A

Grow with
Digital Sales

How to make digital sales a priority
and a part of your commercial engine
for growth acceleration

December 2024

Whitepaper

"¢ kvadrant

consulting



WE ARE KVADRANT CONSULTING

From strategy to
Implementation, we help
companies grow smarter

We are a management consultancy focused on driving
growth through designing, developing and accelerating
the full commercial engine.

Through a combination of deep subject matter expertise and
empowering people to get things done, we turn sales & marketing
into a sustainable competitive advantage.

As a group of commercial specialists experienced within change
and transformation on both individual and organisational levels,
we develop solutions that work and stick.

® Driving competitive advantage from one

commercial engine

By understanding and developing a company’s
commercial functions as a single, cohesive engine, we
design and build enduring assets capable of capturing
revenue with a new generation of digital buyers.

® Impact through deep and focused expertise

We concentrate solely on crafting commercial growth.
Leveraging our deep expertise, we work with
commercial leaders to provide fresh perspectives and
create the tools and solutions needed to inspire change
and move teams.

® Empowering people to get things done
We Dbelieve that only by deeply understanding people’s
genuine needs can we craft solutions they will truly own.
By empowering people to get things done, we drive
meaningful and lasting change.
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How to capture
and execute on
my digital sales
opportunity
effectively?
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Grow with Digital Sales

Preface

The shift from traditional, face-to-face interactions to digital
platforms has transformed how we connect with customers and
approach sales. Today, up to 80% of the buying journey is
influenced by digital channels. As a result, mastering digital sales
and e-commerce in B2B has become essential for growth in most
companies.

Despite its importance on leadership agendas, many companies
struggle to prioritise and act effectively in digital sales. A common
challenge is the lack of a clear strategic direction for digital sales,
including e-commerce. Companies often grapple with vague
objectives, insufficiently operationalised strategies, limited
traction, and internal misalignment. The risk is significant—B2B
companies may miss out on growth opportunities as competitors
strengthen their digital capabilities.

At Kvadrant Consulting, we have seen first-hand the successes
and pitfalls companies encounter when optimising digital sales.
Drawing from these insights, this whitepaper aims to inspire you
to make informed decisions on where, when, how, and how much
to invest in digital sales capabilities—leaving you with actionable
insights as to how to capture and execute on your digital sales
opportunity effectively.

In this paper, we'll explore the following topics:

INTRO 1. The digital sales revolution

THEWHY 2. The power of digital sales

THE WHAT 3. Succeeding with the next wave of digital sales
THEHOW 4. How to start accelerating your digital sales
TAKEAWAYS 5. Time to become part of the revolution

Enjoy the read!
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The digital sales

revolution:
Seizing the potential of digital sales in B2B

As buyers increasingly embrace self-service and digital
interactions, the role of digital sales in B2B is more prominent than
ever. While face-to-face interactions still play an important part in
most buying journeys, most customers now expect a seamless
digital experience that guides them through the purchasing
process. However, many B2B companies are stuck in old selling
habits or believe that putting a purchase button and a shopping
basket button on the website suffices. No more of that. It's time
to seize the full potential of digital sales.

Whereas digital commerce used to represent white space, lacking
a digital sales strategy today poses a fundamental risk to for sales
and customer loyalty as legacy channels continue to lose share.

Welcome to a digital-first world

The opportunity for digital sales lies in meeting buyers where they
are: online. Buyers spend significantly less time engaging directly
with sales representatives and more time researching
independently through digital channels. According to recent
studies, nearly half of the buying process is spent on independent
research, with only 17% of a buying group's time allocated to
meeting with suppliers.’ In other words, buyers educate
themselves and do their own research. So, either we're part of
that or someone else will do it.

At the same time, the complexity of B2B buying has not
diminished. While buyers are better informed than ever before,
they are also overwhelmed by the vast amount of information
available and the complex implications of their purchase
decisions. For companies, this means digital sales must not only
deliver information but also simplify the decision-making process
for their potential buyers.

