
product placement.
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Building brands online and across platforms and
derstanding the plethora of interactivity behind it,
needs to be understood. Brand performance is
based on the engagement continuum: behavioral,
emotional and cognitive. Lots of brands combine
concept and content ads into larger today are a
system of creative assets that work together and
find distribution in the most appropriate places.
We all know how to tell linear and direct stories,
but the creation and distribution adds another
dimension.People now want to think about what's
next. Some view branded content as a way to get
around view-ability measurements. Customers
define customer experience, not companies,

(Refer Forrester report entitled How
To Build Your Brand With Branded
Content.)

distinctive and essential brand that will drive
success for which the need is to connect to your
consumers in context and create visible value
through the content. Marketing and media have
become closely intertwined over the years
focusing on story-telling to create an educational
and compelling message that naturally captivates
the audience. In a world where we are constantly
bombarded with advertisements and brand
promotions, only relevant narratives that echo
with the audience will see the most success.
Content should relate to the identified audience.
captivates the audience. In a world where we are
constantly bombarded with advertisements and
brand promotions, only relevant narratives that
echo with the audience will see the most success.
Content should relate to the identified audience.
Brand content, brand building and brand
performance are the key elements.

this is how it is driven and therefore ‘the Customer’
is at the helm of all this. Businesses need to
understand this and manage it accordingly.
Competition is tough, and customer expectations
have never been higher.
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Contextualized Content

Context with content for a clear and cohesive
message is the process of empowering content to
be more valuable than words alone. The look and
feel, overall design adds more meaning to the
words. Smart devices are changing how we use the
Internet and access content. Brands are thinking
about what kind of content goes with devices to
add value to the experience,

Adaptive Content

In a multi-channel world where every consumer
expects a tailored delivery, personalization and
understanding the nerve of the customer is the key
to success. This is the base, which gave rise to
adaptive content. Content conceived, planned and
developed around the customers: their context,
their mood, their goals is adaptive content. It is
designed to support meaningful, personalized
interactions across all channels.

Social
Contextual content allows
you to leverage the content
associations on the page to
control the content that is
displayed. If the page context
changes, the content item that
is displayed changes
automatically.

value to the consumer. The power of the buyer has
increased manifold with Internet and ecommerce.
Content has become an effective, contextual,
connective and interactive to resonate with the
audience. Hence contextual content has to be from
the consumers’ point-of-view and not from the
brand’s point-of-.view. Audience needs to be
constantly be at the forefront and marketing
strategies need to activate buyer behavior across
channels in a consistent way, building on,
enhancing, iterating and making it stronger over
time. A key driver of brand marketing and
corporate communications is content. Content
fueled by data-driven insights to provide context
to communications and brand stories will be at the
heart of digital communications. Rich branded
content needs to be more creative, more
contextual, and more targeted.
Contextual
content tone inspires, informs, sells, and adapts to
each shopper in the moment.

Blogs

Content

web
Apps

Print

Email

Content that does not adapt becomes stagnant
and thereby extinct. Content needs to be adaptive
to all platforms, across all channels, and should
relate to the needs of the customer.Content needs
to be custom made, hold the nerve of the customer
and be novice because that’s what the customer is
harping for. Sustainable content that promptly
serves specific user needs and can adapt to various
user types, formats, and devices is adaptive
content. It is structured content

What’s
new

Customer
what’s
Different
Tailor
made
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designed to support significant, meaningful, and
personalized interactions across all channels. The
focus of adaptive content is the customer for
whom the content is personalized and made
seamless across channels.

Customer
There has been a sea change in every aspect of
doing business as ecommerce evolved. The
customer is now buying products without actually
seeing and feeling it. If the customer is unhappy
with physical shopping , he complains to the
salesman, and may be tells a dozen friends, but if
an online buyer is not happy, not only does the
seller loose its customer but also the online
customer feedback is seen by 1000s of other
probable buyers. The situation for online shopping
is more precarious and dicey and hence every step
needs to be taken with caution and precision.

Customer Service - Battlefield
for E-commerce

With abundance choice offered to the consumer
and new web shopping openings every day, the
online market is flooded with products and brands
seems to loose it’s staying power. Adding to this,
big companies have begun to upgrade their
customer service strategies and consumers
demand instant and round the clock satisfaction
and fulfillment. Simply put, it’s a maze out there
and customers are a confused lot among all the
names, choices, options, and brands. With new
options always available to try on, Customer
loyalty is losing credence. Brands just don’t have
the staying power they once had or were thought
to have. Adding to the challenge is how to put
weight on the content. As customer is responsible
for the output of shopping, adding profits to any
business, customer is very important for any
business to flourish, be it B2B, B2C, or B2B2C.
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Customer Satisfaction, Loyalty,
Advocacy
Satisfaction, Loyalty, Advocacy- the words seem
similar but are very complex and work in phases in
relation to e-commerce customer. If the customer
is happy and satisfied only then will the seller be

Advocate

Loyal

Happy
able to build upon customer relationship and
positive advocacy and promotion done by the
customer to his peers can actually drive the
growth of business and the profitability ladder.
Online chat, Social media, Facebook, WhatsApp
etc. - The customer has various ways to advocate
online shopping- both positive and negative.
Hence the customer can either bomb or boom any
online store. ‘Trust’ built upon interaction between
the customer and ecommerce companies can
thrive business. What the customer expects and
wants should be captured and delivered instantly
for impressing the customer and gaining his
confidence.results at the platter is the game today.
Since the customer is smart and doesn’t
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compromise on his choice or quality, and is web
savvy so does not think twice before shifting sites,
companies need to be extra vigilant and serve that
secret ingredient which the customer needs.
The customer should be delighted by the
outcome of his online shopping.

