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Chapter 4
Commerce
In omnichannel business, only context makes the difference. SAP Hybris
Commerce delivers contextual, consistent, and relevant experiences to
attract, convert, and engage customers regardless of the channel or device.

Commerce is one of the critical components of customer engagement. More and
more brick-and-mortar businesses are being replaced by online storefronts. Online
customers have more choices to buy better and cheaper products online than ever.
Customers are expecting more from online storefronts, and it’s becoming increasingly difficult for businesses to keep these online shoppers engaged. Customers are
connected constantly through various channels such as online storefronts, social
media, mobile apps, online communities, and so on.
Businesses need next-generation commerce applications backed with omnichannel
capabilities to attract, convert, and retain customers. In this chapter, you’ll learn
about the SAP Hybris strategy for commerce and about the key components and
capabilities of SAP Hybris Commerce. We’ll review the unique capabilities of the SAP
Hybris industry accelerators; SAP Hybris Commerce Cloud capabilities; business
benefits of critical components such as SAP Hybris Customer Experience, product
content management (PCM), order management, and configure, price, and quote
(CPQ); and embedded commerce on SAP Hybris as a Service. We’ll cover SAP Hybris
Commerce Cloud integration with other SAP Hybris front-office solutions such as
SAP Hybris Marketing Cloud, SAP Hybris Service Cloud and SAP Hybris as a Service, as
well as SAP backend integration with SAP S/4HANA, SAP ERP, and SAP Customer Relationship Management (SAP CRM). In this chapter, we’ve also reviewed some options
and scenarios for synchronous and asynchronous integration between SAP Hybris
and SAP backend systems.

4.1 Strategy for Commerce with SAP Hybris
SAP’s strategy for commerce is driven primarily by an ever-changing customer
landscape powered by digital transformation. SAP Hybris Commerce Cloud helps
companies transform their business by focusing on the following three areas:
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쐍 Become an omnichannel business

SAP Hybris Commerce Cloud offers omnichannel commerce capabilities to customers. Whether a customer is buying online or calling a customer service agent
about issues of placing an offline or online order, the experience for the customer
has to be consistent. Sales and service agents—whether in a call center, an in-store
environment, or in the field—can use SAP Hybris Commerce Cloud to collaborate
with customers on the same storefront, guide them through their online experience, and finally help them achieve their goals. Additionally, as the number of customer touch points is exploding, innovation and agility are critical factors for
business success. SAP Hybris Commerce Cloud lets you sell and communicate consistently across online stores, smartphones, tablets, social networks, and any
Internet-enabled device.
쐍 Deliver a contextual customer experience

As a next-generation content management system, SAP Hybris Commerce Cloud
enables streamlined and intuitive content management. The auto-optimized mix
of products based on business goals and contexts delivers unmatched merchandising capabilities to customers with SAP Hybris Commerce Cloud. The ability to
measure, learn, and improve helps you consistently deliver exceptional customer
experiences. Contextual and personalized experiences are key to driving customer satisfaction and loyalty.
쐍 Unify the customer process

SAP Hybris Commerce Cloud is integrated with SAP Hybris front-office and SAP
back-office processes to provide a unified customer experience. From marketing
to the online shopping experience, customer information is shared across the processes to deliver accurate, transparent, and timely information to customers when
they want it.
In subsequent sections in this chapter, we’ll review how the unique capabilities of
SAP Hybris Commerce Cloud align with SAP’s strategy for a next-generation commerce solution.

4.2 SAP Hybris Commerce Cloud
SAP Hybris Commerce Cloud provides everything you need to deliver the ultimate
multichannel experience that is both global and highly personalized to customers,
prospects, suppliers, and partners—ensuring they are always able to engage with
you and vice versa, wherever they sit and via whatever medium they choose. Most
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importantly, SAP Hybris Commerce Cloud guarantees a consistent customer experience, giving you the confidence that every customer and partner transaction is positive and profitable.
In the following sections, we’ll begin by outlining the core commerce functionality
provided by SAP Hybris Commerce Cloud before diving into specific business processes and offerings.

