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Introduction 

Does your wholesale business need marketing? 
Whether your wholesale business is just getting started or you have been 

wholesaling for some time, there’s a place for marketing in your operational plan. 

Are you looking to increase sales or build your brand? Do you want to grow your 

network of suppliers or expand your business? If you said “yes” to any of these, 

wholesale marketing can help. 

 

Wholesale marketing is all about promoting your goods to retailers or other buyers 

for the purpose of securing wholesale orders. And a successful marketing plan 

doesn’t have to be complicated — remember, the easier your marketing strategy is 

to explain, the easier it will be to execute. The most important thing is to actually 

have a plan versus attacking marketing with the proverbial ‘uncooked spaghetti’ 

approach where you simply throw some tactics at a wall and see what sticks. 

 

Does wholesale marketing work? 

The short answer is “yes”. “Does marketing actually work?” is a common question 

posed by many business owners. It’s usually asked because they have recently sent 

out an email newsletter, run a Facebook campaign, purchased a display ad, 

exhausted their entire marketing budget, and got no results. The truth is though 

that any wholesale business can be successful with marketing and compete 

effectively with their competitors. You just need a marketing plan that is well 

thought-out, consistent and targeted to your ideal customer. 

 

One of the most insightful approaches to marketing strategy comes from 

entrepreneur Noah Kagan, founder of Sumo.com, who says: 
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“When something works do more of it. At the same, you need to aggressively cut the 

things that aren’t working. There’s nothing wrong with experimenting and trying new 

channels. But you need to know when to stop. Be ruthless.” 

 

Set up your storefront 

Tips for Creating Compelling Product Videos for 

Your B2B eCommerce Store 
 

 

 

For years, experts have been touting video as the most important emerging trend in 

marketing, but that trend is no more. Video marketing is officially here! 

 

In today’s eCommerce marketplace, product videos are a critical component of 

every brand’s overall marketing strategy. They are an ideal way of showing your 

B2B customers the benefits and uses of your products right at the all-important 

point of purchase (POP) stage. In addition, if your customers are a bit hesitant to 
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buy or don’t fully understand your products’ value, product videos act like an 

in-store salesperson, helping customers move through the B2B sales funnel. 

 

Animoto found that as many as 73% of customers are more inclined to purchase a 

product after watching an explainer video about it, and up to 71% say video content 

gives them a positive impression of the brand. 

Still feeling a bit uncertain about jumping behind the video camera lens? Check out 

these statistics by E-Commerce Nation: 

 

● When a video is available on the site, 60% of visitors will opt to watch it 

before reading any text. 

● Visitors stay longer on the pages with product videos and overall session 

duration increases by 340%. 

● When videos are added to product pages, visitors browse on average 127% 

more pages per session. 

● Those who watch videos are 1.8x more likely to purchase than visitors who 

do not engage with the video content. 

● The “add-to-cart” conversion rate increases on average by 37% when 

product videos are added to product detail pages. 

 

Now that you know why product videos are so important for eCommerce, let’s look 

at ways to make them as compelling as possible so that you can start leveraging the 

power of video marketing for your online B2B store. 

 

5 Ways to Make Product Videos That Boost Your Online B2B 

eCommerce Store 
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1. Tell a story. 
When customers look at a product video, they want to know more than technical 

specifications — they also want to meet the people behind the product and the 

people who use it. Storytelling is an effective way of not just sharing knowledge and 

information about a product, but also putting the product in context and appealing 

to your customers’ needs and desires. Make sure your product video tells the story 

of what the product does for the customer by showing the product in use and how it 

solves their problem. Remember, a great product video can remain on your 

customer’s mind for a long time. 

 

2. Keep it short. 
While it might be true that your products are so great you could ramble on about 

them for hours, most B2B customers do not have that much time to spare when 

they are buying online. Longer is not better when it comes to product videos. In 

fact, a short product story can be just as compelling as a long one and has a better 

chance of holding your customer’s attention all the way through. Ensure your 

product videos are focused on the key aspects of the product and aim to keep their 

length to 2 minutes or less. 

 

3. Make it relate-able. 
When writing the script for your product videos, remember to talk to your customer, 

not at them. The goal is to have a conversation with them; to connect and engage 

with them on a relatable level so that your customers are left feeling as though you 

understood the problem they are looking for your product to solve. To ensure your 

product videos are effective and interesting enough to watch, stick to the point; 

don’t be afraid to inject some creativity; and keep it human. 
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4. Explain why your product is better. 
Apart from making sure your product videos explain what the product is all about 

and how it solves the customer’s problem, you also want them to show why your 

product is better. This will reinforce in your customers the belief that they are 

making the right decision by buying from your B2B eCommerce store. One of the 

ways you can do this is by highlighting your brand’s personality in your videos to 

differentiate your products from the millions of others on the market. 

 

5. Focus on the details. 
Make sure your product videos highlight the most important features of your 

products. Effective product videos typically start a zoomed out shot of the product, 

then zoom in to focus on the smaller details using different angles and perspectives, 

before zooming out again to finish the video. Zooming in to highlight the finer 

features of your products is especially helpful for products that have texture to 

them, such as furniture or decorating supplies. You won’t necessarily be able to 

include all the features of your products in a 2-minute video, so choose a few that 

will resonate best with your customers and focus on those. 

 

Note:  If you are publishing your product videos on YouTube or another video 

sharing platform, always remember to include your online store’s URL. You can do 

this using a short introductory bumper graphic at the beginning of the video or 

through a constant watermark in the bottom corner of the screen. 

 

Ready to bring your products to life in video? 
If you sell online, good product videos are an effective tool for showing off your 

brand. 
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83% of businesses claim that product video marketing has given them a positive ROI 

(Return on Investment) in 2019. 

 

Product videos can not only convert window shoppers into paying customers, but 

also enhance the overall customer purchasing experience by instilling confidence in 

their decision to buy from you. Just one great video can lead to better traffic in your 

B2B eCommerce store, increased brand awareness, greater exposure on social 

media, and higher sales. 

 

Think of it this way, if a picture is worth a thousand words, a product video must be 

equal to at least a whole book or novel! In fact, according to James McQuivey of 

Forrester Research, a video is worth 1.8 million words. 

 

Set up your storefront 

5 B2B eCommerce Strategies to Give Your Brand 

an Edge 
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Branding is the process of developing a unique name and identity for a product or 

business. It ensures awareness and credibility in the marketplace, and creates 

customer loyalty. A product, service, person or place that is branded automatically 

develops a personality as well as reputation. 

 

The purpose of branding isn’t just about getting your target market to choose you 

over your competition. It’s also about convincing them that you’re the only one who 

can provide a solution to their problem. 

Branding is important to your online B2B customers because it makes a memorable 

impression on them and also lets them know what to expect from your company. 

It’s a way of distinguishing yourself from your competition and clarifying what it is 

you offer that makes you the better choice. 

 

How Branding Impacts Your Bottom Line 
Branding is absolutely critical to your business: it can change how customers 

perceive your brand; it can drive new business; and it can increase brand 

awareness. Your brand is also an asset that has direct monetary value. In fact, 

numerous studies indicate that the strength of a company’s brand has a direct 

impact on financial metrics like sales effectiveness, market share and margins, 

according to Market Street Research. And according to research by Binet and Field, 

B2B brand building should, on average, account for 46% of marketing spend and 

54% of lead generation. 

