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Executive  
Summary

B2B commerce is undergoing a profound 

transformation, driven by the escalating 

demands of modern enterprises for more 

seamless, scalable, and personalized 

digital experiences. This whitepaper 

delves into the complexities and unique 

characteristics of B2B commerce that 

distinguish it from its B2C counterpart. It 

underscores the necessity for businesses 

to evolve beyond traditional sales 

methodologies and adopt innovative 

digital solutions that cater to the nuanced 

needs of today's business buyers.

The key topics discussed highlight the 

scale of B2B commerce, which 

significantly surpasses B2C in financial 

magnitude, and the critical elements that 

constitute the B2B online purchasing 

experience. This whitepaper not only 

provides a blueprint for understanding 

and navigating the complex world of B2B 

digital commerce but also showcases 

successful strategies and real-world 

applications that enable enterprises to 

stay competitive and responsive to 

market needs. 


By embracing a headless and 

composable commerce approach, 

businesses can craft tailored customer 

experiences, enhance operational 

efficiencies, and ultimately drive 

substantial growth and sustainability in an 

increasingly digital marketplace.
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INTRODUCTION
The expectations of B2B enterprises regarding their 

interactions with suppliers and partners have evolved 

significantly today.

No longer is it sufficient to focus solely on negotiating large contracts with purchasing 

departments or executive management. Instead, there is a critical need to provide a holistic 

digital experience that mirrors the convenience and engagement that buyers are accustomed to 

in their B2C transactions.


For B2B organizations, the challenge lies in seamlessly integrating their product offerings, 

content, and technology into a cohesive digital ecosystem that not only meets current demands 

but is also scalable to accommodate future needs. 
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Chapter 1: Defining B2B 

Commerce- What Sets It 

Apart

1.	The Scale of B2B 

Contrary to popular perception, the B2B digital commerce market significantly 
outstrips B2C in terms of financial magnitude. Forrester research projected that 
by 2023, the B2B commerce market in the United States alone will reach a 
valuation of 2 trillion USD, dwarfing the global B2C forecast of 736 billion USD for 
the same year.

The reason behind the larger scale of 
B2B commerce lies not in the number 
of individual consumers but in the 
volume of transactions. For instance, a 
manufacturer of plumbing supplies 
might have only a few hundred 
plumbing companies as customers, but 
each of these companies serves 
hundreds of individual clients, thereby 
exponentially increasing the 
transaction volume through the 
manufacturer’s sales channels. 


Although the number of direct buyers in 
B2B is smaller, these buyers are 
responsible for a significant amount of 
business and have high expectations 
for efficient purchase processing.
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Comparative Insights

B2B and B2C Dynamics

B2B DYNAMICS B2C DYNAMICS

Buyer

Purchasing is handled by departments or 
designated buyers representing the 
company's needs. The process must be 
seamless, straightforward, and efficient due 
to obligatory procurement.

Individual consumers with more 
flexibility and   spontaneity in the buying 
process.

Product Type

Characterized by a continuous and 

structured buying cycle with recurring, 

predictable orders.


 

Typically, a one-time cycle, driven by 

spontaneous and inspirational 

purchases.

Workflows
Complex buying with specific approval 

processes, cost centre considerations, and 

significant aftersales engagement.

Simpler buying process with basic order 

logic and limited aftersales interaction.

Touchpoints

Interaction through dedicated sales reps, 
customer service, and automated 
procurement platforms (e.g., M2M 
communications).

Engages through consumer-facing 

channels like online forms, emails, 

chats, search engines, and social 

media.
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Product Type
Often complex and highly configurable 

products with many variations to meet 

specific industry needs.

Generally simpler products with fewer 

variations.

Search Method
Product searches are typically driven by 

specific identifiers like EAN codes, ensuring 

precise results.


 

Keyword-driven searches that yield 

broad, general results.

Pricing
Involves complex, negotiated, and often 

customer-specific pricing structures, 

including localized adjustments.


 

Simpler, more standardized pricing with 

discounts and promotional campaigns.
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Comparative Insights

B2B DYNAMICS B2C DYNAMICS

Payment Methods
Transactions are frequently processed 

through invoices or corporate credit cards.

Diverse payment options including 

credit cards, PayPal, and other digital 

wallets.

User Interface

Prioritizes technical interfaces like OCI and 

EDI for efficient workflow and digital 

procurement processes.

Centers on user-friendly, "human" 

interfaces designed to provide 

inspirational and memorable 

experiences.