Commerce
E-Commerce or online shopping is all about
selling and buying goods and services through
the internet; tracking, analyzing and optimizing
digital marketing. It operates B2B, B2C, B2B2C,
C2C, and C2B. Setting up an online store has
become very easy and even the most
tech-aversive entrepreneurs go digital these days.
There is no need for huge capital or designers,
business owners can go from concept to
commerce in just a few minutes with little or no
technical background and establish their own
online stores.

In-store, Mobile and
Omni Channel

Retail marketing is constantly altering. Today,
success means connecting with your most
important customer which is the omni-channel
shopper. Mobile technology has a significant
impact on the omni-channel retailing and
shopping experience.
Purchasing a product with a personal device is
quick and convenient – the key features that
stimulates the e-customer.
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Capitalize the opportunities
in the Mobile Commerce
space and enable the
integration with e-Commerce
stores
(https://www.royalcyber.com
/services/commerce/mobilecommerce)

Today’s shopping behavior needs to be monitored
for optimal performance. Some shopping’s begin
online but end in-store.
(Synchrony Financial, released findings confirming
that while 80% of major purchase shoppers start
with online research, most tend to finish the deal
inside of a store c.f.
http://newsroom.synchronyfinancial.com/press-rel
ease/research-analytics/store-shopping-experienc
e-major-factor-major-purchase-decisions-syn)
Customers can now shop anywhere:
in-store, online, mobile. They now have the
freedom to shop the way they like with quick and
convenient options in all channels. Engaging a
customer and customer experience is an important
aspect in every channel of shopping, it is a big part
of engaging a consumer as it gives the notion of
trust to the customer.
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Search Optimization, Campaign
and Marketing
Search optimization is an art. Search engines like
Google, Yahoo, Bing etc. filter out the best possible
output of the search keywords to provide the best
combination of results. It is also driven to content
marketing, for better quality. The goal is no more
exact word matching, but topics which adhere to
related information.
Building a solid customer base is the immediate
challenge of any new ecommerce store. This is
where marketing and campaign strategies make a
huge difference. Marketing tactics should be
strong and motivated to pull in customers.
The Powerful Features of Advertising are:
Content marketing strategy
Automated Email campaign
Diversify your platforms using social media
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Conclusion

In this era of uncertainty, revolutionary and cost
cutting solutions are needed. To maximize profit
we must get the equation right, be able to gauge
the thought process of the buyer and provide
optimum results out of the box.
Emerging tech is random, capricious and
unpredictable, and brands don’t know where
they’ll need to connect with their customers next.
For many brands, curating a cutting-edge customer
experience at the pace of technology can present a
real challenge. The tech-driven future of customer
experience cannot be ignored. To increase the
graph of profitability, sustenance and growth of
businesses, the 3C’s need to be re-looked into,
re-worked and channelized towards the buyer i.e.
all aspects of commerce and content should be
driven towards the customer to achieve and
sustain the market.

Prinnacle of Success

Personalization
Original content
User generated and contextual content
Automate social networks
Have a loyalty program and reach out to your
customers
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Getting The Equation Right
Today’s customers are smart, connected, web
savvy, and enjoy a growing array of product and
brand choices. This ultra-competitive landscape
actually presents an excellent opportunity to
expand customer service and stand out from the
crowd. To be successful in today’s online
marketplace, web stores need to focus on
delivering the full customer experience.
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This is quickly becoming the differentiator in
customer decisions, and it should be something
that web stores strike at.
Customer satisfaction is indeed very important and
companies need to deliver not only to meet the
expectations of the customer but also exceed it,
build relationships and make customers an
advocate for business growth. When the customer
becomes the sponsor, promoter and campaigner,
the company is sure to stand out among the
competitors and set the equation right. Indeed,
presently times are tough, we are in turbulent
waters, there’s a huge challenge ahead but when
the going gets tough, the tough gets going.
Hence, to drive to success we need to keep
juggling constantly between the costs, be creative
and high on competition, get convenient solutions
for the customer across channels and provide
options with conviction, continuous and
consistent effort to customize results for the
customer and indulging in continuous change and
innovation. There has been a dramatic shift in the
power dynamics between the retailer and the
consumer.