 

Here are some of the ways the branding of your B2B business impacts your bottom 

line: 
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● Increases your ability to attract and retain high quality employees 

● Boosts customer loyalty 

● Decreases price sensitivity 

● Increases market share and gives you a competitive edge 

● Improves your ROI (return on investment) 

 

B2B businesses need to remember that B2B buyers do not park their emotions and 

personality in a cardboard box when they go to work and buy products and services. 

In fact, the way people interact with B2B brands is very similar to how they engage 

with B2C brands. This means that creativity, storytelling and long-term brand 

building are just as important as a product’s features and price. 

 

5 Ways You Can Use B2B eCommerce to Make Your Brand Stand Out 
 

1. Know the buying patterns of your top customers. 
Smart brands know when their B2B customers will run out of their products and 

when it’s time to remarket to them. Take time to map out the journey of your top 

customers to learn how they utilise your products. If they run out of your products 

every six months, you know that you’ll need to start marketing to them every four 

months, thus giving them a 2-month window to restock. In doing this, you’ll 

increase your revenue, while keeping your customers happy. 

 

2. Keep the communication lines open. 
The 80/20 Rule is just as relevant to B2B eCommerce brands as it is to those in the 

B2C world. In other words, your top 20 customers likely make up the bulk of your 

sales each year. But even if your B2B customers love your eCommerce process and 
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are fiercely loyal to your brand, it’s still important to go the extra mile and check in 

with them in person once in a while. During these check-in calls, you can address 

several topics, including making sure they found everything they needed on your 

website, getting feedback on how they feel your sales process can be improved, 

and reviewing their recent purchase to see if there are additional complimentary 

items that might go with their current order. 

 

3. Personalise the customer buying experience. 
Offering a unique and personalised customer experience can go a long way in 

establishing and building your B2B brand. In fact, 80% of consumers are more 

likely to do business with a company that provides personalised experiences, 

according to Epsilon. As you build your brand, give some thought to ways you can 

personalise the customer experience by aligning to your mission, goals and overall 

brand identity. 

 

4. Establish a social media presence. 
Social media is the simplest and most effective way of enhancing your brand 

presence. Social media platforms provide you with free access to a broad audience 

and are an effective way of showcasing your eCommerce brand. There are many 

platforms your B2B eCommerce business can use for advertising, such as 

Facebook, Twitter, LinkedIn, etc. Regardless of which platform(s) you choose to 

utilise, remember to focus on consistency to effectively establish your brand by 

using the same logo, language and colours across all social media channels. 
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5. Offer detailed product information and features. 
Striking a balance between selling your products and providing information to your 

customers online is key for an effective branding strategy. While you certainly want 

a developed sales funnel, you also need to know what it is your customers actually 

want when they visit your eCommerce website. Salesforce reports that 59% of B2B 

buyers conduct research online instead of contacting customer service because 

they want objective information rather than someone pushing a sales agenda. If 

your business is so focused on closing the sale that you’re forgetting to care about 

the needs and concerns of your customers by providing them with detailed product 

information (including key features and benefits), then you’re likely to lose them 

because they’ll bounce off your site and find a reliable source of information about 

their buying choices elsewhere. 

 

Ready to get your brand to the top of the heap? 
Great branding positions your business as an irreplaceable life-long partner to your 

customers, and in today’s online world, it’s more important than ever for B2B 

companies to ensure their marketing and branding strategies sync up. 

 

According to Mohanbir Sawhney, Professor of Technology at Northwestern 

University’s Kellogg School of Management, “brands that deliver beyond the 

functional and economic levels with emotional benefits will command an 

incremental price premium and create strong competitive advantage and customer 

brand loyalty”. 
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Set up your storefront 

5 B2B Product Photography Tips to Make You 

Look Like A Pro 
 

 

Having high quality product images is a vital component to the success of both 

online and offline marketing campaigns, regardless of where your B2B company sits 

in the sales channel and who you sell to. 

 

B2B eCommerce is more dependent on product photography than any other sales 

channel because online customers are unable to walk into a physical store and see 

and feel in person the product they are considering buying. As a result, your B2B 

eCommerce website must be able to provide this ‘in-person’ experience in a 

non-in-person way by using photographs, words and video. 
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Moreover, if your customers are retailers, providing them with quality product 

images they can use in their online store or printed material will help them sell your 

products better. 

 

Did you know that over 90% of customers state that product images are a major 

consideration when making a purchasing decision online? 

Product images are the building blocks of a successful B2B eCommerce site. And 

done right, these images have the power to tell a story – a story of what your brand 

is about, what your brand means to customers, and why your website visitors 

should care about it. 

 

Think of it this way: when a customer is faced with two identical products with 

identical prices on separate websites, it will likely be the website with better quality 

product images that will earn the sale. In a nutshell, regardless of how high quality 

your products are, no one will buy them if the images you use to showcase them are 

low quality. 

 

5 Tips for Producing Images That Will Help You Grow Your Online 

B2B eCommerce Store 
 

1. Keep it simple. 
Think clean and uncluttered. A strong clean photographic style creates a statement 

that is bigger than just one product. Removing any clutter in your photography and 

focusing just on the product means you’ll end up with a more versatile image that 

you can use for other things as well. This will also help increase the perceived value 

of your products and your entire brand. 
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2. Consider the context and background. 
This applies equally to product-only images – where a clean-cut background 

(typically white) ensures the focus stays on the product, and lifestyle images – 

where customers see your products in action and can imagine themselves using 

them. The key here is to be consistent. 

 

3. Align your product shots with the design and layout of your 

website. 
What type of shots will work best with your eCommerce site: landscape, portrait or 

square images? And is there enough room alongside or on top of the images for 

text? If your site’s background is mostly white, consider choosing a non-white 

neutral background for your product-only images so that you don’t end up with too 

much white. 

 

4. Take alternative views of each product. 
The more variety, the better. Try close-ups, from underneath or from the inside 

looking out. Get creative! The more detailed options you present, the more your 

customers will understand and appreciate the value of your products. 

 

5. Use a high-resolution camera and a tripod. 
In today’s digital world, a high-resolution, user-friendly DSLR camera doesn’t have 

to cost an arm and a leg. Another option is to borrow one from a friend. Basically, 

you just need a camera that takes high resolution enough photos that won’t look 

fuzzy or blurry on larger screens, and one that has exposure control to manipulate 
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lighting. Steady yourself with a basic tripod. A tripod provides stability and lets you 

take multiple images with consistent lighting and angle. 

 

Remember, the perceived value of your products and the trustworthiness of your 

brand is often judged based on the quality of your visual presentation. That means 

high quality product photography is a sure-fire way to attract customers and 

ultimately drive conversions. 

 

Set up your storefront 

Using the Right Domain Name for Your B2B 

Portal 
 

 

 

Congratulations on deciding to plunge into the fast-growing world of B2B 

eCommerce! Now that you’re ready, have you been wondering which domain name 

to use for your online B2B store? Well, we’ve got a few ideas that will make this 

decision easier. 
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There are many important decisions to make in the process of switching to 

eCommerce, including deciding to move your business from offline to online in the 

first place; deciding which software you’ll use to set up your B2B eCommerce 

portal; and deciding what you’re going to fill the digital shelves of your new online 

storefront with. Yet one seemingly small decision may be giving you some serious 

concern — choosing the right domain name for your B2B eCommerce portal. 

