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²ƛǘƘ ŀ ǊŜǾƻƭǳǝƻƴ ƛƴ ǿƻǊƪƛƴƎ ǇǊŀŎǝŎŜǎ ǘƘŀǘ Ƙŀǎ ōŜŜƴ ŦƻǊŎŜŘ ƻƴ ǳǎ ōȅ ǘƘŜ ŜƴŦƻǊŎŜŘ ǊŜǎǘǊƛŎǝƻƴ ƻŦ ƳƻǾŜƳŜƴǘ ŀŎǊƻǎǎ ǘƘŜ ǿƻǊƭŘ 

ǘƘŜǊŜ Ƙŀǎ ƴŜǾŜǊ ōŜŜƴ ŀ ƳƻǊŜ ƛƳǇƻǊǘŀƴǘ ǝƳŜ ǘƻ ǊŜǾƛŜǿ ǘƘŜ ƴŜǿ ǿŀȅǎ ǿŜ ǿƛƭƭ ƘŀǾŜ ǘƻ ǿƻǊƪΦ CǳǘǳǊŜ 9ŎƻƳ Ƙŀǎ ōŜŜƴ ƭƻƻƪƛƴƎ ŀǘ 

ǘƘŜǎŜ ƻǾŜǊ ǘƘŜ Ǉŀǎǘ ǘǿƻ ȅŜŀǊǎ ŀƴŘ ǿŜ ǿƛƭƭ ōŜ ōǊƛƴƎƛƴƎ ȅƻǳ ǎƻƳŜ ƻŦ ǘƘŜ ǿŀȅǎ ǘƘŀǘ ŘƛƎƛǘŀƭ ǘŜŎƘƴƻƭƻƎƛŜǎ Ŏŀƴ ōŜ ŜƳōǊŀŎŜŘ ǘƘŀǘ 

ƘŀǾŜ ƛƴǎǇƛǊŜŘ ǳǎ ƳƻǎǘΦ  

¢Ƙƛǎ ƛǎ ǘƘŜ ǎŜŎƻƴŘ  ƻŦ ŀ ǎŜǊƛŜǎ ƻŦ ŦƻǳǊ bŜǿǎƭŜǧŜǊǎ ǘƘŀǘ ǿƛƭƭΣ ōŜǘǿŜŜƴ ǘƘŜƳΣ ŎƻǾŜǊ ŘƛƎƛǝȊŀǝƻƴ ŎƘŀƭƭŜƴƎŜǎ ƛƴ ǘƘŜ ǿƘƻƭŜ ƻŦ ǘƘŜ  

9ŎƻƳƳŜǊŎŜ ǇǊƻŎŜǎǎΣ ŦǊƻƳ LƴƴƻǾŀǝƻƴ ǘƘǊƻǳƎƘ ǘƻ ǇŀȅƳŜƴǘ ŀƴŘ ŦǳǘǳǊŜ ŎǳǊǊŜƴŎƛŜǎΦ  ¢ƘŜǎŜ ǿƛƭƭ ǊŜǾƛŜǿ Ƙƻǿ ǿŜ Ŏŀƴ ŎƘŀƴƎŜ ǘƘŜ 

ǿŀȅǎ ǿŜ ǿƻǊƪ ŀƴŘ ŦŀŎŜ ǘƘŜ ǿŀȅǎ ƛƴ ǿƘƛŎƘ ǘƘŜȅ ǿƛƭƭ ŎƘŀƴƎŜ ǿŜ ǿƻǊƪ ǿƘŜƴ ŀǊŜ Ŭƴŀƭƭȅ ŀōƭŜ ǘƻ ǊŜǘǳǊƴ ǘƻ ǘƘŜ ƴŜǿ ƴƻǊƳŀƭΦ  

Lƴ ǘƘƛǎ bŜǿǎƭŜǧŜǊ ǿŜ ƭƻƻƪ ŀǘ ǎƻƳŜ ƻŦ ǘƘŜ Ƴŀƛƴ ŦŀŎǘƻǊǎ ŘǊƛǾƛƴƎ ǘƘŜ ƴŜŜŘ ŦƻǊ ŎƘŀƴƎŜΦ 

CǳǘǳǊŜ 9ŎƻƳ ƛǎ ŦǳƴŘŜŘ ōȅ LƴǘŜǊǊŜƎ 9ǳǊƻǇŜ ǿƛǘƘ ǇŀǊǘƴŜǊǎ ƛƴ у ŎƻǳƴǘǊƛŜǎΦ 
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Global B2B e-commerce in the US & EU 

 

At the 29
th
 and the 30

th
 of October 2019 a partner meeting in the project Future Ecom was held in Aalborg, Denmark 

on the topic ñGlobal B2B e-commerce in the US & EUò. This newsletter sums up the findings and barriers and oppor-
tunities from the partner meeting. 

