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Personalization in B2B Commerce : Beyond Demographics to Roles

[ Key takeaways

Learn how to build role-based personas that will engage your customers across all process touch
points.

[ - Improve conversions and customer loyalty through underused personalization strategies.
Discover pragmatic personalization tactics for quick wins.

Cracking the code of B2B user Case Study : Using Al personalization to unlock new opportunities for your customer.

personalization—Moving beyond

demographics to roles Today’s Agenda
Approaching Personalization as a B2B Leader 10 mins
® In session personalization with Coveo 10 mins
Technical perspectives + case study 10 mins
® Q&A with guest speaker 20 mins
Wrap up
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Approaching Personalization as a B2B Leader

Business Perspective

Consumerization within B2B has created new customer
expectations but it also creates opportunities to
engage your customers across all touch points

- There are significant differences between B2C and B2B
customers that influence personalization strategies

- A clear, feedback-driven personalization roadmap is
required to meet customer expectations and achieve
business goals

Sophisticated personalization strategies are connected
across all channels and touchpoints

“B2B buyers expect more
self-service capabilities. B2B
customers have come to expect
a seamless and personalized
buying experience, similar to
what they experience in their
personal lives.”

Forrester - February 6, 2024
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Customer & Personalisation

Customer e o 0 0 o Consumer

LT L — -

e Sales
® Service
e Inventory

e o o o o o Finance

Phie -

B2B B2C
The customer is a business user performing a role - - The customer is the consumer - they are making a
they are making a professional decision personal purchasing decision
B2B businesses are dealing with multiple individuals - B2C businesses are dealing with an individual
performing multiple roles within the customer consumer and customer journey

organisation

They have powerful tools for observation & testing
B2B businesses often win the customer and then

transact under a contractual agreement over several - B2C businesses are focussed on winning every
years customer visit and every customer order

B2B users have Firmographics and Demographics and Roles-based personas.
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Foundations of B2B Personalization

0
Sl

Functional Role Business Process
Personalization Objectives

based on job Understanding
functions within an customer goals
organization. and decision-

making roles.

B2C Personalization is predominantly Product & Merchandising.

TTI-1-TT1-

Firmographics

Tailoring to
industry, size,
revenue, and
technology.

9

%

Demographics

Personalizing
based on
individual details
and interactions.

B2B Personalization extends to different Workflows, Functional Capabilities & Experiences.
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B2B Personalization Strategy Cycle

Define Objectives
Set clear goals for personalization
Continuous Improvement Data Audit
Refine strategy based on insights Assess data quality and completeness
Reporting and Analysis Technology Evaluation
Generate reports for insights Evaluate and upgrade technology stack
Performance Monitoring Segmentation Strategy
Track key metrics and engagement Develop audience segmentation strategy
A/B Testing Content Audit
Optimize content and messaging Review and identify content opportunities
Training Data Integration
Train teams on new tools and processes Unify data sources for customer view
Workflow Automation Technology Implementation
Automate personalized experiences Implement or upgrade marketing tools

Content Creation
Create personalized content for segments
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Personalisation Across All Touchpoints

1. Collecting real time data across 8 touch-points
*  where do customers leave the journey?
*  what’s causing customers to switch channel?

2. Enabling personalisation across multiple touch-points
3. Optimising the channels used to reach customers

Contact Centre

INSIGHTS
* 25% of calls in to CSC are made AFTER browsing the website
Direct Mail

* 56% of customers who placed an online order called CSC within 30 mins

» 23% of online customers who placed an order OFFLINE had viewed their
shopping basket ONLINE

* 20% of customers that place an order via FAX viewed the website first

* 80% of customers that receive a catalogue do NOTHING within the next 5 days
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The most comprehensive suite of powerful Al models

Spotlight: Search & Navigation

Retrieval &
Ranking Al
_ _ _ Models
Multiple layers of retrieval and ranking Al models Q_ pressure valves
Breadth &

Depth of Al « Key word and lexical matching
Lexical Matching

@E all orchestrated to to maximize relevance: ik

» Semantic Understanding |
[ ?  Semantic
. . .& Understanding
» Automatic Relevance Tuning n Giopevabe fonpresre o
_ — $720.99 $756.38
. A i
« Intent-Aware Product Ranking D) Rl tuning 4
. an
« Business-Aware Product Ranking D | tent-Aware —\. a ol
@9 ProductRanking m ;’j
Y
Business-Aware Ball Valve Trunnion Ball Valve
Product Ranking i'“*v' b :W*N'
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@

Breadth &
Depth of Al

The most comprehensive suite of powerful Al models
Spotlight: Deep Learning for Personalization

Shopper A

Readjusts experiences in real-time within a

i - Real-time Activi
session 1 i dl. v
~ Device: Mobile Cart has skis

» Uses product vectors with behavior
embedded | Bt Geton

g of product affinities

* No login or audience segmentation Succesiul Historica Evrts
required

 Applied to personalize e 3 conen | Sestime ity
Query Device: Laptop Cart has golf balls

- Query suggestions Suggestion
- Rankings .
- Recommendation Intent Aware Session-based Shpper 5