4.2.1 Core Commerce Functionality
The key components of SAP Hybris Commerce Cloud and their benefits are as follows:
쐍 Search and navigation

Before a customer can make a purchase, he needs to find what he is looking for.
Poorly organized search results and unintuitive information architecture can create usability problems, frustrate customers, and, most importantly, result in lost
sales. The search and navigation module helps your costumers browse through
the pages of your web stores. This can contribute to higher conversions, larger
orders, more page views, and fewer complaints from people who use the search
and navigation. The module capabilities are seamlessly integrated with the system. They are built on the Apache Solr server, which makes the framework easy to
expand.
쐍 Rule engine

The rule engine converts business objects to be used in rule conditions and
actions. To enable businesses to manage rules easily, the rule engine provides a
generic user interface (UI) called the rule builder. With this, the module provides
the following advantages:
– A configurable system based on rules
– A system that is capable of separating data and logic
– A fast and scalable system that provides an efficient way of matching rules and
data
– A centralized repository of executable and readable rules
– Integration with a UI to manage rules and display results
The rule engine is built to be extensible and generic. Across the SP Hybris Commerce platform, you can use it for bundle rules, order management for SAP Hybris
Commerce warehouse and sourcing rules, and order change management rules.

137

4

4

Commerce

4.2

SAP Hybris Commerce Cloud

The perfect sample implementation is the promotion engine, which allows businesses to create and manage promotions and runs on top of the rule engine.
쐍 Promotion engine

The promotion engine allows businesses to create and manage dynamic and individualized promotions. With the promotion engine, businesses are able to offer
promotions on the fly and control the results throughout the customer’s journey.
It provides the following benefits:

4

– Improved customer engagement and retention through highly targeted promotions
– Easy-to-use and intuitive business tools for faster creation and publishing of
promotions, as shown in Figure 4.1 and Figure 4.2
– An omnichannel strategy for promotion management to boost sales and customer loyalty across all touch points

Figure 4.2 Use of a Promotion Code on a Storefront (Customer View)
쐍 Payment

The payment module (see Figure 4.3) answers the customer’s expectations for a
flexible and modular solution that is able to support the complexity of online
payment processing. Its main purpose is to help the large number of merchants
that are integrating with payment service providers (PSP) to map their commerce
applications to the existing payment networks. This is necessary to reduce dependency on financial institutions and eliminate the need to establish individual
connections directly. The payment module is ready to coordinate the flow of transactions among a complex network of financial institutions and processors. The
module supports integrating payment gateways into SAP Hybris Commerce Cloud
by grouping the adapters supporting the cooperation with external PSP.
Figure 4.1 Defining Rules with Conditions and Actions for Promotions (Promotion Manager
View)
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Figure 4.4 Setting Up Product Bundles in the Bundling Module

Figure 4.3 Example of an Integrated SAP Hybris Payment Module
쐍 Bundling

The bundling module (see Figure 4.4) provides the following functionality to personas who are acting in different areas of digital product marketing:
– Managing the combined sale of physical and digital goods to appropriately
route and fulfill the physical and digital pieces separately
– Creating complex product offerings and personalized bundles that deliver multiple packages of digital goods such as a sports media package in the case of an
IPTV provider, or a magazine package for a publisher
– Enabling businesses that sell digital goods to continually sell to their customers
via commerce application programming interfaces (APIs), for example, in-app
purchases, guided selling, and up-selling
The bundling feature lets you define different pricing for a product depending on
whether it’s sold individually or in a bundle of multiple quantities. Figure 4.5
shows phone and plan product bundles available in a storefront for selection.
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Figure 4.5 Product Bundles Available on a Storefront for Selection
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쐍 Subscriptions

This module is specially designed to support businesses with a subscription-based
sales model. SAP Hybris Commerce Cloud with the subscription module allows
you to manage frequency, length, renewals, and other attributes unique to the
subscription-based business models. Using this tool, business users can easily set
up subscription-based pricing, pricing periods, subscription terms and conditions,
entitlements and metering, and so on.

