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The B2B Manufacturer’s Guide to 
Digital Experience Transformation

Introduction
As new devices and touchpoints emerge, and as Amazon’s reach widens, manufacturers and CPG companies 

find themselves at a crossroads. Either they rely on their partners and retailers to continue generating brand 

awareness, demand and customer loyalty on their behalf—or, they take matters into their own hands.  

In order to rise above the noise, brands are focusing on bumping up their customer experience. According to 

a 2017 Gartner Customer Experience in Marketing Survey, 81% of marketers say they expect to be competing 

mostly or completely on the basis of CX by 2020. Meanwhile, another study by Dimension Data indicates 

that 84% of organizations who have been working to improve their customer experience have seen an 

increase in revenue. 

With all that in mind, we can say one thing for sure; a website is no longer enough for manufacturers to stand 

out. On the contrary, to succeed, your customer experience needs to be far more ambitious, and also extend 

into the realm of digital commerce. 

3

https://www.gartner.com/smarterwithgartner/key-findings-from-the-gartner-customer-experience-survey/
https://www.dimensiondata.com


Is Your Digital Experience in Trouble?
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If we turn back time, before the advent of IoT devices and the subsequent 

disruption of consumer behavior, we treated B2B and B2C customers 

separately. B2B marketing was formal, industry-focused and corporate, whereas 

B2C marketing involved engaging with the target market’s interests, and 

striking a chord on a personal level.

But with new touchpoints changing the digital landscape, the lines are 

becoming blurred. End users demand more transparency, more convenience 

and more personalization, while B2B customers expect content in abundance, 

even through channels that aren’t quite corporate (hello there, Instagram).

The reason for this shift is the impact of the Internet on consumers and 

company decision makers, not to mention the immense impact that Amazon 

has had on all companies, large and small. We’ve all become accustomed 

to hailing cabs via our smartphones and checking the weather using 

conversational devices. While yesteryear championed professionalism and 

a historical presence, today both B2B and B2C customers value speed, 

convenience, engagement, and information above all else.

As Accenture’s recent study indicates, this isn’t necessarily news to most 

B2B brands. The study revealed that 95 percent of B2B leaders say customer 

experience is the “gateway to growth”. The only problem is, many B2B brands 

don’t know where to start. 

95 percent of B2B leaders say 
customer experience is the 
“gateway to growth“

Below, we discuss the 10 key areas you must develop for your digital experience strategy to 
better engage partners and customers, and accelerate time to revenue.

https://www.accenture.com/us-en/insight-b2b-customer-experience


1. Content is Still King  
(But There Are New Kingdoms)
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Back in January 1996, Bill Gates wrote an essay 

titled “Content is King”. Fast forward to the 

present day it is still very, very true. In a survey 

by Content Marketing Institute, 91 percent of B2B 

brands say they use content marketing as part of 

their brand awareness strategy.

A successful content marketing 
campaign involves catering to the 
needs of different stakeholders.

For B2B manufacturers, they’ll need to create 

different content pieces for partners, retailers 

and distributors. And even more important in 

many cases, don’t forget content creation for 

your consumers, especially if you’re planning to 

sell directly to consumers (D2C). And for global 

manufacturers, you’ll need to accommodate for 

the local needs of your digital content including 

language, culture and many other factors. 

Blum, a $2B+ global manufacturer and distributor 

of furniture fittings with distribution in 120 

countries, tapped into the power of digital content 

to deliver superior customer experiences and 

support a mobile-first strategy for its global 

customers. “Each of our regions have unique needs 

from a content and design perspective. FirstSpirit 

(our content management system) allows our 

regional marketing managers to easily create 

digital experiences that map to local markets,” 

says Sabine Stadelmann, Digital Marketing 

Communications, Julius Blum GmbH. [Learn more 

about Blum’s digital experience transformation] 

According to a report by B2BecNews, 53 percent 

of B2B consumers say that the quality of content 

in product details is a very important factor during 

the buying process. Other content types which are 

also important include how-to guides, customer 

reviews, product videos, product configuration, 

and clear product imagery.

