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To really boost the consumer experience of these companies and other customers across all their online and
offline sales channels, ASUS also wanted to enable a
seamless O2O shopping journey that included product
discovery on the internet, offered special discounts and
promos online, and supported in-store sales, upselling
and product maintainance.

…

First, we used Magento Commerce’s readymade B2B features and powerful tools to enable ASUS’s B2B sales and promotion
strategies for corporate accounts. Because it’s a highly customizable and extensible eCommerce platform with market-leading
content management and analytics, Magento was the ideal tool to address the unique needs of ASUS with regards to its B2B
sales. ASUS also recognized the need for a scalable platform that would encourage B2C and B2B growth, as it expected continued high returns in both arenas in the future.

On the B2C side, there was consolidated commercial support integrated with the B2B capabilities of the webstore. Some of the
special purchasing features SmartOSC was able to provide using Magento Commerce included one-step checkout to make the
buying process simpler and more intuitive for the customer, thereby prompting more sales, and Return Management Authorization. We also added advanced reporting abilities and an Elasticsearch suggested search feature to make user browsing seamless and consistent across all parts of the webstore.
In terms of its relation to the multiple ASUS resellers and distributors, the Magento eCommerce system was integrated with
their partners’ ERP systems to create harmonious data syncing in real time. What’s more, it is now possible for ASUS to add and
remove distributors and vendors easily in Magento to fit with their upcoming business development plans.

The results ASUS saw spoke for themselves. ASUS’s customers responded to the new design and use features with astounding
positivity. The company managed to get 37% more page views, and an increase of 1 minute and 39 seconds per session
duration, showing that the new site and its features are more attractive to potential customers, and help convert them to leads
with the potential to drive up sales revenues.
These visitors, who stay longer on the site, are incentivized to buy from the company thanks to the fresh multitude of purchase
options, including that all-important physical element of offline shopping.

…

When ASUS united their B2B and B2C sales across their online and offline channels, it was just the start of a brand new way of
connecting with their customers to give them the best service possible, and the one they most needed. There was just one
problem: this kind of Omnichannel customer personalization requires lots of data about each consumer from lots of different
sources.

By assigning each person a unique ID and tracing their information across every touchpoint they have with the ASUS brand and
filling in any gaps in the customer journey with AI predictive modeling, the company was able to know more about the people
who used their services and were interested in their products than ever before. They could then use this information to target
each one personally, with marketing content and special promos directed specially for them, boosting their customer service
offering to heights previously unknown.
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