 

Although choosing the right domain for your online B2B storefront might seem on 

the surface as simple as choosing a name, this one choice is one of the most 

important decisions wholesalers face. After all, your domain name is an integral 

part of your wholesale business’s brand. In general, be sure to follow these basic 

guidelines when choosing your storefront domain name: 

 

Keep it short. 
Keep it relevant to what you offer your customers. 

Keep it easy for them to memorize and pass along to others when recommending 

your business to potential prospects. 

 

3 Tips to Help You Choose the Right Domain Name for Your Online 

B2B Portal 
 

1. Create a dedicated subdomain for your online B2B eCommerce 

store. 
Scenario:  You are a manufacturer that sells both to wholesale businesses and to 

consumers. 
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So far, you’ve been taking B2B orders ‘offline’, while your brand’s website allowed 

your B2C customers to make their purchase online. As you’re setting up your new 

online B2B portal, it’s normal to wonder how you will be able to keep your B2B and 

your B2C activities separate. Good news! You can use a unique, 

wholesale-dedicated subdomain for your B2B storefront that you share exclusively 

with your wholesale customers. 

 

Here are a few examples for naming a dedicated subdomain:   

 

● wholesale.shutters.com 

● orders.shutters.com 

● b2b.shutters.com 

 

What if you already have a website?  
 

If you have an existing general website where you present your B2B business and 

its products, and you’ve now decided to start taking B2B orders online, you don’t 

have to let go of this site. Instead, you can simply link your new B2B portal to your 

existing website and redirect your prospects and customers to your new B2B 

eCommerce portal subdomain. That link can appear anywhere on your current 

website — from your main menu to your footer. The choice about how discreet you 

want to be about this new B2B portal link is all yours. 

 

2. Keep your online B2B eCommerce store public. 
Scenario:  You want to use your online B2B portal both as a website and as an online 

ordering system. 
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This scenario is easy! With the right eCommerce software, you can use your main 

domain name for setting up your online store where you can then present your 

products and catalogs publicly. In this way, both your existing customers and your 

potential prospects will be able to access your new B2B storefront, browse through 

your product catalog, and place their orders quickly and easily once they log in or 

register. This also means that you can use the name of your business or product for 

your domain name. 

 

What happens to your price lists if your online B2B store is public? 

 

You may be reluctant to make your online B2B portal public for many reasons. For 

example, you may wonder if this means you’ll need to make your pricing uniform 

across the board for all customers, regardless of whether they’re VIP customers or 

not. But this is not the case. 

 

A smart B2B eCommerce platform allows for flexibility. In fact, with the B2B Wave 

eCommerce platform, product prices are invisible to the general public and are only 

shown to users who have logged in to your site. Also, all products are private by 

default, yet you can easily change the default setting through the Admin Dashboard 

and choose to make them publicly visible and accessible, if you prefer. 

 

3. Something to Remember 
When it comes to choosing the right domain name for your online B2B portal, it’s 

important to remember that long domain names are harder to remember and are at 

increased risk of being misspelled. This could be counter-productive, so follow the 

 

Check out B2B Wave    |   Signup for a free trial  |   Request a free demo 
_________________________________________________________________________________ 

 

© Copyright 2020 B2B Wave. All Rights Reserved. 

https://www.b2bwave.com/
https://www.b2bwave.com/signup
https://www.b2bwave.com/request-a-demo


 
_________________________________________________________________________________ 

 

 

guidelines we mentioned earlier and keep your domain name short (i.e. under 25 

characters), simple and easy to recall. 

 

Are You Ready to Start Name-Dropping? 
With the all-in-one, cloud-based B2B Wave eCommerce platform, you can link your 

existing website to your new online B2B storefront; use a dedicated subdomain 

strictly for your wholesale business; and create your public online B2B ordering 

site. 

 

Set up your storefront 

5 Smart Steps for Writing Product Descriptions 

That Sell 
 

 

 

Whether you sell frozen cookie dough, towel rails, or car parts, we’ve got some 

great advice for writing the ultimate product descriptions for your B2B eCommerce 

portal. 
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It is entirely normal for any merchant to worry about whether they’ve done a good 

enough job writing their product descriptions. After all, what you sell does matter — 

and what matters most, is how you sell it. This means that a product description can 

literally make or break a sale. 

 

The truth is that an effective product description can benefit your business in many 

ways. For instance, it can increase your sales and decrease shopping cart 

abandonment by giving your customers more confidence in buying a particular 

product from you. That confidence could also lead to longer-lasting relationships 

with your customers as they will have fewer questions or doubts about what they 

buy from you. 

 

Though there may not be an industry-standard formula for writing the ultimate 

product description, there are certain things that, if put into your writing mix, will 

drive up your sales. So, roll up your sleeves, read on, and let’s get to writing! 

 

1. Define your audience. 
Before you start actually writing, it’s important to define exactly what the buyer you 

want to target is like. Ask yourself, “What is their main market?” “Who are they 

going to sell this product to?” “Are they going to use your product description to 

re-sell your goods (perhaps in their own B2C online store)? “Do they usually make 

buying decisions based on price or product benefits?” 

 

Keep in mind that you want to make the decision-making process for your 

customers faster and easier — so try to create product descriptions that your buyers 

will find enticing, interesting and relevant. 
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2. Determine what is essential. 
Writing product descriptions is much like successful storytelling:  you can paint your 

product in the greatest of prose and fanciest of words, but it won’t lead to more 

sales if, at the end of your description of the product, your customer cannot 

remember why he should actually choose it. Vague product descriptions don’t make 

the cut for one simple reason — they are unmemorable. 

 

Here’s a checklist to consider before writing your product 

descriptions: 
 

● Product details:  these include things like colour, variations, dimensions, 

material, and key functions. 

● Use:  this is the “when, where and how” of someone who uses your product. 

Is it seasonal? Is it meant for indoor or outdoor use(or both)? Are any extra 

accessories required?|• Competitive advantage:  why would (and should) 

your customer choose your product over your competitor’s product? Take 

some time to consider the special qualities and features of your product. 

● Competitive advantage:  why would (and should) your customer choose your 

product over your competitor’s product? Take some time to consider the 

special qualities and features of your product. 

 

Use these considerations to create the story behind your product:  think of the 

emotions the product evokes; the experience it creates; and how it can be best 

used and consumed. 
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3. Be creative. 
Now it’s time to sit down and write about your products. Bullet points and tables 

are often used to highlight a product’s specifications, but when used on their own 

with nothing else, they’re not entirely effective. Why? Because lists and tables are 

not the best way to tell a story. 

 

Ultimately, the story behind a product is a key point of distinction from your 

competitors. And the way you tell that story is equally important too. To that end, 

adding to a cold list of specs and benefits a short paragraph that helps your buyer 

realise how the product fulfills not only their needs but also their customers’ needs 

can do wonders for your sales. Being creative in the world of B2B eCommerce may 

seem challenging (and even strange!) at first, but soon it will become easier and 

more fun to do as time goes on. 

 

Here’s a quick tip to help get your creative juices flowing:  imagine you are 

describing your product to someone you just met. Regardless of whether you 

describe your product in a casual or formal way, it is the conversational spirit that 

will get you from writing to storytelling. 

 

4. Get that checklist on. 
Finished writing your product descriptions? Great! Now it’s time to review them. 

This review serves two purposes:  it ensures you have included all the necessary 

information, and it gives you a chance to edit out any unnecessary “noise”. The 

following checklist includes all the questions you need to ask yourself when 

reviewing and editing your product descriptions: 
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a. Are the most important features of your product highlighted? 
Keep in mind that your customers need to have a clear idea of what they’re about to 

buy. Make sure you mention the key specifications of your product and that you 

share with them any relevant quality certifications. The latter could even work as a 

vital advantage over your competitors. 

