Transform B2B Commerce With
a Digital Experience Platform

How DXPs Unite Content, Commerce and Portal
to Serve the B2B Customer Journey
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Introduction

B2B customer experience is rooted in digital commerce. The process of ordering,
tracking shipments and communicating with sales reps defines a B2B
customer’s perception of a brand as it is the most common point of interaction

(when compared to B2C, where social media and advertising have more influence).

However, pure play digital commerce platforms have traditionally lacked the
robust site building, personalization and authenticated experiences needed to
do digital commerce well across the entire customer journey. To stay competitive,
companies need to move beyond thinking about digital commerce in a silo and
address it in the context of the full customer journey with a comprehensive

digital experience platform.

By switching to a digital experience platform that brings together the best
of content management, commerce and portal capabilities, companies can
successfully navigate the transition to B2B digital commerce and deliver an

excellent customer experience across the entire customer journey.
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The Original Promise of
Digital Experience Platforms

Five years ago, analysts started buzzing about a new software category called
digital experience platforms, or DXPs. This new platform aimed to provide

an architecture for companies to digitize business operations, connect customer
experiences and gather actionable customer insights. More broadly,

DXPs promised to enable companies to address the full customer journey,
from attracting new customers to converting them and growing each

account over time.

Today’s leaders in the DXP category tend to come from one of three heritage
categories: Content Management Systems (CMS), Portal Platforms or
Commerce Engines. Each of these is typically identified with a distinct part
of the customer journey. While CMSs have dominated the marketing needs

of the pre-purchase stages, portal platforms are overwhelmingly chosen for
post-purchase experiences such as customer self service portals. And of course,
commerce engines excel at the point of purchase and at converting prospects

into customers.
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Digital
Commerce

CMS, Commerce and Portal traditionally focus on different stages of the customer journey.

CMS
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Over time, vendors from each category have broadened their offerings

to cover adjacent features and create different flavors of DXPs:

» CMS suites have integrated commerce functionality and personalization
to deepen customer engagement. CMS-heritage DXPs focus primarily on
the needs of marketing departments and creative agencies.

» Commerce engines have added lightweight CMS functionality and site
building to create customer-facing experiences. Commerce-heritage
DXPs are used in online shopping scenarios by companies in retail and
related industries.

* Portal platforms have added content management and dynamic

personalization to complement authenticated experiences. Portal-heritage

DXPs are particularly suited for nurturing long-term customer relationships

after the sale, with integrated customer data tied to individual profiles.
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This convergence has made it clear that all three categories are foundational
for delivering on the promise of addressing the full customer journey. For B2B
companies in particular, being able to leverage CMS and portal capabilities
before and after purchase makes it easier to create enriched product content
and offerings within a single delivery system, rather than working across an

ERP, PIM, CMS, commerce engine and other legacy systems.

More importantly, by bringing these product suites into one platform, DXPs are
uniquely suited to unifying customer and business data within a single paradigm,
making it possible to measure the performance of their business processes and

identify opportunities to optimize and grow.
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Not All DXPs Are Created Equal

An analysis of the Gartner MQ for Digital Experience Platforms reveals
that the category is currently dominated by CMS-heritage platforms.

One consequence of this is that the early adopters of DXPs often fell into
marketing use cases that focus on the pre-purchase phases of the customer

journey, particularly in the B2C space (the traditional strength of CMS vendors).

Overall, this has led to an over-emphasis of the attract and engage
stages within the DXP category as vendors race to provide pre-purchase

experiences and neglect the purchase and post-purchase experiences.

Even within the CMS vendors that have some historical portal capabilities
(i.e., IBM and Oracle), those capabilities have been applied to internal B2E

experiences rather than customer-facing solutions.