Product Ranking Recommendations

FE

Results

Results

b,
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%%

Index &
Connectivity

Optimized search and discovery built to handle complexity

Spotlight: Unified Index

VIDED TUTORIAL:

How fo choose your

* Provides unified product & hame sy e
content discovery

* Native, Universal and Custom
connectors which are maintained
and able to pull data from any

source v s T e
» Connects to and indexes any "b St
type of rich content — from W 3. w7 [N
how-to’ videos to technical specs 00 9 EhE e
to product brochures, community [ Pa
posts or service guides
Native Universal (eneric) Custom
& O O & & 08 © @ =
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Scalability: Optionality in 2 "\\\\\\\\\\\\\\\\\\\\\\\\\\\\“\ andscape

The o ’ '
problem \ . e oveo’s solution

Large B2B catalog w**’ Rt S field
- RS ‘(3 e 060
price books per - P e R G o peitems
o N 62y )\ oA
O W e (100K+)

\>
o0 Air ot o

U | Price books

Price
books

ast
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Empowered business users for strategic and impactful actions

Spotlight: Merchandising Hub

Built on top of our Commerce API the
Merchandising Hub is designed to make
business users independent from
developers

« Easy rule creation for ranking and filtering

* Intuitive visual editor and preview to see
impact of applied rules

» Configure and deploy Al recommendation
strategies in a few clicks Peopl also bought

[« Te 1]
208,

Merchandising

& Insights « Easy workflow for scheduling and
integrated A/B testing

nnnnnnn

» Page or query-specific analytics

« Visibility into Al and ranking
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Demo

B2B seller of Industrial & Safety Products for MRO




= Consider "gloves”

Search for: glove

Q gloves Simple nouns are often the most difficult to
handle because there may be thousands of
relevant products:

* Boots (construction or chemical plant)
Masks (laboratory or asbestos removal)
Coveralls (flame resistant or clean room)
Torch (flashlight or welding torch)

Seal (food grade or cryogenic)

Wire (electrical versus welding)

Chain (for lifting or for a drive system)

Q cut pro gloves
Q cut resistant gloves size 6

Q water resistant glove

Q gloves welding

<)

Q puncture gloves

Q high voltage gloves

Q cut resistant glove

Q Iv gloves

ttl q disposible gloves

— £ coveo"
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[ gloves X Q]

Default Results

logue  Help

Login or Register to view price and availability

In this case Coveo:
Deses * Attempts to Disambiguate

« Recommends alternate queries

 Shows best sellers

Filters: Category:Hand Protection / ... / Workplace Sa... x Clear
( » Based on all recent user behavior

PROSAFE Ultratech Nitrile Foam W9673BP General Purpo
Breathable Foam Palm Coated - Ultra Thin - Knit Wrist Cu'

PROSAFE BW#:06739368 MFR#W9673BPL UNSPSC#:46181504

Colour Size

Grey/Bl... ¥ 9 v

Product Information  View Product Options

PROSAFE Kyorene CR18PCCHT Cut Resistant Gloves - Cu
Palm Coated - Grey/Black - 2XL

PROSAFE BW#:01354292 MFR#:CR18PCCHT-2XL UNSPSC#:46181536

Colour Size

Grey/Bl... ¥ 11 %

#X coveo
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voods [ Search

rands Promotions Catalogue  Help

& Cleaning > Cleaners & Degreasers — Multi-Purpose > Cleaners & Degreasers — General Purpose Miscellaneous > Jasol - |

jasol - EC25 - Cream Cleanser - 500ml

jasol BW#: 04335089 Mfr#: 2030832 UNSPSC#: 47130000

x View Product Options
DL 4

AaavivonmentAl o
EC25 Cream o . .
Cleanser _ or Register to view price

[3 Product Documents

ol (View All Products)

@ Customers Also Bought @ Alternate Products

Technical Spe
capacity
se Type
ild abrasives
1oves soils from any surface Feature

Intent Observation

The user then begins using the site and

they:

* Add an abrasive cleanser

* Add acetone

* And shows interest in chemicals
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gloves

g Q]

gue  Help

Login or Register to view price and availability

nt gloves sizeD Qater resistant gIovD @oves weIdinD

‘Il 2 3 4 5 >

Filters: Category:Hand Protection/ ... / Workplace Sa... x Clear

Ultra Fresh Black Nitro 468460 Disposable Gloves - Nitrile -
Certified - L - Box of 100

Ultra Fresh BW#:00967461 MFR#:468460/L UNSPSC#:42132203

Colour Size

Black w 9 v

Product Information  View Product Options

ATG MaxiFlex® Cut 42-8743-09 Cut Resistant Gloves - AD-
Foam Palm Coat - T/screen - Silicone Free - Green/Black - ¢

ATG BW#:02435921 MFR#:42-8743-09 UNSPSC#:46181536

Colour Size

Green/.. ¥ 9 b4

In-Session Adaptation

Now the same query for gloves:
« Still returns a best seller

» But focuses first on a chemical resistant

glove
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Understanding the technology involved in personalisation

Breakdown of Personalization

What types of useful data do we have?
o Customer Identity
o Customer Transactions Gather and process data
o Customer Behaviour