4

쐍 Assisted Service Module (ASM)

ASM allows customer sales and service personnel to provide real-time sales and
service support to customers using the same storefront the customer is interacting with across the omnichannel framework. Whether the customer is buying
online or in store, B2C/B2B sales reps or customer service agents can share the
same buying experience and can even check out on behalf of the customer. Additional relevant customer information such as buying preferences, alternative
product recommendations, or up-sell cross-sell propositions help those sales and
service agents drive customer satisfaction and conversion.
Figure 4.6 and Figure 4.7 show examples of ASM in the SAP Hybris Commerce
Accelerator for B2C storefront.
Figure 4.7 ASM Unified Customer View
쐍 Commerce infrastructure services

The SAP Hybris Commerce Cloud infrastructure services deployment consists of a
number of web applications for accessing third-party services such as shipping,
tax calculation, payment, fraud detection, address verification services, and so on.
Ready-to-use services based on SAP Hybris Commerce Cloud infrastructure services are available for certain third-party providers through the SAP Hybris marketplace.
쐍 Omni-Commerce Connect (OCC)

OCC is a commerce API offering a broad set of commerce and data services that
enable you to use and leverage the complete SAP Hybris Commerce Cloud functionality anywhere in your existing application landscape. Its main benefits are as
follows:
– Customers can enable new touch points and channels quickly without lengthy
and costly IT cycles.

Figure 4.6 Assisted Service Module (ASM) in a B2C Storefront
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– Commerce processes and data can be reused easily across all touch points,
increasing the speed and lowering the costs of providing new transactional
interfaces.
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– It isn’t restricted to human UIs; you can easily integrate with other systems and
even provide interfaces to partners and other organizations.
Figure 4.8 describes a variety of components which can be connected to SAP
Hybris Commerce via OCC.

SAP Hybris Commerce Cloud

Using mobile SDK delivered by SAP Hybris, as shown in Figure 4.10, custom mobile
apps can be built for providing unique shopping experiences to both B2B and B2C
customers.

4
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Figure 4.8 SAP Hybris Commerce Cloud Functionality to API Clients via OCC
쐍 Native mobile app and mobile SDK

SAP Hybris delivers native iOS and Android apps for B2B and B2C scenarios, as
shown in Figure 4.9.

Figure 4.10 Mobile App SDK for iOS and Android

4.2.2 Business-to-Business and Business-to-Consumer

Figure 4.9 SAP Hybris Native Mobile App
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SAP Hybris Commerce Cloud includes ready-to-use SAP Hybris Commerce Accelerators for B2B and B2C that can be set up in as few as 50 days and get up and running
with online storefronts as needed. Ready-to-use content, templates, shopping cart,
and backend integration are some of the key functionalities delivered with these
accelerators. The objective of accelerators is to reduce the time to value and lower the
total cost of implementation. We strongly recommend that you evaluate these accelerators before embarking on an implementation. The details of these accelerators are
as follows:
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쐍 SAP Hybris Commerce Accelerator for B2C

The SAP Hybris Commerce Accelerator for B2C expedites value realization by providing a fully integrated and working storefront with delivered content. It includes
multiple B2C storefront templates to choose from to meet storefront requirements. Some of the key requirements for B2C, such as PCM, business tools, touch
point integrations, order management, search, and navigation, are delivered out
of the box with the SAP Hybris Commerce Accelerator for B2C. Unlike B2B, visitors
can browse B2C storefronts without registration, as shown in Figure 4.11.

4.2
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– Merchandizing, data import, and attribute-rich product details in storefronts
– Intuitive product search based on product attributes and catalog navigation
with internationalization support
– Store locator functionality based on various search criteria such as postal code,
city, state, and so on
– Integration for user-generated content through social media augmented product ratings and content to boost sales
– Shopping cart, checkout, and payment functionality support out of the box
– Order management, fraud detection, and customer account management
– Native mobile applications for B2C to offer consistent shopping experience
across multiple channels
– Express check-out functionality
쐍 SAP Hybris Commerce Accelerator for B2B

SAP Hybris Commerce Accelerator for B2B is a ready-to-use add-on that provides
quicker and easier delivery of the B2B omnichannel commerce functionality by
taking advantage of the unique flexibility and capabilities of SAP Hybris Commerce Cloud (see Figure 4.12).