 

b. Are your product’s benefits clearly spelled out?  
Your key selling points should be easily identifiable to your buyers. 

 

c. Is your product description clear and relevant? 
Make sure your product story is clearly defined and that its voice speaks to your 

audience. For example, if you’re selling cleanroom apparel, you would never use 

words like “sleek” or “fine”. Yet, you might use these words if you’re selling 

eyewear or iPhone cases. 

 

d. Is your text engaging, captivating and readable?  
Is your product story 100% focused on your reader? Try to improve your product 

description by using simple and descriptive words, and keep your sentences short. 

And avoid generic phrases – they take away from your credibility. 

 

Tip:  use the four points above to create yourself a quick checklist to use when 

editing your product descriptions to ensure the process is quick and effective. 

 

5. Ask for feedback. 
Not sure if you’ve got your “product description copy groove” on? Here’s something 

to always keep in mind:  your customers are your best source of feedback. So go 
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ahead and ask a couple of your most loyal customers to share their thoughts on 

your product descriptions. 

 

Make it easy and intuitive 

How to Use Personalisation to Boost Sales in Your 

B2B eCommerce Storefront 
 

 

 

According to a Seismic/Demand Metric report, 80% of B2B businesses surveyed 

said that personalising their website was more effective when it came to reaching 

their company’s objectives than unpersonalised content. 

 

Personalisation in B2B eCommerce is the process of delivering a customised 

experience in your online storefront through content, features and functionality that 

speak to your customers’ wants and needs. When you personalise your customers’ 

online buying experience, you not only engage your B2B buyers, but also drive 
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sales, nurture repeat purchases, and increase conversions by establishing trust and 

building loyalty. 

 

There are many ways you can personalise the customer experience for B2B buyers 

in your online storefront. In this article, we will explore four of the key areas where 

your business can take advantage of personalisation to give your customers a great 

online buying experience as well as increase sales for your company. 

 

The 4 P’s of Personalisation to Provide A Great Customer Experience 

and Boost Sales in Your eCommerce Store 
 

Product Catalogs 
While it is important for your sales reps to have access to your entire B2B product 

catalog, many of your B2B buyers only need access to a specific product line or 

certain parts of your product catalog. This is where personalisation comes into play. 

 

Personalisation allows you to establish a unique, customised view of your product 

catalog for each B2B customer or group of customers your business has. With the 

B2B Wave eCommerce platform, these personalised product catalogs can include 

such things as: 

 

● Promoted category banners 

● Per category or per product discounts 

● Showing specific products or product categories only to specific customers 

● Displaying product names and product descriptions in multiple languages 
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Pricing 
B2B pricing can be complex as many businesses have multiple price levels based 

on negotiated contracts with their customers. Offering personalised pricing in your 

eCommerce storefront ensures those negotiated prices are accurately reflected in 

your B2B buyer’s experience. Personalised pricing is also helpful when your online 

store is public, as it allows you to let anonymous buyers view your products without 

seeing prices until they create an account. 

 

Here are some more ways you can personalise pricing with the B2B Wave 

eCommerce platform: 

 

● Set special product prices for specific customers 

● Create multiple price lists and assign them to specific customers 

● Establish per category or per product discounts 

● Offer single or multi-currency pricing 

 

Purchasing 
Personalising the ordering process for B2B buyers in your online storefront can 

equate to significant reductions in the cost of sales and service. And by ensuring 

that relevant details like order history, invoices, quick and easy reorders, and 

payment options are easily accessible, you can also increase customer satisfaction 

and loyalty by making the customer buying experience more streamlined and less 

complex. For instance, you may have sales reps who place orders on behalf of 

customers, but you still want those customers to be able to log in to their account 

and view their order details. Personalisation allows you to do that. 
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Additional ways you can personalise the purchasing process for your customers 

with the B2B Wave eCommerce platform are: 

 

● Adding your own fields to order confirmation emails 

● Allowing multiple delivery addresses per customer 

● Setting minimum order quantities per product 

● Setting minimum order values per customer 

● Allowing ordering from multiple countries 

● Customising your storefront’s email templates with images, video, logos, 

text, unique subject lines, personalised greetings, and more. 

 

Promotions & Merchandising 
Promotions and merchandising in B2B eCommerce are an effective way of 

increasing your share of wallet (also known as SOW, a marketing metric used to 

calculate the percentage of a customer's spending for a certain product) and 

boosting sales. Promotions include such things as offering discounts on products 

that are highly relevant to the customer, and merchandising refers to the process of 

cross-selling or up-selling with featured or suggested products. 

 

The B2B Wave eCommerce platform provides many effective ways of reinforcing a 

great customer experience through personalised promotions and merchandising, 

including: 

 

● Per customer product suggestions 

● Per customer product and category access 

● Offering suggested or featured products 

● Assigning brands to specific customers 
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● Creating a promotional storefront banner and showing it to specific 

customers 

● Setting per customer discounts 

 

"If you do build a great experience, customers tell each other about that. Word of 

mouth is very powerful." 

 

– Jeff Bezos, CEO of Amazon 

 

Give your B2B customers the experience they expect 
While it is true that your B2B customers make purchasing decisions based on 

rational analysis (compared to B2C buyers who are more likely to buy based on 

impulse), they still expect a consistent, personal experience in your eCommerce 

storefront that is similar to what they experience as consumers in the B2C sector. 

 

To ensure your efforts to personalise the customer experience in your online B2B 

storefront are effective, make sure they add value to all the key components of the 

eCommerce process, which includes much more than just the shopping cart. It also 

includes areas such as product catalogs, price lists, promotions, product 

recommendations, merchandising, orders, and more. 

 

If you are a B2B company and you want to boost sales and keep up with the 

competition, it’s more important than ever to ensure you are giving your customers 

a competitive and enjoyable experience in your online eCommerce store. Just start 

with the 4 P’s! 
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Make it easy and intuitive 

How to Attract Millennial Buyers to Your B2B 

eCommerce Store 
 

 

 

The face of the B2B buyer is changing, and that change means new opportunities 

for B2B companies who sell online. 

 

Millennials (the demographic born between 1981 and 1996) currently represent the 

largest generation in today’s workforce, and nearly a third of them claim that they 

are the sole decision-maker for their company’s purchases. 

 

According to Google, millennials comprised nearly half of all B2B buyers in 2014, 

and a study by Merit found that 73 percent of millennials are involved in purchasing 

products or services for their company. 

Whereas previous generations wouldn’t hesitate to pick up the phone and talk to a 

sales rep, tech-savvy millennials prefer digital channels instead. Having grown up 
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with technology interspersed into virtually every aspect of their lives, buying online 

is second nature to them, and as such, they are redefining the traditional 

understanding of B2B sales. 

 

Younger buyers are no strangers to eCommerce — online shopping has always been 

a standard part of their personal shopping experience as consumers. As such, they 

have expectations concerning their B2B buying experience. They want speed, 

accessibility, and information that is readily available, detailed and engaging. 

 

Are you selling coffee beans to that hip local coffee shop downtown? Or what about 

that trendy online retailer who only buys from select distributors? If your B2B 

business sells online (or you are planning to), you can’t afford not to focus on this 

up-and-coming buying demographic. 