It is also important to note that online B2B 

consumers take their time when researching what 

product to buy. The aforementioned B2BecNews 

report shared that 60 percent of B2B consumers 

research and evaluate 2 to 3 sites before making 

their purchase. So it is crucial to have content in 

place that enables your prospective consumers to 

come to a well-informed decision.

But when it comes to content though, we’re not 

just referring to blog posts here, content marketing 

has evolved a great deal, and there are new 

kingdoms (read channels) to conquer. And this 

leads nicely onto my next point.

“FirstSpirit allows our regional marketing 
managers to easily create digital experiences 
that map to local markets.”

— SABINE STADELMANN, DIGITAL MARKETING COMMUNICATIONS 

JULIUS BLUM GMBH

of B2B consumers say that the quality of 
content in product details is a very important 
factor during the buying process.

53%

https://contentmarketinginstitute.com/wp-content/uploads/2017/09/2018-b2b-research-final.pdf
https://www.e-spirit.com/media/downloads/case_study/e-spirit_case-study_julius-blum_us_web.pdf
https://www.e-spirit.com/media/downloads/case_study/e-spirit_case-study_julius-blum_us_web.pdf


2. Implement Omnichannel Marketing
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Now that you have your content, or you know what kinds of content you need 

to create, have you considered which channels you need to distribute your 

content to? And can you ensure your content can be delivered seamlessly as 

your consumers switch between different devices and touchpoints?

This is where it is crucial that your brand implements an 
omnichannel marketing strategy.

Omnichannel marketing is different from multi-channel marketing. Yes, 

both require that you have the digital experience ecosystem in place to 

rapidly enable content delivery to any channel, both new and old; however, 

omnichannel marketing requires that all channels are unified to deliver a 

consistent and seamless experience across every device or touchpoint. 

A hypothetical example of omnichannel marketing in action is when a customer 

browses on his or her smartphone to browse for a product, and then later 

switches over to their laptop to complete the purchase. The user doesn’t have 

to repeat themselves, and the experience still continues from they where left 

off when they switched devices. Considering that 98 percent of Americans 

switch between devices on the same day, according to Google Research, 

implementing an omnichannel strategy is absolutely vital.

Tapping into the power of a headless architecture, with headless commerce 

and a headless CMS as part of this tech stack, will ensure that you can address 

any multi-channel scenario in an omnichannel fashion, today or in the future 

as more channels will inevitably arise. To learn more, see Headless CMS: 

Everything You Wanted to Know.

http://www.mobilepaymentstoday.com/blogs/omnichannel-banking-a-consumer-first-not-bank-first-experience/
https://www.e-spirit.com/us/blogs/marketing/content-unlocked/2019/01/17/headless-cms-everything-you-wanted-to-know.html
https://www.e-spirit.com/us/blogs/marketing/content-unlocked/2019/01/17/headless-cms-everything-you-wanted-to-know.html


3. Get Personal
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From a B2B perspective, the most vital forms of personalization come in the 

form of globalization and localization, as well as personalized content. 

Content localization involves more than just ensuring your content is in the 

language of a specific region; it involves taking into account the unique 

interests and needs of that market and incorporating that into your content.

The key to delivering personalized content and experiences is to first know 

your customer and give them what they want. Obviously, when you do this 

at scale it is extremely challenging, especially when you are serving multiple 

markets. To help, you need to have a system in place that will help you 

automate personalized experiences. AI-powered personalization as part of a 

hybrid content management system (CMS) is the key to delivering personalized 

and localized experiences at scale and at speed for a competitive edge.

The most advanced personalization solutions will break down data silos, 

leveraging data across internal, external and behavior sources. This data is then 

made accessible to non-technical users to create customer micro-segments for 

automated delivery of content variations. One example of personalization in 

action is the creation of a unique digital experience on a website, digital sign or 

progressive web application for an individual based upon the above-mentioned 

data sources. The result? …a personalized experience that will engage your 

buyers and shorten the path to revenue for your company. 

