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Online retail market: Ciao / Bing Shopping Europe

Fakten

Online retail market 2009
Germany: € 31,3b*

Europe: € 128,6b*

Online retail market 2009
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Ciao / Bing Shopping EuropeCiao / Bing Shopping Europe

* Quelle: Forrester Research, „German/EMEA Online Retail and Travel Forecast 2008-2014, 2009

Ciao / Bing Shopping Europe
Comparison Shopping: #1 in DE, FR, IT, ES | #2 UK, NL | #5 SE

> 44 Mio. Unique Visitors**

> 57,5 Mio. Visits**

~ 145 Mio. Page Impressions**

> 7,7 Mio. Products

> 5,5 Mio. Consumer reviews

> 3.200 Merchants
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** Omniture / 30. September 2009
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Value creation for consumer in e-commerce

Wide area of value proposition with information and data

Problem 
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search

Evaluation of 
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Purchase 
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Post 
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Where to buy?
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Information

Leads

Transactions

How to use?

Manuals, Tutorials,

Videos, Accesories

What to buy?

e.g. Assisted Shopping, Shopping Avatars,

Shopping Communities, User Generated Content, 

Asistant, User opinions, Images, Videos,  Consumer 

interaction, professional reviews / advise, Social 

networks



Available online data and information

Broad variety of online data available related to e-commerce

Explicit user preferences

Product catalogs

Product attributes and specs

Product associations

Borchures and manuals

Rich media - Images/Videos

Binary opinion ‚Like it‘, ‚Own it‘

Product ratings

Product attribute ratings

Cagegory / attribute selection

Product lists
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Implicit user preferences

Facts
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Rich media - Images/Videos

Merchant offers

Overall poularity of products

Browsing – click-path data

User behavior

Purchase history

Cookie information

Referrer/Links

Queries/Search

Demographics

Context (e.g. local)



Technology areas

Areas of online information and data storage and processing

Information

retrieval

Data 

structuring

Computational value 

creation

Catalog creation

Entity structuring

User intent recognition

Query classification

Feeds

Crawling Entity structuring

Parsing

Data extraction/ 

normalization

Indexing

Matching

Link calculation

Query classification

Search relevancy

Ranking

Recommendations

Opinion aggregation

Prediction models

Natural language 

processing

Crawling

Logs

Communities

Social networks

Real-time feeds
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User value creation with recommendation

Examples: Various types of recommendations and algorithms

Product-catalog based recommendations

Catalog gives information on products in form of categories, specs, accessories, 

compatibility, most popular products etc.

Collaborative filtering utilizes only consumer-product interaction

Active Collaborative FilteringActive Collaborative Filtering

Consumers of similar interest share consumer information (rate products, write 

reviews) help others making decisions on products - peer-to-peer approach

Passive Collaborative Filtering

Consumer preferences are collected implicitly and are used to filter and determine 

recommended products (e.g. User or Item-based similarity)

Examples for algorithms

• Distance / Similarity Matrices

• Statistical/probabilistic algorithms

• Regression, „Bayesian Network“

• Clustering, Classification

• Rule-based – production-rules and 

decision-tree algorithms

• Machine learning
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Challenges

… at processing of massive online data and information

Scale storage and processing of data

Reliability and quality of data

Processing and response times

Precision measurement and optimizationPrecision measurement and optimization

Size of data sets and groups

Different requirements by category

Not overcomplify

Agile engineering processes
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Examples

Recommendations by active collaborative filtering
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Source: ciao.co.uk



Examples

Catalog- / user-based recommendations

Shorten the decision path, Increase engagement
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Source: ciao.co.uk



Examples

Fuzzy search for display of relevant recommendations

Maximize relevancy of consumer information
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Quelle: ciao.co.uk



Examples

User behavior tracking and recommendations based on impilcit data

Maximize relevancy of consumer information
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Quelle: ciao.co.uk



Examples

Combination of technologies/algorithms for recommendations

Aggregation and intepretation of informationen
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Quelle: bing.com USA



Examples

Real-time data integrated in Bing Twitter Search

Filter user trends trends and news by preferences
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Quelle: bing.com USA
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Thank you!

16

Telefon +49 (0)89 25551 680

Fax +49 (0)89 25551 700

dke@microsoft.com

Ciao im Internet

http://www.ciao.de

http://www.ciao-group.com

http://socialmedia.ciao.de

http://www.twitter.com/ciaode
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