
Case Study – TSI Holdings
Creating Content-Rich E-Commerce Experiences

For TSI, omnichannel experiences (where customers shop both in stores and online) are the 
wave of the future. Omnichannel experiences increase the brand times for customers—the time 
they spend with the brand, browsing goods on physical racks (in stores) as well as on digital 
racks (online).

By TSI’s calculations, omnichannel shoppers are more engaged and driving more revenue than in-store or online only 
customers.

• Omnichannel customers are shopping 5.1 times per-year and spending US$952

• In-store only customers are shopping 1.6 times per year and spending US$242

• Online only customers who are visiting 1.3 times per year and spending US$196

More brand time means greater engagement, such as browsing fashions in-stores and then completing purchases 
online. Content + commerce is the foundation for delivering omnichannel experiences that engage customers and 
compel them to action. 

Omnichannel experiences are the
wave of the future
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The Situation
Explosive growth across multiple brand 
experiences

TSI is on the move, building out its e-commerce presence. 
To accelerate its digital leadership, TSI adopted Salesforce 
Commerce Cloud in 2016 as its e-commerce platform. At 
last count, approximately 20 of its 38 brands are selling 
goods online, and TSI is steadily launching new digital 
storefronts at a rapid rate.

But this explosive growth has consequences. Brand 
marketing teams need the capabilities to manage web 
content on their own and launch new digital experiences 
at will, without relying on the central e-commerce team 
to implement site updates. The various brands need to 
own all aspects of their digital storefronts – the content, 
look-and-feel, and even the different presentations on PCs 
and mobile devices – while the central e-commerce team 
coordinates core commercial and transactional activities.

About TSI Holdings Co. Ltd.
A top fashion retailer in Japan

TSI Holdings is one of the top five fashion retailers in Japan, with annual 
revenue of ¥159.1 billion (US$1.49 billion). It has 38 different clothing and 
apparel brands in its portfolio, including several international names that it 
licenses exclusively within the Japanese market. 

TSI is also the largest e-commerce retailer among Japanese fashion firms. 
While modest compared to total revenue, TSI’s US$237 million e-commerce 
fashion sales captured 40% of the online fashion sales of top 5 Japanese fashion firms in 
2016. Moreover, year-over-year e-commerce sales are growing steadily, at 20% in 2016 
and 13% in 2017. Not surprisingly, mobile captures the major share of online experiences 
– approximately 75% of e-commerce traffic in 2017 and a 5% increase over the previous 
year.
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The Challenge

Overcoming the content bottleneck

As a cloud-based e-commerce platform, Salesforce 
Commerce Cloud is optimized for digital merchandising 
– launching and maintaining online catalogs, managing 
orders, as well as connecting to various back-office 
functions, such as inventory management and payment. 
The e-commerce team within TSI maintains the e-commerce 
platform, working with each of the different brands for 
merchandising and selling their individual product lines.

As TSI added new storefronts in 2017, the e-commerce team 
identified a bottleneck for managing the brand-specific 
content within Salesforce Commerce Cloud. Centralized 
content management was not working. Technology was 
getting in the way of successful e-commerce expansion. A 
content-driven commerce solution with comprehensive yet 
easy-to-use content management capabilities was needed, 
enabling digital marketing teams to do what they do best—
focus on presenting their brands in the best ways possible 
across multiple channels.

 “We work with many brands within our company, and all 
of the brands have different rules for creating content,” 
explained Maho Takahashi, Manager for Digital Business 
Development Division within the e-commerce operational 

subsidiary of TSI HOLDINGS. “We wanted to give the 
brands themselves more power over what kind of 
content they could upload to their own websites.”

Nor was Salesforce Commerce Cloud adept at 
delivering omnichannel digital experiences that 
represents the wave of the future. Rather, the 
e-commerce platform was designed for full-screen 
web page displays running on PCs/Macs. Adapting to 
mobile displays on smartphones and tablets required 
additional steps in an already extended process.