 

What You Need to Know to Make Your B2B eCommerce Store 

Millennial-Friendly 
 

If your B2B eCommerce portal is not easy to navigate, informative and engaging, 

many millennial buyers will walk away in favour of a faster and easier solution. 

 

Here are six of the key features and functionality younger B2B buyers are looking 

for in your storefront: 

 

1. Responsive, mobile-friendly site with easy navigation 
Millennials use mobile for almost everything — whether a smartphone or a tablet — 

and they will be less likely to trust your online B2B store if it is difficult to navigate 
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and find what they are looking for; if it looks outdated; or if it has features that 

aren’t working. Ensure your eCommerce site is (a) clean and attractive; (b) 

responsive and mobile-friendly on any device; and (c) easy to navigate. Otherwise, 

you may find it challenging to keep your new younger B2B buyers on your 

eCommerce site, let alone have them complete a purchase. And remember to check 

the links in your online B2B storefront as well to ensure they are working so they 

don’t end up at a 404 error page! 

 

2. Personalised buying experience 
Personalisation is the process of suggesting content that is tailored to the buyer’s 

preferences, thus making a product more relevant to the user. A personalised 

experience is important to millennials when purchasing online because it allows for 

a quicker buying experience. With the B2B Wave eCommerce platform, you can 

personalise the customer buying experience by featuring specific product 

recommendations on your storefront’s customer homepage, or by suggesting 

products in their shopping cart. 

 

3. Detailed product information and images 
Millennials are research-intensive, often spending a great deal of time searching out 

information before buying. For this reason, it’s vital to offer a full, transparent 

product catalog in your B2B store featuring clean, precise product descriptions as 

well as multiple product images (especially images that show the product in use). 

This will give your younger buyers everything they need to make a purchasing 

decision in an easy-to-digest format and without them having to look elsewhere. 
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4. Fast and easy checkout process 
Millennials are accustomed to lightning quick technology much more so than 

previous generations. And because they spend a great deal of time researching 

before buying online, once they do add products to their shopping cart, they expect 

the checkout process to be as fast and seamless as possible in your B2B 

eCommerce store. Abandoned shopping carts can be a death sentence for many 

online stores — don’t let yours be one of them. With the B2B Wave eCommerce 

platform, your online checkout process is straightforward and quick, yet highly 

customisable and simple in design, thereby reducing the potential for checkout 

frustration. 

 

5. Flexible payment options 
Younger online buyers favour flexible payment and purchasing options when 

purchasing online. With the B2B Wave eCommerce platform, you can offer multiple 

payment options, including accepting online or offline payments. You can also 

accept payments with PayPal, Stripe, Square or Authorize.net, and invoicing is easy 

as well with our native QuickBooks Online, Xero, Fortnox and other integrations. 

Offering these types of flexible payment options with your online B2B eCommerce 

store further reduces the risk of losing these important millennial buyers due to 

checkout difficulties. 

 

6. Quick order messaging 
Unlike generations before them, your millennial buyers demand faster customer 

service when buying from your online B2B store, especially with regard to 

post-order transparency. They expect to receive communication updates from you 

about their order throughout the entire process, such as confirmation that their 
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order has been received, that it has been shipped, and when they can expect to 

receive it. They also want to be able to quickly and easily send messages about 

their order if they have questions. The B2B Wave eCommerce platform makes 

exchanging order-related messages with your younger buyers or updating them on 

their order status or shipping costs quick, easy and stress-free. 

 

Big generation. Bigger buying power. 
Millennials are driving big changes in the B2B world:  they are one of the largest 

generations in today’s workforce and they hold immense buying power. But that’s 

no reason to look at them as a bad thing. To market and sell to younger B2B buyers 

successfully, you just need to understand a little about their purchasing process 

and preferences, and how to cater to them effectively with the smart features and 

functionality in your online storefront they value most. 

 

The good news is that upping your B2B eCommerce experience to ensure your 

online portal attracts these younger buyers will introduce you to a whole new 

market as well as keep your business relevant and competitive. 
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Make it easy and intuitive 

4 Steps to Organising Your Product Categories 
 

 

 

When it comes to buying and selling online, perception does matter. Here’s an 

example: 

 

In a 2014 study by the University of Pennsylvania, researchers found that viewing 

an assortment of products horizontally leads to more perceived variety than when 

viewing a selection vertically. In other words, if you arrange the products in your 

online B2B store from left to right, buyers will think you offer a greater variety than 

if you arranged them from top to bottom. 

 

It’s no wonder then that the way you build and display your online B2B store is key 

to your eCommerce success. Indeed, a well-thought out, clear category structure 

will cause less friction for your online B2B buyers, leading to higher conversion 

rates and, eventually, increased sales. And for this reason, having that solid 
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category structure in place before adding any products to your eCommerce 

platform is a process not to be taken lightly by any wholesaler.  

 

Whether you’re new or old to the B2B eCommerce universe, here’s what you need 

to know about keeping your product categories organised. 

 

Step 1:  List all products currently available 
You can’t fill the shelves of your online B2B store in an effective way unless you 

have a solid grasp of your products. What do we mean by that? We mean that in 

order to arrange your entire store offering into categories, you first need to know 

what products your wholesale business offers — and yes, we mean every single one 

of them. 

 

One way to get organised is to create a “product inventory” in an excel file. There’s 

no need to make this file extensive; you just need to make sure that you include 

each product’s code and name. 

 

Step 2:  Divide and rule (out) 
Caesar may have been a great strategist in war, but his famous winning tactics can 

also be applied elsewhere. Once you’ve finished creating your product catalog, go 

back to the file. Yes, it’s time to start creating categories. To do so, you need to put 

your inquiring mind to the test:  Can you group certain products together based on a 

set of specific attributes? What common qualities do your products have? There are 

many ways in which you can divide your products into clear and concise categories. 
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For example, you can divide your product categories based on product function (e.g. 

tableware or decoration items), or you can divide them based on basic attributes, 

such as colour. Here are a few ideas to get your organisational juices flowing: 

 

● Function (e.g. cleaning supplies, decoration supplies) 

● Packaging (e.g. bulk, single items) 

● Seasonal (e.g. spring, autumn) 

● Festive (e.g. Christmas, Hanukkah, Ramadan, etc.) 

● Occasion (e.g. day, night, etc.) 

● Brand 

● Model 

● Power (e.g. electrical, solar, wind) 

● Gender 

● Type (e.g. savory, sweet, etc.) 

● Age (e.g. kids, teen, adult, etc.) 

 

Finally, do keep in mind that you can also put special offers or promotions in a 

specific category or subcategory, which you can then promote on your storefront’s 

home page or in your marketing and sales-driven communications with your clients. 

 

Step 3:  Create further division 
Now that you’ve organised your products into categories, you may feel that some of 

your products share more specific attributes than others. A great way to keep your 

categories tidy, clear and solid is to further divide them into subcategories. 
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For example, imagine you are a coffee supplier. You can initially create your product 

categories based on bean variety (e.g. Arabica, Robusta, etc.), and then add other 

subcategories, such as organic or fair trade. 

 

This practice of adding subcategories to your product catalog will not only make it 

more clear and concise, but will also help increase sales. In fact, according to a 

recent Columbia study, when you offer more products for sale, more people will 

visit your online store, but fewer people will actually make a purchase. This points 

to the fact that dividing your products into categories and subcategories may 

provide you with the key to success. 

