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Welcome! You’ve landed on the manufacturer’s complete guide to B2B Commerce. This will be helpful to anyone curious about the topic, 
but it will be particularly useful if you’re evaluating B2B Commerce for your business as we speak. 

We’ll dive into the meat in short order, but first, an appetizer:

Here at Shift7, we’ve worked with top-tier B2B organizations and manufacturers for a while. In that time, we’ve noticed a pattern: people 
poking fun at B2B for being behind the times and taking too long to embrace business-boosting trends.

You could argue there’s truth to that, but we see it differently. For proof, allow us to present the buyer’s cycle. 

In B2C, it’s generally less considered and more impulsive. Less cost, lower stakes. B2B, on the other hand, is more considered and 
calculated. The costs are higher, as are the stakes. 

See where we’re going here? B2B is not behind the times, nor is it taking too long to embrace new ways of doing business (ways like 
B2B Commerce, for example). Rather, B2B businesses collect data, calculate the best course of action, and identify the perfect time to 
implement new and lucrative systems.

Well, the time is now. B2B buyers are bringing B2C expectations to the party in larger and larger numbers, and crushing your online 
commerce experience for business users is a near-guaranteed way to bolster brand reputation, loyalty, and revenue.

That’s what we’ll help you do today, so let’s get started. This is your complete guide to B2B Commerce.

WHAT IT IS, WHY IT MATTERS, AND HOW TO ACTUALLY GO ABOUT IT

A QUICK APPRECIATION OF THE B2B MINDSET

You likely know this already, so we’ll keep it brief: it’s when a business goes 
online to find and purchase products from another business. The benefits of 
buying this way are clear for both parties. The buyer makes a purchase with 
more speed and transparency, and the seller enjoys a plethora of saved time 
and customer data.
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Basically, because your customers do. Post-COVID, B2B buyer expectations have completely transformed. They now expect ease and 
transparency when getting information and placing orders.

For that reason, making the shift to B2B Commerce must happen as soon as possible. It might be the difference between a company that 
survives and a company that thrives.

Sorry to burst the bubble of the commerce bears out there, but those numbers won’t go down anytime soon. Why? COVID-19, millennials 
getting more and more purchasing power, and the overwhelming convenience of online transactions are a few of the many reasons. 

Meeting customers where they’re at is a surefire way for manufacturers, wholesalers, and distributors to accelerate growth. 

WHY SHOULD YOU CARE 
ABOUT B2B COMMERCE?
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$7.66 TRILLION
IN  2017,  GLOBAL COMMERCE 

TRANSACTIONS TOTALED

IN 2017, COMMERCE ACCOUNTED FOR 12% 
OF TOTAL B2B SALES IN THE UNITED STATES.

 IN 2021, ACCORDING TO FORRESTER, 
THE FORECAST IS 17%.

IN  2021,  STATISTA ESTIMATES 
THAT NUMBER WILL PASS

$9 TRILLION
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WHAT IS YOUR CURRENT 
CUSTOMER EXPERIENCE? The term ”self-service” simply means your customers have 

the ability to do business with you all on their own. They save a 
whole lot of time this way, as do you.

A single logged-in experience Administer all users at their company with different permission sets

Price and inventory levels View rewards and loyalty program status

Order history and real-time order status Manage ship-to addresses

Quick orders for common items Access relevant training content

Request and generate quotes Access marketing content

Order at contracted and promotional pricing Access knowledge-building articles and self-service support

Streamlined checkout flow

THE MANUFACTURER’S COMPLETE GUIDE TO B2B COMMERCE

THE SELF-SERVICE CUSTOMER CHECKLIST

Here’s a checklist filled with things today’s B2B customer wants from their self-service website experience. 
Does your site currently deliver it? If not, there’s work to be done.
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WHAT A BETTER B2B CUSTOMER 
EXPERIENCE MEANS FOR YOU

•  Customers aren’t the only ones who reap the benefits of a 
good commerce experience.

• A seamless and satisfying self-service offering gives you:

HIGHER CONVERSION 
RATES

INCREASED 
SYNCHRONIZATION

HIGHER BRAND 
LOYALTY

ACCELERATED 
REVENUE GROWTH

LARGER ORDER 
VALUES

EASIER TARGETING AND 
COORDINATION

MORE CUSTOMER 
DATA
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Customers doing business with you on their own doesn’t just free you 
up to do more; offering self-service adds value in various ways to each 
tier of customers. Strategic, mid-size, and long tail customers can each 
find benefit in an intuitive B2B Commerce experience that makes doing 
business with you just a little easier.

The long tail customer segment is tough to grow with traditional channels 
because, put simply, there are too many of them and not enough of you. 
That headache is instantly cured by B2B Commerce. 