This shift presents an opportunity to handle more of the sales
process through marketing and digital self-service.

Enter digital sales.

" Gartner (2019), Distribution of B2B buyer group’s time 6
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EXHIBIT 1

The traditional vs. the modern sales process
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The digital sales imperative

« The majority of interactions between suppliers and
buyers now take place in digital channels, often long
before direct contact is made.?

« B2B buyers are increasingly channel-agnostic,
engaging with digital touchpoints throughout the
buying journey.3

« This shift hasn't simplified the buying process—on
the contrary, buyers are better informed but more
overwhelmed than ever.4

« Despite the complexity, buyers expect seamless
self-service options in B2B, using digital channels as
much as face-to-face interactions. Their ultimate
goal is ease of engagement and effortless ordering.>

« Meeting these expectations requires a robust digital
sales framework.

In essence, the role of digital sales and e-commerce is
straightforward:

1. Offer a seamless buying experience for your
customers

2. Drive streamlined selling operations for your
company

2 Gartner (2019), Distribution of B2B buyer group’s time
3 Gartner (2019), What information channel did you use to complete the activity?
u kvadrant 4 HBR (2022), Sensemaking for sales
consulting 5 McKinsey (2021), Omnichannel in B2B sales 8
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The power of digital sales

Reaping the benefits of a virtuous cycle

Digital sales deliver tangible benefits that go beyond meeting
customer expectations. For B2B companies, digital sales enable
businesses to reach broader audiences, streamline processes,
and strengthen customer relationships. These benefits span from
top-line growth to bottom-line improvements, and from external
outcomes to internal efficiencies:

Revenue generation: Digital sales channels grow revenue from
existing customers and create new revenue streams by providing
easier access to customers and enabling faster transactions.

Operational efficiency: By automating routine tasks and
streamlining processes, digital sales free up resources, allowing
teams to focus on more complex customer needs.

Customer satisfaction: Digital sales enhance customer
experience by offering seamless, self-service options that meet
buyers’ growing demand for convenience.

Workforce empowerment: Digital sales tools give sales teams the
ability to respond faster, better engage customers, and tailor
solutions more effectively.

"¢ kvadrant
consulting . B . B . B . . . . 1 O
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EXHIBIT 2

While most companies begin their digital sales journey with a
focus on one key benefit—often operational efficiency to free up
resources—fully embracing digital sales can lead to a virtuous
cycle, where the benefits extend far beyond the initial objective.

To be clear though, digital sales must begin with the customer in
mind, and only then harvest the associated internal benefits.
Those who have embraced digital sales consistently share the
same story: “Every time we made it easier or more convenient for
the customer to buy from us, we saw significant leaps forward.” In
this way, B2B companies mirror the patterns seen in the early
days of B2C e-commerce.

The digital sales value cycle

Customer
satisfaction

"¢ kvadrant
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digital
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Grow with Digital Sales
FOCUS

Expanding on the benefits of digital sales

Revenue generation & expansion

1 Digital sales channels drive growth by increasing revenue from
existing customers and creating new streams from untapped
segments. Easier access to your full product catalogue, faster
transactions, and an overall improved ease of doing business can
boost average order value and share of wallet. Additionally, digital
channels open opportunities to reach new customers in markets or
applications previously overlooked.

Examples of areas and KPIs

Revenue from digital channels (e.g., websites, apps)

Revenue from digital cross-sell (ecosystems, brand extensions)
New customer acquisition through digital channels

Revenue from digital products/services

Profitability of digital vs. non-digital business models

o O O O O

Workforce empowerment

2 Digital tools enable sales teams to work faster, engage better, and
tailor solutions more effectively. They streamline workflows,
automate repetitive tasks, and offer tools for lead acquisition,
document management, and guided buying. These capabilities free
up time and improve job satisfaction, allowing teams to focus on
higher-value activities.

