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Digital Transformation
in B2B eCommerce
Driving success and growth
in 2021 and beyond
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At Balance Internet, we’re all about striking the right balance between
technology, data and what your customers want. We partner with Australia’s
leading brands, retailers, government agencies, educational institutions
and corporations to deliver innovative and transformative eCommerce and
digital experiences.
Balance Internet is a highly specialised eCommerce agency, and our
unmatched B2B industry expertise guides our first-class digital delivery
process. We are one of the most experienced B2B eCommerce solution
providers in the Asia-Pacific region with members of our leadership team
working in the space since 1996. With Magento Commerce technology
at our core, we create high-performing solutions that harmonise digital
ecosystems.
Balance Internet is at the forefront of B2B digital transformation strategy
and development. Backed by our ever-growing team of certified developers,
creative designers, business analysts and eCommerce specialists, we help
you succeed with holistic, best-practice, fully-integrated solutions designed
to grow your business and deliver results.
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Magento, an Adobe company, is a leading provider of cloud commerce
innovation to merchants and brands across B2C and B2B industries and
was recently named a leader in the 2019 Gartner Magic Quadrant for
Digital Commerce.
In addition to its flagship digital commerce platform, Magento boasts
a strong portfolio of cloud-based omnichannel solutions that empower
merchants to successfully integrate digital and physical shopping
experiences.
Magento is the #1 provider to the Internet Retailer Top 1000, the B2B
300 and the Top 500 Guides for Europe and Latin America. Magento is
supported by a vast global network of solution and technology partners,
a highly active global developer community and the largest eCommerce
marketplace for extensions available for download on the Magento
Marketplace.
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We are living through a period of radical and fundamental
transformation in the B2B space. Entire industries and their selling
channels have been digitally disrupted. B2B buyer behaviours and
traditional concepts of customer loyalty have shifted. Customers can
and do defect with just one click concurrent with product and price
information being exposed for anyone to see.

Having covered B2B eCommerce for more than 10 years and founding
the B2B eCommerce Association of Australia, it is clear today’s B2B
companies are struggling with the current landscape. Many are spinning
their wheels, struggling to get started unable to resolve a plan they are
confident to execute. Being stuck with ever-rising customer expectations
and unpredictable customer loyalties results in death by a thousand cuts
scenario, as the old ways of working no longer deliver the same results.
If Australian B2B companies are going to survive and thrive in tomorrow’s
world, digital needs to become part of the organisation’s core DNA. For
many that are just getting started with eCommerce, you need the right
vision and roadmap but most importantly a willingness to learn and the
acknowledgment that perhaps “you don’t know, what you don’t know. For
B2B companies with more mature digital footprints, the game is all about
optimising your strategies and looking for new ways to innovate and
delight your customers.
James Horne and his team at Balance Internet have created a
compelling and comprehensive foundational whitepaper for any B2B
company looking to benefit from eCommerce and digitising their
business operations. This detailed guide systematically breaks down the
perceived complexities of B2B eCommerce and how you can accelerate
your organisation’s digital transformation. James’s experience in the
B2B & B2C space across multiple industry verticals makes him uniquely
qualified to guide you through this topic end-to-end. The way he has
constructed this paper means that professionals from companies of all
sizes and maturity have something to gain.
I’m excited for the second edition of this whitepaper and with the
upheavals of 2020, it couldn’t be more timely. It’s a serious piece of
intellectual property and includes powerful lessons learned and hardearned best practices from industry leaders. I recommend it for B2B
companies, professionals, and eCommerce practitioners of all levels.

Brett Sinclair
eCommerce Specialist
linkedin
globe
globe

/brettsinclair1
adobe.com
b2beaa.com.au

Brett is an eCommerce
specialist at Adobe
and founder of the B2B
eCommerce Association of
Australia. Brett has been in
the eCommerce field for over
a decade and has managed
first-hand all of the functions
of eCommerce, including:
web merchandising, digital
marketing, user experience,
technology selection and
implementation, customer
support, fulfilment, and other
operating areas.

FOREWORD

Similar to the retail landscape more than a decade ago, B2B companies
are reacting to the groundbreaking shifts by transitioning from singlechannel and offline-only to multi-touchpoint, omnichannel companies.
B2B sellers must fundamentally re-invent their customer value
propositions, services and go-to-market strategies.

Welcome
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Welcome to the second edition of 'Digital Transformation in B2B
eCommerce — Driving success and growth in 2021 and beyond.'
The past twelve months have been an incredibly turbulent period for the
APAC B2B industry, with entire selling channels disrupted and merchants
having to fundamentally change their go-to-market to respond to the
seismic shifts caused by the COVID-19 pandemic.

We’ve seen incredible resilience, persistence, sustained efforts and
accomplishments from our clients, partners and industry peers. The past
year is doing more for digital transformation in B2B eCommerce than we
would have thought initially possible. It’s been phenomenal!
Read this whitepaper if you’re ready to turn the lessons of 2020 into
a plan for growth. No doubt your organisation is kicking the digital
transformation strategy into overdrive for the year ahead. There’s simply
no time for slowing down; the time for innovation and growth is now.
This year we’ve done something different. Rather than speaking broadly
about how certain areas are vital for digital transformation, we’ve used
the insights from our network of industry experts to highlight shifts and
emerging trends resulting from the global pandemic.
Balance Internet has worked with leading Australian B2B organisations,
delivering innovative, scalable, high performing eCommerce solutions
that generate millions of dollars in sales each year. Last year was no
exception.
We go above and beyond to help our partners stand out from their
competitors and drive success online. Each chapter of this whitepaper
reflects the critical aspects of digital transformation in B2B eCommerce
we utilise with those leading Australian organisations.
We want you to use the chapters as a basis for exploration within your
organisation. Challenge the limits of what's possible and think bigger,
better and bolder about your commerce vision for 2021 and beyond.
Drive success and growth.

James Horne
Managing Director
Balance Internet
linkedin
globe
globe

/jameshorne
balanceinternet.com.au
b2beaa.com.au

James is a digital commerce
innovator and thought leader
with a deep passion for driving
business success from digital
commerce ecosystems.
With more than 20+ years
of experience, James has
comprehensive knowledge
of every challenge facing
businesses and opportunities
that exist within them.
James has extensive digital
transformation expertise in the
B2B sector and has become the
go-to-guy for eCommerce and
Marketing.

INTRODUCTION

The past year's learnings have provided our team at Balance Internet
with an opportunity to observe and work with market leaders responding
to these challenges and utilising the opportunities present. The drive to
succeed at digital transformation is ‘the commonality’ amongst industry
leaders, and hence the adapted name of our whitepaper for its second
edition.

Thank you to our industry experts!
We want to thank our 40+ exceptional experts and their respective
organisations for contributing to our whitepaper. We would also like to
acknowledge the continued support of Nicholas Kontopoulous and Min
Rha from Adobe for this initiative.
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Thank you also to; Adobe, Adyen, Atollon, B2B eCommerce Association
of Australia, Balance Internet, Bunzl Australasia, Comma Consulting,
dotdigital, Dulux Group, Eckersley’s Art & Craft, Fluent Commerce, Global
Retail Brands, GoCardless, GS1 Australia, ISC Sport, Just Digital People,
Magento Commerce, Mondalēz International, Motion Asia Pacific, MSTS,
Nourished Life, Pattern, ShipperHQ, Shippit, ShipStation, SKUvantage,
Snap Franchising Limited, TechDivision GmbH, Total Tools and Zendesk.

James Horne,
Managing Director,
Balance Internet
Board Member,
B2B eCommerce Association Australia

INTRODUCTION

Thank you to; Brett Sinclair, Sebastian Klett, Merlin McGregor, Zac Grey,
Robbie Chandler, Brandon Soo, Sonia Shwabsky, Jemima Miller, Aaron
Chidley, Jeremy Krause, Alexandra Lawson, Susmita Kanjilal, Daniel
Roberts, Michael Smith, Tim Meyer, Dawn Rafferty, Greg Randall, Kostya
Ogar, Peter Sheldon, Carolyn Breeze, Mal Williams, Lani Barmakov,
Nicholas Kontopoulos, Rohan Lock, Rob Pyne, Nick Dennis, Brandon
Spear, Michel van Aalten, Kevin Wordon, Navjot Sharma, Stefan
Wilkommer, Pooja Sengupta, Rob Hango-Zada, Quentin Montalto, David
Boyer, Maxim Baibakov, Jamie Cairns, David Crothers and Gari Johnson.
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NEW - Digital Transformation
Strategy
The future of the global B2B industry can be summed
up in two words: Digital Transformation.

DIGITAL TRANSFORMATION STRATEGY
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Looking back at the eCommerce landscape over 2020,
it’s as if the entire industry travelled forward in time.
The future came early, and whatever the new normal
brings, one thing is clear according to Magento
Commerce — “Whether you are a B2B or B2C brand,
the digital experience you offer is what will set you
apart from your competitors and ensure long-term
viability, so getting it right is business-critical.1
Businesses who seek to introduce digital
transformation into their company acknowledge that
having first created their business, they must now
continually work at improving operations and the
model for sharing it with customers. For all of the
change in the ever evolving eCommerce landscape, it
is also true that digital transformation in eCommerce
is not a mystery. It can be learned and mastered,
like any craft. Transforming, digitally speaking, is
continually re-transforming.

Research by McKinsey in 2020 found
B2B companies that successfully master
digital transformation have 8% more
shareholder returns and five times more
revenue growth than their peers. 2

The research tells us, quite clearly, that simply
beginning digital transformation for a business isn't
enough. Businesses must seek to ‘master’ digital
transformation, which at Balance Internet we
define by having a combination of comprehensive
knowledge, experience and the right resource and
skilled teams.

1.

Challenges of digital transformation
The major challenge to any business embarking
on a digital transformation journey is getting the
work itself done. The practical reality of digital
transformation is in moving beyond bold ideas and
at times complex strategy, and into the work of
delivering solutions. When you begin to ‘deliver’
solutions, the real transformationional benefits and
growth potential can begin.

Not surprisingly, one-third of B2B
companies take more than a year to
move a digital initiative from concept
to implementation, and fewer than 15%
use the types of test-and-learn and rapid
prototyping processes that have been
shown to accelerate innovation and
customer satisfaction. 3

Magento. 2020. The Future Came Early. https://magento.com/resources/future-came-early

2. & 3. McKinsey. 2020. How B2B Digital Leaders Drive Five Times More Revenue Growth Than Their Peers.
www.mckinsey.com/business-functions/marketing-and-sales/our-insights/how-b2b-digital-leaders-drive-five-times-more-revenue-growth-than-their-peers
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Introducing digital transformation
to a business

Driving successful digital
transformation

Digital transformation can be defined as adopting
new digital technologies to transform a business by
replacing non-digital or legacy-digital processes
and systems with modern digital technologies.
Digital transformation is essential for B2B business
and eCommerce alike, because of the various ways
in which it can optimise, automate and innovate
business operations, rather than merely enhancing
existing processes. For example, rather than replacing
outdated software with a new version, digital
transformation seeks to turn the process on its head.
For example, a review of alternative software options
and a critique of the current business process should
be undertaken. In any digital transformation, not
surprisingly it’s not just the customers who benefit.
Crucially, it's the staff teams, who are the fabric of a
business, and how they work which benefit from the
new digital infrastructure.

To make our way in the discipline of digital
transformation, we should set ourselves distinctive
goals, creating an agile pathway towards the future.
As we work towards and complete each goal, each
milestone stimulates our progress towards digital
maturity as a B2B business. We must go about
unlearning the ways which we ‘used to’ operate,
and embracing the new. The digital transformation
classroom is therefore, our own businesses, that of our
peers, and industry leaders. We never stop learning;
there are an infinite number of classes to attend and
courses to explore.
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DIGITAL TRANSFORMATION STRATEGY

The practice of digital
transformation

Something to consider:
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Digital transformation values
At Balance Internet, we deliver the kind of solutions that have the potential to revolutionise the way a B2B
business operates in the eCommerce landscape. Each solution begins with the union of our team, and client
teams to architect a winning solution. From the onset the values we adopt for the work to be done, set the tone
of the way we work together. We recommend for any endeavour, developing a set of values that all individuals
within a business can aspire to, on the path towards digital transformation.

Reshape

Redefine
Change the focus of your products or services, explore a shift in your geographic focus.
Think big and bold.

Realign
Change the way you work, do business and transact, utilising advances in technology to do so
where possible. Strive for better.

Integrate
Synchronise information technology (IT) with business objectives, and align new technologies
with business strategy. Sync for success.

Collaborate
Ensure separate business units work together for a common purpose, and to strive towards achieving
lasting business benefits. Let’s work together.

Key chapter takeaways
1.

To drive successful digital transformation,
we must set specific business goals, and all
undertakings must speak directly to these
goals. Do you have clear and comprehensive
digital transformation goals?

2.

Developing a concrete set of digital
transformation values is vital to
successfully delivering any roadmap item
in the overarching strategy. What are your
organisation's digital transformation values?

DIGITAL TRANSFORMATION STRATEGY

Create a sustainable business model in a time of disruption and never-before seen growth in the B2B
eCommerce industry. Stay the course.
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Expert Insight

If any year could be the epitome of having to take an agile and
resourceful approach, it would be 2020. Brands have had to pivot in
many different ways to achieve survival, or in the cases of some brands,
service their exponential and unprecedented growth.

Merline McGregor
General Manager ANZ,
Pattern International
Merline McGregor leads the
Australian business at Pattern.
Merline manages teams based
in Sydney and Melbourne
as well as supporting global
client projects. Merline has
worked with retailers to
drive their digital marketing
and customer acquisition
strategies successfully to
market. Specializing in strategy,
international commerce, and
customer engagement and
loyalty, Merline has held senior
roles with some of Australia's
largest global retailers.loyalty,
Merline has held senior roles
with some of Australia's largest
global retailers.

At the end of the year, the questions asked by all brands were the same.
What happened this year, and how can we ensure it never takes us by
surprise again? These questions have continuously echoed over the past
months, with the term digital transformation spilling out into mainstream
vernacular and constantly discussed over the boardroom and dinner
table alike.
In 2021 brands need to set the agenda to transform their B2B experience
and ensure it permeates their entire business taking a top-down
approach. Even brands who have weathered the pandemic storm
relatively well should interrogate their technology ecosystems and longheld beliefs that customers will continue to purchase from them just
because they are the sole distributor or premium product in the region.
Globalisation and cross-border are starting to make significant inroads
into the Australian market. Parallel importing has never been so
prevalent as it is today as regional offices offload excess stock to the
highest bidder, and brands do not know how and when their product
is entering the Australian market through unofficial channels. House
brands are acquiring market share and eating into branded product
margins, lessening the amount of digital or physical shelf space available
for household names. Traditional bricks and mortar retail is shrinking,
Forrester reports that physical stores will generate far less revenue
by 2024, and consumers are turning to marketplaces for their superior
customer experience.

DIGITAL TRANSFORMATION STRATEGY

Necessity is the mother of all invention.
- Author Unknown…

Brands should reimagine how they do business starting with foundational
principles leading into a digital transformation strategy by asking
themselves simple questions:
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• What challenges do we need to solve for our customers?
• How can we make our customers' lives better or easier?
• How can we do what we do better than everyone else?

Core to a brand’s transformation success will be to stress-test scenarios
similar to the 2020 lockdowns. Everyone can learn from the previous
year’s turbulence, and continue to operate in a leaner, more agile
environment. The world is seeing an acceleration of pandemics due to
climate change, and governing bodies are warning that remote working
and limiting interactions between people could be a normal way of life
for the foreseeable future.
Transformation is not just about technology, but also about setting new
norms, recalibrating operating rhythms and realigning the mindset of a
company. How to digitally communicate, implement automation, utilise
touchless technology and remotely manage large teams well, are all skill
sets brands will need to learn today to ensure tomorrow’s success.

References
Forrester Analytics, 2019. Store Scenario Planner, 2019 To 2025 (US).
Pattern, 2020. Amazon Australia Report 2020.

DIGITAL TRANSFORMATION STRATEGY

Starting with robust customer research, brands can understand how
their legacy systems impact their customer experience, and whether this
poses an impact on loyalty or revenue.
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2020 was a turbulent year that required many businesses to adjust
and change their approach to serve and connect with their customers.
Companies came up with new ways to transform their business and ways
of working to survive in these uncertain times.
The pandemic has demonstrated a distinct divide between businesses
digitally mature enough to face unpredictable circumstances and
those who are not. In many countries around the globe lockdowns and
uncertainty continues, and only the companies who seek to anticipate
and adjust to new trends will stand a chance of surviving the new
landscape.

Sebastian Klett
Solutions Architecture
Practice Lead,
Balance Internet
Sebastian Klett is the solutions
architecture practice lead at
Balance Internet, navigating
leading Australian businesses,
corporations and educational
institutions through their
digital transformation journey.
With close to a decade
of industry experience in
eCommerce, Sebastian thrives
on continuously improving the
process and service offering
for current and prospective
clientele at Balance Internet,
while delivering innovative and
modern digital solutions.

While some companies pioneered adjusting their business processes
during the pandemic, many others failed or are still struggling to adapt.
The term digital transformation is a topic that is now more present than
ever before.
The last 6-12 months have had a significant impact on the speed and
necessity of digital transformation for businesses, and many companies
were forced to adapt to digital technology. Not only businesses that are
selling directly to consumers in an urgent need of adjusting their way of
operating, but so too are companies and brands that are not in the B2B
industry.
At Balance Internet, we’ve seen that companies across various industries
are using the pandemic to probe their digital landscape to ensure that
similar situations do not repeat themselves and to ensure that their
business is set up for success in the future.
Companies that have entered the path of a digital transformation before
the pandemic are now ahead of their competitors and are receiving the
benefits of ensuring that their business is ready for change at any given
moment.

DIGITAL TRANSFORMATION STRATEGY

Expert Insight

In 2021 we will be seeing more businesses rolling out their digital
transformation strategy and planning for a future which can change very
rapidly, as we have seen in the past year.
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With the acceleration of a digital transformation strategy, it is vital to
ensure the rollout of these three key factors are considered and not
overlooked:
• Define KPIs that allow you to measure your transformation, and
this will enable you to track your progress and success for your
transformation successfully

• Prioritise the digital tools that will be part of your digital
transformation, and this will accelerate the start of the
transformation and is generally an easy path to get started
Companies will need to continue to measure progress in terms of the
customer journey and not just improvements to their business systems.
Companies will need to monitor how their transformation is improving
the customer experience continuously, the ability to identify customer
needs and the roll out products and services that meet these customer
needs. The world is changing very fast, and the changes we’ve seen to
businesses and customer needs will continue to do so for the foreseeable
future.

DIGITAL TRANSFORMATION STRATEGY

• Establish roles and responsibilities, which will make sure everyone
within your team knows who is accountable for which part of your
transformation

02

People and Resources
Digital transformation requires both technology and people.
Thus, the role of skilled employees and executives is just as
crucial as that of modern technologies.

PEOPLE AND RESOURCES
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The importance of people and
resources for a business

Any company can digitally transform by making
changes to the way they trade — introducing an
eCommerce solution, implementing new software,
or other digital technologies. However, they must
remember one thing; if you make every other change,
but yet their employees are not empowered, the
digital transformation will almost certainly not be
successful.

"Empowering people is the key to
achieving profound and lasting digital
transformation that provides sustainable
growth and inclusion." 1

Challenges of people and resources
When we find ourselves on a tight-rope, we recognise
the tipping points in ourselves. Sharing our difficulty is
part of our growth. We must take a similar approach
to identify the tipping points or strengths and
weaknesses in ourselves and our teams' individuals.
Having the right person, in the right seat, is the result
of continually and proactively building talent pools.
Putting the right person in the right seat is often so
challenging, that B2B companies we speak with (a mix
of both our clients and others) say it's one of the most
significant factors impacting their growth, ability to
meet changing market demands, and deliver digital
transformation solutions.

Following 2020, the B2B industry must take on
learnings of the global COVID-19 pandemic, and its
impact on business operations. In addition to the
continual need for securing the right people, new
ways of working have had to be adopted to continue
the digital transformation. This new way of working
together yet apart was unknown for many businesses
and quite a radical change to the existing ways of
working.

With the new normal we face, there is an excellent opportunity to reimagine how we
create our 'dream team'. Digital transformation is about re-transformation, and the
composition of people that make up teams is no exception.
References
1. Becera, J., 2017. The Digital Revolution Is Not About Technology – It's About People.
https://www.weforum.org/agenda/2017/03/the-digital-revolution-is-not-about-technology-it-s-about-people

PEOPLE AND RESOURCES

The discipline of digital transformation is substantially
more complex than simply integrating modern digital
technologies into critical areas of a business. The
role of skilled employees and executives is widely
accepted to be just as crucial as that of the new
technologies themselves.
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Driving success with cross
functional teams
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To master digital transformation, the role of a
cross-functional and agile organisational structure
should not be underestimated. Successful projects
need cross-functional teams with the right digital
competencies and organisational accountability
relative to the roles they are performing. Without the
right people, businesses won't be able to integrate
the new technologies into their business fabric
appropriately.

At Balance Internet, the various teams we see in
leading B2B companies when undertaking digital
transformation includes a well-executed mix of:
1. The business team
The collective of people who work in a company,
working together in groups or independently
towards common goals. A business team
resource could be a full-time employee, part-time
employee or contract employees.
2. The outsourced team
These people are engaged as required for
particular projects and initiatives. Outsourced
teams play a crucial role in accelerating the
development of new solutions. An outsourced
resource could be a subcontractor, strategic
advisor or a legal or financial consultant.

Determine a combination of these teams and
resources and the weighting that works best within
your operational constraints relative to the bodies of
work you want to undertake.
In particular, with the business team, it's imperative
to ensure the organisational structure will allow for
recruits where required, and those full-time, part-time
and casual salaries are factored into the project cost,
operational expenditure, and capital expenditure.
Of the businesses undergoing digital transformation
we work with, those who tend to be successful
have cross-functional teams with varied digital
competencies. Furthermore, they work hard to ensure
that innovation doesn't slow down once a single
project is delivered.

3. The third-party team
These people or groups are added to those
primarily involved in projects and initiatives. A
third party resource could be a software provider
or contracted subject matter expert.
References
2. Baer, J., Hou, Z., Teague, L., Hrach, A. and Griffiths, J., 2020. 7 Ingredients Of Great B2B Marketing Teams. Content Marketing Consulting and Social Media Strategy.
www.convinceandconvert.com/baer-facts/7-ingredients-of-great-b2b-marketing-teams/

PEOPLE AND RESOURCES

According to the Aberdeen Group,
aligned sales and marketing teams
show up to 400% higher annual revenue
growth than do non-aligned teams. 2

Something to consider:
Building your dream cross-functional team
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We've explored how leading Australian businesses across various industry sectors utilise their people to run
digital transformation. The typical roles you would expect to see in those organisations on the path towards
digital maturity includes a mix of the following team members:

• Chief Executive Officer
• Chief Marketing Officer
• Chief Digital Officer
• Chief Technology Officer

Outsourced Team Members
• eCommerce Consultant / Strategic Advisor
• Marketing Content Producer / Agency
• Copywriter / Photographer / Media Production Agency
• Translator / Translation Services

• Chief Information Officer

• Digital Marketing Consultant / Agency

• Chief Financial Officer

• Security Consultancy

• Digital Security Officer
• eCommerce Manager
• eCommerce Coordinator
• Content Manager

Third Party Providers Team Members

• Marketing Manager

• Platform Providers, e.g. Magento Commerce, Marketo

• Sales Manager / Sales
Representatives

• Systems Integrator, e.g. Balance Internet

• Retail Manager / Retail
Representatives
• Customer Service / Customer
Success Representatives
• Warehouse and Logistics
Manager
• Warehouse Pick and Pack
Teams

• Analytics, e.g. Adobe Analytics, Magento BI
• Digital Agency and Web Developers, e.g. Balance Internet
• ERP Provider, e.g. Pronto, Surefire, AP21, SAP, MS Dynamics
• Hosting Provider, e.g. Amazon AWS, AC3
• Shipping and Fulfilment Provider, e.g. Shippit, ShipStation,
ShipperHQ

• Resource and Planning
Manager

Part of building out B2B eCommerce capability and delivering on the digital transformation roadmap will
inevitably involve upskilling your teams. Balance Internet, together with Adobe have proudly been involved in
building skillfinder.com.au. With hundreds of online courses offered by the best in the industry, Skill Finder will
help you explore and connect your teams to their next online learning opportunity, for free.

PEOPLE AND RESOURCES

Internal Team
Members

Key chapter takeaways
1.

The role of skilled employees and executives
is now widely accepted to be just as crucial
as that of the new technologies themselves.
Have you identified the resource capability
required to deliver your digital transformation
strategy?

2.

Successful projects need cross-functional
teams with the right digital competencies and
organisational accountability relative to the
roles they are performing. What is the right
composition of a cross-functional team for
current and upcoming initiatives?

Upskill yourself
Are you looking to upskill, update, re-train or simply
learn something new? Skill Finder is a marketplace
that connects you to your next learning opportunity!
Start exploring the free courses offered by the
best in the industry today.
•

Digital courses provided by industry
professionals

•

Online accessibility so you can learn at your
own pace

•

Microskills to bolster your knowledge and
demonstrate continued learning

•

Upskill without risk - all courses are FREE

Visit skillfinder.com.au
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Expert Insight

However, that is not the case. At Just Digital People, we are hearing that
with such a vast influx of candidates in the job market, companies are
finding it more challenging to manage the hiring process with enormous
numbers of applicants.

Robbie Chandler
Director, Just Digital People &
Just Digital Equality London

💪
🤗
🙌
🙏

A Pro-active, patient &
positive recruiter.
Advice giver/receiver.
Where you start is not
where you finish.
Just Digital Equality Providing & promoting
equal opportunities for
UK graduates.

From a brand and reputation perspective, it’s extremely important that
B2B companies hiring during the pandemic make sure they give their
applicants the best possible candidate experience. Employees are
the fabric of a business, and culture is such an important aspect to a
respectful, productive and innovative workplace.
Businesses who do not put the right candidate processes in place
will risk burning their reputation amongst the digital community. In
short, if you are hiring during these turbulent times, make sure you are
communicating with all of your applicants. After all, the people who
aren’t right for your businesses may be some of your best customers.

