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B2B eCommerce 
For Manufacturers.
How Mobile, Search and Millennials  are changing 
how manufacturers do business in digital times. 
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1. B2B eCommerce. 

Current state of digital commerce in B2B

2. ASKING THE RIGHT QUESTIONS. 

Questions and issues that will help you make sense 

and be ready for digital B2B eCommerce 

3. SEARCH. 

The new frontier of competitive differentiation

4. B2B’S MILLENNIAL PARADIGM. 

B2C behaviors extending to B2B expectations

5. MOBILE UBIQUITY. 

How mobile will reshape the very nature of B2B 

interactions 

The Impact of  Mobile
+ Search + Millennials
On a Manufacturer’s

Digital Bottom Line.
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Manufacturers Are Near 
the Digital Tipping Point.

Digital commerce has become a critical investment 
for manufacturers as they adopt new models to 
survive and prosper in the digital economy.

Forrester estimates that U.S. B2B eCommerce will 
top $1.1 trillion and account for 12.1% of all B2B 
sales in the US by 2020 - 12 quarters from now - 
based on a conservative 7.7% compounded annual 
growth rate (CAGR). Worldwide, that number 
jumps to over $12 trillion.

Simply put, the future of your company depends on 
your ability to bridge the B2B eCommerce gap.

As people’s digital interactions shift to digital and 
mobile, so too do behaviors and opportunities - and 
only those who are investing in digital will make it to 
2025.

This whitepaper will help manufacturers understand 
how mobile, search and millennials will affect their 
business and how to win these essential battles.

The digital disruption of how manufacturers sell.
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Building the right business case for 
digital/B2B eCommerce is essential; don’t 
invest blindly -  make a plan. Before you 
choose a platform, ask yourself: what are 
you trying to achieve?

Here are a few recurring ideas from our 
clients: 

Only Fools
Rush In.

1. COST REDUCTION: Reducing the costs associated with 

treating an order, customer service, redundancies.

2. SALES PERFORMANCE: Making sales staff more 

efficient, having better oversight into sales activities.

3. NEW MARKETS: Expanding into new markets, be they 

vertical, geographical or cultural, 

4. IMPROVE TIME-TO-MARKET: Get new products on the 

market faster. 

5. REPORTING + GOVERNANCE: Having a clear picture 

of what is going on with the business: financially, 

logistically and otherwise.  

6. FORECASTING: data and pattern-based sales forecasts, 

alerts and internal controls, automated supply chain 

management, analyze market trends. 

7. COMPETITIVE DIFFERENTIATION: be the most 

“connected” manufacturer, create easily accessible 

product files, ensure quality of product information 

among clients, provide clients and internal users with 

real-time access to useful documents and/or 

information. 
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A few high-level  questions to keep 
in mind as you start planning your 
digital investment strategy. 

Before 
Investing
in Digital.

7. IRRITANTS: what are the biggest irritants 

and missed opportunities with our current 

processes?

8. PRODUCT INFORMATION: What specific 

product/SKU information are our customers 

looking for?

9. PERFORMANCE + SCALE: How many SKUs 

and variants do we have?

10. MARKET FORECAST: What does the future 

of our market look like? Name 3 industry 

trends  

11. CHINA + D2C + B2B2C: What is the current 

and expected impact of marketplaces and 

direct-to-consumer channels on our growth?  

12. PAYMENTS + FULFILLMENT: How do 

orders get placed, shipped and how we get 

paid?

1. CUSTOMERS: who are your customers and 

how do they interact with you? What are the 

different types or categories of customers 

and what sets them apart?

2. TRANSACTIONS: what transactions are 

essential to your business? (Be specific, don’t 

just say “sales”).

3. SYSTEMS INTEGRATION: what systems do 

you currently use and what do they do?

4. INTERNAL USERS: Internally, who needs to 

do what?

5. CHANNELS: How do we currently sell and 

how will we be selling 5 years from now? 

What features are important to our channels? 

6. COMPETITIVE LANDSCAPE: What is the 

competition doing, technologically and 

business-wise?
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The B2B 
Search
Wars.
By the time business buyers contact suppliers 
directly, 57% of the purchase process is 
complete.
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89% of buyers search online in a B2B purchase process, with 

74% searching over half of purchases online. 