Dealer and customer portals are the perfect spots for self-service 
purchasing of core components and replacement parts. Time saved, 
revenue bolstered.
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SELF-SERVICE CUSTOMER OPPORTUNITIES ACROSS SEGMENTS

STRATEGIC

THE INCREDIBLE POTENTIAL OF SELF-SERVICE

MID-SIZE

LONG TAIL

Current challenge:
The largest customers typically enjoy the most 
person-to-person interaction, but nevertheless, 
this segment yearns for self-service capability. 
It’s a major time saver.

Current challenge:
This group typically has an automated 
transactional relationship in place with you. They 
want a seamless online and offline experience, 
while you want to promote them up to tier 1. 

Current challenge:
Because of this segment’s size, it’s probably 
impossible for a physical sales team to properly 
support them. This means there’s tremendous 
self-service opportunity here.

Who is it?
Strategic customers. Large, sticky, high touch for your organization. 

Who is it?
Mid-size customers.

Who is it?
The long tail. There are many customers in this segment, and they don’t spend much.

Self-service opportunities
Subscription capabilities, inventory planning 
capabilities, order status lookups, customer service 
status lookups

Self-service opportunities
View past orders (online and offline), view and pay 
invoices, view account info, generate RMAs, place 
orders on credit

Self-service opportunities
Always-on account access and ordering 
capability. That’s really all they need 
to start. Benefit: you’ll finally gather 
business intelligence on this segment and 
unlock growth opportunities.

WHY MANUFACTURERS 
NEED A B2B COMMERCE 
EXPERIENCE

1
2

There are a couple unique reasons a proper digital experience is necessary for 
manufacturers of all types. 

And while we’re on that topic: 
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When you think about B2B Commerce, it’s not one-size-fits-all. Here are the kinds of self-service 
functions each of the three tiers often wish they could have. 

TIER 2

TIER 1

TIER 3
For an example of Tier 3 

being served properly via 
commerce, visit: 

 shift7digital.com/work/
melissa-and-doug 

and check out the impact.
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GO TO MARKET PATHS
We’ve seen it firsthand; businesses that offer a better customer experience see outsized revenue growth. But before we 
jump into the technology that makes it happen, we have to stop and consider the available paths. How you plan to go to 
market is heavily dependent on your channel strategy. It is key to consider your existing model and enhance, not disrupt, 
channels with the expansion of Commerce. Where is your company in its journey?

As a manufacturer, you likely fall into one of these three models:

1. You sell exclusively through distribution and retailers. 
A tried and true business model that lets your customers build relationships with your brand through 
your channel partners. Potential downsides: a lack of control, reduced margin, and a subpar or non-
existent commerce experience that you can’t really influence. 

2. You sell direct to your end-users. 
This lets you have all the control, and it keeps your product information safely housed in one central 
source of truth.

3. You sell via a hybrid of #1 and #2. 
This, of course, can create turf conflicts from time to time because you’re selling direct and through 
distribution simultaneously. It can be tricky to navigate, but a solution is certainly possible. Talk to us 
about it, because we’ve been there!

And while you’re talking to us, be sure to keep in mind that your unique best path to go to market starts with deeply 
understanding your customers—and we have a Shift7 customer strategy methodology for that. We’ll uncover everything you 
need to know so you can meet your customers at the ideal place, with the features that drive value in their eyes.

At Shift7, we align with best-of-breed technology partners. 

With expertise across the content, commerce, product information 

management, and every expanding marketing technology stack, 

we are certified to deliver end-to-end solutions for clients across 

these platforms. We also offer proprietary implementation and 

technology processes to minimize upfront risk and streamline 

ongoing management.
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HOW DO YOU GET 
STARTED WITH 
ALL THIS?
A project of this importance and magnitude would be just about impossible to 
execute alone. Thankfully, you have partners ready to help, and Shift7 is one of 
them. We can help evaluate your unique path and needs for B2B Commerce. 
Our strategy identifies your unique intersection of customer need, business 
opportunity, and technology enablement. As a result, your priorities, budget, 
timeline, and execution plan become crystal clear. 

It’s easy to feel overwhelmed when contemplating all that needs to be done, 
but take heart. It’s easier (and closer) than you think. Talk to us today about the 
transformation you have in mind.

A WORD OF ADVICE
If you feel embarrassed or inadequate about your current B2B 
Commerce strategy, don’t be. Your company made it through a 
pandemic, and you’ve had the foresight to find this guide and scroll to 
the end. These facts should be celebrated. Remember, the majority of 
manufacturers either have a homegrown and out-of-date commerce 
solution, or they have absolutely nothing. You’re not alone.

A focus on the confluence of our partners’ business goals, technology objectives, and their users’ 
needs allows us to create solutions that enable their customers to achieve goals and drive 
outcomes for their businesses.

USER NEEDS

TECHNOLOGY 
OBJECTIVES

BUSINESS
GOALS

Do users want it?

Can it be done?Is it right for the business?

OUR APPROACH
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When you’re ready, we’re ready.
Talk to us anytime about your 
B2B COMMERCE vision.
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