PEOPLE AND RESOURCES

2020 has been a tough job market for B2B businesses to navigate.
The B2B eCommerce sector, and B2C alike have seen an evident rise
in sales and online customer engagement. With mass unemployment
across many sectors of all industries, many thought that recruitment for
businesses would become a lot easier.
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Expert Insight

Over the course of my career, when implementing any digital solution
to integrate modern technologies into critical areas of a business, the
role of individuals and teams has always been just as crucial as the
technologies themselves.

Zac Grey
Manager, Marketing - Digital
& eCommerce,
Motion Asia Pacific
Zac leads the Digital and
eCommerce team at Motion
Asia Pacific - Australasia's
largest distributor of bearings,
power transmission, and
industrial products. Proudly
part of Genuine Parts Company
(NYSE: GPC).

While technology is the critical enabler for digital transformation,
people are truly the crucial enablers of a digital workforce.
So, as people are crucial enablers, it stands to reason that company
culture is everything. In my experience, I’ve uncovered that an
enormous part of a company's culture can be linked directly to its
digital transformation strategy. An organisation's digital roadmap
should crucially highlight its dedication to its people's learning and
development pathways alongside the implementation of modern
technologies.
When individuals can see ‘rather than simply imagine’ a future for
themselves and their career, it often forges a pathway to creating a
lasting and robust company culture. Therefore, the digital maturity of
a business is unsurprisingly tied to the digital maturity of its workforce,
amongst other factors.
Where the organisational core values are focused on people, B2B
merchants will continue to see success and growth in the sector, and
towards mastering digital transformation.

PEOPLE AND RESOURCES

Through my extensive experience over the last decade in the
eCommerce sector, one of the most critical things I've come to
understand and respect is the role of skilled and dedicated people in any
business.
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PEOPLE AND RESOURCES

So, how can your organisation drive the 'people' part of digital
transformation? The mindset of the organisation should be rooted in
strategy, culture and leadership. Strategy - the pathways towards digital
maturity. Culture - the inclusion of people and teams, the growth of
all individuals and inclusivity. Leadership - the senior leaders embrace
innovation and digital transformation within all aspects of the business.

03

The Customer Experience
(CX)
In today's digital landscape, to become an eCommerce
powerhouse it’s crucial to understand that your customers have
all the power. The customer experience must be at the heart of
everything you do.

THE CUSTOMER EXPERIENCE
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Customer experience at the
heart of everything

THE CUSTOMER EXPERIENCE

The customer and their experience of your brand
should be the centre of your business universe, second
only to your people and workplace culture. When
Econsultancy and Adobe conducted global research
for their 2020 landmark annual Digital Trends Survey,
they asked B2B companies to state the single most
exciting opportunities for 2020. The results? The
customer experience (or CX) came in first, beating
content marketing, video marketing and even social
media.1 Similarly, more than 13,000 respondents to
the 2021 Digital Trends Experience Index see their
businesses post pandemic, as being focused on the
customer as a human being, their employees as
integral assets and the digital customer experience as
the driver of growth and strategy. 2
When embarking on digital transformation in B2B
eCommerce, customer experience needs to be a
key focus of solution architecture and strategic
development from the onset.

The customer experience you deliver
should go hand in hand with a business
model that has excellent customer
service and experience embedded into it.

Rolling out an exceptional customer experience,
requires several projects that sit alongside
eCommerce platform solution development. You will
need to restructure everything from the customer
service department and the way they offer support
through your chosen support channels, to the
shipping and fulfilment solution you implement. Each
of the nineteen chapters of this whitepaper is in itself
an area of focus.

1. https://www.adobe.com/nz/offer/digital-trends-2020.html
2. Adobe & Econsultancy 2021 Digital Trends Experience Index
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Then there's the change management and training
required to deliver the transformation to your
organisational structure and processes. Not to
mention, very importantly, the streamlining of data to
create unified customer profiles.

In order to build a winning customer experience, we
must acknowledge the importance of data, and the
role it plays to generate actionable insights.

Customer data, provides a business with
real-time, specific, customer insights,
trends, and engagement metrics which
can be used to continually innovate the
product and service offering, and the
digital customer experience.
Through the interpretation of data, we cannot
talk away our views on the customer experience.
It is, of course, possible that things become lost in
translation, which is why we must rely on alternate
data sources to validate insights.
Many organisations today face an extremely tangled
web of data sources and data aggregate technologies.
Companies have, on average, 17 different
technology applications leveraging customer data,
with an average of 28 different data sources used
for generating customer insights and customer
engagement. 3 In our experience, streamlining the data
sources, and being able to use the various sources to
validate insights or show an alternative view, remain
a critical challenge in delivering a winning customer
experience.

Driving success, critical areas of focus
According to global market research conducted by
B2B International, there are six critical areas of focus
for building a superior, or award winning customer
experience. The six areas are commitment, fulfilment,
seamlessness, responsiveness, proactivity, and
evolution.4
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At Balance Internet, the businesses who we see
achieving success in B2B eCommerce and mastering
digital transformation, have a company vision and
strategic objectives which incorporate several,
if not all, of the six areas of focus in their digital
transformation strategy, and wider company
objectives. Our definition of the six areas of focus are
outlined below.
• Commitment - Being enthusiastic about satisfying
customers and making them feel valued. Being
committed to the company vision through all
aspects of the business.
• Fulfilment - Understanding and delivering on
customer needs through the entire relationship,
not just at each point of sale.
• Seamlessness - Making life easier for the
customer, offering a product or service that
is consistently good in quality, and trusted by
customers because of this.
• Responsiveness - Timely response to enquiries
and friction points, prompt and empathetic
support for purchases which cannot be completed
online.
• Proactivity - Anticipating customers needs and
desires, and striving to continually improve the
acceptable standards of customer service.
• Evolution - Continually seeking to evolve the
customer experience by delivering products and
services that are new to the market, redesigned,
substantially improved or better quality.

3. Forrester Consulting, 2019. What Is The Secret To Winning On Customer Experience? It All Starts With The Data.
4. B2B International, 2020. Six Steps to B2B Customer Experience Excellence.
www.b2binternational.com/publications/six-steps-to-b2b-customer-experience-excellence
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Challenges in delivering a winning
customer experience

Something to consider:
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A winning customer experience
A winning customer experience comprises of smooth, frictionless interactions with your eCommerce solution,
at every point. Three points in a B2B-specific customer experience include reordering, downloading invoices
and updating a company profile.

Signed in
user

Account
dashboard

View
past orders

Reorder
products

• Buyer can self-serve

• Order can be placed anytime,
from anywhere
• Simple user-friendly
experience
• Upon-reorder buyer can see if
products are ‘in stock’
• Real-time stock availability
shown to buyer

Key chapter takeaways
1.

The customer and their experience of your brand should be the centre of your business universe,
second only to your people and workplace culture. How does your organisation put the customer at
the centre of everything?

2.

Customer data provides a B2B business with real-time, specific, customer insights, trends, and
engagement metrics which can be used to innovate the product and service offering continually,
and the digital customer experience. What are the current data sources, and how is the data used to
improve the customer experience? How might this be improved?

3.

There are six critical areas of focus for building a superior customer experience; commitment,
fulfilment, seamlessness, responsiveness, proactivity, and evolution. What is your organisation's
commitment to improving each focus area?

THE CUSTOMER EXPERIENCE

• Authorised buyers can reorder
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Expert Insight

Having experienced several business system changeovers, transitions
and integrations, I would highly recommend beginning with your
customer data. Knowing your customer's needs and desires are
paramount if you are to transact online and use technology to enable
your relationships effectively.

Sonia Shwabsky
Chief Growth Officer,
Snap Franchising Limited
Excitement for Sonia comes
when forging new forwardthinking initiatives for a
business. Whether installing
cutting-edge customer
experience technology or
creating the data infrastructure
to support the move into
eCommerce; Sonia is always
seeking a better way. As
the Chief Growth Officer
at Snap Print & Design, the
most established Franchise
in Australia, working with
many different stakeholders,
multifaceted data sets and
systems have proven to be
very tricky yet rewarding when
goals are achieved.

Most Management Information Systems (MIS) are built to fulfil orders,
manufacture products, manage inventory or production and the
customer data is an afterthought. When embarking on the eCommerce
journey, you carry these legacy systems along with you. It is critical to
get a Single Customer View of your customer data, so if like Snap, you
have multiple database sources, working through this integration piece
is a painful yet worthwhile process to go through.
At Snap Print & Design, we had two separate systems per centre housing
customer data, giving us the challenge of over 260 independent
customer databases. Before we could embark on any meaningful
customer relationship interactions, we started by amalgamating all of
the customer data into one unified database. With a Single Customer
View (SCV), this now enables us to communicate with our customers,
with a greater understanding of their needs and where they are in their
journey with Snap as one brand.

THE CUSTOMER EXPERIENCE

You are looking at a modern customer-focused eCommerce system,
but you have legacy or undisciplined systems housing your customer
data. Snap has over 130 independently managed and owned centres,
so making sure the customers' data was in order was challenging, but a
necessary step when integrating with a modern eCommerce platform.
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A large proportion of the customer pool at Total Tools are B2B
customers; from individual tradies and small businesses, through to
major national organisations. Each of these B2B customer groups has a
distinct user profile that we aim to provide quality digital experiences for
through our eCommerce platform.

Brandon Soo
eCommerce Manager
Total Tools
Brandon is the eCommerce
Manager at Total Tools, a
customer centric operator with
vast industry experiences in
eCommerce and the digital
space. In keeping with the
Total Tools company motto,
EVERY TOOL for EVERY
TRADE, Brandon believes in
creating seamless customer
experiences, for every Total
Tools customer.

Total Tools is relatively new to B2B eCommerce, when in comparison
with several of our industry peers and direct competitors. Since 2014,
a key pillar of our Digital Transformation roadmap, is ‘enhancing the
customer experience’, with innovation in the following areas:
•

Changed eCommerce platform, moving to a fully responsive website,
due to the majority of our customers interacting with our website on
a smartphone device.

•

Tripled our people and resources in the eCommerce team, now with
dedicated groups for content management, product management,
integration, development, and the customer support required to
meet the dramatic growth of the business.

•

Reinvigorated our loyalty program by simplifying it and now we are
preparing to make it even easier for our customers by integrating the
loyalty experience online too.

•

Undertook several major integration projects, to get a better view
of customer and business data, across the business. This has allowed
us to understand our customers better across each interaction and
personalise their experience through AI and Machine Learning
(AIML) through all our digital channels.

THE CUSTOMER EXPERIENCE

At Total Tools, we put the customer at the heart of everything we look to
implement within our business. By taking that customer-centric approach
in everything we do it will lead to delivering a memorable customer
experience through all channels, digital and otherwise.

Implemented a continuous improvement program, to take in ideas
and suggestions from within all departments of the business, and our
customers.
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Merchandising and Personalisation
Brick and mortar businesses have long been able to wow
customers with in-store merchandising and personalised
experiences. Fast forward to today, eCommerce merchants now
have several key advantages over in-store experiences.

MERCHANDISING AND PERSONALISATION
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The power of merchandising and
personalisation for online merchants

To drive revenue and forge strong customer
relationships, B2B merchants are increasingly
creating personalised online shopping experiences
for 'one' instead of the former ‘one size fits all’
approach. Product recommendations personalise the
customer experience by helping shoppers quickly and
effortlessly find products relevant to their profile and
behaviour.

On average, shoppers who engage with
a recommended product have a 70%
higher conversion rate. 1

A personalised shopping experience comes in many
forms, it could simply seek to share high-quality
product images and video, as well as other dynamic
content, to relevant interested B2B buyers. Or instead,
optimise a browsing experience based on customer
browser behaviour and analytics.
Research conducted by Marketo, highlights that
more than 90% of consumers are more likely to shop
with brands that provide personalised offers and
recommendations. They’re also willing to share their
behavioural data to get them. 2 With the purchasing
experiences of B2B buyers, so heavily influenced by
the way they shop in their own personal lives, it's no
wonder personalisation for B2B buyers and decision
makers is a key focus of eCommerce teams.
Throughout 2020, at Balance Internet, we saw
firsthand the importance of utilising merchandising
and personalisation strategies online, as many
retailers were forced to close their doors to valued
B2B customers. With sales representatives grounded
and unable to travel to their customers, many clients
focused their attention on how their eCommerce
platform could best support them. Almost all B2B
eCommerce platform features worked in overdrive
to focus on retaining and support customers.
Online merchandising and personalisation was, and
continues to be a critical element.

In 2021 and beyond, B2B eCommerce
will continue to undergo major
transformation. As companies adopt
the latest technologies to find new
customers, improve their supplychain efficiencies, and provide a more
personalised user experience to their
clientele. 3

1. Magento 2020. A customer journey for one. https://magento.com/resources/customer-journey-one
2. Marketo 2020. 10 Marketing Predictions For A New Decade. www.marketo.com/ebooks/10-marketing-predictions-for-a-new-decade/
3. Williams, R., 2020. The 6 Biggest Trends In B2B Commerce For 2021. Adobe Blog. blog.adobe.com/en/2020/10/28/b2b-commerce-trends-2021.html#gs.n8j87r
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As B2B eCommerce businesses and technologies
continue to evolve through digital transformation,
merchants today have several critical advantages
over in-store experiences, particularly when it comes
to digital merchandising and personalisation.
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eCommerce Merchandising

eCommerce Personalisation

Merchandising is a term used in retail to describe the
art and science of floor plan development and the
presentation of products. In a Magento eCommerce
store, you might think of the category-based
navigation as the store's floor plan and the dynamic
presentation of products as the conditions that you
can apply to the listing of products in the store.4

Personalisation is a term used in eCommerce
to describe the process of delivering personal
experiences on eCommerce websites, by dynamically
delivering content, offers, recommendations and
other content based on actions and behaviour of
customers.

33

• Create and assign custom catalogues and price lists to buyers
• Create and manage multiple tailored B2B sites from a single platform
• Robust segmentation and targeting capabilities
• AI and machine learning for personalised B2B customer content experiences e.g. Adobe Sensei
• Branded customer / company portal
• Customer-specific content and offers
• Ability to set catalogues for employees (a subset of a catalogue within a company)
• Ability to hide price for customers (buying against allocation)
• Personal requisition lists - optimising ordering of frequently purchased products
• Quote negotiation functionality - allowing personalised negotiation of pricing for orders between
buyer and seller

4. Merchandising, Magento 2.4 User Guide, 2020 https://docs.magento.com/user-guide/marketing/merchandising.html
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Key B2B merchandising and personalisation platform features

Something to consider:
Key advantages, online merchandising and personalisation vs in store
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These days many manufacturers and B2B merchants create detailed images and videos to assist with
selling products online. Many suppliers create highly technical specification images and videos, which
customers can view to learn more about products. The media browser on a product page can display
multiple images, videos, or swatches related to the product. Each thumbnail can show a different
view or variation of the product. Of course, in person, a sales representative can communicate this
information, but on a website product page each pitch will be consistent and expertly narrated. Further,
a customer can do their research online, then request assistance for further questions and product
information.

Provide a view of all product
variants and comparable
products

Share highly detailed
products specifications and
product information

Many customers need to be able to see all
options available, including product variants
and comparable products. Extensive online
research before a purchase has become a
common practice, and customers expect to
be able to find this information online.

B2B merchants know that with the sale of
industry-specific and niche products, highly
detailed information usually accompanies
the product. This information might come
directly from a supplier, or be created in
house to assist with the sales process. The
information can be shared with customers
through an online store. The data can
be stored for internal distribution in the
platform, or in a PIM, for example.

Optimise the browsing experiences
Online merchandising allows merchants to optimise a customers browsing experience by giving the
customer a 'full view' of products in a specific category, that may not be available in-store. This could
include showcasing all product variants for a product (where only one option may be on display in a
showroom), showcasing new products, or showcasing products that are out of stock or on backorder.
This isn't always possible in-store, and many customers like to have the full picture.

MERCHANDISING AND PERSONALISATION

Showcase high-quality products images and videos

Ensuring the online experience matches
the pricing and product model that a sales
representative or the account manager would
deliver is paramount to success for a B2B online
store. Merchants and sales teams can tailor
catalogues, products and pricing per customer,
making the job of price-books and agreed
pricing structures easier. This feeds into the
merchandising and personalisation for a B2B
customer, when they shop with you online.

Collect data about customer
browsing and shopping habits
to improve the customer
experience
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Merchants can utilise data and insights
about customer browsing and shopping
to remerchandise their online store.
Of course, remerchandising in-store is
extremely common, but the online store can
provide real-time data about browsing and
purchases that would be close to impossible
to capture in face-to-face interactions.

Magento Visual Merchandiser
The Magento ‘Visual Merchandiser’ is a set of advanced tools that allows you to position products
and apply conditions that determine which products appear in the category listing. The result can
be a dynamic selection of products that adjusts to changes in the catalogue. You have the option to
work in visual mode, which shows each product as a tile on a grid or to work from a list of products
in the category. The same tools are available in each mode, and you can use the buttons in the
upper-right corner to toggle between each type of display.

For more information about Magento Visual Merchandiser, visit the Magento user guide:
https://docs.magento.com/user-guide/marketing/visual-merchandiser.html
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Tailor catalogues, products
and pricing per customer

Product Recommendation powered by Adobe Sensei
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For more information about automated Product Recommendations powered by Adobe Sensei, visit:
https://magento.com/products/product-recommendations

Key chapter takeaways
1.

B2B eCommerce merchants have several critical advantages over in-store experiences regarding
digital merchandising and personalisation. What does this mean for your organisation?

2.

The key benefits for B2B organisations differ from those of a traditional B2C online experience.
Does your eCommerce platform provide the key features your business requires?

3.

Merchandising and personalisation were vital for merchants throughout the global pandemic and
will remain to be in 2021. How have you adapted your strategies?

MERCHANDISING AND PERSONALISATION

Exclusively for Magento Commerce merchants, ‘Product Recommendations’ allow you to deliver
more relevant experiences to every shopper. This capability is powered by Adobe Sensei and
provides a direct way to increase the impact of digital merchandising efforts while reducing the
manual work required to uncover meaningful product affinities.

37

Personalisation has traditionally been an area focused on by businessto-consumer (B2C) companies across the online path-to-purchase.
Personalisation enables brands to showcase they know who their
customers are by serving dynamic content, merchandise and product
recommendations using behavioural analytics. Consumers often build an
affinity with brands that can determine what they need before they know
it themselves. This shortcuts the decision-making process which online
shoppers value living in today’s ocean of daily decisions.

Jemima Miller
eCommerce and CRM
Manager, DuluxGroup
Jemima is a strategist, change
agent, digital performance
marketing and eCommerce
professional with 11+ years’
experience scaling business
growth in the online arena.
As an eCommerce pioneer,
she has operated as an
‘intrepreneur’ within traditional
retail businesses instrumental
in educating teams and driving
the customer experience across
the online path-to-purchase.

Subsequently, with the accelerated growth of the business-to-business
(B2B) online sector, largely driven by the events of the global pandemic
in 2020, there’s been a distinct increase in B2B brands now also using
personalisation in strategic and meaningful ways.
Often brands fail to acknowledge that B2B marketing is still marketing to
a person, whether that be a buyer, business owner or account manager.
The same foundational principles still apply for personalisation.
To emulate the B2C experience, B2B organisations may consider revising
their approach to personalisation. Merchants could start by asking
themselves the following questions, to begin the quest of offering deeper
personalisation:
• What are the current ways in which we deliver personalised
experiences on our site?
• What are two new methods I can introduce immediately?
• How do we currently deliver dynamic content?
• Are we well-positioned to create content tailored to various
companies and buyers?
• Are our sales and marketing offers personalised or batch and blast?
• How can I create more targeted offers?

MERCHANDISING AND PERSONALISATION
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• How can we encourage businesses to update their preference centre
details?
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• Do we offer product recommendations based on profile data? If no,
why not?
• Do we deliver content based on the actions and behaviour of our
buyers? If no, why not?

What potential does this hold for B2B merchants? Offering your buyers
a personalised customer experience is even more critical for growth
and success post-pandemic than perhaps initially thought. How are
you offering a more personalised customer experience in 2021? If you
already have a plan in place, how might you innovate if you harness the
power of your imagination to win over your customers?

MERCHANDISING AND PERSONALISATION

Merchants have often experienced legacy technologies that are
inflexible and restrictive when it comes to serving personalised dynamic
content and stitching together data sources to create a fully integrated
single view of the customer. Organisations should focus on what data
and insights they have access to today to perform a more comprehensive
personalisation strategy, before pulling in additional streams.
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In today's B2B landscape, offering a personalised customer experience is
no longer something reserved just for industry leaders, it's a new digital
imperative for businesses of all shapes and sizes.
Personalisation enables organisations to create more targeted and
useful content for their customers, a cornerstone of delivering a
standout customer experience. And it's not just online; personalisation
is a multifaceted area of specialisation, increasing brand loyalty and
increasing revenue for brands who master it.

Aaron Chidley
Head of Business Development
& Account Management,
Balance Internet
Aaron has a background in
traditional bricks and mortar
retail. After building three
online stores in the late
2000s, Aaron jumped ship to
Balance Internet to be a Project
Manager. He is now the Head
of Business Development and
Account Management. He
thrives on understanding the
nuances of how each business
goes about getting a product
online, how a customer buys it,
and how it ultimately gets into
their hands. Aaron is passionate
about online operational
strategy, end-to-end business
analytics and technology
deployment.

For B2B organisations delving into personalisation for the first time,
start by researching what it is that your customers really want from you.
Who are they? What are their personas? What are their wants, needs and
frustrations? How can you respond to their needs with content-driven
and relevant digital experiences, which are tailored to them?
But, do B2B buyers actually want personalised sales and marketing?
The short answer is yes! B2B buyers' motivations are often far more
focused on the benefits to their organisation. What is the cost-benefit
for the company? e.g. the benefits of tiered pricing and special pricing
structures. Marketers must be able to work together with eCommerce
teams to bring industry standard personalised customer experiences in
the B2B digital experience.
It's no secret that personalisation is going to be integral to the future of
B2B Marketing. Three things to keep at the forefront of your approach
should include the following:
• Make data-driven decisions: Use insights to power decision making,
not opinions that aren't validated.
• Be useful, not aggressive: Don't annoy your customers, help them
with helpful information and content. Be relevant. There's nothing
worse than lazy, inaccurate or unauthorised segmentation.
• Keep evolving your strategy: Don't get comfortable and always strive
for a better experience for your customers.

MERCHANDISING AND PERSONALISATION
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Website and Channel Content
Website and channel content should unify the various specialised
writing and marketing capabilities within individual business
groups, from professional and technical communications to
marketing and promotional communications.

WEBSITE AND CHANNEL CONTENT
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Content in 2021 and beyond

Content marketing remains a challenge for many
eCommerce marketing departments. Whether it’s
time, skill, or resource, great content can sometimes
feel impossible to create.1

Content spreads brand awareness and
generates leads at scale, each channel
fulfilling different goals.

In the B2B world, the purchasing process can be
long and detailed, involving many decision makers.
Unlike a B2C company selling one pair of shoes to
one person, your B2B company might need signoff
from the product team, the marketing team, finance,
operations, and the C-level. Do you have content
aimed at each level that answers their questions and
builds trust in your product? Sound like overkill? Well,
if you don’t have the answers to these questions, your
competitor might; and who is the customer going to
trust after that?
As well as being educational, informative or
entertaining for human readers, your content needs to
include relevant keywords, optimised metadata, and
correct tagging for Google to find it. Content creation
and optimisation takes time and resources, and can
sometimes be a slow burn before you see the proof of
increase in leads. But it’s worth the investment so that
you stay relevant, rank in Google listings, and be the
brand your customers trust.

Social media boosts brand awareness and builds
those nascent relationships with potential customers,
years before they buy. More than half a billion
professionals worldwide gather on LinkedIn to stay
connected and informed. With a whopping 94% of B2B
Marketers using LinkedIn to distribute content. 2
Targeted marketing emails nurture relationships for
months, keeping you front of mind and enhancing
your brand reputation as a trusted voice. Blogs,
articles and whitepapers establish you as a thought
leader in your industry. Product sheets, walk-through
guides and sales decks give your potential customers
the information they need before buying to make
informed decisions. And that’s the tip of the iceberg!
User-generated content, infographics, webinars, the
slides you present at conferences, the LinkedIn posts
your leaders make… the breadth of B2B content is only
limited by your imagination.

1. Dotdigital 2020. Hitting The Mark, Global Ecommerce Benchmark Report 2020. https://learning.dotdigital.com/media/3251/htm_2020.pdf
2. LinkedIn 2020. Targeting Advertising On Linkedin - Our Audience | Linkedin Marketing Solutions. https://business.linkedin.com/marketing-solutions/audience
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Digital B2B content gives your brand an entire team of
passionate brand ambassadors, all working tirelessly
to build relationships, explain key features, and set
you apart from the competition. The difference is
that this team now comes in the form of social media
messages, blogs, whitepapers, product specification
downloadable sheets, videos, virtual trade-shows,
webinars, and user generated content. Content is your
most passionate salesperson.
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Your content defines the pages and elements that
customers see when they access your store. You can
define basic elements for your pages, such as text
and images, as well as more advanced elements that
provide interactive and dynamic content to enhance
the shopping experience.4

DID YOU KNOW?
Most business-to-business marketers today
use content marketing successfully to
achieve top-of the-funnel goals, such as
brand awareness and audience education.
There’s been a notable increase in the
proportion of us who are successfully using
content assets to nurture subscribers,
audiences, and leads - 68 percent today vs.
58 percent one year ago. 5

Key B2B customer-centric platform features
• Create pages with text, images, videos
and dynamic blocks of content that can be
incorporated into your store navigation and linked
to other pages.
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• Use advanced content tools to create content-rich
pages to enhance visual storytelling and drive
customer engagement.
• Change themes for a seasonal sale or promotion
from the admin.
• Create, preview and schedule a wide range of
content directly from the admin.
• Share customer group or company specific
content and offers.
• Share company branded materials for specific and
relevant audiences.