Interestingly, 71% of of B2B researchers start their search 

with a generic, unbranded search. In fact, Google estimates 

that B2B researchers average about 12 online searches 

before engaging with a specific vendor’s site. That means 

that the product and category are as important as brands 

and specific product names. 

Search is how users navigate - and that includes 
B2B. No one can afford to ignore this or to get it 
wrong.

Poor Search = Lost 
Sales. Any Questions?

2014

56%

87%
GROWTH

2017

30%

3 years ago, 30% of B2B buyers 

expected to make ½ or more of their 

business purchases online. Forrester 

forecasts that this figure will nearly 

double by the end of 2017, highlighting 

the importance of search.  And this is 

BEFORE the rise of marketplaces like 

Amazon and Alibaba, which have 

become “The Google of shopping” in 

many B2B environments.
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71% of B2B researchers start their research with a generic/unbranded 

search. Whether looking to acquire a new part, solve a problem or connect 

with a new supplier, Google and Amazon often provide the first line of 

possible answers. If your product/solution info is weak, so too will your 

SEO performance - and you may never get another chance at that lead.  

On average, B2B researchers do 12 searches prior to engaging on a 

specific brand's site.  The cost is not being findable is immeasurably high. 

What about marketplaces? If Amazon or Alibaba haven’t hit your industry 

yet, it’s only a matter of time.

The challenge becomes “how do we make our inventory, line of products 

and capabilities findable without creating an unmanageable/excessively 

complex online presence?”

Level 1: being found (SEO)

Understanding How B2B 
Customers Search

In 2016, 49% of buyers prefered using consumer websites to make 

work-related purchases, in part because of the streamlined nature of 

the buying experience. In other words, half of buyers are just waiting for 

an easier way to order - from you, or your competition. 

15 years after Google and Amazon changed the way people browse, 

habits and expectations have followed and users expect to be able to 

search and  find easily - including B2B. Relevant search results and 

intuitive interfaces drive conversion. You see, what’s true for 

manufacturers is true for buyers; efficiency matters and good search is 

efficient.

Level 2: helping clients find what they’re 
looking for (internal search) 
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Simply put, your products MUST appear as Google 

and Amazon search results as these are/will be 

significant drivers of new business.

The Google+Amazon effect extends to B2B and 

manufacturers: your products must be findable or 

else those opportunities will go to your 

search-friendly competition. 

Invest in search engine optimization (SEO) planning 

and advisory services,  tagging search, SEO and 

Marketplace presence as “must-have” features 

when developing your digital strategy and choosing 

platforms. 

SEO matters: master the art of 
optimizing for Google + Amazon

What to focus on once you’ve accepted that better search leads to sales: 

Search is the heartbeat of B2B and internal search 

should connect customers with the products, 

options, solutions, related products and bundles 

they are looking for, easily. Easy on the front end 

(customer) may mean complicated on the back 

end. Get it right and you may be the only “easy to 

do business with” game in town. 

Pay attention to search functionalities and options 

in your platform and if they are insufficient, 

consider an external search platform, many of 

which are now adding machine learning to 

improve search results automatically with every 

search.  

Your platform must provide 
high quality search results

If you have over 5,000 SKUs or work in multiple 

languages and regions, it’s worth looking into a 

product information management (PIM) solution. A 

PIM centralizes your product information, specs, 

features, images and all related info and syndicates it 

to your site and apps - which makes searching your 

lines and inventory faster and more effective. Also, 

you can syndicate this product information with your 

sales channels, distributors and customers - including 

marketplaces.  

Product information is the key 
to unlocking search

3 Keys to Search Success.
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The 
Millennial 
Effect.
In the age of Google and Amazon, B2C behaviors 
have become B2B expectations
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By 2025, 74 million millennials will have integrated 
the U.S. Workforce, bringing with them new 
expectations based on their exposure to technology 
and experience as B2C consumers - which is true 
for all buyers, in fact, regardless of generation.
Simple and frictionless are the new norms for 
purchasing. Invest to disrupt or be disrupted. 

The biggest generation in history is about 
to become your customer.

This Ain’t Your 
Father’s B2B

By 2014, nearly half of all B2B 
researchers were aged 18 to 34, up 
from 27% less than 3 years prior. 

