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THE TIME IS NOW 
FOR DIGITAL 
TRANSFORMATION
Even before the global pandemic pushed 

many companies online, everyone was talking 

about B2B digital transformation. The last 

year emphasized the need for brands to 

enable digital transformation to be accessible 

to their customers—regardless of location 

or buying preferences. But what exactly is 

digital transformation in the context of B2B 

manufacturing, and how do you develop 

a roadmap to accelerate a global digital 

transformation for your manufacturing 

business? In this ebook, we’ll take a closer look 

at what goes into transforming your online 

channels. And we’ll examine how to execute to 

help your brand reach customers around the 

globe with a localized presence regardless of 

often uncontrollable circumstances.

WHAT IS B2B DIGITAL TRANSFORMATION:
B2B digital transformation is more than adding an ecommerce channel on your website for your 

customers to use for self-service purchases. A successful digital transformation, whether for 

B2B or B2C, requires a major shift in a business’s thinking, processes, and measures of success. 

Organizational structure may need to change to eliminate silos and allow for omnichannel 

experiences for customers around the globe. Effective digital transformation should account for the 

entire customer journey and manufacturers need to acknowledge and account for multiple customer 

types and multiple journeys. It is also important to consider strategies such as 1:1 customer pricing, 

appropriate payments options, and localized tax and compliance support. While it can feel daunting, 

digital transformation is an ongoing process and not a one and done project.
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WHY DIGITAL 
TRANSFORMATION 
IS IMPERATIVE:
A McKinsey & Company report 

showed five times higher revenue 

growth for digital leaders in 

manufacturing and distribution 

compared to digital laggards. 

When you provide a seamless 

experience buyers desire, they benefit 

from rapid task completion, which in 

turn benefits you as the seller through 

increased customer loyalty and lower 

operating costs. 

Global B2B ecommerce is projected to grow at a CAGR of 17.9% to $20.9 trillion by 2027. You don’t 

want your business to miss out on this opportunity. While the industry was already trending 

toward digitalization, the pandemic sped up the process. And according to a McKinsey study, it’s 

here to stay with nearly 90% of companies who added a digital strategy planning to stick with it. 

Customers expect more than just product descriptions from your website—they’re looking for an 

online shopping experience more like their everyday consumer purchases. That means providing a 

seamless, localized online buying experience while staying aligned with your traditional channels.  

5x
HIGHER 
REVENUE 
GROWTH
for digital leaders

Global B2B ecommerce 

projected growth:
17.9% to $20.9 trillion by 2027
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WHO YOU REACH WITH A DIGITAL 
TRANSFORMATION:
Anticipating the needs of customers differentiates a successful online business from a mediocre 

one. Understanding who your customer is and their journey across touchpoints is essential. It is 

important to keep in mind that the purchaser and the user of your products are not always the 

same person and may have varying needs.

There are a number of ways to start to understand your customer. Looking at data from 

various sources, including website traffic, order history, and online account preferences, 

can help you shift from an anonymous view of your customer to a more detailed 

understanding of who they are, where they’re located, and how to best meet their needs. 

Using insights gained from the data, you can understand motivations and behaviors to 

engage the customer wherever they are in the buying journey.

As B2B buyers (similar to consumers) spend more time researching and purchasing online, 

expectations continue to rise. Part of digital transformation is having a consistent experience 

across touchpoints. It’s more than just the capability to sell online. It is critical to provide a buying 

experience that enables the buyer to do their job more efficiently. 
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HOW TO START YOUR DIGITAL 
TRANSFORMATION:
It’s one thing to recognize that you need a digital transformation, and that today’s manufacturing 

buyers expect personalized omnichannel experiences, but where do you start? And how can you 

mitigate risks and ensure buy-in? The good news is you don’t have to do everything at once. You 

can take a measured, data-informed step-by-step approach to build a roadmap that grows 

capabilities and drives digital maturity.

Commerce and Product Content Management
In this step you will get organized to lay a solid foundation to build upon. You will deploy and test 

your value proposition by establishing basic experiences for buying, store your product information 

in a database (PIM) and syndicate it to different channels. Channels can include catalog, website, 

distributors, marketplaces, and consumer-facing retail, and syndication will ensure you have a 

master set of data to support those channels. This step will involve setting up critical integrations 

needed to track engagement analytics.

Merchandising
You’ll initially need to evaluate the product mix for each market you serve. Trade restrictions, 

local regulations, or tariffs can affect whether it’s viable for a specific product to be sold in a given 

market. Once the product mix is determined, companies can begin taking steps to mature their 

merchandising strategy, layering in personalization and product relationships to enable cross-sells, 

upsells, and expanded SKU penetration per customer. 