For B2B companies working on a customer experience initiative, a CMS-
heritage DXP will likely be too marketing-driven to solve their pain points.
Platforms with a strong emphasis in either commerce or portal will offer
more value because B2B customer experience is so tightly tied to long-term

purchasing capabilities.
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Vendor
Adobe
IBM
Liferay
Salesforce
Sitecore
Acquia

Microsoft

Opentext
Oracle

SAP
BloomReach

Episerver

Heritage Category

CMS

CMS

Portal

CRM

CMS

CMS

Portal

CMS

CMS

Commerce

Commerce

CMS
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Portal and Commerce Capabilities Are
Critical for the B2B Customer Experience

The best opportunities for B2B companies to grow their business and stand

out from the competition lie in the post-purchase phase. The B2B seller-buyer
relationship depends on multi-contact experiences that allow customers to move
seamlessly between self service and in-person experiences. Additionally,
most B2B customers will use buying teams to make purchasing decisions.
This means that a B2B digital commerce platform must support different
customer roles and journeys, with personalization and advanced permissioning

tailored for each.

It must also support the service and sales reps that collaborate on orders

and troubleshoot issues with each account. By bringing them into the channel,
companies enable them to become co-creators of the digital experience and
allow customers to receive in-person support in situations where self service

doesn’t suffice.

Supporting these complex, multi-contact customer journeys opens up paths to
nurture and grow accounts for long-term, ongoing revenue, as opposed to the

high levels of churn that B2C companies must contend with.
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Most B2B companies have far more critical
customer journeys on which to focus than the
ten that many B2C players average. B2B journeys
also tend to be long, complex and quite technical,
and consist of a continuous interaction of
services and sales touchpoints.

McKinsey
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Breaking Down the
B2B Customer Journey

The biggest difference between the B2C and B2B customer journey is that,
in B2B, new customer acquisition assumes a long-term relationship with
each account. Once a contract is in place, it’s much harder to switch vendors

in B2B (though churn is always a risk).

B2C, on the other hand, has to win customers over again after every
purchase in most verticals, which is why their customer engagement

solutions focus primarily on marketing, rather than post-purchase service.

Because of this difference, the primary interaction that B2B buyers have
with their vendors is regular purchasing through the online commerce site.
The biggest opportunity to improve — or damage — their experience exists
during those moments of purchase. This is where the convergence of portal,

commerce and CMS becomes truly critical.

To understand this better, let’s take a closer look at the most important
capabilities that CMS, portals and digital commerce platforms contribute

to the B2B customer journey.
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CMS

COMMERCE

PORTAL

JOURNEY STAGES FOR B2B

ENGAGE
Win prospects over with
rich product information
and omnichannel
interactions.

GROW
Increase account
revenue through new
services that solve more
complex pain points.
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Portals

We'll start with the back end of the customer journey, these post-purchase phases because of the flexibility
since it tends to be the most overlooked. The Grow and of permissions and role-based access that they bring
Retain stages require rich, authenticated experiences to the table. Most portals are also used as collaboration
that encourage ongoing engagement and consolidate platforms and often have business process tools such as
customer data to keep executives informed of the health form builders and workflow management.

of their business. Portal functionality is weighted towards

KEY PORTAL CAPABILITIES FOR THE B2B CUSTOMER JOURNEY

+ Inquiry form + Customer forums + Integrated

customer data
* Account management

. . » Feedback forms
* Role-specific views

. « Private messages
+ Buying workflows

+ Product
knowledge base
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Content Management Systems

Despite their name, CMSs bring more than web content
and digital asset management to the DXP mix. Because they
are meant to engage anonymous users, they are strong in

dynamic personalization and the ability to tailor experiences

« Microsite + Product page
+ Marketing page
+ Marketing collateral

e Multichannel
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based on real-time user behavior. CMSs also tend to be
favored by marketers and other business users, which
has led to the development of business-user friendly, low

code approaches to site building and personalization.

