
Trends in E-commerce 2014

Trends in E-commerce 2014 is a part of GreySpark's 
annual series that summarises trends in e-commerce 
and e-trading across asset classes. This year's edition 
comments on the requirement of cross-channel 
e-commerce offerings and on thr importance 
of data science for e-commerce.

For more information please visit: research.greyspark.com

All the views in this report are based on GreySpark’s 
hands-on experience working with a variety of 
capital markets trading firms, advising them on 
e-commerce and e-trading technology, business 
models and strategies. This experience is combined 
with the 2014 edition of the e-commerce survey of 
over 100 participants globally.
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The arms race for the 
leading offering continues, 
and the e-commerce 
offering of the dominant 
banks has developed 
significantly in recent years.

The dominant e-commerce 
offerings are cross-channel.

This report pinpoints 
priority areas for 
improvement across bank 
offerings, and it provides a 
framework to prioritise 
investments depending on 
types of bank clients and 
bank capabilities.

A roadmap for 
development of the 
bank’s e-commerce 
offering should start 
with the understanding 
of functionality that 
should be offered 
to bank’s clients.

E-commerce evolves, as the 
context and technology for 
trading changes. 
E-commerce is a nexus point 
of buyside demand for 
communication channels, 
with the sellside’s supply of 
those communication 
channels reflecting its desire 
to offer them. Leading 
investment banks use 
e-commerce channels 
primarily to protect their 
franchise. 

Gathers buyside and 
sellside participants 
where multiple 
dealers are pooled for 
access to the best 
price. 

A cut-down, 
mobile version 
of the bank's SDP. 

A direct interaction - 
face-to-face or via 
phone - between a 
bank and its clients. 

Connects buyside order 
and execution 
managements systems 
with sellside trading 
infrastructure for
low latency and 
low-touch trading. 

Improvement in user experience was 
the dominant initiative across the 
banks in 2013. In 2014 banks are 
catching up with retail industries in 
the use of data science.

At the moment, 70% of 
banks are using some 
form of data science, 
mostly to tailor pricing.

Comprehensive, 
data-driven e-commerce 
makes buyside interaction 
with the bank easier 
through: an increase in 
productivity, prediction, 
personalisation and proof 
of bank’s performance.

Banks can gain a 
competitive edge by 
offering data-driven 
e-commerce. Beyond 
having satisfied clients, 
the bank can use the 
data collected through all 
channels, including voice, 
to: prioritise goals, price, 
promote an offering and 
protect the franchise.
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A direct interaction 
between a bank and 
its clients through a 
bank’s desktop or a 
Web application. 
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Delivery of a consistent and 
comprehensive cross-chan-

nel service is a complex task. 
Banks rationalise their 

presence on e-channels and 
reduce excess capacity to 
focus efforts and spend on 

services that create the 
greatest value.
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