3. Dotdigital 2020. Hitting The Mark, Global Ecommerce Benchmark Report 2020. https://learning.dotdigital.com/media/3251/htm_2020.pdf
4. Magento 2020. Magento 2.4 User Guide - Content. https://docs.magento.com/user-guide/content.html
5. Hanley, A., 2019. 2020 B2B Content Marketing Benchmarks, Budgets, And Trends: A First Look At New Research. MarketingProfs.com.
https://www.marketingprofs.com/charts/2019/41998/2020-b2b-content-marketing-benchmarks-budgets-and-trends-a-first-look-at-new-research
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The dotdigital ‘Hitting The Mark Global Ecommerce
Benchmark Report 2020’ found that 66% of brands
weren’t delivering the kind of content that helps
establish a relationship with readers. While this has
declined by 24% from the previous year’s report,
there’s still a long way for brands to go if they want to
build long-lasting customer relationships. 3

Something to consider:
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What is B2B Content?
Data

Thought-leadership
•
•
•
•
•
•
•
•

Whitepapers
eBooks / Books
Research studies
Reports
Articles in trade publications
Podcasts
Webinars
Virtual conferences

•
•
•
•
•
•

Technical specifications
Images and illustrations
Videos
Diagrams
Product brochures
Product demonstrations

Physical
• Workshops
• Online-classes
• In person-training
• Short courses and webinars

Marketing
Interest
• Blog articles
• Onsite articles / landing
pages
• Offsite article contributions
• Webinars
• How-to-articles
• How-to videos

•
•
•
•
•

Digital campaigns
Instore campaigns
Digital catalogues
Print catalogues
Trade shows and exhibitions

User Generated
Content (UGC)
• Ratings (Google reviews,
industry ratings, annual
reviews)

EDM
• eNewsletters
• Member join (post sign up, post goal completion)

• Reviews (product ratings,
industry reviews)

• Post purchase communications (write a review, returns process)

• Net Promoter Score (NPS)

• Transactional emails (order confirmation, shipping)

• Social media posts

Key chapter takeaways
1.

Content marketing remains a challenge for many eCommerce marketing departments. What are
the current challenges you face, and how might you seek to overcome them?

2.

Targeted marketing can keep you front of mind and enhance brand reputation. What are three ways
in which you can improve the personalisation of marketing to customer groups?

3.

Does your organisation actively produce content across various content categories? How can you
broaden your content production and distribution in 2021?

WEBSITE AND CHANNEL CONTENT

• Product data and
information
• SKU and product IDs
• Metadata and descriptions
• Raw data

Technical
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"Innovation is change that unlocks new value" and "Innovate or Die"
are key quotes that kept me forever thinking throughout the pandemic.
It was Digital Transformation moving at a warp-like speed that the
business had to consider whilst managing cultural, emotional and
financial pressures coming from every direction. With the pandemic,
no more face to face meetings, virtual calls became the norm, and the
best way to communicate deals and products was through the power
of content - the catchphrase around the business quickly spread as
"Content is King".

Jeremy Krause
Chief Innovation and
Disruption Officer,
Global Retail Brands
As a professional Sales and
Business Development enabler
with over 15 years sales
experience, Jeremy has worked
across Marketing, Technology
and Creative industries.
Jeremy is a passionate driver
of change and innovation
and has developed a love for
learning new things and being
inspired by the challenge
of disruption. Jeremy has a
yearning to communicate the
power of quality content and
enrich people's lives through
fun, engaging, educational,
inspiring and "thinking outside
the box" ideas.

We, therefore, embarked on a very rigorous programme to innovatively
create content for all different channels and most importantly ensure
it was relevant and added value. How best were we to get the message
across? What bite-size and long-form content could appeal to our
audiences across all our channels? How could this be created in a costefficient way to maximise value and exposure?
We created a nimble content team that was managed internally but
called on external influencers to build a variety of content varying from
lifestyle, recipe, product innovation imagery and video. With the support
of our creative team, we developed a calendar purposefully built for the
different social channels. What works on Facebook, may not work on
Instagram and more importantly, being aware that LinkedIn has a crucial
role to play with a tweek to the creative can also bring enormous value
to the business and create fantastic engagement. Brand awareness is
one thing, but to start attracting ambassadors of the brand through a
natural evolution of exciting and relevant content was a significant win
for the business.
A prime example of this was our recent launch of THE CUSTOM CHEF®
by Baccarat that not only has a retail play, but the B2B play is where
the scale and growth have unlimited potential. Capitalising on a niche
opportunity of "corporate gifting" in the form of custom knives, we
developed an exclusive relationship with the AFL Football Clubs to
empower them to take our products onto their online platforms. We
used content to win this work, from the pitch to the execution.

WEBSITE AND CHANNEL CONTENT
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We provided a catalogue of assets to enable the Clubs to launch the
product on their channels. It was all about making it easy for them to
sell the products and understanding that you can't just sell the dream
without creating the assets to help promote the product. With their
strong databases, we provided a simple Dropbox link that incorporated
a range of Web, EDM and Social imagery and video content to help
them upload to their various channels. Carefully curated content
customised for each Club enabled a unique rollout of content to help
support the campaign. This has attracted engagement with the brand
which has driven sales and most importantly appeal to a new untapped
demographic which provides limitless scalable opportunities. "YOUR
KITCHEN TROPHY" - Who would have thought - Homewares and Sport
playing in the same space.
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Throughout the pandemic, the already valued role of content strategists,
marketers and producers alike went through the roof. Recognition for
the industry was cemented in a few short weeks when globally, retailers
were forced to shut their doors. Now what? Now, we collectively all said,
we produce content.

Alexandra Lawson
B2B Customer Success
Manager,
Balance Internet
With eight+ years of experience
as a Marketing Manager across
B2C and B2B businesses,
including leading Australian
FMCG and fashion brands, Alex
jumped the fence from client
side to agency 4 years ago. Alex
is now the Balance Internet B2B
Customer Success Manager
and has a passion for Customer
Experience and end-to-end
business analytics.

Industry leaders were able to utilise their eCommerce platforms,
marketing automation platforms and digital technologies to share
product information and data in creative and thoughtful ways, quickly.
A website, and therefore the customer experience, comes to life when a
customer can explore products in whichever way they choose. We know,
from extensive data analysis and profiling of B2B buyers, that many
customers prefer tech-heavy product information. Particularly with the
high-value purchases so standard in B2B. Other buyers lean towards
having a more visual experience in their path to purchase. Businesses
who can accommodate these different customer content demands into
their customer experience are therefore going to be more appealing to
the buyer.
Content for a B2B eCommerce platform and associated channels
needs to reflect the interests of the decision-makers with buying
power. Appealing not to an 'individual' as in a B2C purchase, but to the
'company'. When producing content for B2B, the following should be well
considered and prioritised for a winning content experience:
Demonstrate the benefit of the product or service to the ‘business’
In a B2B organisation, product decisions are made to benefit the wider
business, not the individual as in a traditional B2C purchase. Content,
particularly the language, should reflect this. Demonstrating a deep
understanding of these benefits and challenges a product can overcome
in the correct context is crucial.

WEBSITE AND CHANNEL CONTENT

Content is the backbone of B2B eCommerce. Of course, an innovative
platform is essential to the equation, but if 2020 has taught us anything,
it's that when we cannot get in front of our customers physically, we must
focus on providing content for them in different ways.

Provide sufficient technical information and product specifications
Decision-making stakeholders with buying power need to be able to
establish if products and services are suitable. With high value and
high volume purchases, buyers need as much information as possible
to affirm decision-making. Merchants should treat content available on
their eCommerce platform as a virtual showroom. Understandably, too
much content can be given away too quickly. Still, the platform can be
used as part of the sales process to begin an engagement, e.g. request
a brochure, request a virtual tour, request a live demo and product
specification ebook.
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Images alone won't cut the mustard anymore. The B2B buyer today,
expects the media-rich immersive content experiences, influenced by
B2C. Media-rich websites have become even more critical in the last year
where in-person buying has been significantly affected by the pandemic.
Images, videos, webinars, podcasts and live-demonstrations etc., are all
valuable media worth producing.
Invest in meta-data and categorisation
Do the leg-work. Merchants who prioritise product metadata and
categorisation will be well placed to perform well on-site and off-site. It's
undeniably valuable to understand what your customers are looking for,
and where.
B2B merchants who can utilise the power of content, for eCommerce
operations and the broader business operations have the best chance of
outperforming their peers. Merchants should seek not to keep up, but to
be ahead of the curve with their web and channel content strategy.
After all, "In a crowded marketplace, fitting in is a failure. In a busy
marketplace, not standing out is the same as being invisible." – Seth
Godin

WEBSITE AND CHANNEL CONTENT

Showcase a variety of product media
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Product Information
Management (PIM)
For a business, a PIM can radically simplify the process of creating,
maintaining, and using product information for online and offline
product catalogues. A PIM can operate as a core repository – a
single source of truth for all product information.

PRODUCT INFORMATION MANAGEMENT (PIM)
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In the eCommerce industry, the term ‘product’ refers
to a sellable item. Broadly speaking a product can
mean many things, but when referred to in the context
of B2B eCommerce, it means sellable products.
Sellable products are those which can be sold from a
business to another business or consumer, through a
transactional eCommerce website.
The discipline of product information management is
an essential business operation in B2B eCommerce,
as well as in B2C (business-to-consumer), B2G
(business-to-government), D2C (direct-to-consumer)
and alternative business models. Product information
management is the way in which all data and
information related to a product a business produces
and/or sells, is handled by that business. The ways, or
businesses processes, include product data creation,
management and sharing both internally and
externally.

Product information management occurs within
any business which sells products, and is often
undertaken without a software solution in place. The
importance of an effective PIM solution, for effective
product information management in B2B businesses
is increasingly recognised as absolutely essential for
growth and success. According to research conducted
by Marketo, 90% of B2B organisations cite product
information management as highly important or a top
priority.1
A PIM ‘solution’ is software which provides a business
with a central hub to manage product information
and data.

“Missing product content causes a “doom
loop” of issues causing more issues, with
no time to fix the root cause.” Daniel
Roberts, Founder & CEO, SKUvantage.”2

1. BERRY, J., 2020. 10 Marketing Predictions For A New Decade. Marketo.com. https://www.marketo.com/ebooks/10-marketing-predictions-for-a-new-decade/
2. Roberts, D., 2020. Product Content Solved - Skuvantage. https://www.skuvantage.com.au/product-content-solved/
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The discipline of
Product Information Management

A PIM is not the same as an ERP

A Product Information Management (PIM) software
solution provides a business with a central hub to
collaboratively manage product data and information,
for all products.

Both a PIM and an ERP have different functions,
although they are part of the same business IT
landscape and share common data. The PIM needs
to obtain data from the ERP, essential data related
to the products that a company sells. Although a PIM
primarily consumes data from an ERP, it can also
obtain data and content from other systems such as
spreadsheets, FTP servers and external repositories.

For a business, it can radically simplify the process of
creating, maintaining, and using product information
for online and offline product catalogues. A PIM can
operate as a core repository – a single source of truth
for all product information.
While a PIM software solution can make your product
information processes more efficient, it’s also a
foundational technology powering superior product
experiences, omnichannel marketing, increased
conversion rates, decreased product returns,
increased product assortment, and more. Research
conducted by Jasper PIM, shows that clients who
switch to their product see; +15% increase in online
sales conversion, 3 times faster speed to market
for new products, +28% increase in sales across all
channels, and a -20% reduction in operational costs. 3

An ERP is an essential business system, receiving
varied information from all departments. It’s a system
that allows total integration with all stages of the
business, automating the data management processes
as well as analysing and obtaining reports.
PIM, on the other hand, is a system focused
exclusively on product data and information. It can
also obtain data from the ERP in an integrated and
automated manner, and it ensures your catalogue
information is always kept up-to-date on any channel.

Flat Files

Any Data Source

Your ERP

ECommerce Platform

Product
Information
Management
(PIM)

Mobile Application

Print Material

Points of Sale

3. Jasper PIM 2020. About Jasper | Boost Your Sales With Jasper PIM https://www.jasperpim.com/pim-solutions/
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What is a PIM solution?

Because a PIM will affect the entire business, it's vital
to involve stakeholders from all areas of the business.
Start by assembling a team of individuals who will
be able to gather requirements, detail specifications
and work together to find a software solution that will
satisfy the majority of business requirements.
Before your organisation begins speaking with
vendors, it is recommended to create a detailed list of
prioritised requirements.

With your working group of business
stakeholders, some key questions to answer
as you delve into gathering requirements
could include:
•

How complex is the product data
currently, and will there be any major
changes to the complexity in the next
2 - 3 years?

•

What do we want a PIM solution to
achieve for the business?

Once you begin speaking with vendors, it will
be important to assess them based on a set of
comparison criteria, this could include:
• What are the key features of the PIM software?
• Is the solution on-site or cloud-hosted?
• How are media assets managed in the PIM?
• What does the support structure look like?
• What are the licence fees?
• What integrations does the PIM currently have
available?

What do we want a PIM solution to achieve
for the business?
There can be no successful outcome, without first
architecting a solution to a set of specific and
measurable objectives.
Explore what is the projected value of future earnings
which the business could generate, as a direct result
of a PIM solution?

How complex is the product data structure?
It's crucial to understand the complexity of a data
structure before making an assessment of a platform,
and its ability to comply with the data structure, or
any necessary adjustments that would need to be
made to do so. This includes;
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• How many brands / websites / languages /
currencies
• How many channels per brand / website / product
range
• What are the requirements per channel
• What are the specifications for all media assets
for both print and digital

What are the technology and resource gaps?
Are there any technology gaps that might prevent
the solution from being implemented, what are the
projects that need to be completed to allow the
solution to be implemented? Are there resourcing
gaps to complete any of this?

How will the PIM software allow us to
manage assets?
Are there any technology gaps that might prevent
the solution from being implemented, what are the
projects that need to be completed to allow the
solution to be implemented? Are there resourcing
gaps to complete any of this?

Is the PIM software on-site, or cloud-hosted?
Different organisations have various requirements
around using cloud-hosted or on site software, as a
part of the broader security and software strategy and
policy. Assessing the various options available to a
business that will meet these requirements is vital.

Just as you wouldn’t build a house
without floor plans, the same is
true of any successful PIM solution
implementation, or system integration.

PRODUCT INFORMATION MANAGEMENT (PIM)

How to choose the right PIM solution for a
business?

Something to consider:
Benefits and challenges of a PIM solution

• A business can store and manage product data
(product numbers, SKU data, images, videos,
translations, prices, documentation etc.) from
one, single location.
• A business can set up products once, then
multiple contributors can publish to multiple
eCommerce platforms and channels.
• Reduction of operational costs, data errors and
redundancies is highly likely.
• Increased staff efficiency can lead to increased
profitability and a positive work environment
for teams.
• Personalised content for each channel can be
achieved from one central location.
• Businesses can launch into new markets with
speed and ease with content in the PIM ready
to go. The product data can be customised and
transformed into the requirements of the new
channel.

Challenges a business may face:
• Upskilling staff to use the software will
require time and budget, separate to the cost
of the solution implementation and licence
fees, which is often unaccounted for in
project budgets and ongoing expenses.
• Recruitment of new team members will likely
be necessary, with the appropriate skill-set
to utilise the software, improve business
processes and content governance.
• Content migration from legacy systems to
the new solution represents a significant
investment in both time and budget, which is
often unaccounted for in project budgets.
• Content management is a team sport across
all business units, and a business may face
adoption resistance to the new software if it
has not been rolled out with the stakeholder
support.

• Provides the ability for multiple contributors to
produce content, including suppliers.
• Enables an easy assessment of product
completeness.

Key chapter takeaways
1.

An effective PIM solution for effective product information management in B2B businesses is
increasingly recognised as essential for growth and success.

2.

A PIM is not the same as an ERP. Does your organisation have a strong business case for both
solutions?

3.

There are recognised benefits and challenges of implementing a PIM solution. How do the service
benefits align with your digital transformation strategy?

4.

Before your organisation begins speaking with PIM vendors, it is recommended to create a detailed
list of prioritised requirements. Have you completed this? Does it require updating?

PRODUCT INFORMATION MANAGEMENT (PIM)

Benefits of an effective PIM solution:
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Susmita Kanjilal
Global Content
Governance Lead,
Mondalēz International
Susmita has 17+ years
experience in the product
and content management
space and has been
instrumental in rolling out
Digital Asset Management
and Product Information
Management solutions at scale
for Mondelēz International.

Product information management or product content management
is acknowledged as a key digital capability for many consumer
packaged goods (CPG) companies. This role has become increasingly
important with rapid growth in B2B eCommerce. The original demand
for product information for CPG organisations had been to distribute
product information through the GDSN (Global Data Synchronisation
Network) network using various data pools. This required investment
in solutions focused on the management and creation of product data
(sales, packaging, supply chain, etc.) leveraging internal workflows. The
key focus was on the definition, storage and syndication of necessary
product information such as UPC, Dimensions, Ingredients, etc. to
retailers.
In today's digital landscape, there is an increasing need to have PIM’s
work hand in hand with asset management systems. It is more important
to deliver the right content to the right customers at the right time.
Increasingly, digital images for products (mobile-ready and product
image renders) are becoming mandatory across retailers and customers.
Non-compliance of not sending required sets of images will result in
penalties imposed by the retailers.
PIM is a critical need across B2B and B2C channels and not investing
in such a capability isn’t an option anymore. Wrong and delayed data
results in penalties, lost sales due to delisting, poor customer experience
and non-compliance to local regulations (e.g. non-compliance
on packaging information composition provision to comply with
sustainability regulations).
PIM technology must be coupled with the right business processes,
operating model and governance. It also needs change management
and top-down sponsorship. ‘Data literacy’ should be all-pervasive, and
upstream product data owners like research and development should be
sensitised about the value of accurate digital product data.

PRODUCT INFORMATION MANAGEMENT (PIM)
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The future will see further evolution in the PIM solution to Product
Experience Management (PXM). This is due to increased demand for new,
specific content from both creative/media and product information (i.e.
Online retailers demand detailed product info that is not necessarily
created and stored by our internal processes). Content management
for eCommerce/Digital is at the core of the digital shelf execution in
B2C and B2B, and that would see further evolution of technology and
approach in this space in times to come.
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PIM also necessitates setting up an appropriate content governance
mechanism. A PIM governance forum should manage both internal
and external demands. External demands include elements such as;
new customer data element requests, GS1 alignment and involvement,
GTIN Management, Customer data quality fines reduction, customer
data quality reports and internal topics should focus on data quality
monitoring, hierarchy change needs etc.
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Digital product content is just as important when selling to businesses as
when selling to consumers. After all, the people who buy in B2B channels
at work, buy on B2C sites when at home. With business products often
having extensive features and functions, it is essential to give business
buyers the information they need to make an informed purchase choice.
Good product content also lowers the cost to serve, reduces sales lead
time and helps teams be more effective in their roles.

Daniel Roberts
CEO & Founder,
SKUvantage
Daniel founded SKUvantage
in 2009 to solve the problem
of how to get good quality
product data and information
in front of consumers.
SKUlibrary is the SKUvantage
PIM platform used by hundreds
of brands to manage and
syndicate product content. It
is also used by SKUvantage
to manage product content
production for their clients.
The SKUvantage, SKUcapture
and SKUlibrary services and
technology suite provides a
turnkey solution to retailers,
wholesalers and their suppliers.

However, in B2B channels, the quality of product content is generally
worse than that in B2C. This is typically caused by a lack of teams
focussed on this process and then compounded by poor systems to
manage the diversity of images, data and content. Many businesses rely
on ERP systems or spreadsheets and shared drives to manage product
content. At best, this generally leads to difficulty in keeping content up to
date and managing attributes efficiently. At worst, it leads to confusion
and poor or wrong product content.
To manage product content at scale across a wide and deep product
range, requires a fit for purpose platform that enables your teams to
enrich product content quickly and efficiently. This needs to facilitate
accurate data entry, be able to consume and transform images
efficiently, manage production workflow effectively and give clear
visibility of process status. It is also important that the system is readily
accessible by internal teams and systems to drive value by acting as
a single source of truth. This avoids rekeying and ensures immediate
availability of product content. Providing access to external teams
also avoids constant requests for product content from customers and
agencies.
In summary, product information is used by all areas of a business
and needs to be accurate and complete for your operations to work
effectively. Relying on legacy systems and processes to create and
manage this critical resource is not appropriate for long term success.

PRODUCT INFORMATION MANAGEMENT (PIM)
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A fit for purpose PIM platform helps to more efficiently develop and
maintain a B2B eCommerce strategy. It gives your teams a resource
which allows them to better engage with customers and drive value
across the business. Therefore, investing in and selecting the right PIM
is a critical decision for your business to survive and grow in the digital
economy.
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The User Experience (UX)
If you’re thinking about how a user interacts with your site, you’re
thinking about User Experience (UX). The overarching objective
of UX within any project or organisation is to enhance an
experience with consideration for the user. The result is a stronger
relationship with the user, without negative impact to project or
organisational objectives.

THE USER EXPERIENCE (UX)
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Enhance the experience with
consideration for the user
User experience is common ground for creative teams
and businesses, where a creative team is enabled to
produce higher-quality solutions, and businesses can
make smarter investments in user experience.

More than 90 percent of B2B buyers use
a mobile device at least once during
the decision process, yet fewer than 10
percent of the B2B companies surveyed
indicate that they have a compelling
mobile strategy —a figure that’s three
times lower than top-performing
consumer organisations. 1

B2B Users
“Human-centred design” and “data-driven design” read as though they exist in exclusion
of one another. But in fact, they are one and the same. The User is at the centre of the
experience and the better we understand them (the data) the better be serve them by
making smarter (human) decisions.
It’s important to get to get to know your users, and a good place to start is to understand
3 important user types in B2B: Casual Users, Invested Users and Admin Users.

Casual Users
Casual users make infrequent purchases and are not tied to an organisation through a
contract or agreement to purchase goods and services.
A casual user has the freedom to use multiple suppliers to fulfil their needs. They typically
spend less than an invested user, and are cost sensitive as they tend to compare all
suppliers before making a purchase.
The opportunity with casual users, is they can be converted into an invested user.
Providing a good experience for casual users and maintaining regular contact with these
users can lead to converting them into a more stable and valuable invested user.

1. McKinsey 2020. How B2B Digital Leaders Drive Five Times More Revenue Growth Than Their Peers.
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/how-b2b-digital-leaders-drive-five-times-more-revenue-growth-than-their-peers
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A good user experience is grounded in data and
justification. This is ideal for businesses as any change
to the experience requires an investment of effort and
cost; typically a strong justification and supporting
data is required for an investment. This is also ideal
for creative teams, who traditionally produced
interface designs with limited data; typically based
on little more than information gathered in a single
one hour meeting. By providing the creative team
with more data (effectively a more detailed brief) they
are better enabled to produce better solutions, and
that same data is used as the supporting evidence to
justify the approach without excessive self-referential
option and hubris.
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Invested Users
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Invested users are tied to an organisation through a contract or agreement. They perceive
the value of the engagement differently. Invested users are typically clerks and not part of
the negotiation of the contract and the prices and rates changed for goods and services. A
clerk will use the interface frequently, and may not be concerned with the price of goods and
services, only the speed and efficiency by which they can complete their tasks.

Admin Users

Now that you have an understanding of these basic types, you can begin to mix your own
user data in. Multiple personas can exist within each user type and that type of granularity is
desirable as you’re able to better target or not target specific personas. Some personas will
naturally be considered of higher value to the organisation than others.

THE USER EXPERIENCE (UX)

Admin users are typically managers and do not undertake purchasing but are responsible for
reporting and managing user access. Their concerns are around security related processes
and comprehensive reporting.

Something to consider:
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Practical UX
You could call this “Practical UX”. It typically
means taking a Minimum Viable Product (MVP)
approach, by designing and creating the simplest
usable experience and incrementally enhancing
the experience. This may not have all the bells
and whistles that you believe a user may benefit
from at the start but it does enable you to build
a simpler version of the end experience to test
with users sooner. The benefit here is that you
can change direction if the feature is not as well
received as expected without losing too much
budget, or build an even better experience than
originally intended.

Business Goals

User Needs
UX

Technical Constraints

Key chapter takeaways
1.

UX seeks to enhance the user experience, with consideration to the user. Do you know your users
well enough to do this effectively? What research should be undertaken to establish a more well
rounded, data-driven view of the customer?

2.

Practical UX typically means taking a Minimum Viable Product (MVP) approach, by designing and
creating the most straightforward usable experience and incrementally enhancing the experience.
How might practical UX be utilised with your organisation immediately?
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It’s a common misconception that taking a
human-centred or user-centred approach means
that you don’t allow technology or business
goals to determine or limit the experience.
This may be true for some companies and they
may have presented a compelling and justified
business case to enable them to pursue this
approach. In practice, however, most projects
will have to take into consideration business
goals and technology restrictions for a variety of
reasons all of which typically lead back to time
and budget.

61

Good User Research always appears simple when it’s presented to you,
or when you’re a participant in a workshop. It’s not until you attempt
it yourself that it can become daunting, especially if you’re untrained.
I’ve met a number of professionals who have attempted to implement a
user-centred, or customer-first culture and become disillusioned after a
relatively brief attempt at creating a persona. Some have felt a touch of
imposter syndrome, or have probably been questioned too harshly by a
peer or co-worker about their process.
The summary of their experience typically ends with “it just didn’t seem
worth it”.

Michael Smith
UX & Design Director,
Balance Internet
Michael is a highly-technical
and experienced Australian
creative having worked
with leading Australian and
International brands and
businesses for 14 years.
He currently leads the
User Experience & Design
capability at Balance Internet
and continues to thrive on
simplifying otherwise complex
experiences.

In most of these cases, I’d suggest it was a minor stumble out of the
blocks that has led to disillusionment. Given they were only at the start,
a relative “stumble” really shouldn’t dissuade anyone, and they really
should persevere.
Every user research exercise starts somewhere and whilst most
attempts to create a persona first, I suggest simply taking stock of
what information you have. And, I don’t mean taking stock of raw data
exclusively - which is great if you have it. I’d suggest meeting with people
who have engaged with the users one way or another:
• Chatting with a senior salesperson to discuss clients and the
business’s sales strategy can give you insight into who the business
thinks the user is.
• Consulting with a digital marketing manager on digital analytics can
tell you what users are actually doing.
• And, asking the customer service department about the queries they
typically get can tell you about user pain points.
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Data sources aren’t always obvious, getting creative about who you ask
for data can deal out some interesting perspectives, encourages wider
collaboration across the business and takes more of the business on the
journey which widens support for your efforts.
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Through the relatively basic process of talking to people and collecting
information you’ll develop your understanding of who your users’ are
along the way. And, you’ll reach a point where you’re confident you’ve got
a good idea of who your users are.