Figure 4.11 Example of the B2C Storefront

Key features included in the SAP Hybris Commerce Accelerator for B2C are as follows:
– Web content management for easy creation and deployment of content in
storefronts
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Figure 4.12 SAP Hybris Commerce B2B Storefront

147

4

4

Commerce

The omnichannel commerce SAP Hybris Commerce Accelerator for B2B includes
B2B storefront templates, PCM, business tools, self-service tools, B2B account
management, order management, product configuration, and punchout services.
An enterprise business customer’s contact can log in to the storefront, browse
through the product catalog, and add products to the shopping cart, as shown in
Figure 4.13.
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The key features delivered by SAP Hybris Commerce Accelerator for B2B are as follows:
– Self-service account management
Customer administrators can set up employees as users, assign required access
rights, and set up individual purchasing units within the organization. They can
also leverage built-in rules and workflows to configure and set approval rules
for purchasing limits for individual users or purchasing units. Customer administrators can easily manage cost centers and budgets for all the purchases
through the B2B shop by using the self-service account management capability.
– Online ordering
In B2B, users can browse product catalogs and place orders online. They can also
schedule orders that are replenished automatically if they represent recurring
demands. The orders can be set up to go through an internal and external merchant-approval process. Orders can also be tracked online for their exact status
such as shipping details.
– Custom catalogs
B2B merchants can offer customized product catalogs for specific customers.
For example, they can customize product lists and product search pages for specific organizations, departments, and customers as required.
– Custom pricing
SAP Hybris Commerce Accelerator for B2B supports complex pricing models,
which can be set up either in the SAP backend system and replicated to SAP
Hybris Commerce Cloud or set up natively within the commerce platform.
– Price quote request
Purchasers can submit a quote request to the merchant to negotiate the price
for a sales order. Such quotes can be restricted to a minimum order quantity.
– Credit management
Merchants can define credit limits based on various criteria such as currency,
date range, order value, and so on.
– Multidimensional products
Products can be defined based on various attributes such as size, color, fit, and
so on.

Figure 4.13 Example of a User Logged into an SAP Hybris Commerce
Accelerator for B2B Storefront

148

– Advanced product search
Users can search for products based on product attributes such as product code,
bar code, text description, and so on.
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– Punchout support
An SAP Hybris Commerce B2B site can be integrated with a customer procurement
system such as SAP Ariba. Orders placed on the B2B site can be automatically
converted to purchase requisitions and saved in the customer’s procurement
system.

4.2
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order management, subscription capabilities, and guided selling. Figure 4.14 shows
the standard storefront delivered with the B2C SAP Hybris Commerce Telco Accelerator.

4

– SAP backend integration
Integration with the back office enables streamlined order fulfillment processes
for orders placed through B2B sites.

4.2.3 SAP Hybris Commerce Industry Accelerators
In addition to SAP Hybris Commerce Accelerators for B2B and B2C, SAP Hybris has a
growing list of industry accelerators. SAP Hybris Commerce industry accelerators
allow you to deploy a fully integrated and truly omnichannel commerce solution for
specific industries such as telcos (telecommunication companies), financial services,
and travel. These accelerators enable the unique shopping experiences customers
demand and expect from merchants. These accelerators deliver fully integrated and
working storefronts out of the box with a set of required business tools incorporating
industry-recognized best practices and innovations. Hence, you have everything
ready to go live faster because you only need to change the layout to reflect your
branding and perform essential integration activities with your order fulfillment system and PSPs.
New industry-specific accelerators are being added to the SAP Hybris Commerce
portfolio on a regular basis. In the following subsections, we’ll look at some of the currently available accelerators.

SAP Hybris Commerce Telco Accelerator
Most commerce solutions are only centered on retail. However, below the surface of
“a transactional website” a telco’s business requirements differ hugely from a
retailer’s (e.g., subscriptions, add-ons, bundles, different promotions, unique checkout flows, upgrades, contracts, combining service and sales, etc.). Only SAP Hybris
delivers a commerce platform specially designed to help telcos sell more online and
in store, maximize average revenue per user (ARPU), and deliver an omnichannel
customer experience that streamlines complex purchase processes. Using SAP
Hybris Commerce Telco Accelerator, businesses can go to market in as little as 50
days with a fully featured omnichannel commerce solution, including Telco storefront templates, PCM, business tools, touch point integrations, bundling capabilities,
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Figure 4.14 An SAP Hybris Commerce Telco Accelerator B2C Storefront Template