Examples of areas and KPIs
o  Sustainability improvements (e.g., resource savings, capacity
optimisation)
o  Faster execution (e.g., delivery times, market response speed)
o Reduced defects and errors

"¢ kvadrant
consulting 1 2
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Customer satisfaction and engagement

Seamless self-service options empower customers to take control
of their buying journey, meeting growing expectations for
convenience and personalisation. Companies increasingly
consolidate scattered digital touchpoints into unified, customer-
centric portal solutions to deliver a cohesive experience. This
fosters greater loyalty and trust.

Examples of areas and KPIs

Usage of digital tools (e.g., time spent on apps, chatbots)

Lead generation via digital channels

Hours saved by customers

Digital marketing KPIs (e.g., click-through rates, impressions)
Customer satisfaction and retention tied to digital tool adoption
Number of customers registered on digital platforms

o O O O

@)

@)

Operational efficiency

Digital sales streamline the sales process by automating tasks such
as order processing, invoicing, and managing catalogues. This
reduces manual errors, saves time, and lowers costs, allowing sales
teams to transition from transactional order-takers to strategic
advisors. Customers can serve themselves, freeing sales reps to
focus on nurturing leads and pitching solutions.

Examples of areas and KPIs

Employee adoption of digital tools (e.g., access, usage time)
Employee satisfaction and retention due to digital tools
Office vs. remote work operations

o Hours saved on operational tasks

@)

@)

@)

"¢ kvadrant
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Navigating the digital sales spectrum

Not all products and services are easily sold online. Many of them
can't just be put in a cardboard box and sent with free shipping or

signed up to like a Netflix subscription.

Generally speaking, the first wave of digital sales focused on the
low-hanging fruits: books, music, consumer electronics, and travel

bookings. These products are standardised and simple to sell

through self-service e-commerce. Haven't we all gotten used to it?

EXHIBIT 3

The digital sales spectrum

Physical products & goods - examples

Building Machinery Trucks & other | Manufacturing

Office supplies I el INEICIEIS spare parts transportation equipment

Easily bought online

Low-cost & Simple

- _ Complex
complexity Te_Iephony = professional Senvice ENIETDNISE professional
internet contracts software

SEES] services services

Software & services - examples

However, many products—especially in B2B—are far from

auljuo Anq 0} ajqissoduw]

standardised or simple. Most operate along a spectrum that ranges
from straightforward sales to highly complex, customised offerings.

"¢ kvadrant
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We are now moving beyond the first wave of digital sales. It's time
for B2B to follow suit and move past the simple self-service
models typical of everyday online shopping. While we've
successfully sold low-complexity products and services digitally,
it's now time to tackle the more complex offerings. But before we
do, let’'s explore the different types of digital sales—because
treating all digital sales the same way is a pitfall to be avoided.
Broadly, digital sales can be grouped into three categories:

EXHIBIT 4

Types of digital sales models Self-service digital sales
Buyers handle the entire purchasing
process on their own, typically for low-
risk, highly standardised products or
services. Transparency and ease of use
are critical in this model.

Digitally assisted  Digitally enabled Digitally assisted sales

For more complex purchases involving
multiple decision-makers, buyers may
begin online but require digital assistance
throughout the process. Companies need
to provide tailored information and

Self-service / support to facilitate decision-making.

CESTITETEE Digitally assisted

Digitally enabled sales

This is necessary for buyers who may
understand their business problem but are
unaware of the solution space.
Companies must offer consultative
support, using digital tools to inform and
guide buyers through the journey.

Low Complexity of product or service High

Low Complexity of buying process High

"¢ kvadrant
consulting 1 6
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Supporting buyers in self-serving through an e-commerce model is
an obvious win, and creating company-wide adoption plans for this
approach is a key step. However, the bigger opportunity lies with
the customers and orders that will never fit neatly into this model:
Digitally assisted and enabled sales. Welcome to the next wave.