Decision-Making 
Process

Involves multiple stakeholders and can be 

lengthy due to the need for approvals and 

complex vetting.

Usually involves individual 

consumers making quick decisions 

with little to no external consultation.

Regulatory 
Requirements

Higher due to industry-specific regulations 

and compliance needs.

Less complex, with fewer regulatory 

hurdles, except in specific sectors 

like healthcare.

2. Crucial Elements of the B2B Online 
Purchase Experience

The B2B online purchase experience is rapidly transforming, driven by changing 
buyer preferences and the increasing influence of digital technologies. Recent 
statistics highlight a significant shift in the landscape: 44% of millennials, now 
key decision-makers in many organizations, prefer no sales interaction during 
their B2B purchasing decisions. 

Gartner reports that B2B buyers spend only about 17% of their purchase time meeting with potential 

suppliers, while the majority of their time, an overwhelming 90%, is dedicated to independent online 

research.
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This evolution underscores the importance of optimizing the online buying 
experience to meet the expectations of a new generation of buyers who demand 
ease, speed, and transparency comparable to direct-to-consumer shopping. In 
this context, several crucial elements must be mastered to ensure that B2B 
platforms not only attract but also retain and satisfy business customers.

In B2B commerce, a variety of features are essential for streamlining the different 
stages of the customer journey. From pre-purchase interactions to post-purchase 
management, these capabilities support a well-rounded digital experience. 
Below, we explore key capabilities relevant to each stage of the B2B buying 
process.

Pre-Purchase Capabilities
The pre-purchase phase in B2B involves several critical functionalities that 
ensure smooth navigation, account management, and tailored experiences.
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Multiple Child Accounts: This feature allows organizations to manage 
multiple user accounts under a single business entity. Each child account 
can be assigned specific roles and permissions, making it easier to manage 
complex purchasing teams.

Customer Groups: Customer groups enable the segmentation of buyers 
based on various factors such as business type, size, or region. This 
segmentation can be used to present different pricing, catalogs, or 
promotions specific to each group.

Advanced Search: An advanced search capability allows users to efficiently 
filter large product catalogs using various parameters such as product type, 
specifications, or availability, providing a faster way to find specific items.
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Sales Literature: This refers to providing access to documents like 
brochures, data sheets, and product manuals that help inform purchasing 
decisions, especially when dealing with complex or technical products.

Different Price Levels: B2B commerce often requires multiple pricing tiers 
based on customer type, volume of purchase, or contractual agreements. 
This feature enables dynamic pricing across different customer segments.

Multiple Payment Gateway Support: In a global marketplace, supporting a 
variety of payment gateways allows businesses to offer flexibility in how 
transactions are processed, making it easier to accommodate different 
customer preferences.

Multi-Currency, Multi-Lingual, Multi-Region Support: This feature allows 
platforms to operate across different countries by offering localized currency, 
language, and region-specific options, facilitating global commerce.

Bulk Discounting: This refers to the automatic application of discounted 
prices based on the quantity of items ordered, which is a common practice in 
B2B transactions where large volumes are purchased.

Product Configuration: In B2B, products may require customization 
according to buyer needs. Product configuration capabilities allow customers 
to select options or specifications (such as size, colour, or features) before 
placing an order.

Replacement Management: A system that helps manage product 
replacements ensures that when goods need to be returned or swapped, the 
process is streamlined and documented effectively.

Quotation Process: The quotation feature allows businesses to generate 
and share price quotes with customers, often used in situations where 
pricing is negotiated before the final order is placed.

Order Approval Processes: Many B2B businesses have internal processes 
where orders need to be approved by one or more individuals before they are 
finalized. This feature allows for multi-step approval workflows.

Trading Account Management: Trading accounts are often used in B2B to 
facilitate ongoing transactions where payment may be made on credit. 
Managing these accounts includes handling credit limits, terms, and tracking 
payments.

Purchase Capabilities

The pre-purchase phase in B2B involves several critical functionalities that 
ensure smooth navigation, account management, and tailored experiences.
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Tax Management: B2B platforms need to calculate and manage taxes 
according to the laws of different regions. Automated tax management helps 
ensure compliance with local tax regulations.

Credit Limits & Payment Terms: This capability allows businesses to set 
credit limits and define payment terms for each customer, ensuring clarity in 
how payments will be managed.

Checkout Customization: The checkout process in B2B may require more 
customization than in B2C, allowing for additional options such as specific 
shipping methods, payment terms, or delivery schedules.