The value of engaging with the user cannot be underestimated. It’s the
most rewarding part of user research. That being said, I don’t recommend
rushing in. If you’re not prepared, it can be perceived as a waste of the
users’ time.
Do your research, form a good understanding and validate that
understanding with the user. In the end it’s worth it.
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At this point, create your personas and note the source of the data. You’ll
likely end up with data sources that you’ll feel aren’t strong enough, and
you’ll identify information you want but don’t have. You can reach out to
the network you’ve created, or, perhaps this a good time to start talking
to the users, asking them some questions and really validating your
understanding.
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For eCommerce, people are generally familiar with the best of the best.
They'll seamlessly interact with Google, Apple, Dominos - they're not
sympathetic to your business scale, they just want it to work - and well.
Essentially; they can do it, so why is yours difficult to use...?

Tim Meyer
Creative Director,
Atollon
As an Australian graduate
with a love for Dutch and
Scandinavian design; Tim
began honing in on his
process, style, and principles
in Rotterdam. Over the past
15 years as a specialist in
creative direction, graphic
design and marketing; Tim
has developed and evolved
brands for some of the world’s
leading retail, fashion, and
charity organisations. Although
sometimes quirky and
challenging; Tim is the designer
behind many successful
endeavours and a real stickler
for detail.

Good UX for a brand is not just a means to an end - you're
communicating as a business (ideally, true to your values) that you care,
and consider the needs of the customer.
Brand loyalty is often razor-thin at best; customers will do their
homework. You're potentially up against any number of readily available
options for any product or service. A misalignment of core brand DNA vs
actual interaction can not only be damaging to your reputation - people
will simply move on, vote with their wallets, and tell their friends to go
elsewhere. Customers want your side of the bargain upheld, and not just
in some key areas, but all areas. If it's challenging to use; you've likely
lost them.
So, much like that restaurant (the one you never went back to because
the service was terrible), you may only get one opportunity to show
your values and prove your brand promise. The same is true with
eCommerce. Was your first impression clunky, confusing, non-intuitive?
Your competitors may well have already solved this puzzle. It's not just
a game of keeping up - it's a challenge of constant improvement and
innovation.

THE USER EXPERIENCE (UX)

In any business endeavour; brand values are the foundation which
should inform every aspect of communication and interaction. Uniquely
yours, this experience and customer journey must align with your brand
promise - authentic in every way. Thoughtful, considerate, simple; a good
all-round experience.

Think of the many retail aspects we've seen wane as eCommerce
continues to rise sharply. For example, how do you show luxury if the
customer doesn't visit a showroom? How do you best dress a virtual
shop window display? How do you present products which customers
traditionally want to see, smell, feel, try? These are brand and UX
challenges which web templates tend to whitewash. What may be 'best
practise' for some could be utterly wrong for your brand, your products.
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THE USER EXPERIENCE (UX)

Think of your digital interaction as your flagship virtual experience; far
beyond how good the homepage looks. Every step of the journey is an
opportunity to exemplify your uniqueness, to overcome transactional
hurdles, and to be trusted with brand loyalty.

08

Loyalty and Rewards
Personal rewards don’t particularly attract a B2B customer, they
are more interested in ways that a loyalty program can benefit the
business, and the bottom line.

LOYALTY AND REWARDS
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Loyalty and rewards in B2B, more
important than ever

Customer loyalty is essential for B2B companies,
allowing them to build and nurture long-term
relationships, and have access to more engagement
with their clientele.

The probability of selling to an existing
customer is 60-70%, while the probability
of selling to a new prospect is 5-20%.
Investing in retention through loyalty
programs is in essence investing in sales. 1

Unlike B2C, B2B customers represent a much higher
value of potential business and revenue. This feeds
into the importance of customer retention, and the
lifetime value of each customer to a B2B business.

With acquisition costs rising, cultivating
customer loyalty is more important than
ever.

A Yotpo survey found that 68% of shoppers define
loyalty as returning to purchase from the same
brand. Once they’re loyal, 35% will spend more on
your products even when there are cheaper options
elsewhere, and 56% will refer your brand to friends.
But there’s a catch, 39% of shoppers say it takes five
or more purchases before they consider themselves
loyal. 2

1. Saleh, K., 2020. Customer Acquisition Vs. Retention Costs – Statistics And Trends. Invespcro.com. https://www.invespcro.com/blog/customer-acquisition-retention/
2. Dotdigital 2020. Hitting The Mark, Global Ecommerce Benchmark Report 2020. https://learning.dotdigital.com/media/3251/htm_2020.pdf
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In the increasingly competitive B2B market, customers
have thousands of online stores to visit. Loyalty
programs are an effective mechanism to increase
customer retention and drive sales.
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Key differences between B2C and B2B loyalty
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When a B2C customer uses a loyalty program, there
are often clear goals and rewards for that customer,
from points towards a purchase, free gifts and access
to early release of products.
In a B2B loyalty program however, the rewards are
much more individual to suit the industry and brand
of a business. The person who benefits from the
program likely isn't a ‘customer’ or ‘client’, but instead
a company or senior stakeholder, eg. CFO, CEO, GM,
Head of Procurement.
Personal rewards don’t particularly attract a B2B
customer, they are more interested in ways that a
loyalty program can benefit the business, and the
bottom line.

Build and
strengthen
relationships with
customers

Gain insights into
valued customer
behaviour

Segment customers
to tailor marketing
efforts

Create highly
targeted offers

Drive increased and
repeat sales

Reward high
value customers
to encourage
continued spend

B2B loyalty programs: Platform features
In addition to loyalty program features, the
eCommerce platform a business uses can drive
loyalty. The features the platform offers a customer,
could influence decision-makers with buying power
to stay or leave. If a customer's experience with an
eCommerce platform is clunky, slow, frustrating
or doesn't offer features they have come to expect
with competitors, customers leave. It's that simple.
Merchants should strive to offer:
• Clear pricing and pricing structures

• Self service portals including features such as
reorder, requisition lists, edit company profile,
edit company users and authority, communication
preferences etc.
• Quick ordering: upload a file, order by SKU or
MPN
• OCI (Open Catalog Interface) / EDI (Electronic
Data Interchange) integration

• Smooth company onboarding process flow

• Request a quote, request a call from a sales rep
etc.

• Personalised recommendations based on
behaviour

• Multiple payment options, including invoice, pay
on account, punch out-purchasing etc.

• Alternate customer service channels for enquiries,
sales, order, and returns

LOYALTY AND REWARDS

A winning B2B loyalty and rewards program should
seek to:

Something to consider:
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Thinking outside of the box

Access to VIP services, account
management and customer support

Exclusive customer training and
personalised support

Giving customers access to personalised services,
account management and customer success
support could influence a decision-makers choice
to stay or leave. If you are offering the same
products as direct competitors, you can offer
more by appealing to a customer's support needs.

Customer training and personalised on-boarding
for implementation or first-time use of new
and updated products could be a reason for
a customer to remain with you. Support and
training is often overlooked, yet absolutely
vital to customer happiness. Always ensure the
customer knows the dollar value of the service
they are being offered for free.

Access to discounted group pricing, or
company pricing tiers
Offering access to special pricing that a customer
cannot or is unlikely to secure elsewhere is
an attractive offer for B2B decision-makers.
Particularly if the savings across a financial year
will have an impact on the bottom line.

Price match policy
For certain loyalty program customers (top-tier),
or all loyalty customers, you may offer a price
match policy. An attractive reason to sign-up to a
program for a customer could be that you'll agree
to price-match if they come across a cheaper
price, the customer will feel as though they are
able to get good value for money, and not be
potentially drawn to a competitor without a fight.

Exclusive offers and pre-ordering
Why not offer valued B2B buyers exclusive offers,
the ability to pre-order certain products and
ranges, or access to products and services before
others.

Web-store / in-store credits
In keeping with a traditional B2C-centric loyalty
program, credits towards a purchase are in fact
very appealing for B2B business as well.

Extended warranty and support
offerings
All loyalty members get an additional 6 month
warranty on all X, Y and Z products. Definitely
an attractive value-add considering the highcost nature of B2B purchases.

B2B referrals, refer a company and
receive X or Y
It sounds simple enough, and it is. You get to
decide what the referrer gets in return for
helping to acquire new customers. Whether
credits, discounts, or a gift, having a customer
already in your community refer you to a
new customer is just about as good as brand
advocacy gets.

LOYALTY AND REWARDS

Merchants should aim to think outside the box when creating a loyalty program with real benefit for their
buyers. Personal rewards aren’t as applicable to a B2B customer, as they are more interested in ways that a
loyalty program can benefit the business and the bottom line.
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1.

Loyalty and rewards programs for B2B organisations is more critical than ever. How has your
organisation strengthened its offering in the face of the global pandemic?

2.

Personal rewards don’t usually attract a B2B customer. They are more interested in how a
loyalty program can benefit the business and the bottom line. How do you stand apart from your
competitors?

3.

Organisations must think outside of the box when it comes to B2B loyalty and rewards programs.
How can loyalty become a central focus of your digital transformation strategy?

LOYALTY AND REWARDS

Key chapter takeaways

70

Expert Insight

B2B Loyalty – what does it look like?

In “Pre COVID” times, B2B organisations had to accommodate what
research calls the “Consumerized Buyer”. These are people within
procurement teams who are essentially people first!
In their own personal lives, these buying teams experience Amazon,
Apple, and other retailers who do a great job. The result is, these people
demand the same intuitive experiences with business partners.

Greg Randall
Managing Director,
Comma Consulting
Greg is a globally-recognised
leader in customer experience
design and eCommerce/Digital
best practice and has published
five books on this subject
matter. Over the last 20 years,
Greg has worked with literally
hundreds of businesses around
the world. Greg continues to
write for both Power Retail
(Australia) and Econsultancy
(Europe/US), both are leaders
in their region in publishing
Digital/eCommerce best
practice content. Greg’s rare
ability to live in the data, create
accurate insights and turn this
into informed strategic decision
making, is a key reason he
delivers success to his clients.

80% of B2B Organisations say their B2B customer expectations have
changed due to the influence of B2C practices.
This B2B customer expectation has been amplified as a result of the
Pandemic.
B2B Loyalty explained
The B2B customer does not seek personal gain or incentives when
dealing with B2B organisations, making the dynamic of loyalty different
to B2C.
Loyalty strategy for B2B organisations can be summed up in a single
statement:
Making it easy to engage and purchase across both physical and digital
touchpoints and provide a high standard of remote support.
Episerver surveyed over 700 B2B organisations and found two distinct
trends…
1. 78% of buyers would buy more if the online channel was intuitive
and easy to use.
2. 98% of buyers believe the quality and variety of support options is an
extremely important factor in their choice of a B2B organisation.
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To understand what loyalty needs to look like, B2B organisations need to
pause and first consider their customers.

Bringing B2B loyalty to life:
The first step is the creation of “Multichannel” B2B customers: this is the
process of nurturing and prompting people to engage and buy from both
physical and digital touchpoints.
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This may seem counterintuitive because of the Pandemic, but in fact
accessing a variety of touchpoints is still of high importance. What B2B
organisations need to realise is, the Pandemic has changed the physical/
digital touchpoint dynamic.
Before COVID, B2B customers would engage online but primarily
purchase through physical touchpoints. The digital channel contributed
to the sale, but the primary engagement was physical in nature.
The Pandemic has flipped this dynamic where the physical touchpoint
has more of a minor contribution, making the digital channel the primary
method of engagement and buying.

Why is Multichannel engagement important?
Research proves when people engage with multiple touchpoints they…
1. Buy more per order
2. Buy more frequently
3. Are more loyal
There are many reasons why loyalty increases, but the primary reason
is if a bad experience occurs on one touchpoint, the B2B customer does
not classify the B2B organisation as being a poor partner because great
experiences are being had on the other channel.
This is the risk of engaging with B2B customers via a single touchpoint.
To create a multichannel customer requires a B2B organisation to
adopt new business characteristics needed to make this happen. Some
examples…
1. The online channel must be seamless and intuitive and match the
buying needs of a B2B customer.
2. Business systems must elegantly speak to each other so order
histories and past buying behaviours can be seen across both
physical and digital touchpoints.
3. This “holistic” view of the B2B customer needs to be monitored to
make future enhancements.
4. Highly relevant communications (via email marketing) comes as a
result of business system connectivity.

LOYALTY AND REWARDS

However, the two types of touchpoint still need to work together. As seen
in the research above, the support function is important and is more a
physical function.

If a B2B business does not look at loyalty in this way, they will lose
customers. This from Episerver’s research:
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“I have switched vendors for a more consumer-like experience” – 67%
responded yes to this behaviour.

References
https://amasty.com/blog/global-e-commerce-trends-and-statistics-2017-2018
https://www.episerver.com/reports/b2b-digital-experiences-report-2019/
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We firmly believe, through all departments of the business that
innovative and adaptive digital engagement from the outset, ensures we
are front of mind and builds brand loyalty which in turn can create brand
advocacy — enabling us to establish long term relationships with our
customers.

Dawn Rafferty
eCommerce Manager,
Eckersley’s Art & Craft
Dawn is the eCommerce
Manager at Eckersley’s Art
and Craft, overseeing the
company’s online sales through
their Magento Commerce
platform. Dawn leads the
eCommerce team and drives
strategic projects throughout
the business to improve online
customer experience and
engagement.

Throughout the COVID-19 pandemic, our entire business was continually
focused on meeting the changing demands of our customers, and how we
could best meet their evolving requirements. With more and more B2B
decision makers shopping online themselves, experiencing improving
customer journeys within the B2C space, it was inevitable that these key
contacts would then, in turn, expect their B2B experience to improve.
However, these B2B decision-makers, those with buying power within
a company, more often than not value different kinds of incentives and
rewards in their B2B experience than B2C.
Within the B2B journey, they require efficiency, convenience, certainty,
security and independence. Therefore, it is crucial that we streamline
and optimise their ordering experience to be so straightforward that
the transactional element of our engagement is almost secondary to
the brand and professional support we provide. Inherently, once we
meet these customers’ needs within that journey, brand loyalty builds
and engagement deepens, and we continue to strive to meet moving
demands to ensure that loyal relationships strengthen and last long
term.

LOYALTY AND REWARDS

The importance of brand loyalty with our B2B and B2C customers alike,
is a crucial focus for Eckersley's Art & Craft. As a business, we continually
strive towards establishing lasting relationships with all of our valued
customers, through delivering best in class digital experiences.
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Your IT Landscape
Mapping your IT landscape is a highly effective way to depict
the key architecture and the building blocks needed for growth
and success.

YOUR IT LANDSCAPE
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Planning for growth in B2B

One of the key challenges they faced? Getting all
departments, teams and stakeholders across the
big picture IT landscape, quickly and clearly. Not
surprisingly, IT landscapes can evolve quickly, and
over time company documentation that depicts the
ecosystem can become outdated and redundant.

But here's the thing, to master digital
transformation in B2B eCommerce,
depicting the critical architecture and
building blocks of an organisation
couldn't be more important.

It allows stakeholders and decision-makers to
hypothesise about the 'future state' with context and
ask questions about the desired capabilities missing
from the current landscape. Further, questions can
be asked by teams, such as: what could the business
benefits be if introducing a new solution to the
ecosystem and what are the roadblocks to getting
that new solution in place?
When working to create an IT landscape diagram, at
Balance Internet, we always advise involving critical
business units from your organisation to improve
the outcome's quality. The in-depth knowledge that
each team and individual can bring to the landscape
documentation will help create a useful and
comprehensive landscape.

What exactly is an IT landscape diagram?
An IT landscape diagram is a simplified diagram,
showing the structure and digital workings of an
organisation. Arranged is a specific configuration,
centred around the organisation's eCommerce
platform, the diagram is a simple way of depicting key
architecture, integrations and data flows.

How is it useful for B2B organisations?
The diagram seeks to visually demonstrate the IT
landscape's limitations, allowing decision-makers in
a B2B organisation to hypothesise about the future. It
is an extremely valuable aid to digital transformation
strategy and decision making.
An IT landscape diagram highlights the key
architectural building blocks of an organisation.
An organisation can effectively use the diagram
to understand the impact of introducing desired
capabilities to the landscape. The diagram can also
assist with the evaluation process of any proposed
new system for your business.
Such strategic consideration allows the elaboration
of a set of ‘target’ or ‘desired’ architecture artefacts
that can provide a simple view of any new desired
structure. This can then be critically assessed from a
varied set of architectural viewpoints (business, data,
technology, applications, security and others), to
ensure the right decisions are being made.

YOUR IT LANDSCAPE

If you found your organisation fast-tracking digital
transformation in 2020, you certainly weren't
alone. Throughout the majority of the year, the B2B
merchants and organisations we work with were
fast-tracking initiatives at a rate we've never seen
before, all in order to meet the upheaval of traditional
channels as a result of the global pandemic.
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It's never too late to start...

Involve all teams, for optimal documentation

If your organisation doesn't currently have an IT
landscape diagram in place, it is never too late to
start. Mapping your organisation's IT landscape is
generally done as part of the enterprise architecture
process, but is ultimately extremely beneficial even
when introduced after the fact.

It's essential to make sure the specialists and
knowledge keepers from across your organisation are
involved in the process of creating an IT landscape
diagram.

Adopted reference architectures and patterns
for system integration should be reflected in the
landscape. For example, how systems are integrated,
usage of ESB of Middleware platforms, and
architectural layers (e.g. use of BFF layer and others).
The diagram can also be extremely useful for
identifying any duplicated capabilities, and will assist
with decision making regarding systems that can be
used as a "source of truth" for certain information.
At Balance Internet, we often use landscape diagrams
to depict an organisation's digital transformation
roadmap. We recommend colour-coding elements
and integrations depending on the phase they are
planned to be introduced for clarity.

Involve as many specialists as possible
from various business units.

They will be able to assist with the level of detail
needed to make the documentation useful for
platform and software suitability. They will further be
crucial to the ongoing maintenance and governance
of the documentation, which is required.

YOUR IT LANDSCAPE

When new platforms and solutions are being
assessed, for instance, when an eCommerce platform
for B2B such as Magento Commerce is selected, you
can reference the platform's published key features
and assess platform suitability.
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Something to consider:
Why is an IT landscape diagram important for your organisation?
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Aligns invested stakeholders
An IT landscape diagram is a simple tool to communicate a solution's architecture and
structure, including multiple integrated systems to a wide range of stakeholders. It
is also one of the key artefacts to keep teams in sync over conceptualisation, design,
implementation and ongoing support required for digital transformation in B2B.

Provides an easy to understand view
An IT landscape diagram is digestible and straightforward because it doesn't show all
components and integrations, just those which are vital. A more detailed version can be
created where required, particularly for certain systems and integrations.

Adjustment of specifications with tens and hundreds of pages can be difficult to implement
and govern. Versioned diagrams are much more maintainable and easy to digest.

Simplifies solution evaluation and verification
An IT landscape diagram can help effectively assess a proposed new solution from
various viewpoints - functional, security, data, infrastructure, etc. The diagram can help to
understand the technology ‘gaps’ or ‘conflicts’ of new introductions.

Facilitates the path to more comprehensive architecture view
IT landscape diagrams are closely related to architecture context diagrams and other
architectural diagrams, which explain how a particular system works depicting not only IT
components but also crucial roles, non-automated processes and workflows, artefacts, etc.

Key chapter takeaways
1.

Does your organisation have an up-to-date IT landscape diagram?

2.

How might your digital transformation strategy be improved through utilisation of comprehensive
IT landscape documentation?

YOUR IT LANDSCAPE

Promotes up-to-date records of all essential tech
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For any organisation breaking into B2B eCommerce as a part of their
digital transformation strategy, we always recommend considering
implementing a solution in phases. Start with an MVP solution in the
market, and still always have a target future state in planning on your
roadmap. As your business evolves, the future state will continue to
evolve and adapt to deliver the best experience for your customers business and technology environments change rapidly.

Kostya Ogar
Head of Architecture &
Delivery,
Balance Internet
Kostya leads the architecture
and project delivery
department at Balance
Internet. With 20+ years of IT
experience, Kostya has led
the design, development and
implementation of enterprise
eCommerce solutions
for leading APAC brands,
corporations, educational
institutes and government
organisations.
An authority on open-source
technologies, particularly
Magento Commerce, Kostya's
passion for architecting
solutions that drive
organisations' success is
palpable.

Where possible, seek out and engage with subject matter experts. Digital
transformation covers many areas, and with regards to eCommerce,
there is so much to consider in the solution design. Subject matter
experts can provide unique insights and help you implement your MVP
whilst laying a solid foundation for future growth.
They will often be well-versed in your solution requirements'
interdependencies; for example, a capability may be suitable for one set
of requirements and not be ideal for another. Aligning the requirements
and capabilities is crucial for architecture and implementation planning.
We also suggest that your organisations use diagramming (including
landscape diagrams, process flow diagrams and many others) as
they help to explain a solution or vision in a much more concise way.
Throughout the solution architecture and design, and planning phases
of any project, it's good to align with the standard notations, there are
plenty to choose from — for instance, UML, BPMN2.0, ArchiMate etc.
The key is not in the selected notation; it's in representing the solution as
simply as possible, whilst also capturing the critical value and areas of
complexity.

YOUR IT LANDSCAPE

When designing an eCommerce solution for B2B businesses, at Balance
Internet, we always strive to align the business objectives with the
selected platforms.
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Organisations who can consider different points of views when
developing a new eCommerce solution have the best chance of
delivering a successful platform. Representing the current and target
architectures using landscape diagrams can be very helpful and
assist the implementation teams over the full planning and delivery
cycle. Most importantly, involve all stakeholders when developing the
documentation, for alternative viewpoints which often turn out to be
invaluable to the overall solution design.
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Peter Sheldon
Senior Director Commerce
Strategy,
Adobe
Peter is a well-known industry
expert in eCommerce and
omni-channel technology,
having previously held the
role of Vice President and
Principal Analyst at Forrester
Research where he spent five
years leading Forrester’s global
research on digital commerce
technologies.

IT leaders who have spent years developing robust internal
infrastructure upon which the majority of their current IT systems run,
face a dilemma. The majority of today’s B2B eCommerce platforms,
supporting marketing and merchandising applications are all cloudnative; they were not designed to run on-premise or even on a firm's
private cloud.
Facing pressure from their marketing and LOB counterparts to choose
cloud-native front-office technologies, IT leaders must find a point
of compromise and be willing to embrace solutions that run in the
public cloud and where traditional internal management of the
underlying infrastructure, scalability and security is no longer their
core responsibility. IT leaders need to recognise that today, they must
build much closer, trusted relationships with the vendors of these frontoffice applications, who will now be responsible for the majority of the
managed services.
This is a very different world from the legacy on-premise management
of ERP, PLM, MDM and OMS systems that many CIO’s at B2B firms are
used to. Embracing the new era of cloud-native front-office applications
is critical to enabling their firms to quickly adapt to changing buying
preferences from their customer base and to ensure their marketing and
LOB counterparts are enabled with modern tools to allow them to drive
digital transformation.
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The COVID-19 pandemic has accelerated the urgency for B2B firms
to modernise their digital buying experiences to be applicable to the
millennial buyer who expects the online ordering process to be intuitive,
visual, fast, mobile-first, satisfying and most importantly easy. Legacy
digital conversions of traditional ordering processes and print catalogue
experiences no longer cut it.
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Systems Integration
Through system integration, newly combined data sources can
provide valuable information and create operational efficiencies.

SYSTEMS INTEGRATION

81

Laying solid foundations for growth

System integration is defined as the process of
bringing together component subsystems and
technologies, ensuring that they function together to
create operational efficiencies.
The functionality of each of the integrated subsystems
can range from extremely simple to complex.

When striving for operational efficiency,
organisations need to identify the
specific data flows and integration
points relevant to the current phase of
their digital transformation strategy,
and the complexity required.

As discussed in the previous chapter, developing
a comprehensive IT landscape diagram can be an
excellent tool to identify data flows needed.

How is system integration useful for
B2B organisations?
Best practice system integration depends on welldesigned solution architecture. Without a welldesigned solution, system integration cannot succeed
and will not succeed, the effects of which will be felt
across the entire organisation.
Systems integration can drive success in an
organisation's ability to make systems and people
work together more efficiently, providing a superior
customer experience for B2B buyers and decisionmakers.

Approaches to systems integration
At Balance Internet, the approaches to integration
we see most often amongst B2B organisations are
point-to-point and enterprise service bus (ESB). Both
methods have advantages, though the popularity of
ESB and Middleware integration continues to grow.
P2P (point-to-point):
In a point-to-point integration architecture, a
connection is established between two applications,
allowing A to speak to B. Each pair of applications
has a custom connection. Unless connectors between
the systems are readily available and maintained
by vendors, this kind of integration works well for a
small infrastructure, but can present issues for a B2B
organisation's scalability.
ESB (enterprise service bus) / Middleware:
In an ESB or Middleware integration architecture,
different applications are integrated by putting
a 'bus' component between them, and allowing
each application to talk to each other through
that bus. The integration is extremely powerful
for B2B organisations as it supports both request
and response communication as well as one-way
communication, one of the main reasons large-scale
organisations choose this method.

SYSTEMS INTEGRATION

B2B buyers and decision-makers have expectations
of what a good customer experience looks like when
purchasing online. As a bare minimum, they expect
B2B platform features such as reliable stock values
across multiple locations, contract pricing, and realtime payment processing on their orders, and all of
these features rely on effective system integration.
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It's all in the planning...

An application programming interface API led
integration architecture is where layers of API’s are
responsible for systems, processes and customer
experiences. API integration is a way to connect data
to applications in a reusable and purposeful way for
B2B organisations.

Planning your approach to system integration as a
part of your digital transformation is a complex task
with many moving parts. The systems integration
of any digital solution should always be a key focus
for B2B organisations undergoing significant digital
transformation.