Back-Office Capabilities
You need to have things like payment processing, tax calculation, data privacy, and regulatory 

compliance to ensure you’re delivering consistent, streamlined buying experiences. Work with 

multiple stakeholders across your organization to ensure the nuances of offering a smooth and 

compliant checkout process are properly vetted. Align with key stakeholders early and often 

throughout the process to avoid problems later. 
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Customer Adoption
With the foundation in order, your organization will begin the learning process. By focusing on 

adoption early in the program, you reduce the risk of investing in solutions that won’t deliver 

outcomes. You will start to build the foundation you established by driving adoption through 

email, print campaigns and marketing automation. For example, you might email personalized 

offers or run promotions to engage dormant customers, post-purchase follow ups or abandoned 

cart retargeting. During this step, you will also address backlog items from launch and examine 

conversion analytics.

Segment Expansion, Refine Experiences
You will use data to inform personalizing and optimizing your customers’ experiences. Examples of 

tactics you might include at this stage:

• Order via email experiences

• Re-buy experiences (replenishment)

• Onsite search optimization

• Preferred payment methods

• Checkout optimization

• Merchandising on product data

• Cohort and optimization analytics  

Highly Personalized Digital Brands
Here you will further enhance the customer experience based on innovation and data. Tactics you 

might use:

• Real-time personalization

• Dealer sell-through experiences

• Merchandising on personal data

• Broad A/B & multivariate testing 

• Data-informed decisions
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WHY LOCALIZATION IS CRUCIAL FOR A 
SUCCESSFUL DIGITAL TRANSFORMATION:
Localization can mean a lot of things to different people, but it most certainly means that your products and 

the purchase experience will represent the local language. And not just translated. It is imperative to use 

culturally appropriate words and images. Depending on the market, product specifications may need to 

be converted from English to metric measurements. It also means understanding the desired shopping and 

checkout experience. Key considerations during the checkout process include displaying local currency and 

offering preferred payment methods. Whether it’s credit cards, line of credit, or any other payment method, 

providing locally preferred payment options can significantly improve conversion. 

There are varying degrees of localization, including payment considerations, that can effectively grow your 

online business. Think of this “good, better, best” lens as a “crawl, walk, run” approach that is scalable and 

timely in support of your digital transformation.  

GOOD

Localization

Payments

The products and supporting 
buying information is presented 
in the local language with desired 
payment methods represented.

Accept payments online in 
customers’ domestic market and 
display local currency and pricing. 
Shoppers are more likely to leave 
your store if they see a foreign 
currency. 

You may consider starting with 
just credit card purchases to 
support online transactions.

Embrace that every geography 
has unique characteristics 
and challenges that require 
a distinctive approach. Your 
practices are informed by some 
research of customer experience 
expectations and market analysis.  

Convert more shoppers and 
further localize by offering 
payment methods preferred by 
international business shoppers. 
Ensure you have the appropriate 
payment options as preferences 
vary from country to country.     

As you continue to expand 
your online business, adding 
alternative payment methods 
like B2B line of credit—such as 
TreviPay—can help boost average 
order value and conversions.

Establish a macro entry strategy 
that includes a comprehensive view 
of the customer, competition, legal 
and privacy concerns, fulfillment 
channels, and supply chain 
logistics. Repeat the customer 
analysis processes for every market 
you’re looking to enter.

With the right partner you can offer 
a completely localized checkout 
experience and route transactions 
through local banks (i.e. local 
processing or local acquiring). This 
provides higher authorization rates 
and better customer experiences. 
Declined payments are reduced, 
and customers aren’t charged with 
unexpected foreign transaction 
fees.

BETTER BEST
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There’s more to successful localization than simply offering your products online in other countries. 

You need to give international buyers an online shopping experience that is indistinguishable from 

their native experience through traditional channels.

1.  Using the local language throughout the buying experience

2.  Seeing the price listed in the local currency 

3.  Being able to purchase using the preferred payment methods

4.  Having confidence in your brand’s handling of sensitive data, and being  

 assured that it will be a secure transaction

5.  Clear policies related to shipping, delivery, and returns 

6.  Charging appropriate taxes and duties so that there are no unforeseen costs

Providing a truly localized experience removes common barriers that 

keep shoppers from buying. This includes: 

Every manufacturing company’s road to digital transformation will look a bit 

different. But as B2B purchasing trends towards an anywhere, anytime model, 

it is increasingly important to consider how you can create a localized digital 

offering that is immersive, engaging and appropriately personalized. 

Bottom line: a quality global digital transformation carefully 

integrates localization efforts that support your business.
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REACH YOUR BUSINESS GOALS
Every organization should choose the right platforms and partners who understand B2B, 

manufacturing, localization, and your particular business challenges to help reduce friction, 

accelerate maturity, and reach your business goals.

Strategic partners Digital River and Gorilla Group, A Wunderman Thompson Company, have 

decades of combined experience helping grow online business for some of the world’s top brands. 

Our joint experience offers expertise for companies looking for a full view of what it takes to 

successfully complete a global digital transformation. Connect today to get help with your brand’s 

digital transformation. 

Ready to make your digital transformation? 

Connect with us today.

digitalriver.com    I    gorillagroup.com