Refer to AI-Powered Personalization for Dynamic Digital Experiences for 

additional insight.

https://www.e-spirit.com/us/solutions/digital-experiences/personalized-content-delivery/
https://www.e-spirit.com/media/en/downloads/firstspirit/firstspirit_intelligent_content_engine_flyer.pdf


4. Digital Commerce:  
A Booming Area for Manufacturers
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B2B e-commerce is rapidly becoming mandatory for manufacturers’ success, 

and the ever-increasing availability of B2B commerce platforms has helped 

manufacturers to accelerate their time to market in enabling digital commerce. 

These commerce platforms allow manufacturers to access new markets and 

revenue sources, interact directly with their buyers for greater customer 

feedback and customer service, reduce costs such as improving efficiencies in 

the supply chain process, and build greater brand awareness. In fact, according 

to B2BecNews surveys, although 60.7% of manufacturers do not yet have an 

ecommerce site, 75% indicate that they plan to launch one within two years.

There are no doubt many factors to consider when entering the digital 

commerce business, such as which e-commerce platform vendor to partner 

with, what transformations need to occur across your people, processes 

and technologies to accommodate this new business model, and how you 

should execute this strategy without disenfranchising your distributors and 

resellers, not to mention your own sales teams. However, one very important 

consideration not to overlook is digital experience. 

When your customers are making online purchase decisions, there are no longer 

educated salespeople or reseller channels educating your buyers or helping 

them in their purchasing process. In addition, your buyers expect the same 

level of experience that they’re getting from their B2C e-commerce interactions 

— e.g., product education, chat bots for instant customer service, interactive 

images and shoppable videos, promotions and user generated content. 

Complementing your B2B commerce platform with a 
hybrid content management system (CMS) will give your 
marketing and e-commerce teams the power they need 
to deliver content-driven commerce experiences that will 
differentiate your business.

Grohe, the world’s leading provider of sanitary fittings at over $1.5B in revenue, 

deployed one unified digital presence for all of its constituents — including 

customers, wholesalers, retailers, dealers, sales agencies, and so on — across 

60+ Intranet, corporate and country websites in 80 countries and languages. 

As Carlos Carvalho, Global Head of Websites at Grohe states, “We realized 

we needed to modernize our technology stack to get a unified view of the 

customer so we could make product content more engaging, and e-commerce 

experiences more relevant.” [Learn more about Grohe’s digital experience 

transformation] 

“We realized we needed to modernize our 
technology stack to get a unified view of the 
customer so we could make product content 
more engaging, and e-commerce experiences 
more relevant.”

— CARLOS CARVALHO, GLOBAL HEAD OF WEBSITES, GROHE

https://www.e-spirit.com/media/downloads/case_study/customer_success_story_grohe_en.pdf
https://www.e-spirit.com/media/downloads/case_study/customer_success_story_grohe_en.pdf


5. Multi-Store Digital 
Commerce Management
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To successfully serve a global market, you need to run and manage multiple 

e-commerce stores. As mentioned, different regions, as well as different 

market segments, have their own unique needs and interests. In addition, 

multiple stores can be used to serve different brand names, separate 

products or introduce a new product range. 

One of the main challenges of running multiple stores 
is inventory management. 

In traditional e-commerce platforms, operating multiple e-commerce 

stores would involve having to manage multiple inventories, leading to 

discrepancies in stock levels—a major headache for anyone looking after 

multiple e-commerce stores.

Instead, operating multiple e-commerce stores from a single master inventory 

is the best way forward. Accurate demand forecasting will greatly facilitate 

this process, which entails analyzing historical sales data to develop an 

estimate of an expected forecast of customer demand. 



6. Customer Value-Added 
Services
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Most e-commerce experiences reach their ends once the consumer makes 

a purchase. But the digital experience shouldn’t end there. Your post-sales 

digital experience plays a key role in customer retention. According to a 

report in Forbes, less than a third of business executives consider customer 

retention a priority. 

Businesses collectively lose approximately $1.6 trillion when customers 

switch to different brands. That’s a substantial amount.

Offering a loyalty reward scheme is a great way to encourage customers 

to stick with your brand. According to SAP, six out of ten customers cite 

surprise rewards as the main reason why they choose to stick with a brand.