Data Integration using an API maintains data integrity
by leveraging additional validations and increasing
data quality by adhering to predefined schemas.

At each phase of systems integration, there must
be total alignment amongst business leaders of
the key business objectives the integration should
achieve. When an organisation can be clear about
why integration is required, the solution has the best
chance of succeeding from the onset.

API utilisation can maintain data integrity in several
key ways:
• EBS / Middleware systems can eliminate invalid
data from entering the solution by preventing
creation or update of entities where data does not
match the required schema.
• EBS / Middleware systems can provide tools to
allow for translation of received data, eliminating
unwanted code or business specific identifiers
from attribute values to ensure received data is
clean when pushed into other systems.
• Followup notifications can be sent to alert
appropriate parties when and where data issues
occur, allowing for prompt and targeted followup.
• Data issues can be introduced into review and
approval workflows in supporting systems (e.g.
PIM) to allow for quick review and adjustment
where necessary.

1. https://docs.magento.com/user-guide/system/erp-systems.html
2. https://magento.com/blog/best-practices/top-erp-packages-integrate-magento

Finally, each phase of an integration
solution should be treated as equally
important, from system analysis and
solution design to development,
implementation, integration, and testing.
Platform Features: Magento Commerce for
B2B - Integration with ERP systems
Magento includes a flexible application programming
interface (API) that integrates with a variety of
Enterprise Resource Planning (ERP) solutions from
Magento partners. The robust Magento global
ecosystem of developers includes many industryspecific extensions and custom systems, giving you
a fast time-to-market at the lowest Total Cost of
Ownership.1 ERP software is increasingly becoming
a rite of passage in a B2B company’s growth as small
businesses and mid-market players alike look for ways
to improve the integration of data between different
business processes. Many Magento customers use
some form of enterprise resource planning (ERP)
software to help power their businesses. 2
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Maintaining data integrity

Something to consider:
Removing the pain of point-to-point integration with middleware
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Middleware allows controlled asynchronous data exchange between interacting software applications.
Middleware as a services framework can perform various functions in your distributed computing ecosystem,
across your wide set of data sources (server and client systems). For a B2B business, this could include your
eCommerce, ERP, CRM, OMS, WMS, PIM, Shipping, and EDM systems. More and more, merchants are seeking to
remove the pain of point-to-point integration with middleware.

Organisations can remove the point to point
integration trap, utilising middleware in the
following ways:

• Complexity of combination - Difficult to
create and maintain each integration code
between the pairs of systems.

• Empowering the enterprise - To
systematically connect multiple emerging
technology and legacy systems.

• Architecture - Largely closed and
monolithic.

• Architecture - Delivering open, accessible,
and modular architecture.

• Asset strategy - Assets exist to fulfil a
particular function and are not extensible.

• Data asset strategy - Deliver extensible
data asset platforms and frameworks.

• Loss of scalability - Tightly coupled
connection between applications, it's hard
to replace/add/update a new system.

• Scalable platform - Loosely coupled
modular capabilities make it possible to
change the components without affecting
the system.

• Business creation potential - High barrier
to new business creation.

Key chapter takeaways
1.

System integration is aimed at increasing operational efficiencies. How might your organisation
maximise the utilisation of system integration, in your digital transformation strategy?

SYSTEMS INTEGRATION

For many B2B organisations, point-to-point
integration is a suboptimal data exchange
approach. It can cause issues such as:

Improve quality of data exchanges
Through the use of modern technology stacks and an understanding of the
importance of data within your organisation, dabus will provide you with
reliable, failproof integrations that will enable business growth.

With dabus you get
dabus is a SaaS framework developed in Australia and New Zealand by the talented team of
experts at Balance Internet. It delivers a global, fully-managed, multi-tenanted, secure, and
highly available platform for APIs and integrations that form part of your IT ecosystem.
Continuous software updates with
no complex hardware maintenance
required

Improved efficiency with multitenancy for applications and workers

A globally distributed architecture
with 99+% uptime

Out-of-the-box security and
compliance via AWS

Controlled user access based on your
complex organisational requirements
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Mal Williams
Director of Technology,
Balance Internet
Mal is recognised as Australia’s
most knowledgeable
technology integrator of
the Magento platform. With
over 12 years of experience
working with everything
from developing web and
engineering inventory
management solutions
to industrial automation
and control systems. Mal’s
extensive knowledge in systems
integration and open-source
software has to be seen to be
believed.
Leading the exceptional
engineering talent at Balance
Internet, his passion for
problem-solving is inspiring to
watch and be part of.

The essential steps in designing the new-state architecture begin
with planning and prioritising a list of system functions that are key to
satisfying all stakeholders. Socialising the conceptual architecture helps
all stakeholders become comfortable with the approach and identify any
limitations within the entire ecosystem that may affect budget and time.
Identifying these limitations early ensures that the architecture adapts
and the final solution does not release with technical debt that often
occurs with late changes. All of this highlights the importance of solution
design and how it heavily influences the final outcome, and thus the
perceived effectiveness and adoption of the solution.
For B2B businesses today and into the future, it's crucial to develop
a comprehensive and detailed list of system functions and solution
requirements before beginning the solution architecture. Considerations
must include, what are the systems? What are the constraints of these
systems? What are the ‘entities’? What are the interactions between the
‘entities? What are the required transformations between the entities
to satisfy the desired business rules, compliance and constraints of the
business and the integration systems?
Stakeholders must, from the onset, acknowledge, ‘what is the agreed
value of the data that crosses interfaces’. If an organisation cannot agree
on the value and growth potential that the integration of this data can
bring for the organisation, there will likely be many challenges faced
throughout the life of the solution. Identifying the value of the integrated
data in the solution design phase helps ensure that the solution has a
purpose not just in the immediate but also has the flexibility to adapt to
future needs of the organisation.
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With systems integration, the end result so heavily depends on
system architecture. Without adequate and well thought out system
architecture, systems integration will seldom be successful.

The B2B organisations we see, who implement successful system
integration solutions, often have in common, a rationalisation of the
functions of the outcome which are conceptualised and socialised
before the commencement of the project.
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Once the solution is implemented, the change and adoption required to
migrate from legacy systems into a new way of working contribute to the
satisfaction of key stakeholder needs. Incorporating the planning of this
change into the solution design phase also aids a smooth transition.
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In Australia, 70 percent of our population count themselves as
subscribers, which, according to research by Zuora (Zuora, 2020), has led
to a surge in companies pivoting to subscription-based business models.

Carolyn Breeze
ANZ General Manager at
recurring payments platform,
GoCardless
Carolyn is General Manager of
ANZ for GoCardless, a leading
solution for recurring payments.
She is an experienced leader
with more than 20 years in the
technology sector, including
extensive international
experience within the
fintech, eCommerce, and
telecommunications sectors.

Collecting recurring payments from your customers using various
payment methods, whether it's for a subscription, invoice or instalment,
is but one piece of the puzzle. To truly reap the benefits of the shifting,
consumption-based consumer mindset, businesses need the financial
infrastructure to support recurring payments.
There are three things to consider here, including integrations, leaning
on fintechs with open Application Programming Interfaces (APIs), and
international coverage.
A recent Forrester study commissioned by GoCardless (GoCardless,
2020) found that the average enterprise has between 20 to 30 full-time
employees managing finances, with manual admin processes such as
matching payments to invoices cited as the most time-consuming tasks
for 60 percent of firms.
Despite being a central part of the eCommerce journey, payments
are mostly non-specialised and neglected within many organisations,
leading to high rates of churn, lost revenue and poor customer
relationships. That's why leaning on integration partners or low-cost,
specialist solutions providers can be an affordable and efficient way
to maximise value within the payments function, without significant
investment in research and development, or talent.
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COVID-19 has amplified two key consumer behaviours: micropayments
via subscription-based consumption, and debt reduction. In an uncertain
economic environment, consumers crave control. From an eCommerce
perspective, that means having choice over preferred payment methods,
as well as having the ability to 'opt-out' of a product or service should
their circumstances or preferences change.

Quality providers will also have the capability to integrate with
varied billing platforms, minimising cost and speed to market, while
maintaining high functionality.
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Moreover, with the rise of Open Banking in Australia, purpose-built
fintechs are set to make financial data more accessible to businesses,
with the potential to reshape the local eCommerce market off the back
of COVID-19's transformative tailwind.
The pandemic crisis has seen many companies transition in-part, if not
entirely, online to survive. As each economy handles the pandemic in
its own unique way, having diversified revenue streams by collecting
recurring payments locally and internationally has never been more
important to weathering the downturn.

In summary, the specialist and agile nature of fintech and partner
platforms put the organisations who use them on the cutting-edge of
innovation, future-proofing operations in a fast-moving eCommerce
market, be it during a once-in-a-lifetime global health crisis or otherwise.

References
https://www.zuora.com/resource/anz-subscription-shift/
https://gocardless.com/guides/thank-you/forrester-consulting-rethink-your-payment-strategy/
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From an eCommerce perspective, tailoring the right payment methods
for each market, and leveraging the right partners can allow you to
overcome common revenue-killers associated with international
coverage, like high Foreign Exchange rates and operational
inefficiencies.
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Marketplaces
Today many B2B newcomers are functioning alongside the
Marketplace giants with great success - A growing number of
businesses are opting to build their own B2B marketplaces, and
with good reason.

MARKETPLACES
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Marketplaces, here to stay

Major players in the marketplace industry have
gained prominence in the Australian market with
leaders including Amazon, eBay, Catch, Kogan,
MyDeal, GraysOnline, Etsy, Redbubble and Alibaba
to name a few. Launched in 2006, Catch.com.au
now reports an enormous four million customers
and a whopping two million parcels shipped over
the last 12 months. Catch has approximately 20,000
new members every week, with one item sold every
2.4 seconds, marking its place as a marketplace
powerhouse.1 Giant Alibaba, reports 13,626,298 active
buyers globally, 317,536 product inquiries daily and
190+ countries and regions reached, making cofounder Jack Ma one of the richest people on the
planet. 2

But it's not all about these major market
players, today many B2B newcomers are
functioning alongside the giants with
great success.

Through our position as an award-winning
eCommerce agency, we have the benefit of working
with leading Australian brands and retailers. We’ve
experienced first hand the evolution of marketplaces
such as eBay, Amazon, Catch and the 100’s of others
who have become popular across APAC throughout
the years. At Balance Internet, we’ve had a front-row
seat to the individual and varied experiences our
clients have had and continue to have as they evolve
alongside emerging technologies.

So, what exactly are marketplaces?
An online marketplace is an eCommerce website
where products and services are provided by
multiple third-party sellers or vendors. The variety of
assortment a marketplace can offer is exactly what
makes it so attractive to customers, just as real-life
shopping centres do for customers. Customers are
attracted to the larger number of products available,
often in niche categories and typically at highly
competitive prices. The key difference between a
traditional eCommerce website and a marketplace
is the number of parties involved. A marketplace has
three parties - the marketplace owner, the vendor and
the customer. Where an eCommerce website has two the website owner and the customer.

A growing number of businesses are opting to build
their own B2B marketplaces. According to research, at
least 70 percent of enterprise marketplaces launched
will serve B2B transactions by 2023. 3

By 2023, it is estimated that 15% of
medium to high-gross merchandise
value digital commerce organisations
will have deployed their own
marketplaces, thereby creating an
entirely new digital ecosystem.4

1.

Catch 2020 www.catch.com.au

2.

Alibaba 2020. www.alibaba.com

3. & 4. Mirakl 2019. Create Enterprise Marketplaces To Accelerate Digital Business. https://info.mirakl.com/retailwire-create-enterprise-marketplaces

MARKETPLACES

The emergence of marketplaces began from the midnineties with major advancements in the commercial
use of the internet including the launch of Amazon in
1994 and eBay in 1995.
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Differences between B2C and B2B
marketplaces
A B2C marketplace is a business model in which
the seller sells products and services directly to
the consumer. The consumer is the end-user in this
scenario. A B2B marketplace is a business model in
which the seller sells products and services to another
business. B2B marketplaces are largely inspired by
their B2C marketplace counterparts, however, they do
require very specific B2B multi-vendor functionalities
to resolve scenarios including but not limited to:
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• Custom or unique pricing structures per customer
or group
• Quote, Request For Proposal (RFP) and order
negotiation workflows
• Functionality for restricting access for
unregistered users and others

• Bulk orders and Minimum Order Quantity (MOQ)
capabilities
• Purchase orders, reordering and invoicing

Three approaches to participation
At Balance Internet, we have identified three distinct approaches to marketplace participation based on our
experiences and that of our clients, these are: 1. Selling on marketplaces, 2. Building a marketplace and 3. The
hybrid approach where a merchant has an eCommerce platform which integrates directly with one or many
marketplaces.

1. Selling on marketplaces

2. Building a marketplace

3. The hybrid approach

A business sells a selection
of their full product range on
an established marketplace
eg. Amazon. Participation
in several marketplaces is
common, particularly where
niche product categories are
known to perform better on
one marketplace vs another.

A business builds its own
multi-vendor marketplace.
They can sell various product
ranges from within their own
organisational departments
which may be distinctly
unique, or curate a range
of products from multiple
external third-party vendors.

A business builds its own
eCommerce platform
or maintains an existing
platform which is already
live. By selling through the
eCommerce platform they
are an online merchant. The
merchant directly integrates
its eCommerce platform with
established marketplaces.
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• B2B payment types and terms, payment
integration and ordering options

Something to consider:
Benefits and challenges of selling on marketplaces
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At Balance Internet, we have seen that for a business, selling in marketplaces follows many of the same
principles as selling on an eCommerce website. The product needs to be in demand and have sufficient product
data to support its value proposition eg. images, product descriptions, metadata, reviews, market-competitive
pricing etc. An established marketplace already attracts a variety of B2C, B2B and B2B2C clients, many of the
marketplaces invest heavily in multi-million dollar marketing budgets and campaigns to acquire and retain
their customers.

1. Add an additional sales channel to your
existing business model
2. Access to a greater volume of traffic
(including international traffic)
3. Reach completely new customers and
audiences
4. Take advantage of the global trend in a new
way of shopping
5. Increase credibility selling through an
established marketplace
6. Internationalisation from the onset, if you
want it
7. Benefit from multi-million dollar
acquisition campaigns and strategies
8. Utilise powerful marketing strategies for
your products and services
9. Take advantage of robust and scalable
fulfilment providers e.g. Amazon FBA

Challenges of selling on marketplaces
1. Marketplaces are extremely competitive
2. Commissions are charged for each sale,
reducing your bottom line
3. You are potentially side by side with direct
competitors
4. Potential restricted communications with
customers
5. Limitations to how you brand your
storefront in most cases
6. Cannibalisation can reduce sales on your
eCommerce platform
7. You may be forced to outprice yourself,
upsetting loyal eCommerce customers
8. There’s no guarantee for success
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Benefits of selling on marketplaces

Something to consider:
Benefits and challenges of building a marketplace
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At Balance Internet, we have seen that for merchants, creating a marketplace follows many of the same
principles of building an eCommerce website. It needs to be a viable, scalable business model with a clear
value proposition. A marketplace can attract a variety of B2C or B2B brands without the need to invest in
physical stores and supply chain infrastructure.
Building with open-source technology allows the flexibility required to meet the marketplace owner, vendors
and buyers needs. All of these key stakeholder groups have individual needs specific to their journey that must
be considered to build a robust and feature-rich platform fit for market success.
In addition to building a platform that is capable of creating tailored customer experiences for each group of
stakeholders, it must also support key integrations into other business platforms, for example, PIM, CRM, OMS,
whilst leveraging the efficiencies of doing so.

Challenges of building a marketplace

1. Owners can choose a revenue stream that
best fits their market

1. Establishing a customer base for a
marketplace is no small task

2. The platform does the heavy lifting
of business processes required for
commissions, fees etc.

2. Marketing budgets pre-launch are very
high, to target suitable traffic

3. Reduce financial risk as no need to invest in
inventory upfront
4. Total control of customer experience at
every step of the journey
5. Flexibility to meet and change owner,
vendor and customer needs
6. Provide customers with curated industryspecific products and services, thus creating
a strong value proposition
7. Direct access to customers for marketing
and communications
8. Total control of customer service and
support structure

3. Vendor loyalty is difficult to achieve,
particularly relating to the chosen business
model and fee structure for participation
4. Customer loyalty is extremely difficult to
achieve with so many active marketplaces
in existence already
5. You cannot directly influence the product
or service a vendor supplies
6. Scalability rarely achieved without a large
number of customers joining to make it
beneficial for others to join
7. There's always a risk of too many sellers
and not enough buyers
8. Ongoing costs of innovation continue for
the life of the platform
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Benefits of building marketplace

Something to consider:
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The hybrid approach
Building a winning marketplace strategy begins with having an eCommerce platform that is powerful enough
to integrate seamlessly with a marketplace.
By leveraging Magento’s open-source technology, merchants can set up best-in-practice data feeds from the
platform directly to each marketplace, while meeting the varied and individual data requirements they each
have.
Before you begin integration, the key considerations for meeting data feed requirements and effective product
data management to be discussed with your solution partner / systems integrator, such as Balance Internet,
will include:

• Data transformation to meet specifications
will be required, what will this look like?
• Different destinations require different
formats, what are the formats and what will
this look like?
• Data feed processing is varied across each
marketplace, how will this affect your
strategy?
• Product data feed management is crucial
for the best chance of success, what strategy
do you have in place, is extra people power
required to maintain this?

• Product data must be mapped correctly and
continually optimised per marketplace, this
is an ongoing process.
• Effective management speeds up feed
approval processes to get your products in
front of customers quicker.
• Processes are required to handle listing
errors and feed issues that are inevitable,
what will this look like and what are
anticipated resolution targets for your team?
• Business rules resolve listing errors and
issues are an important part of product data
management, what are the business rules
you will likely need to implement as part of
the integration?

Key chapter takeaways
1.

We have identified three distinct approaches to marketplace participation; selling on marketplaces,
building a marketplace, and a hybrid approach. Which approach suits your organisation best?
Further, which method has the potential to transform the way you currently do business?
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• Each marketplace has its own product
data structure and processes. You need to
determine which data structure components
are relevant to your current integrations and
what data structure components may be
required for future integrations.

Revolutionise the way you
sell products in 2021
At Balance Internet, we have seen how marketplaces
today are radically changing the way that businesses of
all sizes sell products and services online. Businesses
and online merchants are looking at gaining niche
market advantages through marketplaces, reaching
new customers and opportunities.
Download for
FREE

Download our Free Marketplace Whitepaper
to learn more about:
What are Marketplaces
Differences between B2C and B2B marketplaces
Three approaches to participation
Benefits and challenges of marketplaces
Selling on marketplaces
Building a marketplace
The hybrid approach
Choosing the right model for your business
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Over the last year throughout the global COVID-19 pandemic, we've had
undeniable confirmation through our clients and professional network,
that the businesses who know what their customers want and give it to
them, will always win.

James Horne
Managing Director,
Balance Internet
James is a digital commerce
innovator and thought leader
with a deep passion for driving
business success from digital
commerce ecosystems.
With more than 20 years of
experience as a solutions
architect, James made his first
online sale (a music CD) via
an eCommerce system built
with open source software
in 1996. His digital retail
experiences have given James a
comprehensive understanding
of every challenge facing
businesses and opportunities
that exist within them. He also
has extensive experience in
digital transformation in the
B2B sector.

The definition of a 'typical buyer' in B2B is continually changing. What's
more, we continue to see a shift in who the individuals with all of the
buying power are in the B2B industry. The millennial buyer, for example,
follows a different set of rules to their predecessors. Millennial buyers
and executive-level decision-makers are disrupting and raising the
expectations of a winning eCommerce customer experience. This shows
no signs of slowing down and will most likely keep shifting.
What potential does this hold for merchants? Knowing your customer
is even more critical to driving growth and success than we previously
thought. We should continue to be interested in the changing face of new
buyers, whilst also and quite crucially, our existing loyal customer base's
evolving requirements.
For any B2B business out there considering the best approach to online
marketplaces for their organisation, making the evolving B2B buyer, the
focus of 'everything you do' should be front and centre.
What can you take back to your business today? The notion that having
a dominant market position right now doesn't guarantee success in the
future. Things change quickly, so don't get comfortable. Growth happens
in the uncomfortable space between seeing immediate results and
innovation - never stop learning about your customer, and never stop
innovating your marketplace platform or approach.
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As more B2B businesses continue to break into marketplaces, a
key factor to consider is the B2B buyer's changing expectations.
Understanding their expectations, and innovating the eCommerce
platform and customer experience to meet it are crucial for driving
success.
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While Australian consumers have historically been a little slow to
embrace marketplaces, it seems that 2020 has undoubtedly been the
year to catch up.

Lani Barmakov
eCommerce Director,
Nourished Life
Lani has expansive knowledge
over all facets of the
eCommerce industry. Lani has
led over five global multi-brand
companies in their digital
journey, encompassing 20+
brands. From electronics and
footwear to sustainable beauty
and wellness, Lani drives
digital transformation, helping
businesses move through
challenges and continue to
grow and evolve leveraging
new technology.

As a B2B business, placing products in niche marketplaces to target
particular customer groups can be a great way to build brand awareness
and drive revenue from an alternative channel. Merchants should always
be mindful, though, of the potential impacts on profitability, when selling
on marketplaces.
While ‘commission’ and ‘subscription/membership fee’ have traditionally
been popular, other options such as ‘freemium’ and ‘featured listing fees’
are becoming popular in recent years. These all impact the degree of
financial gain for a merchant when selling on marketplaces.
Further, a comprehensive financial and competitive analysis should be
undertaken in advance to assess the viability, stability and profitability of
selling on or building a marketplace.
As many retailers explore pivoting to sell on marketplaces or even
become a marketplace themselves, they need to consider that the
point of difference may be lost as curation and speciality disappear.
The cohesive presentation of online product content that merchants
strive for on their own eCommerce sites can be lost on marketplaces,
merchants often have very little control over the ways in which products
are displayed.
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With an increasing number of APAC retailers pivoting their businesses
to a marketplace-friendly model, and with Amazon truly finding their
feet in Australia, there has been a significant increase in demand from
consumers for this new way to shop, that shows no signs of slowing
down.
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For brands or businesses that have historically worked within a B2B
framework, third-party marketplaces certainly provide an avenue to
connect directly with consumers and cut out the conventional “middle
man”. Utilising the right marketplace can offer an instant audience to
your product offering in a cost-effective way. However, as part of the
decision-making process, merchants should be aware of all pros and
cons, to approach the decision to participate objectively.
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Marketing Strategy
The key pillars of any successful digital marketing strategy
whether for B2C or B2B — are acquisition, conversion, retention
and advocacy. The approach for B2B will be significantly different
from a customer-facing business, though guiding principles are
valid for both markets.

MARKETING STRATEGY
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As a B2B business with an eCommerce platform, the
need for traditional marketing strategies to be aligned
with digital channels, and new digital capabilities is
an ever-evolving area of specialisation.

Mar-Tech and other marketing-centric digital
technologies when combined with an effective
eCommerce platform, offer an incredible mechanism
for offering personalised approaches to marketing.

The conversation around the evolution of marketing
strategy and its function in digital transformation
has been front and centre over the previous 12
month, and well into 2021. B2B Marketers have faced
unprecedented pressures to adapt marketing strategy
to focus on digital engagement where in person
interactions have been limited, if not completely
halted.

Marketing to a B2B customer based on
their profile, through segmentation and
personalisation is now not only possible,
but expected.

Thankfully, due to phenomenal growth in the
marketing-technology (Mar-Tech) sector, B2B
merchants and their marketing departments have
been able to utilise digital technologies to re-shift
their focus. Planning, implementation, testing,
optimisation and reporting as a function of marketing
has all been possible for those merchants well on the
digital transformation journey, as well as for those
just beginning.
Research shows us that effective pre sales marketing
activities — the steps that lead to qualifying, bidding
on, winning, and renewing a deal — can help B2B
companies achieve consistent win rates of 40 to
50 percent in new business and 80 to 90 percent in
renewals.1

We have seen across the sector an agile-spirited
revitalisation of acquisition, conversion, retention and
advocacy strategies for many B2B organisations and
their marketing departments.
Face-to-face interactions with buyers and decisionmakers were halted throughout 2020. B2B
organisations had to flip acquisition campaigns on
their head. For many marketers, this meant exploring
new acquisition channels. Whilst for others, it meant
exploring ways to maximise the existing acquisition
channels. E.g. by offering existing customers deals
they can't refuse or use of content as an acquisition
tool.

Further, that data-enabled marketing
practices, through utilisation of MarTech, can allow B2B companies to create
highly targeted campaigns that can break
through the noise and forge meaningful
relationships—a critical capability in a
competitive or fragmented market. 2

1. & 2. McKinsey 2020. How B2B Digital Leaders Drive Five Times More Revenue Growth Than Their Peers.
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/how-b2b-digital-leaders-drive-five-times-more-revenue-growth-than-their-peers
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Driving success with B2B marketing
strategy

In many ways, because of the pandemic, retention
never felt as crucial for B2B organisations as it now
does. The typical high-value of B2B customers,
combined with the potential financial impact of losing
a valued customer made retention a key focus for B2B
brands.

Where merchants were trying to acquire new
customers, support from loyal advocates to influence
new customers was crucial. Looking after the
customer's brand already is, as we all know, just as
important as trying to secure new customers.
B2B marketers who could adapt their existing
acquisition, conversion, retention and advocacy
strategies over the last 12-months, are those who
have been able to use digital technologies to their
advantage, and adapt to the changing market
landscape by focussing on their customers.

The pillars of Marketing Strategy
The key pillars of any successful digital marketing strategy whether for B2C or B2B — are acquisition,
conversion, retention and advocacy.

Acquisition

Conversion

B2B Marketing
Strategy

Advocacy
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Retention
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Conversion tactics with B2B customers online have
long been aided by high-skilled and on-the-road
sales executives. With that personnel grounded,
eCommerce platforms and marketers worked
together to utilise marketing technology and
refine customer support and overall experience to
convert their buyers and decision-makers. Marketing
automation and the use of personalised marketing
content was vital to driving conversion.