 

Step 4:  Revisit and reorganise 
In the digital world, nothing is written in stone, so why should your product 

categories be permanent? As you add new products or variations to your online B2B 

store, or when some product categories start turning into your best sellers, it’s 

always smart to revisit and adapt your original product catalog. It’s important to 

ensure your product categories consistently follow new trends or customer buying 

patterns. This will ensure your B2B eCommerce store always remains organised, 

timely and relevant, while keeping your future sales potential high and intact. 
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Use social media 

Leverage the Power of Twitter for Your B2B 

Business 
 

 

 
Launched in March 2006, Twitter is one of the most popular social networking 

platforms in the world today — allowing users to create and share ideas and 

information instantly, in real time. And with more than 330 million active users 

every month and 500 million tweets sent every single day, Twitter has grown to be 

one of the largest 24/7 news sources for virtually everything. 

 

Twitter might seem a little risky to some B2B businesses, but if you understand the 

popular social media platform’s inner workings and use it correctly, the rewards are 

there to be had.  

 

● 145 million active daily users worldwide 

● 66% of users are male 
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● 6 out of 10 users are between 35-65 years old 

● 79% of Twitter accounts are international users 

● 2 billion videos watched each day 

 

When asked ‘Of the social media platforms you use, which three (i.e. LinkedIn, 

Twitter and Facebook) are the most effective at helping your organization achieve 

specific objectives’, 67% of B2B marketers answered ‘Twitter’, according to 

Content Marketing Institute. 

 

Twitter not only helps your business connect with your customers in real time, but 

also offers many benefits, including establishing your business as a thought leader, 

building brand awareness, attracting prospects, engaging with customers, and 

generating traffic for your website. Here are some more interesting facts about 

using Twitter for business: 

 

● 67% of B2B businesses use Twitter as a digital marketing tool 

● 93% of people who follow small and medium-size businesses (SMB) on 

Twitter plan to buy from them 

● 85% of SMB Twitter users say the social media platform is a critical piece of 

their customer service strategy 

● 80% of Twitter users are affluent millennials 

 

6 Ways to Use Twitter to Generate B2B Leads and Grow Your 

Business 
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1. Showcase your expertise. 
Set your company apart from the competition by showcasing your industry 

expertise on Twitter. Rather than being overly self-promotional, focus on educating 

your prospects and customers with valuable, share-worthy information on 

industry-relevant news, trends and advice. Show your audience everything you 

know and why you’re a better choice over the competition, and they’ll start 

associating your brand as a trustworthy thought leader. 

 

2. Answer questions. 
Twitter has become a haven for customer service activity, so make sure your B2B 

business is available for prospects and customers to ask questions and receive a 

response. You can also proactively engage your B2B customers by tweeting out 

those questions you know they typically ask or that address their known pain points 

and then offering a valuable response. For example, if you are a manufacturer who 

sells finished products to a distributor, one of the biggest concerns your distributor 

might have is whether or not you plan on selling direct. Utilising this Q&A-type 

format in your posts will not only help build your Twitter presence, but also solidify 

your credibility. 

 

3. Maximise your content marketing. 
Twitter can be a highly effective support system for maximising your existing 

content marketing efforts by generating traffic to your website. For instance, when 

you publish a new article to your blog, share it on Twitter. When you release a news 

item, share it on Twitter. This is a great way of not only driving traffic to your 

website, but also building high quality content that will increase your social shares 

and reinforce your online presence. 
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4. Use visuals. 
Even with 280 characters, telling the story of your B2B brand in a tweet can be 

challenging, and that’s where product images and videos are highly beneficial. You 

can use visuals to feature your products, tell the story of your brand, share your 

company’s personality, highlight customer reviews, and even address sales 

questions. Your audience wants to know what your business is up to, and they will 

always be more engaged with that information when your posts include visuals. 

 

5. Show your personality. 
Not sure what your company’s personality is? You’re not alone. B2B marketers have 

long struggled with how to portray their brand’s personality on social platforms. But 

if you want your B2B business to stand out from the crowd on Twitter, showing your 

personality is an ideal way of doing just that. If you’re unsure what your brand’s 

personality is, think about what you want your tweets to say about your company, 

and think about who the audience you are targeting is. Then, let these distinctions 

set the tone for your tweets. 

 

6. Optimise with hashtags. 
Hashtags were born on Twitter and are a highly valuable tool for boosting 

engagement and making sure your posts actually get seen. However, in order to get 

the most impact from your posts and help your B2B business reach the right 

audience, you need to understand how to use hashtags effectively. Take some time 

to research popular hashtags, investigate what hashtags your competitors are 

using, or perhaps create one of your own that is unique to your business. Branded 

hashtags are helpful for collecting and organising content about your company. Just 

be sure to use hashtags that make sense for your particular industry and niche 
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market. A great place to start researching popular hashtags, topics and more on 

Twitter is their Advanced Search Tool. 

 

Are you making the most of Twitter for your B2B business? 
There are many ways Twitter can help your B2B business achieve its goals and 

many ways of keeping your Twitter audience engaged and interested. As every 

business is unique though, remember that what works for one, might not work for 

another. Take time to monitor the analytics reporting feature Twitter offers to see 

what is and is not working for your company, and then adjust your strategy 

accordingly. 

 

Still need more convincing? Here are three reasons your B2B business needs to be 

on Twitter: 

 

● Your competitors use it. 

● It’s a fantastic source of free marketing. 

● It can increase your B2B sales. 
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Use social media 

10 Ways to Make Instagram Work for Your B2B 

Business 
 

 

 

Has your wholesale or manufacturing business been avoiding Instagram for your 

B2B marketing mix because you think it only attracts consumers? Well, think again! 

 

With over 1 billion active monthly users worldwide — 200 million of which visit at 

least one business profile every single day, according to Instagram — the untapped 

potential of Instagram for B2B businesses is huge. 

 

According to Content Marketing Institute, Instagram is an effective network for 

30% of B2B companies who use the social network to build brand awareness, 

engage with their audience and attract new customers. And according to 

TrackMaven, Instagram produces 20 times more engagement than LinkedIn for 

B2B brands. Here are a few more impressive statistics: 
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● Intel gained over 1.5 million followers on Instagram featuring its technology 

products. 

● Wells Fargo uses Instagram to showcase the human side of their company 

with nostalgic photos. 

● Appsee increased its click-through rate by 3.4x, decreased its cost per click 

by 2x and lowered its cost per qualified lead by 25%. 

 

And if you are concerned about the “younger” mindset you think Instagram focuses 

on, don’t be. Remember, millennials are the largest generation in our workforce. 

They make up a large portion of today’s B2B buyers and over half of them are active 

on Instagram. 

 

10 Tips for Growing Your B2B Business on Instagram 
 

1. Create a business profile. 
If you are using Instagram for your B2B business, make sure you create an 

Instagram business profile as it will provide you with additional benefits that 

personal profiles do not. These extra benefits include analytics about your profile 

and how your posts are performing; the ability to add a contact button; and the 

ability to add links to your Instagram Stories. 

 

2. Publish nine posts at the start. 
Before you begin promoting your new Instagram business profile and following 

others on the platform, create nine (9) posts and then publish them all at the same 

time. Instagram displays posts in grid format, so ensuring you have a solid grouping 
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of published posts on your page when you start promoting it will make your new 

Instagram business profile look cohesive and give it greater appeal. 

 

3. Utilise the “Stories” feature. 
Instagram Stories allows you to post pictures and videos with a hyperlinked 

call-to-action (CTA) to an album you create, and then feature those albums at the 

top of your profile. Although Instagram Stories only appear for 24 hours, they are 

highly effective at creating a sense of urgency for potential leads and customers, 

and businesses all over use them to improve engagement, visibility and content. 