Additionally, the space between “Review Cart” and “Checkout” page is very 

underutilized. This is an excellent opportunity to secure your customers’ 

business and upsell products to your consumers.

Businesses collectively lose 
approximately $1.6 trillion when 
customers switch to different brands.

https://www.forbes.com/forbesinsights/servicesource/index.html
https://www.accenture.com/us-en/insight-digital-disconnect-customer-engagement
https://www.annexcloud.com/blog/21-surprising-customer-retention-statistics-2018/


7. Conversational 
Commerce
Conversational commerce is expected to rise to $40 billion by 2022 in the US 

alone. The rising popularity of smart speaker devices has changed the way 

consumers want to interact with a brand. According to Google, 72 percent of 

those who own a voice-activated speaker use it as part of their daily lives.

Crescent, a US-based electrical hardware manufacturing firm, took note of this 

trend. Based on their customer feedback, they redesigned their app to include 

voice search.

To take advantage of conversational commerce, you need to have the right 

platform in place. A Headless CMS powered by Content-as-a-Service provides 

the surest way for your brand to deliver any type of content—including voice—

with speed and accuracy to any emerging or existing device or touchpoint. 

This includes websites, mobile devices, progressive web applications, smart 

wearables, social media, digital signs and other IoT devices.

of those who own a voice-activated 
speaker use it as part of their daily lives72%

11

https://www.wordstream.com/blog/ws/2018/04/10/voice-search-statistics-2018
https://www.thinkwithgoogle.com/consumer-insights/voice-assistance-consumer-experience/
https://www.e-spirit.com/us/product/enterprise-class-capabilities/headless-cms/


8. Transition to the Cloud
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Traditionally, e-commerce platforms were managed on premises. Dedicated IT 

teams were hired to look after the platform, from running regular maintenance 

checks to installing updates and security patches. As the platform grew with 

the business, more features and functionality were added, but the process of 

maintaining the system became more and more complicated.

As consumer behaviors began to rapidly change in the current digital age, these 

traditional platforms quickly became outdated and they couldn’t keep up with 

the ever-changing environment.

As a result, many brands are switching to cloud-based services. It is predicted 

that 83 percent of enterprise workloads will be in the cloud by 2020.

With cloud technology, particularly SaaS-based products, there’s no software 

to install, and all the maintenance from installing upgrades to making sure the 

system is secure is taken care off by the cloud vendor. Leaving you with more 

capacity to deliver dynamic digital experiences. Content management in the 

cloud can help B2B brands reduce the complexities of their digital ecosystem 

and lower their cost of ownership.

83 percent of enterprise workloads 
will be in the cloud by 2020

https://www.forbes.com/sites/louiscolumbus/2018/01/07/83-of-enterprise-workloads-will-be-in-the-cloud-by-2020/
https://www.e-spirit.com/us/product/enterprise-class-capabilities/firstspirit-cloud/
https://www.e-spirit.com/us/product/enterprise-class-capabilities/firstspirit-cloud/
https://www.forbes.com/sites/louiscolumbus/2018/01/07/83-of-enterprise-workloads-will-be-in-the-cloud-by-2020/


9. Enhance the Employee 
Experience via Enterprise 
Portals or Intranets
If you want your B2B brand to consistently deliver a competitive digital 

experience, you need to ensure your employee experience is at a decent 

level. Employee experience relates to how your employees perceive your 

brand. If it is positive, then it leads to high employee satisfaction and more 

engaged employees, which results in more positive customer experiences.

The Hay Group has pointed out that engaged employees pull in 2.5 times 

more revenue than companies with less engaged employees.

One way you boost your employee experience is to have an enterprise 

portal or intranet that enables your employees to effectively collaborate 

and create campaigns, while you can deliver personalized experiences to 

your employees.