Some of the key features of the SAP Hybris Commerce Telco Accelerator are as follows:
쐍 Provides a complete storefront for products and services with management of dig-

ital and physical goods packages
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쐍 Enables complete management of selling devices, contents, and changing devices
쐍 Allows bundling of products and services, including rule-based discounts, bun-

dles, and promotions
쐍 Supports initial subscription data to customer invoicing with possible different

scenarios such as upgrading a customer account and using a prepaid system
쐍 Fully integrates with omnichannels
쐍 Enables automatic cross-selling and up-selling of compatible accessories

4.2
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The SAP Hybris Commerce Financial Services Accelerator also includes an ASM solution that enables agents to take over a customer’s online frontends and quotes, offer
product support on the spot, or simply complete an order on a customer’s behalf.
Some of the key components included with this accelerator are financial services
storefront templates; PCM; business tools; touch point integrations; dynamic online
forms; support for homeowner, renter, auto, life, and event insurances; bundling
capabilities; ASM; and subscription capabilities. Consumers can easily request insurance quotes by entering their details in the Financial Services accelerator storefront,
as shown in Figure 4.16.

SAP Hybris Commerce Financial Services Accelerator
SAP Hybris Commerce Financial Services Accelerator includes preconfigured reference integrations and storefront templates for property, travel, and event insurance
policies. It can also be easily customized and extended to meet the needs of other
financial service providers such as banks and retail financial institutions. Customers
are guided through each step of the quote process, with various policies and added
options, and they can enter all relevant data through customized forms that adapt to
their answers. You can easily set up insurance bundles consisting of plans, associated
options, and payment methods in the product cockpit. You can also provide customers with a summary of their choices, and the option to request a quote, issue a policy
on the spot, or save for later review, as shown in Figure 4.15.

Figure 4.16 Customer Requesting an Insurance Quote in the SAP Hybris Commerce Financial Services Accelerator Storefront
Figure 4.15 SAP Hybris Commerce Financial Services Accelerator Storefront for Insurance
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Some of the key features of SAP Hybris Commerce Financial Services Accelerator are
as follows:
쐍 Tailor-made omnichannel solutions for financial service providers
쐍 Customer portals for improved selling and integrated forms for customers to fill

4.2
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With SAP Hybris Commerce Utilities Accelerator (see Figure 4.17), you can easily set
up an order-to-cash process for energy and nonenergy products. As a result, the new
solution helps utilities accelerate the time to market with any product and service
while reducing the cost to serve their customers.

4

in all relevant data via yForms
쐍 Ability to retrieve, save, and review quotes in the checkout process
쐍 Preintegrated homeowners, renters, travel, and event insurance storefronts
쐍 Customizable prices and additional policy options
쐍 Guided selling options included to guide customers through the ordering process,

including the ability to compare different insurance plans
쐍 Support of dynamic forms for complex insurance policy types
쐍 Easy configuration of bundling options for insurance plans with associated options
쐍 Ability to offer flexible customer payment options, for example, monthly, quar-

terly or yearly
쐍 Integration with ASM to offer product support in completing the transactions for

complex policies by taking over customers’ storefront experience
쐍 Supports find agent functionality, enabling customers to find experts quickly in a

financial-related field of interest and communicate directly with agents of their
choice

SAP Hybris Commerce Utilities Accelerator

Figure 4.17 Customer Requesting an Electricity Quote in SAP Hybris Commerce Utilities
Accelerator

The utilities accelerator for the SAP Hybris Commerce Cloud enables utilities to offer
an online sales process from order to billing through integration with the SAP Industry Solution for Utilities (SAP IS-U). Energy products, such as gas and electricity can be
offered together with nonenergy products and services.