Awareness of sources :

o 0,1st, 2nd & 3rd party Analysis & Intelligence
Combined with :

o Market Trends Present a more relevant

o Sales Data experience to your customer
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B2B Order Personalisation
& Recommendation

Shop  Insights  Resources  Contact

in One Click

Your Usual Items In Demand on July 4th Trending in Your Ar¢

® ®
Lay’s Potato Quaker Life Cheetos
- Chips Classic “ Cereal 2.29 Flamin Hot|
$3.78ea $1.00 ea i $1.99ea
| Tambdl g
= <)

L
- 58 + - 50 +

$86B+ 200+

revenue countries

Lay’s Potato - Bare Baked -
Chips Limo Fuji & Reds 1.4
$3.78ea 2 $2.99ea

- 88 +

- 25 +

The strategy was to maximise conversion across B2B channels. They -
understood that they could do this by surfacing recommendations during the Qe O35

18Ounce

buying journey that were highly applicable and specific to their customers. -

Engaging with Grid Dynamics Al division in 2018, they embarked on the
process of envisioning and delivering a solution that would empower their
users with personalized product recommendations (order personalization
based on signals), order sizing recommendations and market trend
intelligence based on historical purchasing behaviour and smart forecasting.
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B2B Order Personalisation
& Recommendation

What Big Boxes Are Buying

r-free drink

7+ years 4 months A orders

of partnership to launch MVP volume

e The recommendation engine surfaced market Insights, assortment
suggestions and location based analytics to product distributors and
resellers during the online purchase process..

e The solution provided integrations with multiple channels including B2B
and B2C channels to deliver the recommendation across business
models.

e The solution was designed and deployed as a multi-tenant
recommendation engine to be leverage across the group business.

e This was a live deployed application of Al and Machine Learning well
ahead of the industry curve.
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Understanding the technology involved in personalisation

Break down of the Customer Data Platform

Ingest & cleanse data
e Standalone, Embedded or distributed? S

e Can we use B2C CDPs? Standardise & Merge data

e B2B CDP Emerging v Established v Store data

Mature X
Make Data Accessible

e Where are the personalisation . .
opportunities from here? Analysis & Intelligence

Next Best Action
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Intro to commercetools:

Empowering brands to innovate, scale, and win in digital commerce
—faster and smarter than anyone else

Market Leader and Innovator

Ga I'l'.nell FORRESTER Gartner i " .’conmercetools

Architect of composable Peer Insights

commerce, now the industry 8ﬁ§§22’§5§5 < .- | 5x Leader

standard ST since 2020
PARADIGM B2B 4 .
IDC @ (Digital Commerce)

Rapid Growth & Scale Trusted by global brands /
adelce Y@ic R BClepheid. <y cimpress

$1 75M +750/0 YoY 500+ ) Danone Dawn EGEBERIT

revenue in 2024 profitable growth; ergrise customgrs
I across 50+ countries
cash flow positive LeebmannaY normet TEKTON W zoro




The New Baseline: What B2B Buyers Expect (and What's Just Table Stakes)‘

TABLE
STAKES

Customized catalogs: Tailored product assortments help buyers find
relevant items faster, improving both efficiency and user satisfaction

640/ of B2B buyers expect
O suppliers to provide tailored Custom pricing: Reflecting negotiated terms, volume discounts or
digital prOdUC’[S1 loyalty tiers reinforces trust and strengthens commercial relationships

Negotiated discounts on minimum order quantity (MOQ): Enable
pricing negotiation on bulk orders or when buying on a purchase
order commitment

770/ of B2B buyers say their latest
(o)

purchase was very complex or
difficult 2 Entitlements: Restricting access to specific products, services or

pricing based on contracts, roles or regulations ensures compliance
and streamlines the buying experience

commercetools 24

Sources: 'Dentsu Superpowers Index 2Gartner
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True B2B Personalization : customer-specific commerce
Crawl, Walk, Run

Business Units Associate Roles Customer Groups

Includes specific roles like Can be defined via create logical
departments, buyer, reviewer or parameters like groupings tailored to
subsidiaries or approver geography, industry, or specific contexts
regional locations buyer behavior

.bcomnercetools

//Ce,oheim

A better way.

customers driving personalization










Wrap Up

Today, we covered Next Time - Wednesday 16" July ®
Learning how to build role-based - Understand how silos form and what
personas that will engage your organisational habits reinforce them.
LROIMEECETES all process touch How to overcome silos that block digital Y
points.
growth.

Improving conversions and
customer loyalty through underused
personalization strategies.

Discover actionable tactics that will help
you quickly foster collaboration across
departments. ®
Discovering pragmatic
personalization tactics for quick
wins.

Case Study : Cross functional teams in action

o Accelerating digitgl _
Case StUQy : .Usmg Al transformation with x-functional
personalization to unlock new teams - Breaking the silo mindset

opportunities for your customer. Featuring:

Guest Speaker:
Charlie Bell o
Senior Director EMEA,
Solutions Engineering
Contentful

28 Grid Dynamics /B2B Digital Transformation Webinar Series—Part 3