Frequently Asked Questions (FAQs), case studies and customer testimonials are 

just a few examples of how you can use Instagram Stories to grow your B2B 

business on Instagram. 

 

4. Incorporate targeted hashtags. 
Using hashtags is a vital component of any social media strategy, and it is especially 

important for B2B businesses on Instagram. Choosing the right hashtags can make 

or break whether your company is successful on the social network or not, so be 

sure to use hashtags that are specific, targeted and relevant to the audience you’re 

trying to reach. You can come up with your own branded hashtags or use existing 

ones that are already trending, and remember to use them in both your posts and 

your profile. 

 

5. Focus on quality, not quantity. 
There is no perfect answer about how often to post on any social media channel, 

but one thing is certainly true for all of them regardless of what industry your B2B 

business is in — quality is more important than quantity. In other words, three (3) 
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high quality posts in a week is better than five (5) poor quality ones. Coming up with 

ideas for B2B social media content, however, can be difficult — you want to ensure 

the content you post not only aligns with your company goals and objectives, but 

also appeals and engages your target audience. To help make this task easier, start 

by creating content for three (3) main focus areas, and then expand from there once 

you are more into the swing of things. Those areas are: 

 

● Thought leadership (insights,advice and tips) 

● Corporate culture (a“humanised” behind-the-scenes look at your company) 

● Announcements (latest news) 

 

6. Showcase your products. 
Posting great product pictures and/or product videos is essential for success on 

Instagram (and you don’t need to be a professional photographer to get them!). You 

want your visuals to be as appealing as possible to your B2B customers — they 

want to not only see what your products look like, but also how they work. So, 

remember to show your products from different angles, use lots of natural light 

whenever possible, and make sure the composition is balanced (a product doesn’t 

always look best when it is placed in the centre of the screen). 

 

7. Showcase your customers. 
Your B2B business succeeds when your customers succeed, so share their stories 

about how your products helped their business grow. Choose impactful, inspiring 

customer success stories that accurately portray the value your products bring to 

them, such as where they sell your products or how they are displayed in a retail 

shop. 
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8. Take advantage of Instagram ads. 
Apart from the great organic traffic Instagram can provide your B2B business, its 

advertising program can also help get your content exposed to a larger audience. 

Instagram Ads allows you to advertise your posts as well as your Instagram Stories, 

and include a call-to-action (CTA) to drive people to your website right away. 

 

9. Jump on the #tbt bandwagon! 
Everyone loves a good throwback. One of the most popular hashtags on Instagram 

is #tbt (short for #ThrowbackThursday), and there are currently over 500 million 

posts using it. Your business can join in the nostalgia by posting photos highlighting 

your company’s history. 

 

10. Post when your audience is active. 
Instagram tracks how quickly your followers like and comment on your posts. Posts 

that receive fast engagement are more likely to be featured on the top of your 

followers’ feeds, so having a high engagement is important. A good way to achieve 

this is to make sure you are posting at the right time. To find out when your 

audience is actually active on the platform, simply connect your Instagram business 

account to the best time to post tool. 

 

Yes, Instagram is for B2B too! 
Despite what you may have thought before reading this article, unless you are 

targeting a highly niche market, your B2B customers are on Instagram, and your 

B2B business needs to be there too! 
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Yes, Instagram for business isn’t quite the same as other social media networks — 

you have to be a little more patient, creative and expressive to ensure your 

audience feels a connection with your brand, but once your wheels are well in 

motion and you have enough followers, your efforts will translate into sales or 

conversions quite quickly. 

 

According to TrackMaven, B2B companies experience their largest engagement 

ratios on Instagram. 

 

So, the moral of the story here is — if you work in the B2B industry, it’s time to give 

Instagram a second look as you plan your marketing mix. 
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Use social media 

Building Your Wholesale Brand on LinkedIn 
 

 

 

LinkedIn is the world’s most popular business social network designed for career 

and business professionals to connect. But unlike some other social networks that 

can be focused on making friends and gaining followers, LinkedIn is all about 

building strategic relationships — relationships with potential customers, clients 

and partners. 

 

With over 660 million members from almost every country and every industry you 

can imagine, LinkedIn is a B2B haven. And, of all the social media platforms, it is 

the one that is most effective when it comes to generating B2B leads. 

 

According to a survey by Demand Wave, 59% of B2B marketers say LinkedIn 

generates leads for their business; 38% of B2B marketers say LinkedIn is 

generating revenue for them; and 65% of B2B companies have acquired a customer 

through LinkedIn. 
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9 Ways to Grow Your Wholesale Business with LinkedIn 
LinkedIn is much more than an important part of the social media marketing mix for 

your wholesale business. You can also think of it as a primary lead generation and 

relationship-building tool that will also effectively build your company’s brand, give 

your company fantastic exposure, and drive a large amount of traffic to your 

website. In fact, in many social media industry reports, LinkedIn is one of the top 

places for enhancing brand recognition, especially for the B2B sector. 

 

To help you make the most of LinkedIn as a marketing vehicle for your wholesale 

business, we’ve compiled a list of ways you can use this powerhouse social media 

platform to find new customers, create new business contacts and ultimately grow 

your business locally and globally. 

 

1. Post regularly, but don’t overdo it. 
Posting regularly on any social media platform is vital to keeping your audience 

interested and engaged. However, the shelf life for LinkedIn posts can tend to be 

longer, so it’s important not to overdo it so that your posts aren’t competing with 

one another. 

 

According to LinkedIn, companies who post at least 20 times per month will reach 

at least 60 percent of their audience. A good rule of thumb for posting on LinkedIn 

is once a day. If you do post more than once a day, try to keep several hours 

between them. 
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2. Join groups. 
Search out groups on LinkedIn to join that are relevant to your target audience and 

where you might want to establish your brand as an influencer. Then, take part in 

the conversations in those groups, remembering to always add value. This is a 

highly effective way of not only finding out what your audience is talking about, but 

also offering advice to and interacting with them. 

 

3. Use Showcase Pages to feature your products and services. 
LinkedIn Showcase Pages allows you to highlight specific areas of your business 

and all aspects of your brand, such as product lines, individual business units or 

social initiatives. They are an extension of your LinkedIn company page, and 

provide a fantastic opportunity to feature unique content with your target audience. 

Showcase Pages have the same posting options and analytics as your company 

page to help meet your growth objectives. 

 

4. Create content that is relevant, valuable and engaging. 
Great content will grab your audience’s interest, build their trust and then aim them 

to your products and services. To ensure your content is valuable and memorable, 

remember to balance content focused on making the sale or promoting your 

products and services with content that teaches your audience to solve a problem 

or do something better and establishes your business as a thought leader. 

 

5. Invest in advertising. 
LinkedIn offers a diverse range of advertising vehicles for any size of business to 

build brand awareness and generate leads. These advertising vehicles include 

Sponsored Content (boosting a regular post), Message Ads (sending personalised 
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custom messages), Text Ads (a text plus a small image ad that appears in a user’s 

feed), Display Ads (engaging prospects with visual ads that inspire them to take 

action), and Video Ads (a video ad that plays automatically and appears in a user’s 

feed). With each LinkedIn marketing campaign, you can precisely target your ideal 

audience; create effective ads quickly that align with your brand and unique 

message; and control your advertising budget and costs with flexible pricing 

options. 