SAP Hybris Commerce Travel Accelerator

Product content and catalog functionality from SAP Hybris Commerce has been
enhanced with energy products and attributes to be used as templates for adding
new product offers to the market and reacting quickly to customer demand. A predefined and guided sales process selects valid products based on given customer
information such as region and consumption. Through the sales process, energy
prices are automatically retrieved from the backend system. In the checkout process,
the customer information is collected and transferred to SAP IS-U. Further solution
capabilities allow the integration to SAP IS-U tariffs and the mapping to SAP Hybris
Commerce products. Customer master data are transferred and ready for the forthcoming processes.
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The SAP Hybris Commerce Travel Accelerator enables travel companies to deliver
their omnichannel strategies through SAP Hybris Commerce, providing marketleading retail capabilities to meet modern travel business demands.
The core of the SAP Hybris Commerce Travel Accelerator is the data model, which is
designed specifically to provide a reference model that can be extended and adapted
to meet the needs of customer implementations. Based on the Open Travel Alliance
(OTA) industry standard, it encompasses the main data objects for transport providers: air, rail, bus, cruise, and ferry.
The SAP Hybris Commerce Travel Accelerator provides a preconfigured storefront
based on an airline B2C model, containing pages and components that deliver a
responsive UI design as well as a complete booking funnel for flights and related
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products. It provides a suite of business services that can be exposed through any
channel to deliver a complete end-to-end customer experience.
The underlying integration capability of the SAP Hybris Commerce platform enables
customers to develop connectors to a range of industry reservation and inventory
systems.
The main features of the SAP Hybris Commerce Travel Accelerator are as follows:
쐍 Fully responsive storefront featuring a landing page, travel search, fare selection,
ancillaries, customer login, passenger details, payment, booking management,
flight status, trip finder, and customer login/registration
쐍 Fare selection page with search results and a dynamically updating itinerary basket
쐍 Ancillary selection page with the ability to add supplementary products (flight
meal options, seat selector, lounge access, fare upgrades, etc.) to the itinerary
쐍 Ability for customers to log in or create an account with a passenger profile complete with preferences
쐍 Ability for customers to manage their bookings, check flight status, search for past
or upcoming bookings, and update their profile
쐍 Integrated ASM so customer service agents can offer product support and help
complete transactions for customers directly from their basket
쐍 Back-office cockpits with business administration interfaces for creating and managing products, flight schedules, bundles, promotions, and business rules

SAP Hybris Commerce Citizen Engagement Accelerator
The citizen engagement accelerator helps bring services to citizens through a single,
unified UI which resides in users’ personal accounts. It provides ease of use in document handling, requests, payments, permits, and registrations in areas such as:
쐍 Civic services to deliver public services online, such as applying for an ID, visa, or
parking permit, and filing public grievances
쐍 Social services to support financial or medical assistance, child care assistance, and
unemployment benefits
쐍 Tax and revenue management including online taxpayer services or using omnichannel capabilities across all devices and channels, allowing agencies, citizens,
and governments to exchange information and minimizing the need for “doubletouch” interactions
쐍 Grantor requests to allow, e.g., schools to easily request and track grants for modernization projects, such as new building insulation
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4.2.4 SAP Hybris Customer Experience
The traditional approaches to engaging customers with mass-segmentation and boilerplate-driven content aren’t sufficient to attract and retain digital customers. The
expectation is increasing for improved customer experience with each passing
moment. Organizations need to fine-tune their customer experience constantly to
win and retain online customers. Customers are constantly looking for new contextual experiences based on personalized contents.
SAP Hybris Commerce Cloud enables businesses to provide contextual experiences
to their customers. It delivers dynamic, consistent, and targeted content, as well as
personalized offers, to online customers across the touch points. SAP Hybris Customer Experience is integrated fully with SAP Hybris Commerce Cloud, SAP Hybris
Merchandising, and Digital Asset Management to provide a 360-degree perspective
of customers and present relevant content dynamically based on customer context.
SAP Hybris Customer Experience is based on a three-pronged methodology as follows:
쐍 Understand customers

Before offering any engaging experience, it’s absolutely critical that you understand your customers and their journey, uncover their needs, and record their
transactions, events, interactions, contexts, and behaviors.
쐍 Create experiences

Based on customer profiles, you craft customer experiences by personalizing
content, merchandising, and commerce behavior. Using customer preferences,
interactions, predictive analytics, and business rules, you create exceptional and
contextual omnichannel customer experiences and deliver relevant and timely
offers that are effective in shaping the customer journey from discovery to advocacy.
쐍 Deliver and optimize