EXHIBIT 5

A simplified view on the different digital sales models

1 Self-service

E-commerce @

KL il

&

2 Digital assistance

- Assistance Vendor
required support @
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|

3 Digitally enabled
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Q I I touchpoint —_— %
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Succeeding with the next
wave of digital sales

Establishing the foundation and capabilities

The modern buying journey is non-linear, involving numerous
touchpoints. This complexity can be daunting, but our role is to
make buying as simple as possible for our customers—regardless
of the channel they use to interact with us. Customers don’t think
in terms of channels; they see you as one unified entity. Your
digital sales approach should reflect this reality. Imagine a
connected system of activities within your company, designed to
continuously optimise and evolve over time.

The buying journey as the outset of it all

Understanding your customers’ steps and aligning them with your
sales cycle is fundamental to unlocking the potential of digital
sales. While most B2B companies have a defined sales process,
achieving digital sales excellence requires precise mapping of:

Objectives at each stage of the buying journey

Roles of your commercial team versus digital touchpoints
Key stakeholders involved

The ideal digital sales model—whether self-service, digitally
assisted, or digitally enabled (see exhibit 4)

NN
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Assessing your digital sales maturity
The digital sales journey typically progresses through five phases,
each with specific opportunities and challenges. By evaluating
these phases, you can identify your current stage and determine

the next critical steps for your B2B commerce business.

The easiest way to drive commercial impact is to focus on

migrating customers from higher-cost touchpoints to digital
channels.

EXHIBIT 6

Defining digital engagement touchpoints across the buying journey

Social media
E-mail
Demand Lead
Website Generation management

Create leads through
marketing activities

Qualify & nurture

Print:media & leads towards

diract mail sales readiness
Search saL
engine Convert MQLs
‘h:llQL‘ into Sales
reate Qualified Leads
Sales Marketing (sQL)
{phonefvirtual Qualified
meeting).

Leads* (MQLs)

Leverage existing customer relationships to encourage this shift,

Buying journey

Opportunity
management

Customer
onboarding

Contract
management

Account
management

(sales process)
Convert
opportunities into
sales

Get customer
started buying

Get actual
purchases to run
continuously

Expand volume &
product portfolio with
customer

Sale
Create sales
opportunities &

On-board
Set up new
customer and
get started on
buying

Retain

Maximize value
of contract
with customer

move forward
to closed sale

Develop
Grow business
engagement

with customer

Level of digital engagement
Digital self-service
Digitally assisted

Digitally enabled

Stakeholder1

Stakeholder 2

Stakeholder:3

Stakeholder 4

Stakeholder 5

Stakeholder 6

then build on successes and insights to refine your strategy. Over

time, you can expand to include targeted marketing activities for

acquiring new customers.

"¢ kvadrant
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Both scenarios can stall progress and prevent companies from
fully realising the potential of digital sales. The key is to set clear
priorities and align them with your strategic direction. By learning

from the missteps of early adopters, you can avoid these pitfalls
and accelerate your digital sales journey.

EXHIBIT 7

Typical steps in the digital sales journey

FOCUS &
MATURIYTY

DIGITALLY LED
BUSINESS

ADVANCED
DIGITAL BUSINESS
CUSTOMER
ACQUISITION & SALES
ENABLEMENT
INCREASE EASE OF
ORDER & SERVICE

CHANNEL SHIFT

w

=

o

o

[

)

o

- Integrated site

z Enable channel shift for Specific digital features anld SEN'CGS © Ln_te_gﬁ‘ated el One Stl_?p eCijSte_m
= existing customers for customer segments UInltoElk GUSTERITTET |g|t_a Y enable _(one shop and service
8 acquisition/sales services integration)

« Enable channel shift for
existing customers

+ Adoption basic
eCommerce by local
markets

+ Engage with (local) sales
and customer service reps

« Set up data foundation and
eCommerce reporting

* KPI Framework to
accelerate channel shift

« Capturing opt-ins

+ One shop for ‘all'

