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Una persona 

Una consulta 

¿Una sola fuente? 



Ficha de Producto 

1. PRECIO 
VISIBLE 

2. INFORMACIÓN 
VISIBLE 

3. VARIEDAD DE 
PRODUCTOS 
(VERSIONES) 

5. DESCRIPCIÓN 
DE PRODUCTO 

6. RESPUESTA 
DE CONSULTAS 



¿Qué te 
parece el 
SEOday? 

Es el mejor Evento 
SEO de LATAM.  

¡Te lo recomiendo! 

Contenido Escalable 



Contenido Escalable 



Contenido Dinámico 



Pre-venta Post-venta 

Valor Agregado 



Estrategias 



BIG DATA 
Omar Vigetti 
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How Big Data is impacting e-commerce industry 
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The user experience revolution 
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Searches With Zero Clicks 

I don’t give 
a click 

Alexa is Brand 

Agnostic 
What happens if brands no longer 
influence the moment of truth? 
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Oracle Confidential – Internal 
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Data is the foundation of digital business.  
Every touch point, every click,  

every digital exhaust is relevant insight. 
 

Think of Data as capital or                                      
the next natural resource 



Oracle Confidential – 
Internal/Restricted/Highly Restricted 
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Struggling to Understand Customers 
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Retailers with a true 360-
degree customer view 
experience growth rates of 
earnings between 10-11 
percent, compared with just 
2-3 percent on average for 
their main competitors. 

Companies must apply 
advanced analytics to the 
large amount of 
structured and 
unstructured data at 
their disposal to gain a 
360-degree view of their 
customers. 

Problem Opportunity 

From Digitizing the consumer decision journey 

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiA-JWH4PPMAhUIwj4KHVH_D5gQjRwIBw&url=https://commons.wikimedia.org/wiki/File:McKinsey_and_Company_Logo_1.svg&bvm=bv.122852650,d.cWw&psig=AFQjCNHZ6MpuJOhZcquv9_p2-I-RKMTUwg&ust=1464214981895459
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/digitizing-the-consumer-decision-journey


RETAIL NIRVANA 

Simple Engaging Contextual 



DIGITAL + HUMAN 

- Saara Taalas, “IKEA-professor” 

The New consumer 



https://www.linkedin.com/in/ovigetti 

omar.vigetti@oracle.com 

@ovigetti 
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