Multiple Warehouses: This feature enables businesses to manage inventory 
across multiple locations, optimizing shipping and stock management based 
on the nearest or most convenient warehouse.

Support Integrations: Post-purchase customer support is crucial in B2B. 
Integrating support tools into the platform helps streamline communication 
and resolve issues related to orders or products.

Webhooks & APIs: These are technical features that allow the B2B platform 
to communicate and exchange data with other systems, enabling greater 
automation and synchronization between tools.

Approval Process Automation: Automating approval processes post-
purchase helps ensure that necessary checks and reviews are completed 
efficiently, often for invoices or other financial transactions.

Order Management: This feature allows businesses to track and manage 
orders from the moment they are placed until they are fulfilled, providing a 
comprehensive view of the entire order lifecycle.

Post-Purchase Capabilities

Post-purchase features help manage everything from order fulfilment to ongoing 
customer support, ensuring that transactions are smoothly completed and 
followed up.

ERP Integrations: Integrating with Enterprise Resource Planning (ERP) 
systems allows B2B businesses to synchronize data across various 
operational areas like inventory, orders, and finances.



 Challenges of B2B Businesses: 
Manufacturers & Wholesalers
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Digital Services Layer
The digital services layer focuses on empowering customers with self-service tools and 
additional functionalities that enhance the transactional experience.

Request for Quote: This feature enables buyers to formally request a price quote from 
the seller before placing a large or customized order, commonly used in industries 
where pricing varies based on specifications or volume.

Negotiation Process: In B2B, prices and terms are often negotiable. A built-in 
negotiation feature allows buyers and sellers to discuss and adjust terms directly within 
the platform.

Negotiation Process: In B2B, prices and terms are often negotiable. A built-
in negotiation feature allows buyers and sellers to discuss and adjust terms 
directly within the platform.

Check Price & Stock Availability: Real-time access to pricing and 
inventory levels ensures that buyers can make informed decisions 
based on the latest product availability and costs.

Download Statements, Invoices, and Credit Notes: Offering self-
service options for downloading important financial documents like 
invoices or credit notes adds convenience for customers managing 
their own accounts.

Running a B2B business as a manufacturer or wholesaler is no small feat. 
Whether it's juggling orders, scaling across departments, or keeping tech up-to-
date, the challenges are real. Here are some of the biggest hurdles B2B 
manufacturers and wholesalers face today:

01 Manual Order Processing: Still Stuck in the Paper Age?

If you're still processing orders manually, you're not alone—but you're definitely 
falling behind. Manual order processing is slow, error-prone, and a serious 
roadblock to scaling. Not to mention, it ties up your team with repetitive tasks, 
leaving little time for strategic growth. Time to automate and give your team their 
sanity back!
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02 Digital Customer Acquisition: How Do You Find New Business?

Digital transformation has shifted the way B2B businesses acquire customers. If 
you're relying on old-school methods like cold calls and trade shows, you're 
missing out. Today’s B2B buyers want the convenience of finding and engaging 
with suppliers online. Digital customer acquisition is the future, but cracking the 
code on how to do it effectively can be tricky.

03 Scalability Across the Organization: Ready to Grow, But Not Sure How?

As businesses grow, so do their operational complexities. Scaling smoothly is a 
huge challenge for wholesalers and manufacturers. How do you manage a larger 
volume of orders? How do you make sure your tech and processes can handle 
growth without chaos? If you don’t have a scalable infrastructure in place, things 
can quickly get out of control.

04 Legacy & Complex Tech: Is Your Tech Holding You Back?

Many manufacturers and wholesalers are stuck with legacy systems—old, clunky 
technology that doesn’t play well with newer tools. Upgrading is a daunting task, 
but without modern, flexible tech solutions, it’s almost impossible to keep up with 
the demands of the digital age. If your tech stack feels like a tangled web of 
outdated systems, it's time for an overhaul.

05 Inconsistent Product Information: The Data Struggle is Real

Nothing frustrates a buyer more than inconsistent product information. When your 
product data is scattered across spreadsheets, different systems, or departments, 
mistakes happen. It’s hard to maintain accuracy, and errors can cost you both time 
and credibility. A single source of truth for your product information is a must if you 
want to stay competitive.

06 Support for the Business Team: Where’s the Backup?

Often, the business teams are left scrambling to support everything from customer 
service to fulfilment without the proper tools. They need systems that make their 
jobs easier, not harder. When they’re bogged down by manual processes or 
outdated tech, it’s hard to keep up with customer demands or deliver top-notch 
service.