18-34
46%

35-44
22%

45-54
19%

55+
13%
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By 2020, millennials will represent more than half of B2B 

researchers and increasingly, will have or influence the final say 

in purchase decisions. Their demographic progression since 

2014 reveals that the demographic shift has already begun in 

both the United States and Canada.

• 2014 > Millennials are now the biggest generation in 

the Canadian workforce 

• 2015 > Millennials surpass Gen Xers as the largest 

generation in U.S. labor force

• 2016 > Millennials overtake Baby Boomers as 

America’s largest generation

Fact # 2: Millennials now represent 
most B2B buyers

Understanding the 
Consumerization of B2B

“Millennials” is an over-simplistic way of embodying the new breed of 

customers and expectations; we all love an easy ordering process. 

Today’s buyers place little value on yesterday’s habits and with reason; 

digital has facilitated virtually every business transaction except the 

handshake. Customers don’t care about backend complications, they 

want simplicity and frictionless. You need to make the buying experience 

simple and intuitive - for them. 

Every business process has been/is being disrupted by digital and today’s 

B2B buyers have grown accustomed to almost frictionless, easy ordering, 

information acquisition, virtual interactions, omnichannel experiences 

and real-time transparency.  B2C habits are the new norm for the B2B 

buying experience.  

Fact #1: B2C habits are becoming 
expectations for B2B experiences 
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Modern users crave self-service, they don’t 

want to talk to someone every time. Sales 

reps should create and maintain 

relationships, not manage orders. 

Everything else needs to happen digitally. 

One-click shopping lists, quick reorder, etc. 

The rule here is not to build digital tools 

around your business but rather to put 

digital at the heart of it and to connect and 

interconnect all systems, resources and 

stakeholders. Think about it; Amazon scales 

quickly because it has a digital core. You 

should too. 

Think + design for digital

B2C best practices that can give manufacturers a B2B commerce edge

The customer experience and - more 

specific to eCommerce - the user journey 

refers to the series of interactions that 

lead to a desired behavior or action.  For 

manufacturers, this means making it easy 

for distributors and retailers to find the 

products or product information they are 

looking for and to order them. Put yourself 

in their shoes and imagine the perfect 

buying experience. Then bridge the gap 

between how you do business today and 

that experience.  

Focus on the customer 
experience + user journey

“If I put my pricing, product information 

and/or inventory out there, the competition 

will know about it”.   True. 

Though if it’s hidden, it’s hidden from 

prospective buyers as well and, as our 

previous points highlight, B2B buyers are 

doing more pre-contact searching than ever. 

Modern eCommerce platforms can help make 

your information findable while setting up 

some barriers to confidential information. Just 

don’t keep everything hidden - or the buyers 

will never find you.

Rethink the value of secrecy

3 Keys to Bridging the 
Millennial Gap.

WHITE PAPER

eCommerce Intelligence



Mobile 
Ubiquity.

Mobile is how the world interacts and is the new 
competitive differentiator for manufacturers.
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“Decision-makers expect to have a mobile 
journey with B2B companies that is 
seamless with the rest of their engagement. 
Still, a disconnect remains between buyers' 
expectations and the customer experiences 
that B2B marketers are delivering.”
eMarketer, Jan. 2017

Where do YOU check eMail and 
manage orders?

Mobile B2B isn’t the 
future, it’s now. 

Millennials
18-35

76%
84%

B2B Buyers worldwide who believe 
their mobile device is essential to 
their work, by generation. 

60%

Gen-X
36-51

Boomers
52+
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In October 2016, Mobile web browsing officially overtook 

desktop web traffic, with global mobile and tablet browsing 

accounting for 51.3% versus the desktop’s 48.7%. 

Mobile usage rates are expected to continue increasing as 

context specific apps become more and more prevalent and 

make better use of smartphone features and functionalities - 

such as ordering, accessing warranty information, logging with 

images, augmented reality, parts recognition with cameras, etc. 

In 2016, mobile web browsing 
overtook desktop.

Understand: Mobile is Already 
Impacting B2B

Never mind responsive sites, mobile represents an unexploited 

opportunity in many B2B settings, as its computing power, 

connectivity, geolocalization and camera features become 

easier to connect to B2B infrastructures like ERP software. 

How about designing an app that allows technicians to scan 

barcodes and order replacement parts, access installation 

information, see local inventories, create unified purchase 

orders and so much more - while they’re on the road or onsite? 