 

6. SEO your company page. 
It’s common knowledge that success with online marketing is greatly enhanced 

when search engines are better able to find you and understand what your B2B 

business is about. This is true not just for your company’s website, but also for your 

company’s LinkedIn page. When you search engine-optimise your LinkedIn 

company page, it will be easier for your audience to find you. Here are a few things 

you can do to make the most of your page: 

● Put relevant keywords into your company description and page text. 

● Include action words in your business title and company name. 

● Add a link to your website or company blog in your profile, your company 

description and your posts. 

 

7. Cross-post from your existing social media profiles. 
Struggling to figure out what to post on LinkedIn? Start with posting the content you 

already have on your other social profiles. Check your Twitter posts, for instance, 

and look for posts that received the most retweets, and then post that content to 

your LinkedIn company page. Similarly, on your Facebook business page, look for 

content that was shared the most and use that. As long as the content you post on 

LinkedIn is consistent with your brand and unique message, sharing the most 
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popular content from your other social media profiles on LinkedIn can provide 

access to a whole new audience. 

 

8. Invite your employees to connect and share content. 
An effective and easy way to expand your company’s reach on LinkedIn and give 

you greater exposure is to have your employees pitch in! Ask them to create and 

complete their individual profiles on LinkedIn, and note their current position at 

your company in their profile title. You can also have them follow your company, 

and ask them to like and share your posts. 

 

9. Track Analytics to measure your results and improve content. 
The analytics feature on your LinkedIn company page is a simple, free tool that will 

give you basic measurements of how your page is doing, who it is appealing to, and 

where you can be improving. The information provides insight into the performance 

of your page with rich analytics that gauge trends across metrics and time periods. 

You will see how many fans you have, who your top influencers are, and which 

posts are realising the most engagement so that you can refine your page’s content 

accordingly. 

 

Find Your Next B2B Customer on LinkedIn 
 

If you thought LinkedIn was just for job-seekers, think again! Every single day, over 

660 million members use this popular business social network to discuss their 

industry, establish relationships, share expertise and build their careers. It is the 

ideal resource for B2B marketing and offers your wholesale business (whether big 

or small) many opportunities to develop and grow. With LinkedIn, your business has 
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direct access to customers, competitors, partners and prospects. So, it’s no longer 

the time to ask, “Why should we use LinkedIn?”, but rather, “How do we master 

B2B marketing on LinkedIn?” 

 

Use social media 

6 Ways to Build Your Wholesale Brand on 

Facebook 
 

 

 

The days when B2B marketers snubbed Facebook and Twitter are long gone. In 

fact,  social media marketing is far from a new trend anymore — even in the world of 

wholesale. 

 

According to a 2014 study by the Content Marketing Institute and MarketingProfs, 

social media is the number one content marketing tactic used by B2B marketers. 
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In addition, 81% of these professionals are using Facebook to attract new leads as 

well as retain existing customers. It is more than clear than ever that Facebook is 

definitely turning into a key tool for B2B marketers and wholesalers everywhere. 

 

Let’s take a look at how Facebook can benefit your wholesale business and 

effective ways to use it. 

 

Why Facebook Is Integral to Your B2B Marketing Strategy 
There are many reasons why B2B marketers should strive to have a solid presence 

on Facebook. Here are the two of the most important ones: 

 

Brand building and reputation 
Not being on Facebook means you’re not only missing out on having a presence in 

the largest social media network in the world, but also disregarding one of the most 

effective ways to position your brand in the marketplace. Furthermore, Facebook is 

actually the social media channel that B2B decision-makers are most comfortable 

with when researching product-oriented information — at least according to 

UK-based firms Hotwire and Vanson Bourne. 

 

In their 2016 joint study, 24% of B2B decision-makers cited Facebook as their 

“social network of choice” for this type of research. 

 

Lead generation and targeted advertising 
With 1.55 billion users on Facebook, your audience is inevitably going to be reached 

through this channel. This, of course, means that it’s a great tool for lead generation 

– and it’s free! Even more so, if you’re willing to put your hand in your pocket for 
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some extra cash, the famous social network has developed a great paid ad platform 

to help marketers reach potential prospects. 

 

6 Things You Should Consider Sharing on Facebook 
Although you may now be convinced that Facebook needs to become part of your 

marketing mix, you may also be uncertain as to what type of content to use in order 

to connect with existing customers and create relationships with potential 

prospects. Here are six ways to use Facebook to your advantage (and to the 

advantage of your business)! 

 

1. Display your goods. 
Facebook is mainly a visual social network. In fact, posts containing images get 

almost 2.3 times more engagement than ones containing links. This means that the 

“king” of social networks is the perfect channel for you to share photos of your 

products for existing and prospective customers to see. It can also be a great 

medium for you to announce and display new or expected arrivals to your B2B 

online store. And you can even showcase your products by showing them in retail 

stores around your city, your country, or even the world. 

 

2. Make an offer (no one can refuse). 
Are you offering special discounts on certain products or product categories? Post it 

on Facebook! It’s literally the fastest way to let your customers know about it. In 

addition, the platform’s paid ads allow you to reach potential customers by tailoring 

your promotions by targeting specific audiences in terms of demographics, industry, 

location, etc. In this respect, you can segment your database into certain 

demographics and promote your offers to different buyer personas. For example, 
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let’s say you want to promote two different offers in two different product 

categories. With Facebook ads, you can easily split your database so that one-half 

of your target audience receives news about one offer and the other half receives 

the other offer. 

 

3. Show off your customers. 
Did you recently land a new retailer? Why not share this on social media? Whether 

your new client is a big fish or a small one, nothing says more about your brand than 

a continuously growing list of customers. So get on Facebook and put the word of 

your new collaborations out there for the entire (wholesale) world to see! 

 

4. Share your spot in a new market. 
Have you recently opened your digital store to a new country? Share it on Facebook! 

It will help increase your brand’s reputation among your existing customers 

because it’s a testament to your business’s reach and growth. Also, this type of 

news is a great vehicle for lead generation:  through it, you will be able to connect 

with prospects active in the new market you have just started doing business in. 

 

5. Announce your… homecoming. 
Facebook is a great way to let both your existing and potential customers know if 

you’re going to be part of an upcoming trade show in their city or country. You can 

even invite them to come by your booth for an in-person meeting. Event marketing 

is a great way to foster personal relationships with your existing customers, give 

value to your prospective customers, and then leverage both. And Facebook is one 

of the most cost-efficient and easy ways to share news about upcoming events 

you’re going to be attending. 
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6. Share your media exposure. 
Traditional media and press coverage is still important for B2B decision-makers. 

 

In fact, according to Hotwire & Vanson Bourne’s joint survey, the majority of B2B 

decision-makers report that press coverage in favoured publications contributed to 

them short-listing vendors. 

 

Social media is most influential in the early stages of B2B vendor identification and 

shortlisting. This means that sharing the media exposure and press coverage you 

have received on Facebook may actually get you closer to sealing a new deal with a 

prospective customer. 

 

Let’s get social! 
Facebook marketing for B2B companies is all about building solid, long-term, 

meaningful relationships with your buyers. All you need to do is to sow your seeds 

smartly and you’ll soon be reaping major benefits. 
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Simple & Powerful 

B2B Wave offers the easiest way to  

receive and process your B2B orders 
B2B eCommerce Solution for Wholesale Distributors,  

Manufacturers & Dropshipping Suppliers 
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