Chapter 2: Transforming 

the B2B Customer Journey

1.	Mapping the B2B Customer Journey 

B2B buying process

 Initiators recognize a problem

 Buyers begin to explore a solution

 A company builds its requirements

11

The evolution of B2B purchasing is marked by a significant shift from traditional 
sales-driven interactions to more autonomous online processes. Traditionally, the 
journey began with direct interactions with a sales team from manufacturers or 
distributors. However, the current landscape sees businesses increasingly opting 
for digital purchasing solutions that offer personalization and a transparent digital 
documentation trail.


Research by Gartner indicates that B2B customers typically progress through 
57% of their purchasing journey before ever engaging with a sales representative. 
This underscores a paradigm shift where self-service online transactions are 
becoming standard, necessitating that B2B commerce platforms deliver a 
comprehensive end-to-end user experience. 


Furthermore, the integration of advanced technological processes is reshaping 
how B2B transactions occur. Standards such as OCI (Open Catalog Interface) and 
EDI (Electronic Data Interchange) are pivotal, allowing seamless communication 
between enterprise resource planning (ERP) systems across businesses. For 
example, companies can automate the procurement of necessary spare parts 
executing orders through a mere click or through fully automated systems.



 Use Cases

 Potential suppliers are evaluated

 A product or service is purchased

This automation extends to numerous B2B transactions that occur without any 
human intervention, highlighting the need for robust and uninterrupted system-
to-system communication. Such advancements not only streamline operations 
but also enhance the efficiency and scalability of B2B interactions.

Below are some important challenges that B2B businesses face while following 
traditional methods and their solutions:

Challenge


Many B2B businesses still handle quote creation and management manually, like 
over calls, leading to significant inefficiencies and potential inaccuracies. This 
manual process can delay response times to customer inquiries, result in errors 
in quote details, and limit the ability to adjust quickly to market changes or 
customer needs. Additionally, manual tracking and approvals of quotes can cause 
bottlenecks in the sales process, impacting customer satisfaction and sales 
velocity.

Automated Quote Creation: Enables sales teams to generate accurate and 

customized quotations based on predefined rules and customer data.

Quote Tracking and Approval Workflow: Streamlines the process of quote 

approval, allowing for quick adjustments and approvals by relevant 

stakeholders.

Solution:
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 Use Case: Quote Management



Challenge


B2B sales often involve intricate pricing structures that vary based on customer 
agreements, volume, and negotiated terms. Manually managing these can lead to 
inconsistencies and errors in billing.


Each B2B customer may have unique requirements and expectations that 
necessitate tailored products and services.  



Solution:

Dynamic Pricing: For automatically adjusting prices based on customer 

profiles, purchase histories, or market conditions.

Detailed Product Information Management: To enable precise 

management of extensive product attributes and specifications across 

multiple channels.
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 Use Case: Custom Pricing and Products for 
Every B2B Customer

Product Customization Tools: For allowing customers to configure products 

or services according to their specific needs directly within the ordering 

platform.

 Use Case: Management of Complex Product 
Attributes

Challenge


B2B products often come with detailed, technical specifications and multiple 
variations. Accurately managing this extensive data across various sales 
channels can be cumbersome, increasing the risk of inconsistencies and 
impacting order accuracy and customer satisfaction.


B2B inventories can be in thousands or lacs, as they expand, efficiently finding 
specific products becomes crucial.



Solution:



Challenge


Many B2B business aim to diversify their market by adopting B2C model as well. 
Such businesses fail to do so because of catalogue complexities and tailoring it 
for direct consumer. Also, fulfilment options vary for B2C customers as they might 
go for a COD, BNPL, wallets or UPI payment (which does not support huge 
transactions).



Solution:

Flexible Fulfilment Options: Supports different logistics and delivery options 

suitable for both business and end consumers.
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 Use Case: Hybrid Selling Models (B2B and B2C)

Attribute-Based Searching and Filtering: To enhance user experience by 

allowing customers to find products based on specific attributes.

Dynamic Catalog Management: To manage and customize product catalogs 

dynamically, allowing for separate B2B and B2C offerings within the same 

platform.



For B2B companies aiming to adapt to the shifting preferences of modern 

buyers, it's crucial to implement a robust ecommerce platform that supports a 

self-serve model, similar to B2C/DTC-style experiences.