Something to consider:
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2021 Marketing strategy revitalisation
After the events of the previous year, B2B marketers globally are revitalising their marketing strategies,
bringing forward digital technology, mar-tech implementation and so on. B2B brands are aligning new projects
and technologies with their digital transformation strategy. We suggest reviewing the following to revitalise
marketing pillars:

How might your organisation adapt or change
the acquisition of new customers, with the
potential for face-to-face engagement
to be disrupted again in 2021? How can
those activities be digitised, or utilise
new technologies? E.g. virtual trade show,
webinars, online open-day, virtual product
showcase, virtual VIP events.

Retention Strategy
How might the existing loyalty program need
to be revitalised with extra incentives to retain
highly-valuable customers in the extremely
competitive current state? What are the value
adds that could be introduced to assist? (Refer
to chapter 8, Loyalty and Rewards)

Conversion Strategy
How might your sales executives continue
to service valued clients utilising digital
technologies? E.g. Customer accounts can be
highly personalised, custom catalogue price
books, etc. can be shared virtually rather than
in person. But what else can be done to boost
conversion beyond what you are currently
doing? How might you better understand your
customer to improve conversion?

Advocacy Strategy
How might the existing pool of loyal
customers be utilised to strengthen the
reputation of your brand. How can that
customer help to raise your profile, utilising
digital technologies? Further, what incentives
can you offer the customer to help build your
reputation, what’s in it for them?

Key chapter takeaways
1. B2B merchants and their marketing departments have utilised digital technologies to re-shift their
focus throughout the pandemic. How has your organisation used digital technologies?
2. Planning, implementation, testing, optimisation and reporting as a function of marketing
capabilities continues to grow for those merchants well on the digital transformation journey and
those just beginning. What are the capabilities your organisation could most benefit from?
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Acquisition Strategy
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Nicholas
Kontopoulos
Head of Adobe DX Commercial
APAC Marketing
As the Head of Adobe DX
Commercial APAC Marketing,
Nicholas Kontopoulos
harnesses over 25 years of
professional experience, built
across multiple industries and
geographies. He’s passionate
about challenging the ‘statusquo’ and ‘management dogma’
that stifles the creative thinking
processes that are paramount
to delivering amazing customer
experiences.

More companies are unearthing creative and disruptive ways of
offering their services and products digitally through an omnichannel
eCommerce strategy. When we surveyed our colleagues within
marketing, eCommerce and technology across the Asia Pacific region,
24% said they were already delivering B2B eCommerce into their
omnichannel strategy. The remainder had already committed to
investing in building eCommerce (77%) or strongly agreed on its indirect
impact (39%).
If you’re just getting started with your digital transformation, I have
advice that can spare you many headaches. Don’t think of your
eCommerce technology as a diet pill. Yes, it plays an integral role, but
it’s just one part of a critical equation. Start your journey by placing
your customer firmly at the heart of your business. Every person in
your organisation should focus on delivering unforgettable service,
backed by processes that support and promote customer-centricity, with
technology forming the foundation.
Whether a customer interacts with your business via email, on social
media, through your website or in-person, make sure they enjoy a
consistent experience. Consistency builds resonance. Your tech stack
needs robust integrations across your various systems and a free-flow of
data to harness decision making. Make sure it delivers full functionality
across security and compliance as well as content management and the
management of merchandise.
You can access more survey results and insight into B2B eCommerce
from our eBook. www.info2.magento.com/Ebook_Series_The_Future_
of_B2B_CX_Registration.html
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Today’s customers are unrecognisable from a decade ago. It doesn’t
matter what industry you’re in: B2B customers expect exceptional
experiences. Whether they’re shopping for sneakers or bulldozers, they
want a simple, stress-free transaction.
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Adopting valuable B2C strategies as a B2B company

But what isn’t different, in terms of B2B marketing, is how people want
to be treated by the brands they’re buying from. After all, those six
to 10 buyers are still made of individual people, and those people’s
expectations have been heavily influenced by B2C standards. But why is
this?

Rohan Lock
Regional Director APAC,
dotdigital
Rohan has more than 14 years’
experience helping ecommerce
brands optimise their digital
marketing. After heading up
dotdigital sales and account
management and subsequently
as group sales director based
in the UK, Rohan, a dotdigital
veteran, has established the
brand’s presence in Asia-Pacific
(APAC). As dotdigital’s regional
director for APAC, Rohan
works with local integration
and agency partners, as well
as key global relationships
and integrations, including
Magento, to bring dotdigital’s
technology offering to local
organisations.

With nearly three-quarters of all B2B buyers now millennials, current
decision makers are from a generation of one-click purchases and Silicon
Valley hoodies and trainers. Buying doesn’t have to be complicated or
formal – nor can it be if you want to appeal to this demographic. But the
influences of direct-to-consumer models wouldn’t have had as much of a
grip were it not for the eroding boundaries between home and work life.
Even before this global crisis, this was already the case. The advent of
personal devices such as pagers, laptops, and eventually smartphones,
brought more and more of our work into our homes. And cyclically, this
brought more informality to our offices.
Whereas price used to be the biggest factor when considering vendors,
this is no longer the case. 80% of B2B buying decisions are now based on
a buyer’s direct or indirect customer experience. This leaves only 20%
based on the price or the actual offering. Personalised service, next-day
delivery, and informal methods and tone of communication have made
their way over to the camp of what our B2B buyers expect from us. First
impressions matter more than ever too. According to Accenture, business
buyers are already 57% down the path to purchase before they even get
to your site. This means the tools you use to make a first impression and
nurture your leads to conversion have never been more crucial.
Businesses must be able to speak to their brands with the same level
of sophistication that B2C brands use to personalise their touchpoints.
Ready or not, business is about to get personal.
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Selling directly to the consumer is a lot less complex than selling to
businesses. We’re not going to pretend otherwise. Not when a typical
buying group for a complex B2B solution involves six to 10 decision
makers.

B2B marketing personalisation
84% of business buyers say that being treated like a person, and not
a number, is very important to winning their business. So, the biggest
consideration for B2B models now is to focus on their data in order to
offer personalised services.
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Many omnichannel marketing platforms encounter the same problem:
they are built with B2C models in mind, and often don’t have the right
data schematics to accommodate B2B or hybrid models. For instance,
being able to use data fields such as quote amounts and expiry dates,
or special pricing for wholesale customers in your communications with
B2B buyers is often essential. And yet, few platforms prioritise or allow
syncs of these data fields at all. B2B brands may also want to segment
campaigns based on company information such as the size of a business
or the sector they are in. For B2B, these fields are no more complex
than gender or location are for B2Cs. Making sure your omnichannel
marketing platform can leverage them is crucial.

References
https://www.gartner.com/en/sales/insights/b2b-buying-journey
https://madewithmerit.com/reports/Millennial_B2B-Report-Merit.pdf
https://keplerandwilde.com/125-b2b-marketing-stats-to-get-you-started-in-2020/
https://www.salesforce.com/research/customer-expectations/
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There are many different ways to personalise experiences for your B2B
buyers, and this will depend on the data you have captured as well as the
data you are able to pull through in your communications with them. It’s
context, after all, that allows us to form meaningful connections with our
friends and family members. Knowing key information about them helps
you to cater every conversation. You should cater your communications
to your business buyers so that they speak directly to them.
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Marketing Automation
& CRM
Marketing automation and CRM are the must-have capabilities
to build and maintain demand for your business. Both marketing
automation and CRM solutions, when connected with an
eCommerce platform, can create a foundation for success.

MARKETING AUTOMATION & CRM
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Productivity, targeted engagement and
insights with marketing automation and
CRM solutions

Many platforms offer desirable capabilities and
product features, including: content personalisation,
cross-channel engagement, AI-powered
segmentation, recommended content, content
optimisation, integrated profiles and engagement
history, lead-prioritisation for sales teams,
automation, analytics and insights.
We often see a misalignment between the marketing
department and other functions of a B2B business.
Working together in sync can be aided by the
implementation of marketing automation or CRM
solutions. They can allow all departments to have a
unified view of customers.

A Twilio digital engagement study of
2,569 companies published in 2020 found
that, on average, COVID-19 accelerated
their digital communication strategy by
six years.

Marketing departments globally were forced to lean
into their marketing platforms to facilitate marketing
and sales strategy. 3
Digital communication, being the only form of contact
was a new concept for many B2B businesses. Those
already well on the digital transformation journey
were able to utilise existing digital technologies.
Others had to fast track digital roadmaps to
implement solutions that would allow them to work
within the parameters of lockdown.

Research conducted in 2020, shows
that businesses who use Marketing
Automation to nurture prospects can
experience a 451% increase in qualified
leads. 2
2020 bought businesses globally many surprises and
uncertainties.

1. Saleh, K., 2020. The Importance Of Lead Nurturing – Statistics And Trends. https://www.invespcro.com/blog/lead-nurturing.
2. Business2Community 2020. Marketing Automation By The Numbers.
https://www.business2community.com/infographics/marketing-automation-by-the-numbers-infographic-0342287#!rFqTU
3. Brinker, S. and Baldwin, J., 2020. Martech 2030, Five Trends In Marketing Technology For The Decade Of The Augmented Marketer. https://cdn.chiefmartec.com/wp-content/
uploads/2020/10/martech-2030-brinker-baldwin.pdf
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Marketing automation and CRM solutions can deliver
significant results for B2B merchants, including
increased productivity, targeted engagement, and
clear insight into what is and isn’t working. Companies
that excel at lead nurturing can often generate up to
50% more sales ready leads at a 33% lower cost.1
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Research conducted by dotdigital for their 2020
annual 'Hitting the Mark' Report highlights the
undeniable importance of a welcome program for
eCommerce merchants. They describe welcome
programs as ‘the crucial automation capability’ for all
eCommerce merchants.
The welcome program is crucial automation. It's your
first and only chance to make a good impression and
say hello to new subscribers. That's why it's the most
widely adopted automation program. 90% of the
brands they researched sent at least one welcome
email as soon as a customer subscribes.

You've done the hard work involved in acquiring a new
customer, congratulations! Make sure now, that the
welcome program you implement, reflects the same
tone of voice and effectiveness as other channels.
A welcome series should seek to solidify your
relationship with a customer, not destroy it before it
begins. When building a B2B welcome program for
your organisation, consider the following:

Let your subscriber know what's to come
Be sure to mention the benefits your new subscriber can expect to receive in future emails, as
well as promotions, deals, or latest industry news. Set an expectation from the onset about what
they can expect to receive, to reduce the risk of unsubscribing.

Gather information
Don't just talk about yourself; use the welcome series as an opportunity to learn about your
customer. Find out about areas of interest, e.g. interest in particular product ranges, new products
and events, contact preferences etc.

Include a variety of content
Begin understanding what content your subscribers are most interested in. We know that
different customers have different interests, and sharing a variety of content will not only meet
the content requirements of other individuals but allow you as a business to establish those
pieces of content which have the best engagement and ROI.

Showcase your point of difference
Communicate what sets your brand apart from the rest and any point of difference they may not
be aware of. Use the welcome series to communicate your point of difference.

Create a series
Don't stop with just one welcome email. A welcome series is several emails over a set period to
welcome your new subscribers into your community.

Test, test, test!
A/B test the welcome series with different formats and content, to test out the design that works
best for your customers. You may find that the welcome series which performs best is different
per customer group.

4. Dotdigital. 2020. Hitting The Mark, Global Ecommerce Benchmark Report 2020. https://learning.dotdigital.com/media/3251/htm_2020.pdf
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B2B ‘welcome series’ programs

Something to consider:
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Platform selection
Chances are your organisation already has a marketing automation platform, but deciding to take the next step
with your B2B marketing strategy may require investing in a new marketing automation tool.
As you begin your research, you'll notice no shortage of platforms out there, each with a unique value
proposition. We've listed the platforms commonly used by our clients. Remember, beyond what the user
interface looks like, considering the feature set and the support model is also essential when choosing a new
platform.

Leading CRM Platforms:

MARKETING AUTOMATION & CRM

Leading Marketing Automation
Platforms:

Key chapter takeaways
1.

Marketing automation and CRM solutions can deliver significant results for B2B merchants,
including increased productivity, targeted engagement, and clear insight into what is and isn't
working. How does your organisation utilise this insight to improve?

2.

Many platforms offer desirable features, including: content personalisation, cross-channel
engagement, AI-powered segmentation, recommended content, content optimisation, integrated
profiles and engagement history, lead-prioritisation for sales teams, automation, analytics and
insights. Which of these features is missing from, or underutilised in your current platform?

3.

The welcome program is crucial automation. It's your first and only chance to make a good
impression and say hello to new subscribers. How might you improve your current welcome
program? Does it require you to investigate introducing new platforms?
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Whilst this eCommerce capability powers organisations to ensure
a memorable and differentiated buying experience, there is a huge
opportunity for B2B sellers to ensure they maximise the lifetime value
(LTV) of B2B buyers who may be new to an online buying cycle.

Nick Dennis
Director, Solution Consulting
APAC, Adobe
As a forward-thinking
marketing technologist, Nick
predicted Brexit 2 years in
advance, and escaped to
Australia to continue his
consulting in Marketing
Technology free from the
shackles of EU intervention.
With over 15 years Sales &
Marketing experience across
B2C & B2B Nick heads up the
Adobe Commercial Digital
Experience APAC Solutions
Team. Nick is focused on
helping organisations build
epic customer experiences,
and swears [quite often] by the
motto ‘no lead left behind’.

B2B eCommerce organisations need to ensure they aren’t just capturing
1-time buyers; they need to build and execute meaningful omnichannel
customer engagements at scale. The opportunity here is to ensure a high
volume of these new to online B2B buyers become repeat customers.
A frictionless buying experience alongside ongoing brand engagement
means your company could well be top of mind for their next purchase.
Marketing Automation is the must-have capability to build and
maintain that demand for your business as we all (hopefully soon) exit
the pandemic. In many respects, this is now table-stakes. Marketing
Automation, connected with your eCommerce solution and CRM, builds a
tech foundation for success.
B2B buyers will ultimately utilise a variety of channels based on the
complexity, geography and cost of their requirements. A future-proofed
technology layer means you can adapt and meet future demands. This
pandemic has been a cruel validation that this flexibility is required!
Today, B2B customers have high expectations of their buying experience.
Remember, B2B buyers are also consumers in their own right and are
used to high-quality retail type interactions. Therefore, this transition
from transactional purchasing to lifecycle marketing and engagement
based on behavioural and purchase data will help to meet these
rising expectations. Organisations that execute here can differentiate
themselves through superb marketing and buying experiences –
increasing customer loyalty, LTV and ultimately revenue.

MARKETING AUTOMATION & CRM

Technology underpins today’s high growth eCommerce organisations.
The surge in online shopping from both consumers and businesses
during the COVID-19 pandemic has only accelerated the need for more
capable and scalable commerce applications to meet this demand.

The marketing technology exists to support this approach, but as we
know, technology is not a silver bullet! Organisations also need to
structure themselves for success. A well-defined operational support
model for marketing and sales – whether small or large teams – can be
the difference between an epic customer experience, as opposed to an
epic failure!
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A good example would be process planning to enable an optimal
customer experience and approach for volume vs velocity sales, larger
strategic accounts and deals vs smaller higher run-rate transactions.

However you structure your teams, you should ensure there is an agreed
process in place between Marketing and Sales. By leveraging the power
of Marketing Automation along with your eCommerce approach not
only can you create frictionless B2B buying experiences, but you can
captivate and engage with your prospects and customers when they are
off-site and nurture them towards their next purchase with you, building
loyalty and customers for life!
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Many organisations have started to build a Centre of Excellence
approach to their marketing operations structure. This can help
organisations maintain a high-quality content approach to their demand
marketing; however, it can sometimes be at the cost of agility and
responsiveness.

113

In more recent times and more particularly as a result of the impact of
COVID-19, digital interactions have become fundamental to the way
customers are engaged and kept. We need to move to a new customer
journey model and launch digital-adoption campaigns to make
customers and internal stakeholders aware of our capability and value
proposition.
Customers usually engage with suppliers through a common model of
‘Awareness through to Loyalty’ and anything can happen along the way
that will either engage or disenfranchise customers. (See graphic on
following page)

Rob Pyne
Chief Information Officer,
Bunzl Australasia
Rob Pyne is the Chief
Information Officer at Bunzl
Australasia, an FTSE 100 listed
company operating in 29
countries across 4 continents.
Bunzl is well known and
highly regarded for providing
efficiencies and innovations in
the supply of essential products
and services.

Whatever digital tools we deploy, it means nothing if our customers and
internal teams do not use them. Successful adoption of new products or
services really rests on focusing on five key areas:
A Customer experience focus that places customers and their needs
at the centre of activities to make it easy for customers to transact and
drives customer satisfaction supported by:
Personalised marketing and communication based on behaviour and
analytics to grow the customer base and increase order size of existing
customers.
Excellent customer service that is proactive and consistent to drive
customer satisfaction and protect the existing customer base.
Streamlined operations through leveraging new digital technologies
to help create business agility, reduce cost to serve and make it easier
for customers to do business with us and allows our sales teams to be
focussed on selling.
Customer insights to provide rich, value added customer reporting
and analytics to drive personalised marketing, customer retention and
operational improvement.
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A compelling customer experience has evolved from a nice-to-have
to a necessity with standout experiences to attract, retain and grow
business while reducing servicing costs and complaints throughout the
entire lifecycle essential. This in some cases has required a complete
reinvention of the customer experience, supporting business processes
and deploying effective digital tools to deliver our objectives. At times,
this has involved ignoring everything the company already has in
place and asking, “What would be the best possible digital experience
a customer could have when completing this task?” We can then
determine how to build the processes and technologies needed to
support it. By digitising these processes, the business has reduced costs,
improved customer experience, captured value, and is moving to a nextgeneration operating model.

Image: Bunzl Australia Customer Model ‘From awareness to loyalty’ (Bunzl Australasia 2020)
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Payments and Security
The two major transactional requirements in B2B eCommerce
are first, delivering varied payment options customers need to
make a purchase, and second making sure this is done reliably
and securely.

PAYMENTS AND SECURITY
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Transforming how your business
exchanges money in 2021
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Businesses who can offer new, varied payment
methods to customers, can transform how their
business exchanges money—opening up new
business channels and access to customers who want
to purchase in these new ways.
Throughout the pandemic, enabling customers
to purchase online, securely was crucial for B2B
merchants, but so was making sure their purchasing
and security expectations were being met.

A report published in 2019 by MSTS
found that 74% of B2B buyers said they
would purchase from a competitor if
a merchant's eCommerce platform
could not keep up with their purchasing
expectations. This includes payment
options, payment security and platform
integrity. 1

The report also found that buyers today want
merchants to allow purchases across all sales
channels and be flexible enough to enable purchases
on terms, with purchase controls intact and
adherence to invoicing requirements. Customers who
experience a flexible and seamless buying experience
become loyal customers.

The report highlights, crucially, that B2B merchants
can win loyalty from their valued customers by
offering new payment methods, and superior
purchasing experiences. Alternative, modern payment
methods seek to streamline outdated and laborious
purchase processes for decision-makers with buying
power, eg. Google Pay, Apple Pay, Klarna, MSTS and
Adyen.
Traditional purchase order and cash on delivery
payment methods simply don’t cut the mustard
anymore. Buyers expect to see varied options.
Credit cards are falling out of favor when it comes to
younger buyers. 54% of millennial B2B buyers agree
vendors should prioritize additional payment options
beyond credit cards; this number bumps up to 58%
for Generation Z. Additionally, 57% of millennial B2B
buyers place a high priority on purchase controls
when selecting a vendor; 40% of Generation Z says
the same. 2
Buyers want vendors to allow purchases across all
sales channels that are flexible enough to enable
purchases on terms, with purchase controls intact and
adherence to modern invoicing requirements. In other
words, a seamless buying experience creates loyal
customers. 3

1. MSTS 2020. New MSTS Survey Shows How Sellers Can Win Loyalty Through Payments.
https://www.msts.com/resource-center/news/new-survey-from-msts-shows-how-sellers-can-win-loyalty-through-payments/
2. MSTS 2020. New MSTS Survey Shows How Sellers Can Win Loyalty Through Payments.
https://www.msts.com/resource-center/news/new-survey-from-msts-shows-how-sellers-can-win-loyalty-through-payments/
3. MSTS 2020. New MSTS Survey Shows How Sellers Can Win Loyalty Through Payments.
https://www.msts.com/resource-center/news/new-survey-from-msts-shows-how-sellers-can-win-loyalty-through-payments/
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The role of digital transformation in B2B eCommerce,
concerning payments and security, is to remove the
time consuming, outdated people processes typically
involved in B2B business.

Platform features: Magento Commerce
If your eCommerce environment is heavily
customised, security is probably a big focus for your
team. Not only do you have to design a modern
security architecture that is PCI-compliant, but you
also must continually refine it to handle the latest
threats. Magento Commerce is level 1 PCI compliant,
and also offers several payment gateway solutions
via the Marketplace that are PCI compliant out of the
box. Each solution is reviewed extensively to ensure
compliance.
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Magento Commerce comes with a modern security
architecture built-in, and customers receive regular
security patches.4

4. Magento 2020. How Magento Commerce Helps Your IT Do More.
https://magento.com/sites/default/files8/2020-11/How_Magento_Commerce_Helps_Your_IT_Do_More_And_Better_Product_Showcase.pdf

Something to consider:
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Staying secure

Introduce a digital security officer

Engage a digital security consultant

The function of a digital security officer is to
oversee policies and programs to mitigate and
reduce security threats to an organisation.
This can involve operational, strategic, digital
and financial risk relating to eCommerce
operations.

A consultant can offer a variety of services
including assessment of security measures
currently in place relating to the eCommerce
platform, associated and integrated systems
and technology. They can also study potential
breaches and oversee implementation of new
solutions.

PCI compliance safeguards a B2B customer
from credit card fraud and a business from
the risk of a data breach involving customer
data. PCI compliance is essential for
eCommerce operations, and due to inconsistent
interpretation it can be extremely confusing.
Ensure your understanding is clear and well
defined.

Rigorously assess new tech and
payment methods

Perform penetration testing
Penetration testing is performed to
evaluate the security of the system, and
testing is designed to highlight weaknesses
and strengths. Get ahead and ensure you
understand the risks which may be associated
with your eCommerce solution. Further, how
your organisation can rectify any weakness
before any damage to the business and brand
reputation.

Merchants should always assess new digital
technologies and payment methods in great
detail before introducing it into their IT
landscape. Critical analysis of a platform as
well as the assessment of all available options
is highly recommended.

Key chapter takeaways
1.

Businesses who can offer new, varied payment methods to their customers, can transform how their
business exchanges money. How are you diversifying payment methods for your customers?

2.

Introducing a digital security officer, engaging a digital security consultant, demystifying PCI
compliance, penetration testing, and assessing new payment methods are all ways to improve
digital security. Has your organisation recently conducted a digital security audit?
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Demystify PCI Compliance
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The coronavirus pandemic spurred mass digitisation, forcing consumers
and businesses to migrate online, at speeds unlike any we’d seen. The
businesses that consistently performed best across this period were
those that combined their physical and digital worlds to create a fluid,
channel-agnostic experience that prioritised the customer, better
known as Unified Commerce. Analysis of anonymised data from across
our global payments platform showed that 50% of unified commerce
retailers saw no impact to transactions during the pandemic – wherein
their sales remained consistent across Q1 2020, versus Q1 2019.

Michel van Aalten
Country Manager, AUNZ,
Adyen
Michel van Aalten is the
Country Manager of Australia
and New Zealand for Adyen.
A senior member of the
Adyen team, working with
enterprises across Europe,
the U.S. and APAC. He has
extensive experience in the
global payments industry,
and has helped many leading
omni channel brands roll out
payments in new markets
around the world. Prior to
becoming AUNZ Country
Manager, Michel held roles
including Senior Vice President
of Business Development and
Vice President of International
Sales.

Independent research commissioned by Adyen also shows a growing
enthusiasm for eCommerce across Australia. Of more than 2000 adult
respondents, a third say they will shop online more often now. However,
the experience must deliver. 72% of Australians believe that ease of
experience is as important as the quality of the product when shopping
online, while 69% refuse to shop with merchants whose website or app
is difficult to navigate. Clunky experiences with too many steps to pay,
not enough or irrelevant payment methods, or a sluggish authentication
process can also impact the bottom line.
As businesses move online and embrace unified commerce, they can
integrate more deeply, and process payments faster, while reducing
costs and mitigating risk. Through a global payments partner, businesses
can achieve competitive advantage, with faster speed to service and
reconcile, data analytics and automation.
Not only can a global payments provider help businesses expand
into new markets and provide access to local payment methods, they
can also help them navigate an ever-growing list of fraud and risk
management protection technologies and innovations – including
3D Secure 2.0 (3DS2), Secure Remote Commerce (SRC), P2PE, PCI
compliance and Network Tokenization, among others. Understanding
what these mean for your business can be complex, particularly as the
pressure to safeguard customer data continues to grow. A payments
partner will help remove that complexity.
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To thrive in this next period, businesses must equip themselves with the
tools that allow them to respond fast. Payments technology plays an
important role in this mix. With a unified commerce partner, businesses
can centralise the management of payments across all channels and
regions. They’ll have the flexibility to open new sales channels and rollout new customer journeys quickly and at scale. They’ll also benefit from
a unified view of their customers, which they can use to personalise their
services and build loyalty.
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In 2020, the global pandemic disrupted B2B payments with the same
wallop that it inflicted on other areas of the business. These impacts
posed a mix of threats (increased fraud activity), risks (longer customer
onboarding experiences and delayed payments) and opportunities
(Credit as a Service and related payments efficacy improvements). Some
of the most notable B2B payments changes, trends and challenges that
arose in the past 12 months command attention in 2021, including:
•

B2B eCommerce adoption accelerated: Work from home (WFH) and
shelter-in-place measures greatly accelerated the adoption of B2B
eCommerce, hastening the pre-pandemic adoption curve by three
to four years. Already a staple of Australia B2B transactions, buy
now pay later (BNPL) adoption continues to soar globally: a Bank of
America analysts projects global BNPL volume will increase more
than tenfold during the next five years - growth that may generate
more scrutiny from regulators.