+ Specific ecommerce
features for customer
segments

« Set- up first e-mail
marketing campaigns

+ Promotions & Pricing

+ Improved product content

+ Product recommendations

+ Webchat

+ Re-order functionality

+ Manage internal channel
conflict

enablement

+ Integrated site and shop to
unlock acquisition

« Basic marketing
automation

- Basic digital marketing
(SEO/SEA)

- Digital content production

+ Search & Merchandising
optimization

» Improved UX (mobile/app)

« Advanced analytics

+ Integrated digitally

enabled services

« eCommerce specific

propositions (digital-only)

+ Personalization
+ End 2 End optimized

commerce (payments,
fulfillment)

* Machine Learning

+ One stop shop

3D product demos

+ Hyper-personalization

« Loyalty excellence

+ Advanced Analytics &
Forecasting

« Artificial Intelligence

However, succeeding with digital sales is not a simple, one-off
project. It's an evolving journey that requires establishing end-to-
end processes and capabilities, which can have a transformational
impact across the organisation.

Taking on this journey is not easy. Two challenges often hinder
B2B businesses:

1.

"¢ kvadrant
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Hitting glass ceilings: Progressing too slowly between
phases and becoming stuck in a “dead zone.”

Spreading efforts too thin: Attempting to execute on

priorities from all five phases simultaneously, resulting in
inefficiency and underutilisation of potential.

21
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10 digital capabilities required for success

Optimising digital sales is not a simple endeavour as it often
touches every part of the business—legacy processes, data
systems, and organisational structures. The ultimate goal is to
design an approach that is aligned to and anchored in the
commercial strategic priorities of your organisation while getting
ten distinct digital sales capabilities in place:

EXHIBIT 8

10 capabilities required to succeed

Strategy

Build & optimise

Execute & drive trade

Track

Digital & ecommerce

strategy

Ecommerce platform
product & ownership

Digital development
& user experience

Content production

Operating model &
Management

Buyer / partner /
channel management

Merchandising &
trading

Assortment, logistics
& customer care

Digital marketing
execution, CRM
& loyalty

Analytics & reporting

Develop ecommerce strategy (footprint, ambition, etc.)
Select and source ecommerce platforms
Perform negotiations and manage relations with 3rd party parties (agencies, etc.)

Develop & own digital development roadmap
Ideate and demand specify functionality concept requirements
Refine & optimize UX (guidelines, optimization of journey, etc.)

Develop & own front back-end functionality from roadmap
Quality assure and test features/functionalities

Implement & deploy features/functionalities

Adapting functionalities (delivery options, etc.)
Localization of specific journey elements or similar

Define content standards, agency/development model & storage
Develop digital content for e e-store, app and .net

Move from "monolith supply chain” to fit and enable digital ambitions
Cross organisational setup & alignment (Commercial, Operations, Finance, etc.)

Buyer management

External partner management (distributors, partners, wholesalers, etc.)
Securing channel shift

Managing internal and external channel conflicts

Plan campaign/activities and set targets
Merchandising, assortment selection, search rules, recommendation structure
Pricing & promotions

Assortment strategy & management
Logistics management (inbound & outbound)
Customer care

Order & quote management

Follow up and analyze marketing performance (lead generation practice, plan &
execute campaigns, manage agencies)

Manage CRM infrastructure, playbook, KPI, tracing framework

Analyze data, onsite consumer behavior and identify segments & opportunities

Establish & run reporting tool

Bl & big data operations

Compile and deliver strategic dashboards
Manage web analytics for all properties



How to start
accelerating your
digital sales

Creating or reinvigorating momentum




Grow with Digital Sales

How to start accelerating
your digital sales:

Creating or reinvigorating momentum

While every B2B business is unigue—whether in sales channels,
industry dynamics, or product complexity—they also share
common challenges and opportunities when scaling digital sales
and e-commerce. Based on our experience working with
numerous B2B organisations, some areas consistently stand out
as key to successfully accelerating digital sales. These include:

Defining the strategic purpose of digital sales and e-
commerce operations

ldentifying the key levers to unlock growth

Ensuring organisational alignment to support execution

These areas form the foundation for three key strategic
accelerators: a clear strategy, focused execution, and strong
organisational alignment.