Every smartphone is a remote control to ordering, reordering 

and managing accounts. 

The future of B2B belongs to mobile 
innovations: beyond the site
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B2B eCommerce is subject to many rules and 

conditions that B2C infrastructures simply don’t 

have. B2B-specific platforms and B2B functionalities 

make it easier than ever to bridge the gap between 

the desired customer experience and your ability to 

provide it while respecting business rules and 

conditions, including linking the front end experience 

to the backend, usually your ERP. The customer sees 

the correct, negotiated/approved price 

automatically, made possible by properly engineered 

backend design. 

In fact, many manufacturers find that their own 

internal users start using the site to find information 

quickly. 

Design the experience, 
coordinate the back end.

Mobile/digital isn’t about IT, it’s about sales. 

Be easy to do business with. Mobile is used for 

different reasons and to accomplish different 

tasks than desktop and as such, the commerce 

experience on mobile needs to be thought of in 

its own context. What are users doing on 

mobile? What info do they seek? What COULD 

they do on mobile that you could make easier? 

(Scan barcodes and reorder? Geolocalize? 

Submit RMAs with pictures?). Think of mobile as 

a remote control to your business and bridge 

the gap between basic browsing and the 

experience that could set you apart from the 

competition.

Focus on the mobile customer 
experience + user journey

The more your customers use mobile to interact 

with your systems, the more you know about every 

interaction. (the same is true for desktop). Never 

before have businesses had access to so many 

metrics in real time. Closing rates? Average order 

value? Calls per customer? Inventory turnover? Hot 

skus? Easy. By setting up proper analytics and 

dashboards between your eCommerce platform and 

internal systems, you’ll take better decisions faster, 

based on actual data, allowing you to improve sales 

and profitability, shorten sales cycles, assist in 

inventory management and/or provide financial 

information and forecasts.

Play the numbers: embrace 
analytics + measure everything 

How Manufacturers Can 
Bridge the Mobile Gap.
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Get curious
 
If you’ve read this far, you’re probably 
getting ideas or have questions about 
how you can use digital to get the edge 
for your business. 

You’ll be amazed at what’s possible today. 
What was complex 5 years ago is now 
automated and simple. 

Your business is about to go from 
flip-phone to smartphone. 
 

How Absolunet can 
help.

Get started
 
We don’t sell software, we help manufacturers 
use digital to move more merchandise, 
understand their people and manage with 
better oversight. 

Here is what we can do for you:

● Strategy + Analysis: from exploration 
to audit to eCommerce business plan. 

● User Experience Design: 
customer-centric, frictionless and 
profitable interfaces. 

● Implementation + Integration: making 
it all work together

Get in touch
 
Let’s talk. You can tell us about your 
business, including ideas or challenges 
you’re working on. We’ll share what 
we’ve learned and what we know, 
including case studies, best practices and 
industry trends. 

Go ahead, make your competition look 
like they’re still in 1995. 

Reach out at
info@absolunet.com 

mailto:info@absolunet.com


The best time to invest in B2B digital commerce was 
last year. The second best time is today. Disrupt or be 
disrupted. (Yes, you can keep your ERP.)

Whether exploratory, advisory, strategic, technical or 
financial, we should really have a chat about your 
digital future - because that future, competitively 
speaking, is now. 

BRIDGE
THE
GAP.



United States 

Jason Hughes
Vice-President of U.S. Sales, +1.877.979.2276  ext. 3391
jhughes@absolunet.com

Canada
Marc-André Huras
Director of Sales, Canada, +1.877.979.2276  ext. 2557
mahuras@absolunet.com

About Absolunet
 

Absolunet helps North-American manufacturers, distributors and 
merchants bridge the gap between how they sell and what customers 
expect in the digital economy. 
 
Absolunet is an eCommerce agency and integrator with 200+ people 
obsessed with delivering results, creating ROI-producing (and 
award-winning) eCommerce experiences since 1999. Known for its annual 
Top 10 eCommerce Trends report, Absolunet is a certified Magento 
Enterprise Solution Partner and is Magento's fastest-growing 
North-American partner, as well as being a Sitecore "Gold" partner and 
InSite Platinum partner. 

Montreal. Kansas City. Ste-Therese. Toronto.
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