Deliver the customer experience, measure results, and fine-tune as needed to
improve the business results. You need to measure performance based on certain key performance indicators (KPIs) such as conversion rate, customer lifetime value, cost per acquisition, shopping cart abandonment rate, bounce rate,
and so on.
Businesses can execute on this methodology to create value and attract, convert, and
retain customers. Through optimized websites, streamlined marketing, and branded
experiences, businesses can attract new customers to their storefronts. Attracting
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customers to storefronts is just one side of the equation unless you convert them to
actual buyers. Without conversion, it’s as good as not having those customers at all.
Converting visiting customers to buyers requires offering personalized search and
merchandising for relevant products with tailored contents and promotions, and,
finally, retaining the customers to create stronger brand loyalty through optimized
customer experiences and cross-channel consistency. The contextual customer
experience is possible through the SAP Hybris web content management system
(WCMS). WCMS is a marketing and publishing tool that offers web content management capabilities for all channels and devices, as shown in Figure 4.18.
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쐍 SmartEdit

You can design intuitive content management and navigation using worldclass SmartEdit capabilities. It allows you to manage websites with versions and
edit content contextually with options to preview and synchronize with catalogs. It allows you to expedite content management through consumer-grade
interactions by editing directly on the website using drag and drop, as shown in
Figure 4.20. WCMS web services allow the reuse of content and integrations. SAP
Hybris Customer Experience and SmartEdit enable exceptional and contextual
customer experiences from a single business tool.

Figure 4.18 Consistent Content across All Devices

It’s integrated fully with PCM and SAP Hybris Commerce Cloud. WCMS enables you
to easily manage contents across channels, including online, mobile, and rich Internet applications, from a single interface.
You can effectively create, manage, and drive customer experiences across all touch
points. WCMS supports comprehensive preview capabilities for both desktop and
mobile devices with the ability to make changes to product contents by live edits;
drag and drop; synchronization of single components, whole sections, and entire
pages; responsive image management; and on the fly. These functionalities enable
businesses to easily place and reuse cross-channel marketing campaigns, as shown in
Figure 4.19.
With WCMS, you can make content easily available across all output channels, enable
fast and easy creation of first-class multifunctional sites, manage responsive sites
from a single business UI, and ultimately create a seamless omnichannel customer
experience. Some of the key compelling features of WCMS are as follows:
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Figure 4.19 Example of a Campaign on a
Storefront with a Special Offer

Figure 4.20 SmartEdit Capability in SAP
Hybris Commerce WCMS
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SAP Hybris Customer Experience helps you provide consistent, dynamic, and
contextual content across all touch points and devices with responsive templates and powerful capabilities, including SmartEdit, test, and preview. Most
importantly, it has lower implementation times and requires no extra integration costs. SmartEdit provides a framework for managing merchandising, personalization, optimization, and other commerce-related functionality in one
tool, as shown in Figure 4.21.

4

Figure 4.22 Contextual Placement of Merchandise in a Storefront

Figure 4.21 Personalization with SmartEdit
쐍 Contextual merchandising

SAP Hybris Customer Experience can be enhanced with contextual merchandising to drive real-time business metrics, which helps to place hot products for customers to easily see and buy, as shown in Figure 4.22.
Hot products are more likely to drive conversion. You can push products to the
storefront that need to be sold sooner by synchronizing merchandising with the
promotional calendar to drive more sales of promoted products. You can also
drive conversion by personalizing merchandise to individual customers and
showing products that are relevant to them. Customer conversion is highly volatile and depends on many factors such as time of day, weather, availability, promotions, competitors’ promotions, press reviews, social trends, and so on. The static
merchandising rules aren’t sufficient to keep up with these factors. Merchandising
has to be contextual and data driven. Using internal and external data sources,
you need to adjust the merchandising mix continuously to leverage the real-time
changes in customer conversion, as shown Figure 4.23.
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Figure 4.23 Example of a Merchandise Mix in SAP Hybris Merchandising
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Figure 4.24 shows how SAP Hybris Merchandising business users can easily drag
and drop the products to change the merchandising mix.

