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When AmazonSupply went live in April 2012, it was
an event that would completely redefine the whole-
sale distribution industry. It meant the other 35,000
wholesale distributors in the United States had to step
up their e-commerce game fast or risk losing out on
massive amounts of business.

AmazonSupply sparked a new way of
buying and selling industrial products
online, a message that was reinforced
two years later when Alibaba entered the
U.S. market. This $248 billion enterprise
and the world’s fastest-growing global
marketplace for wholesale trade would
further infringe on U.S. wholesalers’
market share.

Despite this disruption, though, the
B2B market has been curiously slow tore-
spond to e-commerce innovation than its
B2C counterpart. This is in part because
of thelack of marketing resources and ex-
pertise that exist in most wholesale busi-
ness operations as well as the fact that
there are very few e-commerce platforms
that exist which specifically address their
unique integration requirements.

Butthat’s startingto change as the mar-
ket matures. Forrester Research recently
reported in its “U.S. Commerce Platform
Technology and Services Forecast” that
while U.S. spending on e-commerce soft-
ware is expected to reach $2.1 billion by
2019, manufacturers and wholesalers will
increase their spending at an even faster
rate than online retailers.

WHAT TO LOOK FOR
Having an e-commerce presence is clear-
ly a prerequisite for today’s wholesale
businesses to stay competitive. But while
more and more B2B buyers demand a
seamless Amazon-like shopping expe-
rience, finding an e-commerce solution
that delivers on that promise while still
meeting the specific needs of B2B buying
and selling environments is difficult.
That’s why the most important step is
the first one - choosing the right e-com-

merce platform. Here are the key features
tolook for when comparing your options:
U Deep integration: Be sure the plat-
form offers seamless integration
with your ERP system. This is cru-
cial to providing your customers
with instant access to information,
like individual product pricing,
availability, account information,
open order status, payment history,
creditlimit management and more.
The goal is to make it easy for cus-
tomers to help themselves and find
the path ofleasthuman interaction.
U Strong feature set: The content
management system should allow
you to customize the look and feel
of your website exactly the way you
want to while still integrating with
your back-end repositories and pro-
cesses. It should have its own prod-
uct information management so
you can add and update products,
specification sheets and other long
tail content for customers to conve-
nientlyaccess on your website. Some
of the most advanced platforms even
come with their own built-in re-pric-
ers and site scrapers. Since you are
playing catch-up, you want the plat-
form to give you a good launch pad.
U A knowledgeable and responsive
support team: Beyond the initial
implementation, choosea provider
that will help your business achieve
its marketing and sales goals long
after the site has been built and
launched. Your best bet is to go
with a provider that understands
your industry and is committed to

serving as your partner.

O Insightful analytics: You want the
platform to offer insightful analyt-
ics and reporting, so that you can
track buying trends and customer
behavior in order to drive more
traffic and online sales. Ideally, you
should be able to customize your
reports and data to ensure the most
relevant and effective promotion is
shown to each buyer at every stage
of the shopping experience.

U Mobile optimization: With more
buyers using their mobile devices
to make online purchases, finding
a platform that supports mobile
and responsive design is import-
ant. This will ensure that you give
your customers a consistent and
user-friendly browsing and shop-
ping experience, regardless of what
device they are using.

U Flexible pricing options: When it
comes to pricing, one size doesn’t
fit all. Look for a provider that will
offer a customized pricing model
designed to meet your company’s
specific needs. Also steer away from
products that aren’t fully integrat-
ed. Having to purchase multiple,
disparate software products to
make your e-commerce site work
will only drive up the project costs.

It can be tempting to go for the least
expensive or most popular option when
selecting an e-commerce platform, but
a lack of research is one of the biggest
mistakes companies make. By looking for
key capabilities and feature sets, you’ll
be much better equipped to find the best
platform to achieve your sales goals. U

Suchit Bachalli is the president of Unilog,

a global technology company that special-
izes in e-commerce and enriched product
catalogs for the B2B marketplace. He brings
15 years of technology sales and manage-
ment experience with a particular focus

on wholesale distribution, retail and online
commerce. For more information, visit www.
unilogcorp.com.
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