Competition Community

Continuous
o
o

Conviction

o
o
o
o
o

Cost

Convenience
Customize

o

Change

Connecting Consistent
Context

Complete
Channels

Creative

Today, sustainability means reaching out to the
customer and building relationships. The best
advocate being the customer, the way to progress
is to satisfy the customer.

To value your customer you need to understand the
tone, requirement of the customer and provide quick
reliable solutions that seem effortless, seamless and
beneficial to the customer. Gaining customer
satisfaction and loyalty is fundamental and the
approach is neither simple nor having a single
template as each customer is different, has different
needs and mindset.
To capture customer’s attention, and retention, quick
and correct analysis of consumer behavior and needs
is done immediately as and when data is entered into
the system.
This is called real time analytics. Data supplied by t
alyzed and options provided as per the desire of the
customer before the customer abandons the
shopping cart. Real time analytics is the game
changer and more research and improvement in the
process will remove all nuances. Managing very large
databases and information processing is a strenuous
task considering racing against time for solutions and
getting the perfect fit.
This data-driven society is a key emerging paradigm
driving innovation in domains such as business, the
Internet of Things, artificial intelligence, bio
informatics, and cloud computing to name a few.
Data science and advanced analytics with their
applications to real-life situations can significantly
alter the way we do business today by enabling real
time business intelligence. Monitoring data as and
when it is being entered and getting results prior to
the customer requests for it is real time analysis,
complexity is also because of the various touch
points of distributed network involved in online
shopping and each customer is different from the
other in its needs. A win win situation is possible
when the results are delivered as per the choice of
the buyer and also in microsecond or even lesser, in a
nanosecond… since a fraction of a second is too long
a time in this super-sonic multi-tasking world.To
analyze high volumes of data instantly as and when it
comes and make critical business decisions with
ease,
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is where AI and NLP comes in, having the ability to
be proactive and delving in distributed, parallel
processing of large scale unrelated data sets both
structured and unstructured and enabling
completion within a specified There is a plethora
of touch points from which the customer does
online shopping, For example, in portable mobile
services, there is a multitude of different screen
sizes across phones, tablets, desktops, game
consoles, Televisions, wear-able etc. and the use of
mobile devices to surf the web is growing at
astronomical speed. With growth in technology
and devices, Screen sizes will always be altering, so
it is important to be able to adapt to any size, now
and in the future.
Responsive web design responds to the needs of
the users and the devices they’re using. The layout
changes based on the size and capabilities of the
device. It allows you to create experiences that are
optimized for the device visitors are using to view
your site, and the size of the window hey have
open. Essentially, a responsive site provides a
dynamic layout and sometimes content or
functionality to fit the screen and context of
visitors. Cost and maintenance is low, accessibility
is high, and websites leveraging responsive design
have more visibility. (See Royal Cyber White Paper
on responsive web design for more details and
casestudies:
https://www.royalcyber.com/insights/white-paper
s/responsive-web-design) Finally to conclude,
expansion and more research on techniques such
as real time analytics, responsive web design, and
machine learning such as data science, AI and NLP
is the key to future prospects in e-commerce
growth. Data science helps in co relating data.
Natural Language Processing is how computers to
understand, analyze and derive meaning from
human language whereas Artificial intelligence
makes it possible for a software to learn from
experience, and make decisions based on its
acquired knowledge resulting in an enhanced
usability, as the AI algorithm observes the behavior
of distinct users and with time adapts to their
unique requirements.
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E-commerce and Royal Cyber:
Trendy, Committed & Progressive
IBM Premier Business partner & IBM Authorized
Trainer and Microsoft Certified Gold Partner.
Royal Cyber is a modernized e-business solutions
provider specializing in software deployment.
Headquartered in Chicago, Illinois we have a
global footprint with offices and development
centers across North America, Asia, Europe, Africa
and the Middle East region. Our strategic move of
establishing an offshore center in Asia has helped
us to reduce costs and provide highly
competitive rates to our valued clients without
compromising over quality.
We at Royal Cyber, help organizations to
streamline their business operations and
compete in the global marketplace by providing
cutting edge IT services. Since Its inception in
2002, our experts have been leaders in providing
exceptional & award winning services to
organizations of different industry verticals all
across the globe.
Shaping lives of our customers with
state-of-the-art technology solutions, leadership,
vision, innovation and partnerships.

AT ROYAL CYBER, WE DEVOTE
SIGNIFICANT TIME USING CUTTING EDGE
TECHNIQUES TO ENSURE THE
PERFORMANCE OF YOUR WEBSITE ON
VARIOUS MOBILE DEVICES IS AS GOOD AS
ON
DESK TOP
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About us: ROYAL CYBER
Royal Cyber is IBM Premier Business Partner with
a successful 13+ years of e-commerce
development and deployment experience.

Successful experiences of large scale B2B & B2C
ecommerce application development and
implementation.

Royal Cyber is recipient of the prestigious awards
received in recognition of its continued
commitment to quality and service.

We strive for innovation, to achieve YOUR goals.

55 Shuman Blvd,Suite 275, Naperville, IL 60563 USA. Tel: +1.630.355.6292
Email: info@royalcyber.com
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