2.5x more revenue than companies with less engaged employees 13

https://www.haygroup.com/downloads/us/engaged_performance_120401.pdf
https://www.e-spirit.com/en/solutions/enterprise-portals/
https://www.e-spirit.com/en/solutions/enterprise-portals/
https://www.e-spirit.com/en/solutions/intranets-and-extranets/


10. Don’t Be B2B, Be B2B2C
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As manufacturers, it is tempting to only focus on forging relationships with 

retailers and distributors, but you really shouldn’t neglect the relationship that 

you have with your everyday consumers who buy your products. Establishing 

and deepening these customer relationships digitally has the potential to 

increase brand equity and revenue; for example, through increased brand 

awareness, expanded and more easily accessible online product information 

and customer service, content marketing, interaction with customers through 

IIot (Industrial Internet of Things) smart devices, online market feedback for 

product innovation and digital commerce.

By regularly checking into how your consumers are engaging with your product 

and brand, you can gain a better understanding of their needs and desires.

This will help you to make any necessary adjustments to your product. And 

as a result, your consumers will be more likely to purchase your product from 

retailers who are stocking it. Once your retailers and distributors see that 

your product is selling well, they’ll be more inclined to commit to a multi-year 

contract and continue to make orders.

Wilo, one of the world’s leading manufacturers of pumps 
and pump systems at $1.5B+ in revenue, is currently 
leveraging at least three of the above-mentioned 
strategies for connecting directly with their customers: 
[source]

ONLINE PRODUCT INFORMATION

• “Digital channels help the company to present themselves. ‘Customers 

always want to know more, they expect transparency when it comes to our 

products,’ says marketing director Jan Radzey.”

INTERACTION WITH CUSTOMERS THROUGH IIOT SMART DEVICES

• “Wilo brought to the market the first smart and most efficient pump in 

the world. It optimizes the (pump) system independently, can be set up 

online or via an app and maintained. And should also serve for branding: 

The products are equipped with a “Wilo-green” control knob, with which 

all functions are controlled. ‘Design is an important element of brand 

communication,’ says Jan Radzey.”

ONLINE MARKET FEEDBACK FOR PRODUCT INNOVATION

• “One digital channel is the Wilo Solution Finder. ‘Today, several engineers 

are busy evaluating customers’ wishes for larger construction projects, 

working out the solution and then implementing it,’ says Radzey.”

https://www.brandeins.de/magazine/brand-eins-wirtschaftsmagazin/2018/marketing/wir-sind-die-mit-den-pumpen


The time to transform the digital experience that you deliver to your customers is now. The expectations of B2B customers and their 

end users have changed and they want to have a similar experience that they get when they engage with a B2C brand. This includes 

receiving personalized content and being able to switch between channels and devices as they travel along the buyer’s journey…

For B2B brands to meet this level of expectation, and at a global scale, they need to have the right technologies in place. A digital 

experience platform with a headless CMS backed by AI-powered personalization and analytics is the key to delivering data-driven 

content to literally any connected device.

Find out why the FirstSpirit Digital Experience Platform is the platform of choice for the 
world’s largest global manufacturing brands. 

The Time to Transform Was Yesterday, 
But Today Will Have To Do
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Request a Demo!

https://www.e-spirit.com/us/get-a-demo/


About e-Spirit

e-Spirit’s FirstSpirit Digital Experience Platform, offered through a SaaS or  
on-premises model, helps businesses engage customers and increase revenue 
with personalized, content-rich digital experiences anytime, anywhere. Savvy 
digital marketers across all industry sectors rely on the FirstSpirit platform—
which includes a hybrid (headless+) CMS, AI-driven personalization and 
omnichannel marketing capabilities—for individualized and synchronized 
content delivery across all channels to differentiate their companies and compel 
their users to action. We call this the Digital Experience Edge. 

e-Spirit, founded in 1999, is part of the adesso Group and has offices in  
16 locations in the US, Germany, Great Britain, the Netherlands, Switzerland, 
Austria and Asia Pacific. Customers include international brands and 
corporations such as Bosch, BASF, HELLA, Osram, Grohe, Brose, Belk, Olympus, 
Santander Bank, L’Oréal, Carter’s, Sterling Jewelers and many others.

For more information, go to www.e-Spirit.com
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http://www.e-Spirit.com