KEY CMS CAPABILITIES FOR THE B2B CUSTOMER JOURNEY

+ Product info » New product
blog posts datasheets
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Digital Commerce

Like portals, digital commerce requires strong integration On its own, a digital commerce engine usually isn’t
with other systems and must accommodate complex built to deliver customer-facing experiences. To do
organizational hierarchies, architectures and taxonomies. digital commerce well, companies need an integrated
Advanced search capabilities and attention to security solution with site building, personalization and

are also traditional strengths of commerce solutions. authenticated experiences.

KEY COMMERCE CAPABILITIES FOR THE B2B CUSTOMER JOURNEY

+ Microsite + Product page + Cart + Order and + Recommended

. shipment status products
+ Marketing page + Checkout

. + Direct channel support + Subscriptions
+ Marketing collateral + Catalog

. . + Partner enablement * Re-order forecasts
+ Multichannel + Pricing management
+ Customer self service
+ Search
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Bringing It All Together

CMS, Portal and Commerce are foundational capabilities for companies in

the midst of digital transformation — the backbone of CX strategy that every
B2B company needs to deliver great experiences. With these core capabilities
united on one platform, companies have the flexibility they need to craft

complex experiences that are uniquely tailored to their B2B audiences.

Purchase Approval Quick Pay Options Co‘nAnect\on to CRM foAr Automgted with
Workflows unified customer profile dynamic forms
/ REPEAT PURCHASING ONBOARDING
-
Subscriptions Personalized Product User Provisioning Workflows for
and Reordering Recommendations w/ custom roles Contract Approval
c o and permissions
ustomer-specific
catalogs
Quick Order Forms
Aggregated data allows you to visualize your
SELF SERVICE Track Open Orders business processes and find new opportunities
and Purzhase Histor to solve customer pain points. See that customers
L y overspend on rush shipping? Set up subscriptions
based on order forecasting. Notice searches for an
ACCOUNT GROWTH > out of stock product? Recommend a replacement.
Vi dp When data is unified in one place, these insights
Irs\g’ica;s & can be accelerated with machine learning so
Product Re-Order Contextualized Search that you never miss an opportunity to grow.
Knowledge Bases Forecasting and Product Discovery
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When these touchpoints are delivered through a single platform, companies
can also easily bring in sales and service roles with contextualized views
of every customer account, bridging the gap between the traditional and

online channels.

What you end up with is a digital platform that maps to the complexity of the
B2B customer journey, positioning you to get an accurate look at how all your
business processes work together and where your customer experience is

falling short.

Create a Path to
Digital Transformation

The race to improve B2B customer experience is poised to accelerate in the
coming years, with 79% of manufacturers and 84% of distributors/wholesalers

planning to increase spending on customer experience in 2019.
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B

Leaders in the B2B space have shown that the potential to grow your business
through better B2B experiences is huge for those companies that are willing to

invest the time and resources to making it happen.

B2B customers are asking for modern, online commerce experiences whether
companies are ready to deliver them or not. The only question is how quickly
companies can transition their traditional processes to digital experiences

before their customers leave them behind.
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https://www.digitalcommerce360.com/industry-resource/key-findings-from-the-2019-u-s-b2b-ecommerce-market-report/
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Summary

Digital experience platforms are uniquely positioned to

help B2B companies transition to digital commerce by bringing

together portal, commerce and content management capabilities
into a cohesive solution. With these core components, companies

can create sustained differentiation for their B2B channels.

Moving Forward

Speak with a Liferay expert and schedule a personalized demo

of our software by visiting liferay.com/commerce-demo

Learn more about how Liferay supports businesses globally

at liferay.com/stories
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Liferay makes software that helps companies create digital

experiences on web, mobile and connected devices. Our platform is
open source, which makes it more reliable, innovative and secure.
We try to leave a positive mark on the world through business

and technology. Hundreds of organizations in financial services,
healthcare, government, insurance, retail, manufacturing and
multiple other industries use Liferay. Visit us at liferay.com.
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