EXHIBIT 9

Three key strategic accelerators

Clarify business and
strategy objectives

Do the right things -
at the right time

Establish a strong,
common vision

Clear purpose & role of
digital B2B in the overall
commercial strategy

*  How is my full sales & channel
mix strategy?

*  Are you looking to shift
customers online, or capture
new business?

« How do | better integrate online
and offline buying for my
customers?

*« How can | extend my value
proposition to the online
environment?

"¢ kvadrant
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Knowing when to do what
along the stages of the
transformation journey

Aligning the full
organization & incentives to
drive progress

Are you aware of, and address,
the "glass ceilings” you are
facing right now?

Do you focus on doing the few
things well that truly moves
your business?

Have you established a culture
defined by continuous
improvement and being data
led?

Is the ecommerce revenue,
profit and customer satisfaction
targets top of mind and made
accountable?

Have you aligned strategic,
tactical & operational level
activities in a business plan?

Have you established a
strategic KPI framework to
anchor company-wide
execution and follow up on
progress through data?

24
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FOCUS

Expanding on the three
key strategic accelerators

A clear strategy and plan

1 Success starts with a clear and detailed strategy for digital sales.
This involves addressing fundamental questions about your e-
commerce operations, such as:

- What are your business objectives for digital sales? Are you
focused on shifting customers online, capturing new business,
increasing efficiency, or driving revenue growth?

+ How do these objectives align with your overall corporate
strategy? Is top management aligned on priorities?

« What role does digital sales play in your broader sales channel
mix?

Once the overarching strategy is established, the next step is
developing a focused plan. This includes:
- Determining how to better integrate online and offline buying
experiences.
- Extending your value proposition into the digital environment.

Without this clarity, organisations risk creating friction before they

even begin, resulting in missed opportunities and a lower return on
investment.

"¢ kvadrant
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FOCUS

Focused efforts & activities
2 — doing the right thing at the right time

The challenge in digital sales lies in focusing efforts on the
initiatives that truly move the needle. Without this focus, projects
can become fragmented, and competing priorities can dilute results.

Key principles for effective execution:

- Focus on the critical few: Prioritise the actions that drive
measurable progress toward your objectives. For instance, in
the early phases, focus on triggers that encourage
customers to order online.

- Adopt a test-and-learn mindset: Continuously validate your
initiatives through customer feedback and iterate based on
data. Avoid waiting for perfect solutions before acting.

- Ensure cross-functional benefits: Align digital efforts with
broader company success, benefiting not just digital teams
but the entire organisation.

Every phase of the digital sales journey has unique priorities and
challenges. The key is maintaining alignment with your strategic
objectives to avoid overextending or losing focus.

"¢ kvadrant
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FOCUS

A common vision & alignment

B2B digital sales thrive on internal alignment across the entire
organisation. Success requires collaboration across departments,
including sales, marketing, and IT.

To achieve this:

- Make digital sales a shared priority: It cannot be a
secondary focus; everyone must view it as integral to
business success.

- Align incentives and KPlIs: Set clear targets beyond revenue,
including profitability and customer satisfaction, and ensure
all teams work towards these shared goals.

- Embed digital sales into the broader strategy: Digital sales
should complement offline efforts and leverage existing
corporate infrastructure, particularly IT systems.

When alignment is achieved, organisations can unlock faster
progress and greater results.

"¢ kvadrant
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10 questions indicate a need for change

Our experience in the field reveals several reasons why
companies should re-evaluate how digital sales contribute to their
overall commercial engine. Leaders in sales and digital frequently
raise recurring questions and dilemmas that signal the need for
deeper analysis and targeted change. These reflections often
serve as indicators for where adjustments may be necessary and
include questions such as:

« Are we doing enough in digital?
« Why isn’t digital integrated into our overall sales strategy?

« How can digital sales help us scale efficiency without
adding more salespeople?