4

Figure 4.25 Adjusting the Merchandise Mix Using Business Metrics

Figure 4.24 Dragging and Dropping Products to Change the Merchandise Mix

Sales $

You can also personalize the experience for each storefront visitor automatically
by proposing one-on-one merchandising recommendations.
To implement contextual merchandising effectively, you can leverage data continuously updated from the storefront in real time to track metrics such as best
sellers, top converters, top trending, or most profitable products. Merchandisers
can preview product mixes suggested by the system based on metrics for different
contexts and adjust the priority of metrics to meet business and merchandising
goals. Product mixes can be adjusted in real-time to show an up-to-date and contextually relevant product mix to the customer. Figure 4.25 shows how merchandisers can adjust the merchandising mix using business metrics, manually
dragging and dropping products to components slots, and adding personalization
rules to component slots for targeted product results as needed.
SAP Hybris Merchandising enables higher customer satisfaction with personalized buying experiences and offers business users the unique ability to quickly
respond to trends—what is selling now as shown in Figure 4.26—to move products in the storefront more efficiently. It provides businesses better control over
the dynamic commerce experience.

162

Day 1

Day 2

Day 3

Day 4

Day 5

Day 6

Day 7

Time

Figure 4.26 Example of Best-Selling Products Trends
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쐍 Superior search experience

The search and navigation module under SAP Hybris Customer Experience offers
faceted navigation as well as free-text search, integrated in a single interface. With
type-ahead keyword suggestions and clues, users can fine-tune their searches.
With spell check enabled, products appear in the search results even if keywords
are misspelled by the customer. Faceted browsing enables you to display your
offerings based on specific combinations of attributes that are important to customers. Customers can combine attributes dynamically to quickly browse huge
product categories and easily find relevant product details, as shown in Figure 4.27.

4.2

SAP Hybris Commerce Cloud

The module also enables you to proactively manage the search experience with
synonyms and stop words to adapt searches to reflect the real world. Shoppers can
find what they are looking for with a wide range of related words. SAP Hybris Commerce Cloud also supports searchandising with keyword redirects, which allows
you to define specific keywords that redirect shoppers to a specific landing page
when they search for that term. This helps you manage content for certain products to maximize conversions, as well as up-sell and cross-sell opportunities,
through carefully merchandised landing pages.
You can easily promote specific products, vendors, and product categories by placing them at the top of the search results, as shown in Figure 4.28.

Figure 4.28 Product Search Results

Figure 4.27 SAP Hybris Commerce Search Based on Attributes
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The SAP Hybris Commerce Search Cockpit empowers even nontechnical business
users to manage and maintain search and facet preferences with its user-friendly
interface. In the Commerce Search Cockpit, you can promote “hero products” to
the very top of search results by just clicking the star symbol next to the product.
Facets can be turned on and off, and the order of facets can be changed as well.
Boost and bury functionality allows you to prioritize certain products or product
categories in search results based on business needs, pushing them higher or
lower on the list.
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The SAP Hybris search functionality offers direct access to Apache Solr queries,
including advanced Solr features such as field collapsing, geospatial search, simplified updating of search results with automatic updates through real-time synchronization of catalog changes, and custom mapping of Solr search results.
Faceted browsing in the SAP Hybris search functionality offers a range of sorting
and browsing options to allow you to narrow and broaden the criteria by facets
such as price, brand, product type, product color, product size, and so on. It
includes support for multilanguage, multicatalog, and multistore search capabilities.
쐍 New personalization

SmartEdit-based personalization capabilities work across both content and commerce in an integrated way, so that you can build customer experiences consistently across channels and functionality. Using SmartEdit for SAP Hybris Customer Experience, you can see the end-customer experience as you build it, all the
while working in one set of tools.
The new personalization functionality comes with the following benefits:
– Easy targeting of content with the help of SmartEdit
– Creating customizations and managing how they interact for a complete user
experience
– Observing changes in the correct context as you work using a dedicated preview
– Delivering a personalized experience to customers through the accelerator
storefronts
The personalization mode available in SmartEdit helps you easily organize and
customize the content displayed to particular users based on their allocation to
user segments.
The personalization mode allows you to do the following:
– Manage targeting of content from within SmartEdit.
– Create new customizations and manage how they layer and interact to build a
complete user experience.
– See changes in the correct context as you work.
– Preview the customizations from the context of different customers.
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