Realizing the constraints of the e-commerce platform, 
“we started to look for a content management system 
that already has a close relationship with Salesforce 
Commerce Cloud,” Takahashi continued. “We wanted 
to partner with a content management provider that 
would enable the brands to have the power to manage 
the content on their own while delivering the shopping 
experiences customers crave.”

TSI sought to blend centralized e-commerce with 
distributed content management so marketers within 
each brand could quickly create content, and manage 
the text and images for all kinds of digital experiences 
on their own without any technical skills,.

TSI needed a content-driven digital experience engine. 
This solution would capitalize on existing e-commerce 
investments, lower overall operational costs, and 
accelerate time-to-market for individual brands. It 
would also help to maintain TSI’s leadership within the 
Japanese fashion marketplace.

Experience-Driven Commerce

+
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The Solution
Jumpstarting content management

TSI turned to e-Spirit and adopted the FirstSpirit Starter 
Package for Salesforce Commerce Cloud, a complete 
content management solution designed for digital 
marketers that greatly accelerates time to market. In less 
than two months, TSI jump-started its content experience 
initiative by providing its marketers with easy-to-use 
capabilities for producing the content for their brand 
websites.

Using FirstSpirit, TSI is able to manage product catalogs 
and all other types of content (photo galleries, fashion 
blogs, digital assets, etc.) through one intuitive user 
interface. The distributed content management solution 
meets the needs of digital marketers, allowing them to 
customize and maintain the brand identities of multiple 
storefronts and messaging campaigns. TSI marketers can 
also rely on the multi-lingual support within FirstSpirit to 
manage branded content in multiple languages.

Brand marketers responsible for their digital storefronts 
can create and manage all of their unique content with 
easy drag and drop actions from a simple and intuitive user 
interface—no coding required! At the same time, all of the 
branded storefronts benefit from the shared services of a 
common e-commerce platform – combining merchandising 
and back-office capabilities from Salesforce Commerce 
Cloud with content and digital experience management 
delivered by FirstSpirit.

The Results
Accelerating time-to-market

By adopting the FirstSpirit Starter Package, TSI not only 
leverages its investment in Salesforce Commerce Cloud. 
TSI is mastering the challenges associated with a multi-
brand e-commerce initiative. FirstSpirit provides the 
content management capabilities for delivering brand-
specific experiences across TSI’s brand portfolio.

In a few short months, the FirstSpirit Starter Package 
is transforming business operations among the brands 
and the central e-commerce team. “We were able to 
launch our Human Woman and Margaret Howell brands 
in half the time expected using the Starter Package, 
surprising everyone,” reports Matahiro Kashiwagi, 
Chief Digital Officer at TSI. “For a multi-brand apparel 
company, time-to-market is critical. We’ve seen several 
early productivity increases: content editors now create 
content 2.5x faster and update site content 1.5x faster 
for increased time to market thanks to consolidated 
workflows and overall ease of use. FirstSpirit has 
exceeded our expectations in every way.”

With First Spirit as an integral part of its overall 
e-commerce platform, TSI is poised to extend its 
market leadership position and capture an ever-larger 
share of the omnichannel experiences that drive fashion 
retailing in Japan. With fast time-to-market and low 
operational costs, the positive impacts on the brands’ 
bottom lines are sure to follow.



About e-Spirit
e-Spirit’s FirstSpirit Digital Experience Platform, offered through a 
SaaS or on-premises model, helps businesses engage customers 
and increase revenue with personalized, content-rich digital 
experiences anytime, anywhere. Savvy digital marketers across all 
industry sectors rely on the FirstSpirit platform—which includes 
CMS, AI-driven personalization and omnichannel marketing 
capabilities—for individualized and synchronized content delivery 
across all channels to differentiate their companies and compel 
their users to action. 

e-Spirit, founded in 1999, is part of the adesso Group and has 
offices in 16 locations in the US, Germany, Great Britain, the 
Netherlands, Switzerland, Austria and Asia Pacific. Customers 
include international brands and corporations such as L’Oréal, 
Lancôme, Commerzbank, BASF, Bosch, Belk, Urban Decay, 
Olympus, Santander Bank, Carter’s, Sterling Jewelers and many 
others.

For more information, go to www.e-Spirit.com.