« Have we unlocked our true profit potential from sales
automation?

» Which customers is digital sales meant to serve, and have
we got this right?

«  Why does implementing digital sales feel so complex to get
started on?

 Is our digital sales approach customer-first or company-
first?
* Why does digital sales lack a clear ‘organisational home’,

often falling into a no-man’s-land between IT, Sales and
Marketing?

+ After everything we've done so far, what should we focus
on next?

One or multiple of these questions may sound familiar. Perhaps it's
time to start looking into your digital sales approach a bit more
deeply.

"¢ kvadrant
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How to get started — or revisit current state

So, how do | jump on this next wave of digital sales in B2B? Here
are eight key steps to guide you towards digital sales success:

1 Assess your digital sales maturity: Evaluate your current stage in the
digital sales journey to identify strengths, gaps and opportunities to
assess the need for a deeper look into accelerating your digital sales
approach.

2 Understand the buying journey: Map out the key moments where
digital touchpoints can add the most value, from initial research to
post-purchase support.

3 Identify your digital sales focus: Decide whether your strategy will
prioritise self-service, digitally assisted, or digitally enabled sales
based on your product offering and customer base.

4 Develop a clear strategy: Determine your business needs, define
your objectives, and align them with your broader corporate and / or
commercial strategy

5 Define a focused roadmap: Define your prioritised actions and
activities that will drive measurable progress towards your objectives
and capture them in a clear plan.

6 Establish a common vision: Create a shared vision between
functions that makes digital sales a shared priority and foster a
mindset that prioritises making the customer’s life easier through a

seamless digital experience.

Embrace a data-driven mindset: Use data and feedback loops to
constantly improve your digital sales performance

8 Align around shared KPlIs: This is not just a sales department’s game.
It's a game of all function evolved, from marketing to IT. Let's get
behind a common vision on KPIs.

|
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Are you prioritizing
building the smartest
digital machine?

Digital sales are no longer a nice-to-have—they are essential for
staying competitive in today’s B2B market. With buyers spending
more than 80% of their journey without interacting with suppliers,
does your investment and focus reflect this shift?¢ Put differently,
are you prioritising the biggest opportunities and building a
smarter “digital sales machine” that goes beyond the extremes of
low-complexity digital sales? If not, you're likely missing out on an
obvious growth opportunity.

Key takeaways

"¢ kvadrant
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From simple sales to strategy:
Make a very clear link to company strategy and how digital sales is a key lever.

Customer-centric clarity:

Successful companies know: You will only be able to make it easier to sell, if
you make it easier for your customers to buy.

Insist on keeping it simple:
Yesterday’s e-commerce was straightforward. Today, digital sales may seem
more complex—~but it doesn’t have to be.

Reduce noise to ensure commercial focus:
Technology trends and internal complexities create distractions—keep focused.

Focus on value moments:
Success lies in adopting a full-channel approach, centred on key customers and
critical sales moments.

Technology is no excuse:

The main challenge isn't technology—it’s a lack of focus to unlock effective
digital sales value.

Do the right things at the right time:
Don't get lost in the endless possibilities of activities, focus your efforts
deliberately where they matter most.

Make digital sales everyone’s business:
Make sure everyone knows what success looks like.

6 Gartner (2019), Distribution of B2B buyer group’s time 31
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Your role as a leader in digital sales and e-commerce
As a leader, your priorities should be clear and focused on these
three key jobs (in prioritised order):

1. Develop a long-term growth strategy: Build a clear
understanding of how to grow the business profitably by
serving customers better than your competitors, in a way
that aligns with overall company goals.

2. Build the right team and processes: Hire the right talent and
establish processes that ensure you serve customers
profitably and efficiently.

3. Put the right technology in place: Deploy the technology
solutions that accelerate your ability to meet customer
needs and grow profitably.

Whatever your standpoint may be, we hope you've grown smarter
and made you reflect over the course of this publication—and
hope for your team and company to do exactly the same.

Kvadrant Consulting
kvadrant.dk
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