 


BetterCommerce offers a versatile ecommerce solution tailored for both B2B 

and B2C markets, providing distinct advantages through a unified back end 

that can operate two storefronts: one public for B2C customers and another 

password-protected for B2B transactions.


 


Business buyers using the BetterCommerce platform can easily create their 

own profiles, which empower them to:


       View Wholesale Price Lists


       Set Custom Payment Terms


       Generate Invoices for Previous Orders


       Invite Other Decision Makers to the Company Profile

 Use Case: Custom Catalogs for Partners and 
Suppliers

 Tailored Product Offerings: Allows creation of customized catalogs specific 

to the needs of different partners or market segments.

Role-Based Access Control: Ensures that partners and suppliers see only 

the information relevant to them, enhancing security and user experience.
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Challenge


B2B businesses often face difficulties in presenting tailored product information 
that meets the specific needs of diverse partners and suppliers. A one-size-fits-
all approach to product catalogs can result in irrelevant information overload for 
some partners and insufficient detail for others, complicating sales processes 
and partner relations. Additionally, managing access to sensitive product 
information without compromising security or user experience poses significant 
challenges.

Solution:
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 Use Case: Comprehensive Account Management

4.	Adapting to market needs

B2B companies face increasing 
pressure to stay competitive and meet 
the diverse, ever-changing demands of 
their clients. Adapting to market needs 
is no longer just about keeping pace but 
about staying ahead, using 
technological advancements to deliver 
tailored solutions and experiences.


This necessity drives the shift towards 
more dynamic and flexible commerce 
systems, such as headless and 
composable commerce. These 
architectures offer significant strategic 
advantages by enhancing 
customization, integration, and 
scalability.

Challenge:


B2B businesses often deal with complex customer organizations where multiple 
users from the same company need varying levels of access and control over the 
purchasing process. Additionally, managing and enforcing budget constraints 
across different departments or user groups within a single organization can be 
cumbersome and error-prone when handled manually.



Solution:

Complex Hierarchies: Support for multiple users under a single corporate 

account with differing roles and permissions.

Budget Controls: Allows setting budget limits for different departments or 

users within the same organization.



65%
B2B conduct all their 

transactions online
B2B revenues now 

stem directly from 

ecommerce

18% 49%
 B2B purchases in the 

UK, US, and China are 

made online.

 eCommerce is now a mainstream 
channel for B2B companies. A 
report by McKinsey & Company 
highlights that approximately 
65% of B2B enterprises across 
various sectors conduct all their 
transactions online.

The shift towards ecommerce is 
largely revenue-driven. 
McKinsey's findings also reveal 
that about 18% of B2B revenues 
now stem directly from 
ecommerce, surpassing 
traditional channels like phone, 
email, and video conferencing.

Supporting this, Wonderman 
Thomson data shows that, as of 
2021, nearly half (49%) of B2B 
purchases in the UK, US, and 
China are made online.

Discover the power of true Omnichannel 
experiences
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However, simply having an online presence is no longer sufficient. Despite the 
growth, 52% of B2B buyers express frustration with their online purchasing 
experiences. Critically, 90% of buyers would consider switching to a competitor if 
a supplier’s digital offerings fail to meet their expectations.


For B2B companies to thrive, prioritizing digital transformation to enhance online 
customer experiences is essential.



The B2B commerce sector is increasingly adopting headless and composable 
commerce to meet its need for flexibility and speed in a rapidly evolving market. A 
2022 survey revealed that over 60% of technology leaders prioritize API-driven 
architectures, underscoring a shift towards scalable and modular ecommerce 
solutions.


The strategic benefits of such architectures include enhanced customization, 
quicker deployment, and reduced total cost of ownership, aligning perfectly with 
the dynamic needs of modern B2B commerce.

Robust API Integration: Fundamental to B2B platforms, a strong API-driven 

architecture supports seamless connections with other systems, essential for 

integrating diverse systems effectively.

Decoupled Systems Design: The separation of frontend and backend 

processes enhances flexibility, helping B2B companies remain agile and 

responsive to market changes and customer demands.

Rapid Custom Development: A strong foundational API and adaptable data 

model allow for faster development of unique features, reducing costs and 

encouraging innovation.

 Cloud-Driven Scalability: Cloud solutions facilitate rapid deployment of new 

functionalities and scalability without the need for physical servers, 

accelerating time-to-market.

Adaptive Data Architecture: Enables B2B organizations to dynamically 

customize their data structures to meet specific business needs, allowing for 

the addition of new attributes and the reorganization of product catalogs.