•

WFH exposed the costs of legacy B2B payments processes and
technologies: B2B buyers that relied heavily on printed invoices,
paper checks and Australia Post experienced payments delays
simply because their A/R and accounts payable (A/P) teams were
unable to get to the office. Those lags created or exacerbated
working capital risks when liquidity marked the top concern of CFOs,
CEOs and boards of directors. As a result, senior leaders are more
likely to recognize the value of B2B payments automation and to
make it an investment priority.

•

Fraud spiked: Eighty-five percent of Australia-based, B2B finance and
accounting professionals surveyed by MSTS experienced fraudulent
activity related to customers, invoicing and/or payments in 2020.
Business impersonations in particular increased amid the pandemic’s
economic volatility, raising the importance of comprehensive
customer onboarding evaluations.

Brandon Spear
CEO,
MSTS
Brandon leads MSTS with
expertise in managing
large, diverse global teams.
His strength is discerning
and focusing on the most
important challenges facing
an organisation at a particular
point in time and unifying
all stakeholders behind
accomplishing a set of specific
goals. Brandon has a unique
ability to connect across all
levels of an organisation,
motivate staff with diverse skill
sets, while ensuring a common
alignment and results.
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Post-Pandemic B2B Payments Priorities

•

B2B payments improvement priorities emerged: WFH-related
logistical and automation challenges combined with the laser-like
liquidity focus the pandemic drove spotlighted new improvement
priorities. Our survey shows that finance functions and A/R teams are
committed to reducing DSO (north of 46 days in 82% of companies),
lessening the portion of receivables annually written off as bad debt
(11%-25% in three-quarters of responding organizations), increasing
payments automation (99% of companies still manually input some
data into A/R systems) and making major customer onboarding
improvements (a process that currently takes six or more days in 70%
of companies).
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Corporate finance functions and A/R teams that respond to those issues
most effectively in the coming months will be positioned to thrive
coming out of the COVID-19 downturn.

References
www.wsj.com/articles/investors-seek-growth-now-in-paying-later-11607077800
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Business Intelligence
Customer insights, application analytics and accurate data are at
the heart of any winning B2B digital experience.

BUSINESS INTELLIGENCE
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Gather, analyse and interpret with BI

BI applications provide companies with
a way to gather, analyse and interpret
data. The data facilitates reporting,
querying and decision making.
The applications can further facilitate comprehensive
data visualisation, which deals with the graphical
representation of data. Data visualisation is being
used more and more amongst stakeholders and
business units in B2B organisations, to distribute
customer data while improving the customer
experience.

Experience found that on average, 16% of the
surveyed companies have 41 or more data sources
for generating customer insights and customer
engagement. 3 If there are too many data sources,
without affective aggregation, businesses face the
challenge of inconsistent data and BI. Similarly, too
little data sources and the insights are limited, and
only show one view of customer experience.
According to McKinsey, most B2B companies have
not yet mastered the digital capabilities needed
to operationalise customer metric based platform
improvements—and that’s making them vulnerable.
Our benchmark shows that only 15% of B2B
companies feel they have a complete view of their
customers (versus 20% of consumer companies), and
only 19% say they understand the customer journeys
that matter most to core segments (versus 31% of
consumer companies).4

It’s important for B2B merchants to remember that
the interpretation and analysis of the data which BI
applications can provide, far transcends the specific
tools and products. 2 Further, that the ability to use BI
within an organisation to inform decision-making is
crucial to growth and innovation in eCommerce.

Simply having the data, isn't enough. Using
the insights to tailor products and services,
and improve the customer experience is
paramount and one of the ways in which
leaders in the industry get ahead of
competitors to offer superior experiences.

1. Raisinghani, M., 2004. Business Intelligence In The Digital Economy. Hershey: Idea Group, Preface
2. Tableau 2020. Data Visualization Beginner's Guide: A Definition, Examples, And Learning Resources. https://www.tableau.com/learn/articles/data-visualization
3. Forrester Consulting, 2019. What Is The Secret To Winning On Customer Experience? It All Starts With The Data. Forrester.
4. McKinsey 2020. How B2B Digital Leaders Drive Five Times More Revenue Growth Than Their Peers. https://www.mckinsey.com/business-functions/marketing-and-sales/ourinsights/how-b2b-digital-leaders-drive-five-times-more-revenue-growth-than-their-peers
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Business Intelligence (BI) is extremely important
in helping B2B companies stay ahead of their
competitors, by providing the means for accurate and
well informed operational decision making. ‘BI’ is a
general term for applications, platforms, tools and
technologies that support the process of exploring
business data, data relationships and trends.1

124

Platform Features: Magento Business
Intelligence

Adobe gives B2B merchants the ability to match and
analyse data from anywhere in the customer journey,
merchants can get versatile reporting, predictive
intelligence and more. 5 Customer Journey Analytics
is a service built on Adobe Experience Platform that
lets you join all of your data from every channel into
a single interface for real-time, cross-channel analysis
and visualisation, allowing you to make better
decisions with a holistic view of your business and the
context behind every customer action.6

Out-of-the-box Magento Commerce provides vital
commerce dashboards that make it simple to monitor
business health. Never worry about trying to figure
out your Average Order Value, Customer Lifetime
Value, Retention rates, etc. again. Once you feel
comfortable with those best practices, you can
unleash the true power of your data with a suite of
complete business intelligence capabilities.7 Magento
Commerce further offers out-of-the-box integration
with popular analytics platforms including Google
Analytics, Tag Manager and Adwords.
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Platform Features: Adobe Customer Journey
Analytics

5. https://www.adobe.com/au/analytics/adobe-analytics.html
6. https://www.adobe.com/au/experience-platform/customer-journey-analytics.html
7. Magento 2020. Products | Magento Commerce Business Intelligence. https://magento.com/products/business-intelligence

Something to consider:
Exploring BI within your organisation
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But what is a data culture? Data culture is a term frequently associated with digital transformation strategy
and data literacy in B2B eCommerce. In essence, it is a company's mission to enable their entire workforce with
data. A data culture promotes data-driven decision making across each level of the organisation. Further, the
culture is supported through utilisation of BI technologies.

Not sure where to begin? Start the conversation today with your organisation's leadership by exploring
these key questions together:
• Are business priorities aligned with the metrics currently being measured?
• Is business intelligence being used currently to inform critical decision making?

BUSINESS INTELLIGENCE

• How can we promote widespread data discovery across the organisation?

Key chapter takeaways
1.

BI applications provide companies with a way to gather, analyse and interpret data. The data
facilitates reporting, querying and decision making. How might a more comprehensive and wider
data pool improve decision making and data culture in your organisation?
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Business Intelligence for Digital Transformation in B2B eCommerce

“Pivot” has been the mantra of 2020. Shifting the business direction,
pushing the digital boundaries, running lean teams and retaining; if not
growing, the business.

Navjot Sharma
Marketing & Digital Manager,
ISC Sport
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Digital Marketing, eCommerce,
Campaign Management &
Project Management. A solution
designer at heart, Navjot has
worked on a variety of projects
with a focus on executing usercentric digital solutions. Navjot
has a passion for building
lasting partnerships, leading
high functioning project teams
& working cross collaboratively
whilst ensuring clear
communications. Adaptive,
creative, self-motivated &
organised. Navjot is ever the
perpetual learner; seeing
every new idea as a learning
opportunity.

What comes next? All of that newly acquired data can be leveraged
to develop meaningful insights into what the B2B customer expects in
this modern digital landscape. Real-time access to product, sales, and
marketing data allow operations teams to stay ahead of the demand
and scale up efficiently. Key is knowing what data points to capture.
Work collaboratively with your key stakeholders to develop a BI and
visualisation solution that fits your business needs.
Instead of days spent manually collating data and generating insights,
use your resources wisely to develop customer relationships and a
Marketing plan that delivers.
A challenge in the past has been the buy-in from business stakeholders
and resistance to adopting new technology by the teams using digital
platforms every day. The past ten months have demonstrated that a
business relying on the “this is how we’ve always done it” mentality is
setting itself up for failure.
To keep pace with customer expectations and stand out amongst the
brands in the market, it’s crucial that informed decisions are being
made. If ever there was a time to bring your team onboard a business
intelligence tool, it’s now!

BUSINESS INTELLIGENCE

In a post-COVID 19 world - access to real-time data, the capability
to develop insights in hours rather than days and ability to offer an
enhanced B2B customer experience can be the difference between
ensured growth and being a business that gets left behind.
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In 2020, B2B organisations saw new customers arrive at their websites
and apps in record numbers. Further, for many businesses their existing
customer base behaved far less predictably. Both new and existing
customers helped prove to B2B organisations that they needed to
develop and act on insights faster to catch up to evolving buyers and
decision-makers.
We know that CX (Customer Experience) leaders flourished in the
turbulent second half of 2020. The report shows us that over 70% of CX
leaders outpaced their sectors, and they were three times more likely to
have 'significantly outpaced' their sectors than the mainstream.
The difference between the two groups, the CX leaders and the
mainstream, is their respective strategic commitment to delivering
seamless customer experiences, as demonstrated by their investments
over the last five years. For example, respondents at companies that
have built strong analytics functions (with 'significant insight' into new
journeys and marketing attribution) are more than twice as likely to say
their customers are positive about their digital experience than their
peers with lower levels of insight (71% vs 31%).
Not only does the report highlight that those with strong analytics
functions have a better outlook on their customer's experience, but
that they were also able to continually adapt and innovate throughout
the pandemic, through utilisation of data. In fact, these leaders with
the ability to deliver insights on CX and ROI saw an increase in their
marketing budgets through the pandemic. These marketing leaders had
a seat at the boardroom table as a result of their ability to prove their
impact to growth or stabilisation during a downturn.

BUSINESS INTELLIGENCE

The unprecedented and dramatic events of 2020 have acted as a robust
accelerant for digital transformation in the B2B eCommerce industry.
Published earlier this year, Adobe’s 2021 Digital Trends Report, highlights
that for many organisations the topics and technology investments that
were once years away from consideration are now table stakes.

Business Intelligence, continues to be the driving force in experiential
digital transformation in the B2B sector. Truly knowing your customers
and innovating for them, must be based on a foundation built of
data and comprehensive research. Further, the quality of business
intelligence data and insights is profoundly essential. Accurate and
timely information is required to manage day-to-day business operations
efficiently, ensuring the best use of all resources across business units.
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Equally as important is the need for technology that is flexible and
can integrate to your business’s disparate data sources, bringing CRM,
transactional, behavioural, demographic and firmographic data to
accurately profile the customer and trigger the next best action.

What sets CX leaders apart distinctly, is their readiness to invest in
business intelligence to fuel the customer experience strategy. CX
leaders have already invested in their infrastructure of insight and thus
have an advantage in growing their marketing and experience budgets.
They are typically further along in their ability to prove the impact of
marketing spends through attribution. For example, leaders are twice as
likely than the mainstream to have significant insight into the drivers of
loyalty and retention (53% vs 26%). This positions leaders to justify more
aggressive marketing spend; they are also significantly more likely to be
increasing their 2021 marketing budgets than the mainstream (60% vs
39%).
Not only are companies with strong CX more likely to achieve longterm growth than their competitors, but they are also better positioned
to adapt to changeable customer behaviour, markets, and external
conditions.
If you take anything away today, let it be this - how organisations
approach business intelligence is a key variable in their ability to
assemble and understand customer insights quickly in order to be
successful, even in a time of severe disruption. It’s time to be a CX leader.

References
1. The Adobe 2021 Digital Trends Report captures a monumental turning point in history. Download the report to find out where trends are heading.
Visit: www.adobe.com/il_he/offer/digital-trends-2021.html
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When we work with leading businesses, we often begin by creating
a roadmap to help organisations grow their customer experience
management capabilities to deliver customer experience strategy.
We strategically develop a roadmap that aligns to the organisation's
customer journey. Then, we map existing technology, data and process
back to the strategy. There is so often a significant gap here, which
without investment becomes a roadblock to growth.
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Inventory Management
When B2B merchants undergo digital transformation, one of the
consistent challenges we see them face is how to handle their
inventory management.

INVENTORY MANAGEMENT
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Improving the entire supply chain,
through effective inventory management

For B2B businesses undergoing a digital
transformation, inventory management and
integrating the existing (or new system) with
the broader IT landscape are crucial for driving
eCommerce success.
The inventory management system used has the
potential to transform the way that an organisation
does business and how the people within that
organisation can work. Further, it can facilitate the
existing business model and eCommerce operations
to work together in harmony.

For B2B businesses, with complex supply chains
and manufacturing processes, selecting the right
inventory management system is no small task.
Meeting functional, technical and administrative
solution requirements is an extensive exercise.
A 2020 poll of 600 supply chain managers by the
Institute of Supply Chain Management found that
nearly 75% of companies report supply chain
disruptions in some capacity due to coronavirusrelated transportation restrictions, and more than
80% believe that their organisation will be impacted
because of COVID-19 disruptions.1

What is an Inventory Management System?
An inventory management system (or inventory
system) is the process by which you track your goods
throughout your entire supply chain, from purchasing
to production to end sales. It governs how you
approach inventory management for your business. 2

1. Digital Commerce 360. 2020. Coronavirus Effect: B2B Sellers Scramble For Inventory.
https://www.digitalcommerce360.com/2020/03/16/coronavirus-effect-b2b-sellers-scramble-for-inventory/
2. Unleashed Software 2020. What Is An Inventory Management System?.
https://www.unleashedsoftware.com/inventory-management-guide/inventory-management-systems v
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By definition, inventory management refers to the
process of ordering, storing, and using a company's
inventory. This includes the management of raw
materials, components and finished products, as well
as warehousing and processing such items. Inventory
management is one of the fundamental systems that a
B2B organisation must have in place, to allow them to
grow from 'bricks and mortar' business, to one with an
effective and competitive eCommerce model.
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How does Magento handle inventory for
complex businesses?

Whether you have a single distribution centre or
multiple distribution centres across different states
and countries, Magento Inventory Management
allows you to reflect this availability within the
platform and use this information to provide
availability to customers across multiple websites.
Magento inventory management features several key
functionalities:
• Magento sources are the physical locations where
product inventory is managed and shipped for
order fulfilment. These locations can include
warehouses, brick-and-mortar stores, distribution
centres, pickup locations, and drop shippers.
Businesses can allocate inventory quantities to
these sources to represent availability at each
site. Many large companies add multiple sources
for all of their locations: in different geographic
locations by country and continent, locations in
a city, based on the type of inventory, even based
on services.
• Magento stocks are an aggregated summary of
one or more sources - businesses can specify
which sources belong to a stock, and a sum of
the relative quantities from each source location
is completed to define the stock availability.
The Magento stock can then be associated
with a Magento website to define the product
availability for that website's users.
• Magento order allocation can be used to define
which source an order gets assigned to based
on a set of rules controlled by the business. This
can include proximity to the delivery location,
allowing orders to be assigned to the source that
would have the lowest shipping cost, or sourcebased preference logic with a fallback sources
approach, allowing the definition of a specific
set of warehouse preferences amongst other
strategies.

• Inventory availability also becomes easy to
implement. Source information can be displayed
to frontend users to allow them to understand
things like local store availability, and this
information can also inform customised solutions
for click and collect and deliver from the store,
allowing customers flexibility from a fulfilment
perspective and allowing businesses to utilise
inventory from any location to assist with
fulfilment.
• Magento inventory can be integrated with
existing inventory management systems in several
ways. The robust API provides endpoints for the
automated creation of products, sources and
stocks, allowing for precise quantities to be set
up across multiple locations. Updates can then
be completed using inventory deltas to ensure
changes in other systems can be quickly reflected
in Magento. The REST API allows multiple
integrations to function simultaneously, so a
connection to several ERP or PIM solutions to
provide information is possible if required. Also,
Magento allows automated import of flat file data
sources, allowing updating inventory information
periodically.
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Magento Inventory Management has been developed
and optimised to meet the needs of both small and
large businesses across many verticals.
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Something to consider:
Multi-store inventory & five key considerations
when selecting a new system
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Every time your business adds a new store location to an inventory management system, your inventory
becomes more complicated. For merchants, the task of managing multiple inventory locations can be
overwhelming, mainly reporting, optimising merchandising and auditing. When selecting a new system,
merchants should consider the following:

1. What are the benefits of a cloud-based vs onsite inventory management system? How might the
business better manage inventory across locations with each approach?

3. How might the system facilitate merchandise planning? Is it possible to digitise any current manual
processes in the planning? Can a view be generated at a store level?
4. What will a complete audit look like with the new system? Is it possible to automate any current
manual processes in the audit? What does digital scanning look like? How would spot checks be
conducted? How would checks by location be conducted?
5. Will implementation of the new system mean the business must recruit? Can existing staff be retrained? What does the role look like? What does a training program look like?

Key chapter takeaways
1.

For B2B businesses driving success in eCommerce in 2021 and beyond, mastering inventory
management is a critical success factor. How might multi-store inventory change the way your
buyers can interact with your eCommerce platform?

2.

Does the inventory management system currently in place at your organisation allow growth into
eCommerce, or are you limited? If so, in which ways?

INVENTORY MANAGEMENT

2. What are the reporting capabilities of the system? Will they meet business requirements out of the
box, or require customisation? Reports could include inventory on hand, product performance and
low / out of stock products.
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It is no longer sufficient for manufacturers to ship goods by the pallet
load to intermediaries, wholesalers and retailers, who break the
quantities down for sale to consumers. At the same time, the need to
distribute different logistics units creates further complexities that also
need to be managed.
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Instead of simply shipping pallets or cartons, they now need to pick,
pack and deliver inner packs, mixed assortments and consumer units.
Ordering systems need to be capable of allowing the customer to
identify them at each level, and dispatch systems need to accommodate
each of the packaging configurations.
Identification and data standards can assist in managing these elements
internally but, more importantly, helps in sharing the information with
trading partners to seamlessly integrate with their own systems.
GS1 identification keys for products are known as Global Trade Item
Numbers, or GTINs. They can be assigned to any trade item, product or
service, and any level of packaging. This then provides a common global
language for all actors in the supply chain to uniquely identify the item
in any transaction. Whatever information is required at each point can
then be communicated using that unique number, i.e. the identifier.
Additional characteristics such as batch or lot number, expiry date and
similar information can be added to the identifier and incorporated in a
barcode for scanning in warehousing and logistics operations.
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Businesses today are responding to customer demand by adjusting
their product offer. Not just in product variety but in the quantities and
pack sizes available. This includes making goods available to channel
partners in the same pack sizes as they would to consumers, even down
to quantities of one, if required.

As well as communicating the number assigned to each item, brand
owners should also share their item master data in a standard format.
Once again, GS1 supports this objective through the GS1 Global Data
Model. This model simplifies and harmonises the exchange of product
data and content around the world. This increases the operational
efficiency of all trading partners who have access to this data and
improves data accuracy and completeness for consumers.
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GTIN AND GLN CREATE UNIQUE PRODUCT/PLACES IDENTITY
It all started with the creation of a product "ID Card" through
registering a GTIN (Global Trade Identification Number) and a GLN
(Global Location Number) with a common set of attributes. This has
enabled the creation of a unique global identity for products places
and things.

GS1 Global Data Model, the GS1 Web Vocabulary and digitallyenable barcodes make data requirements clear and ensure simpler
and more efficient data exchange between trading partners and
help to provide reliable and complete information to consumers.
GS1 DIGITAL LINK, GDSN, EDI AND EPCIS CONNECT YOUR DATA
EVERYWHERE
The GS1 Digital Link web standard gives access to trading partners
and consumers to rich, deeper information about products. GDSN
will support reliable and cost efficient B2B2C data exchange.

We all need better quality data. The complexity of product data
exchange today can be a liability for brand owners and retailers. A high
level of incomplete or inaccurate product information erodes consumer
trust.
Having a standard data model simplifies and clarifies B2B data
requirements enabling faster, cheaper and more accurate data creation
and exchange. More reliable and complete product information improves
the omnichannel consumer experience by providing consistency through
all channels.
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GLOBAL DATA MODEL, GS1 WEB VOCABULARY, BARCODE EPC/RFID
ENABLE DIGITAL CONTENT
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In a 2020 study of 600 supply chain managers by the Institute of Supply
Chain Management, the research found that nearly “75% of companies
reported supply chain disruptions in some capacity, due to coronavirus
related transportation restrictions." Many B2B merchants struggled to
maintain the inventory required to fulfil existing customer orders and
contractual obligations.
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Sustainable inventory management is undoubtedly one of the supreme
disciplines in B2B eCommerce. The sheer number and variety of articles
in a B2B business, often go far beyond the quantity structures in B2C,
making the complexity of an organisation's components and products
significantly higher.
In addition, there are often even more complex requirements for
production and delivery. There is usually a degree of warehouse
production which must be factored into B2B orders, again making
product structures and inventory more complex.
With an effective Inventory Management solution, a B2B business can
cater to the needs of big-ticket customers, meeting their demands and
standing out from the competitive crowd with a smoother customer
experience. By consistently being dependable, customers will know they
can count on your business to get what they need.
By displaying real-time inventory availability to a B2B customer, you're
saving the decision-makers time and effort. Product enquiry is less likely
relating to availability, and frustrations are orders not being able to be
fulfilled are potentially less frequent.
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The frontline of the COVID-19 pandemic in the B2B eCommerce industry
was felt by the supply chain and inventory management operations
of businesses globally. The disruption further reiterated the well
established importance of inventory management solutions to all.

Inventory management is often overlooked when it comes to keeping
customers happy. In B2B eCommerce, the stakes of maintaining a
customer's happiness are even higher as we know that B2B customers
have a significantly higher lifetime value to an organisation, making their
retention of the utmost importance.
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At TechDivision, one of the biggest challenges we see businesses
encounter is the effective management of multi-store inventory. As B2B
grows, introducing new inventory locations, without an effective solution
in place, is troublesome.
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B2B leaders in the industry are those who are embracing emerging
software and technologies to manage inventory effectively. The
integration of innovative digital technologies into the fabric of a
business, not just the operational systems, is what will continue to set
leaders apart.

References
www.digitalcommerce360.com/2020/03/16/coronavirus-effect-b2b-sellers-scramble-for-inventory/
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Fulfilment
The COVID-19 pandemic helped B2B merchants to prioritise their
eCommerce platforms and also profoundly changed fulfilment.

FULFILMENT
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The COVID-19 pandemic, in many ways, forced
B2B merchants Australia-wide to prioritise their
eCommerce platforms and digital sales channels.
New regulations and safety measures were
introduced throughout the year, creating a dramatic
shift across the entire fulfilment network, which
profoundly changed back-end operations for many
businesses.
To protect their staff teams across stores and
warehouses, as well as their valued buyers and
customers, B2B businesses had to quickly adapt to
comply with government safety measures and COVIDsafe protocols to stay open. Businesses globally have
had to quickly develop new ways to ship products in
ways that reduce personal contact among people
who used to interact in close proximity to get the job
done.1

Fulfilment, as we all know, is an essential pillar of
excellent customer experience. Particularly in B2B,
today's buyers and decision-makers have come to
expect a service akin to their personal shopping
experiences. It is not surprising then, that a 2020
ShipStation study found that up to 84% of consumers
say that delivery experience stands out most when
thinking about a purchase. 2 To be competitive
in today's market, you need to stand out from
your competitors, blending in isn't good enough.
At Balance Internet, we saw a record number of
organisations race to implement new solutions to
ship products whilst also reducing personal contact.
We saw merchants across all sectors, B2B and B2C
alike, fast-track digital transformation items relating
to fulfilment solutions. In many cases, the fast-tracked
initiatives didn't exist as a part of the overarching
strategy right up until the pandemic hit.

The adoption of digital commerce
strategies has become even more urgent
amid the disruptions of the coronavirus
pandemic, whose effects are likely to last
into 2021 and beyond.
The dramatic and unprecedented shift of operational
focus towards fulfilment in 2020 shows no signs of
slowing down. Into the new year, we've continued to
witness B2B merchants preparing for whatever might
come next in the fight for competitive advantage
through fulfilment and its role in the customer
experience.
The health crisis not only exposed vulnerabilities
in the global supply chain, but it also forced many
companies to implement safety measures like
contactless fulfillment to protect workers and
customers alike. 3

1. Williams, R., 2020. The 6 Biggest Trends In B2B Commerce For 2021. https://blog.adobe.com/en/2020/10/28/b2b-commerce-trends-2021.html#gs.n8j87r
2. https://www.shipstation.com/last-touch-report/
3. Williams, R., 2020. The 6 Biggest Trends In B2B Commerce For 2021. https://blog.adobe.com/en/2020/10/28/b2b-commerce-trends-2021.html#gs.n8j87r
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Contactless delivery, safety protocols
and fulfilment safety measures

Actions towards contactless fulfilment in 2021 and beyond

Click and Collect

Contactless delivery

Does the current business offer click and
collect for customers? How might click and
collect be an opportunity to improve the
overall customer experience?

Is contactless delivery suitable for the
business and its products and service? How
might you leverage the eCommerce platform
to complete electronic payments and
paperwork for purchases?

More delivery options

Physical distancing

Are there more delivery options that can
be introduced, to support customers, for
example, couriers, interstate, international,
express shipping, ship from store, or sameday delivery?

Are there purchasing processes that can
be digitised, to support physical distancing
measures at store locations, warehouse
facilities, and fulfilment centres? For example,
no-signature required, digital paperwork etc.

Alter in-store and online returns

Add additional support channels

How can in-store and online return processes
be changed to support physical distancing
measures ongoing, for both staff and
customers?

Can new digital support channels be
introduced, to support customers with a
range of activities including pre-sales, order
enquiries, returns and more.

Key chapter takeaways
1.