 

More Than Product Sold, Target Achieved 
 
In B2C commerce, the motto is simply "product sold, target achieved". B2B customer relationships, on the other 
hand, are traditionally more long-term. The purchasing process is generally much more complex and variables such 
as delivery conditions, logistics or assembly services come into play. There is often a long-term, personal and ser-
vice-oriented relationship between suppliers and companies. Up to now, B2B has been relatively safe: once a cus-
tomer has been acquired a long-term business relationship will likely develop.  
 
If we do a global B2B e-commerce overview most companies donôt know the B2B marketplaces and platform possi-
bilities even though the B2B marketplace is at least twice as big as the B2C marketplace. Predictions for the future 
are the B2B platforms/marketplaces will follow the development and growth of the B2C platforms. 
 
When we investigate B2C business, online platforms and marketplaces are already established business models. 
Online platforms and marketplaces are becoming more and more important in the B2B sector. Why? Because for the 
purchasers, procurement via the platforms is easy and practical. For retailers, the B2B marketplaces are a good way 
to open new markets and opportunities. The growth of B2B e-commerce makes complete sense because B2B buy-
ers are essentially B2C buyers who expect seamless, high-quality online purchasing experiences. 
 
Amazon and Alibaba, for example, have similar platforms/marketplaces to both B2C and B2B customers. Currently 
the B2C market is developed but B2B is still in its start-up phase. The marketplace of Alibaba does run its own stock, 
so it is a true marketplace platform. Amazon on the other hand has products owned by themselves, however the ma-
jority is third partiesô products.  

If we look at the status of the major e-commerce markets Asia is dominated by players with huge market penetration 
and global reach. In the EU we see many legacy players that provide a high level of service for their clients and still 
have a window of opportunity to launch their own marketplaces. In the US the service level has been low in tradition-
al B2B e-commerce leading to marketplaces gaining momentum. 

 
B2B is growing continuously worldwide and predicted to be worth US$12.2 trillion in 2019 corresponding to a 13% 
increase since 2013. Expected volume in 2019 for Asia/Pacific (concentrated in China) is US$ 9.8 trillion, USA US$ 
1.4 trillion in 2019 up from US$606 billion in 2013. The size of the European market was US$255 billion in 2013 



and is going to increase to US$355 billion in 2019 

 

The Challenge of Finding Partners 

 

Key facts of B2B companies is that European B2B companies lean on e-commerce efforts to drive customer satisfac-
tion, revenue growth, and productivity goals. 50% of European B2B leaders say that their e-commerce efforts specifi-
cally help them to capture, engage, and keep customers. The B2B leaders specifically look for reliable, flexible, and 
complete technology solutions. Nearly 50% admit that they face challenges finding third-party partners that can help 
them integrate these solutions. 
 
The expectations of B2B purchasers in the US are like the consumers and the best practices from B2C selling can be 
translated into B2B. Digital natives are becoming purchasers for companies. Over 50 % of manufacturers in the US 
donôt have e-commerce sales channels in US but their customers are expecting it. Site search and navigation, user 
experiences, product images/video & payments checkout needs to be at the same high level. 
 
B2B is experiencing the same challenges that B2C was experiencing 10 years ago thus the following barriers to US 
B2B e-commerce namely processes needs to change, sales force is often resistant, executives have been success-
ful without e-commerce and many companies try e-commerce half-heartedly and is not fully successful because it is 
not done right. 
 
Some key findings are that new technologies, growing competition and changing customer demands will further blur 
the boundaries between B2B and B2C in the future. What used to be innovative in B2C is now regarded as standard, 
the market as saturated and more or less divided among the large platforms.  
 
The US has the advantage of being one uniform market. EU is more fragmented as some platforms are working only 
in one or few countries, and there are barriers such as culture, language, payments methods, tax systems, etc. 

Another barrier for B2B e-commerce is the need of digital competences in many SMEËs. Digital compe-
tences are very important for the companies if they want to be successful in B2B e-commerce. The chal-
lenge is that many companies have outsourced their IT competences in the last years and therefore it is 
difficult for them to incorporate the new digital technologies in their companies as they no longer have this 
competence in house.  
 