Chapter 3: Strategic Growth 

with Modern Commerce 

Solutions

 Advantages of Headless & Composable         
Commerce in B2B
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Reduce Total Cost of Ownership 

(TCO): By simplifying the 

technology stack and reducing 

dependencies, companies can 

lower maintenance costs and 

decrease the complexity of 

integrations.

Craft Tailored Customer 

Experiences: Create 

customized interfaces that 

meet the unique needs of each 

customer segment or 

individual buyer.

Enhance Flexibility and 

Innovation: With the freedom to 

experiment and iterate on 

customer-facing elements 

without impacting backend 

processes, companies can 

rapidly respond to market 

changes.

Ensure consistent brand 

messaging across alScale 

Effortlessly: As demand 

fluctuates, headless 

architectures enable 

businesses to scale their 

operations dynamically without 

significant reengineering.l your 

sales touchpoints.

Optimize Operational 

Efficiencies: Streamlined 

processes and better 

integration capabilities lead to 

smoother operations and 

increased productivity.

Boost Business Agility: 

Decoupling the frontend from 

the backend simplifies updates 

and changes, reducing time-

to-market for new features.

Adopting headless commerce allows 

companies to:
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Alternatively, it can serve as a comprehensive, end-to-end commerce solution 
when used in totality. This platform provides a flexible framework and open APIs, 
facilitating easy customization and integrations, while retaining the advantages of 
a SaaS platform.

If the system's limitations severely 

hinder business operations or 

competitive positioning, a complete 

overhaul might be a. This involves 

replacing the entire monolithic system 

with a modular architecture. While 

riskier and requiring a comprehensive 

plan and possibly a longer transition 

period, this approach can transform 

the business technology landscape 

drastically.

Diferentiators

01

Evaluate Current Infrastructure: Begin by conducting a comprehensive 
assessment of your existing commerce infrastructure. Understand the limitations 
and bottlenecks of your current system and identify which components are the 
most outdated or inflexible.

02

Define Strategic Objectives: Clearly outline your company’s long-term goals. This 
will help determine the extent of flexibility and scalability needed in your new 
commerce architecture. Consider how headless and composable elements can 
align with these strategic objectives.

03 Choose a Transition Strategy:

For companies that need to maintain 

ongoing operations without significant 

downtime, gradually integrating 

headless architectures can be 

effective.


Start by decoupling a single function, 

like the user interface, from the 

backend systems. This approach 

minimizes risk by allowing teams to 

adapt and learn as they gradually 

replace more components.

 Initiating a Headless & 
Composable Commerce Strategy
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SUCCESS STORIES

01

Implement Robust APIs: Central to headless commerce is the use of APIs 
that allow the frontend and backend to operate independently yet 
communicate effectively. Develop or adopt APIs that are secure, scalable, 
and capable of handling complex data integrations seamlessly.

02

Leverage Cloud Solutions: Utilize cloud-based services to enhance flexibility 
and scalability. Cloud platforms can provide the necessary infrastructure to 
support a modular system and allow easier scaling as business needs grow 
or change.

By carefully planning and executing these steps, B2B companies can 
successfully transition from a monolithic to a headless and composable 
commerce system, thereby increasing their agility, efficiency, and ability to meet 
customer demands in a digital-first world.

Alvin Key Clamps (AKC), established in 1939, specializes in supplying key clamps 
and tube products for various structural needs, including handrails and guard 
barriers. Facing challenges in managing product data and customizing client-
specific needs, AKC needed a solution to streamline their B2B operations 
efficiently.


BetterCommerce turned out to be the most appropriate option for AKC to help 
them with their endeavours.
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conclusions

As we conclude this exploration into the foundational and strategic elements of 

B2B digital commerce, it is clear that the future of B2B transactions lies in the 

ability of businesses to adapt, innovate, and respond to the fast-evolving 

demands of the digital era. The journey from traditional commerce models to 

dynamic, digital-first approaches is not merely an option but a necessity for B2B 

companies aiming to thrive in a competitive global market. 


The transition to headless and composable commerce systems represents a 

pivotal move towards achieving greater agility, customization, and scalability. 

Companies that invest in advanced digital commerce frameworks are better 

positioned to manage complex product attributes, engage in hybrid selling 

models, and offer bespoke customer experiences that are both efficient and 

compelling. 


By fostering a culture of innovation and flexibility, companies can ensure they 

are not only participants but leaders in the digital transformation of B2B 

commerce.
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