To protect throughout the COVID-19 pandemic, businesses quickly adapted to comply with
government safety measures and COVID-safe protocols. How might digital technologies be better
utilised to maintain contactless delivery for your organisation into the future?
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Something to consider:
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And for retail, this is the new normal - eCommerce growth is here to stay,
with this Christmas highly anticipated to beat all expectations. On the
Shippit platform we’re seeing online orders growing rapidly nationwide, up
44% from 2019, with an increasing number of households opting to shop
online. Online orders in Victoria have been growing at an unprecedented
rate and have more than doubled YoY. ECommerce is now a lifeline for
consumers, retailers and employees, and core to retail’s survival and its
revival. As a result, delivery is now viewed as an essential service and
will be evaluated just like any other essential service in the eyes of the
consumer. The opportunity for retailers and eCommerce companies to
“get it right” and leverage delivery for growth is huge.
The logistics industry both benefited and suffered, and, as a consequence
of such rapid growth, is in need of a complete, technological revolution.
Our data shows that a staggering one in three deliveries won’t meet its
expected delivery date, and if we’re to rectify this in the near the future,
we must all begin to support the last mile of delivery by reducing transit
times and costs through distributed fulfilment.
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It’s official, 2020 is the year that broke the internet but for all the wrong
reasons. Digital transformation has accelerated at a pace we’ve never
seen before. As COVID took hold around the world, the retail industry
famously experienced 3-5 years of eCommerce growth in just 3 short
months. Coupled with the fact Australia was only just recovering from
bushfires that ravaged our landscape, all while foreign cyber attacks on
prominent logistics providers impacting their ability to deliver, retailers
have had more than their fair share of disruption - the glory days of
business as usual seem like a distant memory for many of us now.

142

FULFILMENT

At Shippit, we’re privileged to work with the industry’s very best leaders
all dodging disruption with rigour and flair. We’ve witnessed these
chameleons and shape-shifters deliver a brighter future for Australian
shoppers at the forefront of an industry that is breaking new ground every
single day. Most notably, we’ve found that the two core capabilities retail
leaders of the future now need to succeed are flexibility and agility, what
we at Shippit are calling “flexagility” - the ability to move quickly and
easily in adapting to a constantly changing environment.
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The B2B eCommerce market is worth more than six times the consumer
eCommerce market (Statista, 2019), presenting retailers with a crucial
opportunity to get it right. Retailers who want to forge positive, lasting
relationships with B2B customers have a unique opportunity to create
a streamlined shipping experience that works even for their busiest
customers. Here’s what’s trending in B2B eCommerce fulfillment, and
how merchants can offer similar services and features to improve their
customer journey for B2B buyers.
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#1 Show Transparent Shipping Information
Business buyers typically have less time to browse and compare, thanks to
their demanding schedules. It’s key to provide them with clear and easy to
find information throughout the buying process. That starts with pricing.
Be sure that your checkout page includes clear details about shipping
rates, speeds and added fees like accessorials. Include information about
free shipping minimums, shipping tiers, and other available promotions.
Don’t forget to identify carriers by name for customers who prefer
one over another. Finally, include actual delivery dates, rather than
timeframes, so customers have an exact date they can expect their order
to arrive.
#2 Optional Accounts
B2B buyers don’t have time to keep track of dozens of sets of login
credentials. You can help them by forcing them to remember one less
piece of information by offering an account-free or guest checkout.
When business customers see that you don’t require account creation or
login, they’ll be relieved on two fronts: first, they can easily place their
order in just a few clicks, and second, they’ll feel better about entering
an email address for the order without worrying about being inundated
with promotional emails. It may feel like a sacrifice for retailers who are
focused on gathering customer data, but it’s a small price to pay to win the
business of a valuable B2B customer.

FULFILMENT

5 Keys Trends in Building Useful Retail Shipping Experiences for B2B
Customers

#3 Repeat Buying Enablement
More often than not, B2B buyers will make repeat purchases because of
the nature of their orders. If you want to ensure they stay loyal to your
business, make repeat buying as easy as possible. The most obvious option
to enable this is to offer it within checkout using a simple “Reorder” option.
This feature should allow customers to duplicate exact orders, or populate
their cart with previous ones and edit from there. Take the convenience
all the way by auto-filling payment and shipment details so your customer
doesn’t have to.
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Consider offering a subscription service, which will make the process
completely automated for the customer. This may be a hit for certain
buyers, but can make others nervous who don’t want to commit. Another
option is to offer concierge services, wherein the buyer is contacted via
email or phone on a set basis to encourage hands-off repeat buying.

If you’re regularly shipping oversized items to your business customers,
you’ll likely find great value by working directly with an LTL partner
(such as a 3PL). Many orders can be shipped via services like UPS Freight,
but they typically cost much more than you’d pay with a dedicated LTL
provider. Utilising an LTL partner means you’ll give your customers more
affordable rates and better service for exactly the type of shipping they
need. Plus, with LTL capabilities, you’ll gain unparalleled B2B marketing
expertise, and be able to leverage the valuable experience these partners
can bring.
#5 Post-Order Transparency
For B2B clients, having a clear idea of what’s happening after they click
“Order” is vital. Provide this information to them as proactively as you
can. Start by sending email confirmations that review each detail of the
order. This should include order information, shipping updates (such as
any delays), and any other pertinent information. Include package tracking
and delivery notifications to give customers further peace of mind. By
strategically building tools and features like these to your B2B selling
strategy, retailers can successfully navigate the digital age at the level
customers expect. Of course, automating and streamlining processes
benefits you too, allowing you to focus on improving every detail of
your customer experience, rather than spending time on manual, timeconsuming tasks.

References
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#4 Established LTL Partners
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Country Manager ANZ,
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David Boyer is the Country
Manager, ANZ at ShipStation,
the world’s largest multichannel, multi-carrier
eCommerce shipping solution
integrating over 100 selling
channels, 40 carriers, and 100
tangent eCommerce solutions.
ShipStation is a cloud-based
solution automating the entire
order fulfilment and return
workflows for hundreds of
thousands of eCommerce
stores.

Australian retailers are realising now more than ever that the customer’s
shipping and delivery experience plays a really important role in
retention and repeat purchases. In such unprecedented times, where
commerce moved almost completely online and competition is fierce,
retailers really need to leverage technology to offer consumers a
seamless and unified experience of their brand.
Many retailers are now paving the way to provide a fully-branded selfserve, post-purchase experience, where they not only extend their brand
beyond their ads and website but also reduce friction for customers to
track and return products. Examples of this are “branded tracking pages”
and “branded returns pages”, where customers can track their order with
one click or take action to return products and print labels without ever
leaving the brand experience.
In fact, 70% say that a negative delivery or shipping experience
negatively impacts their impression of the retailer rather than the carrier
— even if it’s a result of the carrier’s error. While 83% are less likely to repurchase from a retailer after a negative delivery or shipping experience.
Shipping strategies directly impact customer satisfaction and their
decision to purchase again in the future. However, customers don’t
always separate carrier function from your brand’s function. To the
customers’ point, it’s all behind-the-scenes to them. The customers’
concern is that their package safely reaches them. Admittedly, shipping
can be nerve-wracking — for customers and e-tailers alike.

FULFILMENT

Shipping is a powerful tool for converting one-time buyers into long-term
customers. We’ve seen how shipping can tarnish the buying experience
but a positive shipping experience can do wonders. Staying on top
of the shipping game and effectively communicating with customers
can elevate the brand to the highest degree. According to a recent
ShipStation study, Last Touch, Lasting Impact, 84% of consumers say that
delivery experience stands out most when thinking about a purchase.
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We will continue to see more focus on post-purchase in 2021, as retailers
rely more on technology and automation to provide their customers with
a fantastic brand experience all the way to the moment their product
reaches its final destination.

References
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Order Management and
Returns
An Order Management System (OMS) will help to set you up for
success by ensuring you can thrive in multiple sales channels,
giving your B2B customers a superior purchasing experience.

ORDER MANAGEMENT AND RETURNS
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Order management and the
impact on repeat purchases

With B2B eCommerce at an all-time
high, profitable delivery is absolutely
essential to staying the course.

According to OMS provider Fluent Commerce, this
means a flexible order management system that lets
you adapt the in-store pick and pack process is more
important than ever. The important thing is that your
system can meet your unique needs. Both now and in
the future.1
Further, they also say that 73% of consumers agree
that the overall returns experience impacts their
likelihood to purchase from that retailer again. 2 The
overall return experience for B2B buyers must be as
easy as possible. The eCommerce platform should
help merchants to process returns, as easily as they
could directly with their sales rep or account manager
in person.

What is an Order Management System?
An order management system (OMS) is an electronic
system developed to execute orders efficiently
and cost-effectively. Brokers and dealers use order
management systems when filling orders for various
types of customers and can track the progress of each
order throughout the system. An OMS is also referred
to as a trade order management system.
Many eCommerce platforms, like Magento
Commerce, include necessary OMS capabilities
for small to medium business. These capabilities
often tick all the boxes for their order management
requirements. Larger omnichannel organisations with
complex operations can often build a strong business
case for implementing an OMS solution as part of the
IT landscape.
B2B customers are also more likely to reorder the
same products regularly. An OMS that can handle all
of these requirements without causing the customer
or the business more work can save significant time
and resources.
Benefits of a well-implemented OMS include
improved sales visibility, improved customer relations,
and efficient order processing with a minimum of
delays and backorders. 3

1. Fluentcommerce 2020. Fluent OMS In-Store Pick Pack. https://fluentcommerce.com/wp-content/uploads/Fluent-OMS-in-store-pick-pack.pdf
2. Fluentcommerce 2020. 8 Factors To Consider For Returns Optimization. https://www.fluentcommerce.com/wp-content/uploads/Fluent-8-Factors-returns-optimization.pdf
3. Monisha Shetty et al, / (IJCSIT) International Journal of Computer Science and Information Technologies, Vol. 6 (2), 2015. http://citeseerx.ist.psu.edu/viewdoc/
download?doi=10.1.1.735.753&rep=rep1&type=pdf
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In 2020, with B2B business turned completely on its
head due to the pandemic, as merchants focused their
attention to eCommerce platforms and continuing to
service customers, order management and seamless
returns processes became paramount to retaining
valued B2B customers.
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B2B Returns
Returns are often quite complicated for B2B orders
for several reasons. From our experience working with
B2B brands, we know that suppliers do not typically
provide return labels with shipments. Making it a
process that requires requesting a return label and
paperwork, as well as no explicit instruction on
how to send the return or provide a return tracking
capability.

Magento Commerce has a returned merchandise
authorisation (RMA) functionality, which allows
merchants to expedite the returns process directly
from the platform. The returns process can be
handled within the platform, or passed off to other
solutions via integration for returns workflow
processing.
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Also, we see that refunds can take a long period of
time, much longer than a B2C order return. This can
be quite frustrating for B2B buyers, who have come to
expect the same experiences as consumer websites or
superior competitors.

Something to consider:
Does the business require an OMS?
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Depending on the size of your business, financial budget, growth projections, the volume of orders, the number
of locations orders are being placed, and many other factors may determine whether a business needs both an
eCommerce platform and an OMS solution.

The business may 'not' require an OMS if:

• Orders are fulfilled from several warehouse
locations (more than one).

• Orders are fulfilled from one warehouse
location.

• Orders are received from several channels,
such as eCommerce platform, marketplaces,
point-of-sale system, in-store, over the
phone.

• All orders are received through the
eCommerce platform.

• Orders go through a complex fulfilment
process.
• Orders come from a combination of your
own inventory and from other providers.

• Your eCommerce platform also handles
or is tightly integrated with fulfilment and
inventory systems.
• Your eCommerce platform allows customers
to view order history.
• Your eCommerce platform allows customers
to reorder previous purchases easily.

Key chapter takeaways
1.

For most consumers, the overall returns experience impacts their likelihood to purchase from a
retailer again. How might digital technologies be better utilised to improve order management for
your organisation?

2.

Many factors such as the size of your business, financial budget, growth projections, the volume of
orders, the number of locations orders are being placed, and more, determine whether a company
needs both an eCommerce platform and an OMS solution. Does your organisation have a strong
business case for an OMS?
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The business may require an OMS if:
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A sophisticated OMS solution offers many B2B businesses the
opportunity to provide their customers with superior customer
experiences. OMS technology can seamlessly integrate several systems
to work together, companies can access real-time visibility of orders and
associated data from integrated systems.

Maxim Baibakov
Head of Development,
Balance Internet
Maxim heads up the
development department at
Balance Internet. With 10+ years
of IT and software engineering
experience, Maxim has led
the development of enterprise
eCommerce solutions
for leading APAC brands,
corporations, educational
institutes and government
organisations.
A problem solver at heart,
Maxim’s passion for open
source technologies,
particularly Magento
Commerce, as well as cyber
security, and all things data is
unparalleled.

Beyond automating and streamlining order processes, an OMS solution
can track sales, provide constantly updated inventory information, a
database of vendors, a database of customer returns and refunds, and
more. Further, enabling orders to be prepared and shipped based on
extremely simple or complex fulfilment logic - essential for a large scale
B2B business.
Increasingly, a best-practice OMS solution will touch nearly every facet
of a business, whether B2B or B2C, including customers, sales, product
information, customer service and orders; printing, packing, shipping and
returns.
As merchants continue to explore new channels, with each new channel
keeping track of the sheer volume and speed or those orders can cause
bottlenecks for your business if you haven't set the right foundation for
scalable growth. The subsequent impact of those bottlenecks affects
both employees and customers.
B2B buyers will ultimately utilise a variety of sales channels based on the
complexity, geography and cost of their requirements. A future-proofed
OMS means you can adapt and meet the evolving customer demands.
The pandemic has been validation that this flexibility is required for
merchants to stay the course.
A modern order management system will treat the entire supply chain,
as an interconnected ecosystem, allowing B2B merchants to automate
their internal processes through the whole journey, from order to
fulfilment.
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For any merchants who are currently in the process of establishing their
business requires an OMS, one of the most important steps is to define the
system objectives and priorities clearly. By aligning stakeholders, you'll be
able to understand and agree on the absolute requirements, and factor in
scalability for future growth and expansion.
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While we once marvelled at the ease of shopping on-line, now we expect
it. We’ve come to think of the frictionless ordering process along with the
promised delivery dates and ability to track our orders as a given. Heaven
help the retailer who falls short of our expectations. It was only a matter
of time before these B2C experiences produced increased expectations
for B2B commerce. After all, if one business sector can achieve this level of
customer service why can’t another?

Jamie Cairns
SVP Channel & Alliances,
Fluent Commerce
Over 20 years in software
across various industries, Jamie
has spent the last 8 years in
eCommerce, Retail Solutions
and most recently building go
to market strategy for Fluent
Commerce, the fastest growing
cloud Order Management
System. Always connecting
ideas, systems and people
across the globe, Channel &
Alliances is his passion.

Why indeed. B2B eCommerce is saddled with legacy systems, often across
multiple divisions that make this a more daunting problem. That said,
B2B eCommerce now needs to up its game, providing a similar shopping
experience for manufactured factory components as for clothing. There
are solutions to accomplish this goal, distributed order management
solutions. The benefits that accrue to businesses are not just increased
customer satisfaction and loyalty, but also improved margins and
increased profitability resulting from more cost-effective fulfillment and
inventory management.
Distributed order management solutions provide a 360 degree view of
the customer, real-time visibility of available inventory and orchestration
of order fulfillment. These solutions can be integrated with existing
eCommerce systems, even multi-division or brands to provide the
customer with a single point of reference, a unique order number. Behind
the scenes the DOM orchestrates the fulfillment, determining the fastest,
most efficient fulfillment option. The solutions can handle complex order
types and split shipments. With visibility into all inventory, including
inventory in transit to company warehouses, the business can avoid stockouts, back-orders and overselling.
One final consideration is the pricing aspect. While consumers will be
offered the same price, business customers have multiple pricing options
including volume pricing, commercial credit, and tax exemptions. DOM
solutions can be integrated with the legacy systems that determine which
customers see which prices. From that point on, the fulfillment process
continues, providing customers the ability to track their orders, adding
items or changing the delivery address.
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The DOM solution can bring B2B eCommerce into parity with the B2C
eCommerce customer experience while providing substantial financial
benefits to B2B vendors.
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Customer Service
At the end of the day, whether you’re in the B2C, B2B or the
retail industry, you’re still a human talking to other humans.

CUSTOMER SERVICE
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Quality customer service,
crucial for success

The global pandemic in 2020, put quality customer
service front and centre of eCommerce operations.
With personal interactions between B2B businesses
and their customers off the table, everything was
conducted digitally, virtually, or over the phone.
Quality customer service has in many ways never
been as crucial to the overall customer experience
than it was last year and will continue to be this year.

All businesses can fare better by
developing a greater awareness of our
vulnerabilities and developing better
techniques for improving customer
service.

As the average order value is typically higher on a
B2B transaction, it stands to reason that you would
expect a customer to take longer to convert (and
therefore require more support and information
before purchase). Providing excellent customer
service can not only increase sales and profits but
help B2B companies to stand out in competitive
online environments.

Industry leader Zendesk, reports that half of
customers say they would switch to a competitor after
just one bad experience. In the case of more than one
bad experience, that number snowballs to 80 percent.
The modern customer wants to communicate with you
on their terms. For some, that’s picking up the phone
and making a call the minute they encounter an issue.
For others, it could be via live chat or email enquiry.
While it’s dangerous to exclude communication
channels, for the channels that you do decide to
participate in, you must deliver. Offering every
channel you can think of is a flawed strategy if you
cannot resource them appropriately.
Customer service shouldn’t be kept in a silo away from
the rest of the business.

The most successful B2B companies we
deal with share process and customer
service content across all channels with a
unified message and brand voice.

Furthermore, they seek to continuously improve the
customer service support on offer for their customers.
Importantly, you must not ever forget that customer
service is not a set and forget process — it requires
continual improvement.
Interestingly, according to research from dotdigital,
71% of global brands have bots or dedicated customer
service teams manning social media channels,
on-hand to answer customer queries. While this
widespread adoption is impressive, it wasn’t always an
obvious or well promoted communication channel. 3

1. Brenner, M., 2020. 10 Marketing Predictions For A New Decade. https://www.marketo.com/ebooks/10-marketing-predictions-for-a-new-decade
2. Zendesk 2020. The Zendesk Customer Experience Trends Report 2020. https://www.zendesk.com/customer-experience-trends/
3. Dotdigital 2020. Hitting The Mark, Global Ecommerce Benchmark Report 2020. https://learning.dotdigital.com/media/3251/htm_2020.pdf
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No one — whether they’re a customer trying to return
a personal item or a B2B client with a technical issue
— wants to feel like their problem is unheard and
mishandled. Three out of four buyers are more loyal
to businesses that give them the option to interact
with a human than to those with fully automated
digital experiences. That’s not all — a full 37 percent
question the legitimacy of the company itself if not
given the option.1
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Something to consider:
Five things every B2B customer service department should master
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#1 Offer multiple channels for communications
Offer a minimum of three well defined customer service channels. Not everyone wants to pick up the
phone, while others prefer to speak with a person to rectify issues immediately. Others might prefer a
digital trail of the conversation to demonstrate to superiors they aren't at fault.

#2 Provide a clear and simple returns policy
Offer a simple returns process, with clear information available about how to process a return, how to
organise delivery to the merchant, and how and within what time-frame the refund will be processed.

#3 Always make it personal

#4 Request feedback
Request customer feedback to help aid continuous improvement. Customer service is certainly not a
set and forget process and it's close to impossible to know what a customer thinks without asking them.
Further, you certainly shouldn't assume you know how a customer feels, ever.

#5 Utilise technology to support customer service
Look at improving the whole sales process and seek to define an advantage over your competitors
through embracing digital transformation and implementing digital technologies.

Key chapter takeaways
1.

All businesses can fare better by developing a greater awareness of our vulnerabilities and
developing better techniques for improving customer service. What are the vulnerabilities in your
organisation? How might they be improved through the utilisation of digital technologies?

2.

The modern customer wants to communicate with you on their terms. What are the ways in which
your organisation offers alternate communication channels for support?

3.

Customer service shouldn’t be kept in a silo away from the rest of the business. The most successful
B2B companies share process and customer service content across all channels with a unified
message and brand voice. How might digital technologies improve the way your teams work
together?

CUSTOMER SERVICE

Create a personalised customer service experience for all customers. For example, don’t refer to them
by an order number, but instead by name and company. Businesses who invest in training for customer
service teams and support for under pressure support staff will always see the impact.
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Through the utilisation of eCommerce platforms, many B2B merchants
have been able to stay the course throughout 2020. Digital leaders, well on
the digital transformation path, have been able to excel above their peers
and offer outstanding customer service, as a part of the overall customer
experience along the way.

David Crothers
Director of Client Success,
Balance Internet
With a career spanning 25 years
in advertising, retail and digital
marketing, David is a specialist
at leveraging eCommerce
to drive sales and business
efficiencies. He is passionate
about fully-integrated
campaigns that drive sales
online and in-store.
David’s experience spans
director and leadership roles at
Y&R Mattingly, Grey Worldwide
and JWT, leading businesses in
online media and content, direct
marketing, digital production,
public relations and software
development.

The ever evolving B2B customer today expects fast replies, on the channel
of their choice. A winning customer experience is one that prioritises not
just how a customer feels, but how they are treated at every stage of the
customer journey on each of those channels.
Having an eCommerce platform certainly doesn't mean that every aspect
of customer service can or should be fully automated. Further, the research
shows that customers still expect that human interaction will be available.
Research conducted by Marketo shows that "Three out of four buyers
are more loyal to businesses that give them the option to interact with a
human than to those with fully automated digital experiences. That's not
all — a full 37 per cent question the legitimacy of the company itself if not
given the option."
Excellent customer service is defined by a merchant exceeding its
customer's expectations, this could be in a simple issue-free transaction,
or in the face of issues and roadblocks in the path to purchase. In
B2B business operations, the customer has a different set of support
expectations, which businesses should strive to meet. This might include
delivering proactive support, as well as reactive support. Or, going the
extra mile to strengthen relationships.

CUSTOMER SERVICE

The global pandemic has seen B2B clients and decision-makers heading
online to purchase and do-business. At the same time, B2B merchants
have been rushing to activate digital initiatives and ensure they're well
equipped to meet growing expectations of their online customers.

An emerging trend in 2021 and beyond for B2B customer service, will be
tailoring customer service experiences to the millennial B2B decisionmaker and buyer. Alternate communication channels, responsive support
with near-instant resolution times, creative problem solving, and all the
while delivering a highly personalised customer service.
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Another notable trend is the prioritisation of self-service portals for B2B
eCommerce platforms. At Balance, we encourage our B2B clients to
provide best-in-class self-service portals, which are increasingly crucial
to the B2B buyer. An excellent self-service portal will not only provide
customers with quality product information but also streamline customer
service experiences.

Businesses undergoing digital transformation in the B2B landscape should
prioritise digital technologies to facilitate improved customer service
experiences as much as possible. Those who do are ensuring that the
digitisation of customer service, with a human-centred approach, can be
highly personalised and tailored to an individual customer.

References
https://www.marketo.com/ebooks/10-marketing-predictions-for-a-new-decade/
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Customer service portals, for B2B eCommerce merchants, can empower
staff teams to improve customer satisfaction by increasing the visibility of
information in the lead up to purchase, post-purchase, and contribute to
the reasons a buyer is loyal to a brand.
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The journey you take your customers on truly matters - in fact, according
to our global Zendesk CX Trends Report 2021, half of customers say this
experience is more important to them now than it was a year ago. In
addition, 63% of companies say their organisation prioritises CX more, and
more companies are taking CX seriously to meet the evolving needs of
their customers. These positive experiences result in returning customers,
and ultimately help build brand loyalty. Our report also shows a vast
majority (75%) of customers base their purchasing decisions on whether or
not a company offers a good customer experience.
One of the most common questions I get from businesses is how to deliver
exceptional and memorable CX. The answer is: it boils down to how much
you understand your customers. During the pandemic, customers adopted
new behaviours and experimented with new ways to get in touch with
customer service. For many, that includes using messaging for support
requests over apps like WhatsApp and Facebook Messenger, which have
spiked significantly during the pandemic with social messaging up 110%
since February 2020. Meanwhile, others prefer self-service engagements
or other channels, such as emails. This omnichannel approach makes
it easier for customers to reach out based on their preferred channel of
engagement.
While prioritising customers is undoubtedly important, businesses
also need to look at their ‘internal customers’ and realise the power of
employee experience. Taking care of employee needs - other than being
the right thing to do - will also help ensure your employees are motivated
to provide better CX. In an increasingly distributed world, businesses must
rethink how they can enable better collaboration within the workforce.
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In 2020, we saw how the pace of change for digital transformation was
accelerated, as businesses were forced to go online overnight and change
the way they engage their customers. But keeping the business going
is not enough; in order to continue building and growing, businesses
must identify their competitive edge to make them stand out from their
competitors. This is why CX has never been more important, and why
having the right CX strategy can either make or break a business’ success.

It’s vital for businesses to empower employees with the right digital tools
and solutions to help them work successfully from home and provide
exceptional CX.
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Change is inevitable, and 2020 has been a powerful lesson in agility
and adaptation. We continue to look forward to evolution and growth
so that we can emerge from the pandemic stronger than ever. Digital
transformation has a key role to keep businesses moving, and CX is critical
to ensuring businesses stay ahead of the digital curve.

References
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This marks the end of our whitepaper. We hope you've found the
exploration of critical areas of digital transformation in B2B eCommerce,
and learnings from the global pandemic thought-provoking and you're
already planning what's next for your organisation.

In today's continually evolving B2B landscape, digital transformation is
not only a must, it's the driving force behind large-scale and emerging
leaders in the industry. To drive success and growth, B2B organisations
need to develop a holistic digital transformation strategy that aligns with
their overarching business goals, whilst also responding to the current
pandemic climate. To master digital transformation in B2B eCommerce;
clarity, a spirit of innovation and above all — progressive and agile
planning is required.

CONCLUSION

The industry insights provided by our expert contributors have provided
our team at Balance Internet, with the foundation for exploration
and examination of emerging trends, industry gold-standards and
benchmarks. We hope that the insights will give the same source of
inspiration for you, as you continue on the digital transformation journey.

Where to from here?
Balance Internet has worked with leading Australian
B2B organisations, delivering innovative, scalable, high
performing eCommerce solutions that generate millions
of dollars in sales each year.
We’ll go above and beyond to help you stand out from your
competitors and drive success online. Don’t compromise
your eCommerce vision; partner with our team of experts.
We are the most experienced Magento Commerce solutions
providers in the Asia-Pacific region.
If you’re serious about setting up for success and kicking
your digital transformation strategy into overdrive
— Let’s Talk!

balanceinternet.com.au
mobile 1300 624 368

Balance Internet has been awarded
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offering strategy, design, development,
implementation and managed services
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