
Understanding the Nuances of B2B  
eCommerce Implementation

Ensure B2B eCommerce success by focusing on four 
key areas during implementation.
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Introduction
A successful B2B eCommerce implementation doesn’t happen 
by chance. It takes careful analysis, planning, and strategy to 
build a solid foundation for B2B eCommerce.

This eBook examines four key areas where potential pitfalls can 
happen during a B2B eCommerce implementation: integration with 
third-party systems, search, product content, and organic and 
mobile traffic.

Using real examples from Ziffity, an Adobe Silver Solution Partner, 
and its Adobe Commerce customers, this eBook describes the 
nuances of B2B eCommerce and how they can be addressed to 
deliver positive results for B2B merchants embarking on a new 
eCommerce site or replatforming an existing one.
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B2B customers who use site search are shopping with clear intent and are seven to ten 
times more likely to convert than regular web page visitors. These buyers are usually in the 
consideration stage of their buyer journey and are attempting to find something specific.

Search speed, relevancy, accuracy, and presentation are key to B2B buyers and should be 
prioritized in any new eCommerce site project. Poor site search or irrelevant search results 
create friction and impact conversion rates. Only 20% of search users submit another query 
after their initial search, and 21% simply leave the website out of frustration.

Search

Franklin Empire Inc. [FE] is the largest independently owned electrical distributor in Canada, 
with 23 outlets across Québec and Ontario.

The company has multiple data sources for its product catalog and requires all of it to be 
integrated seamlessly for accurate search results on its site. Ziffity optimized each system—
including the PIM, eCommerce platform, and the search engine via Searchspring—for 
performance and uptime before integrating everything.

They built a system to monitor performance and users’ search behavior to identify commonly 
used synonyms not mapped in the system and keywords with no results to improve relevancy 
and accuracy. Finally, they created pre-configured category-level and product-level attributes 
to build faceted search results for filtering results quickly for users.

Franklin Empire’s Site Search Gets Faster 
Than Ever

https://www.prefixbox.com/blog/ecommerce-site-search-best-practices/#:~:text=A%2520study%2520examining%252021%2520eCommerce,That%2527s%2520an%252080%2525%2520increase.
https://www.prefixbox.com/blog/ecommerce-site-search-best-practices/#:~:text=A%2520study%2520examining%252021%2520eCommerce,That%2527s%2520an%252080%2525%2520increase.
https://www.prefixbox.com/blog/ecommerce-site-search-best-practices/#:~:text=A%2520study%2520examining%252021%2520eCommerce,That's%2520an%252080%2525%2520increase.
https://franklinempire.com/en/
https://franklinempire.com/en/


The Results

Product catalogue search feature with pre-configured product-level and category-level filters.
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Product catalogue search feature with pre-configured product-level and category-level filters. 

Franklin Empire’s Site Search Gets Faster Than Ever 

Franklin Empire Inc. [FE] is the largest independently owned electrical distributor in Canada, 
with 23 outlets across Québec and Ontario. 

The company has multiple data sources for its product catalog and requires all of it to be 
integrated seamlessly for accurate search results on its site. Ziffity optimized each system—
including the PIM, eCommerce platform, and the search engine via Searchspring—for 
performance and uptime before integrating everything.

They built a system to monitor performance and users’ search behavior to identify commonly 
used synonyms not mapped in the system and keywords with no results to improve relevancy 
and accuracy. Finally, they created pre-configured category-level and product-level attributes 
to build faceted search results for filtering results quickly for users. 

The Results 
40,000 products verified and fine-tuned for search. SearchSpring provided the results within 
200ms, and the overall search page took less than 2.5 seconds to render Ensured that the 
performance and reliability of all systems involved were checked before integrating it for 
search purposes. 

SEARCH

40,000 products verified and 
fine-tuned for search.

SearchSpring provided the 
results within 200ms, and the 
overall search page took less 
than 2.5 seconds to render.

Ensured that the performance and 
reliability of all systems involved 
were checked before integrating it 
for search purposes.



Poor, scarce, or unattractive product content can have a negative impact 
on other areas of your business:

Product Content
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In B2B eCommerce, maintaining consistency in product information can be 
challenging, especially for distributors and wholesalers dealing with various 
brands, manufacturers, and suppliers—all of which deliver product content in 
inconsistent formats.

Specialized product data creation service providers can help unify disparate 
information and deliver consistent and detailed product content that aligns 
with your eCommerce site and helps customers make informed decisions.

Returns: 39% of shoppers return items when the 
product description doesn’t match

Brand Image: Poor content weakens confidence in 
the brand for up to 87% of users

Retention: Only 13% would return to a store for 
the second time due to insufficient or confusing 
product information

https://www.searchenginejournal.com/ecommerce-returns/382090/#close
http://syndy.com/%25E2%2580%25A8product-content-the-secret-ingredient-to-ecommerce-success/#:~:text=On%2520the%2520other%2520hand%252C%2520having,up%2520to%252087%2525%2520of%2520users.
http://syndy.com/%25E2%2580%25A8product-content-the-secret-ingredient-to-ecommerce-success/#:~:text=On%2520the%2520other%2520hand%252C%2520having,up%2520to%252087%2525%2520of%2520users.
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The company didn’t have an in-house product data team to produce 3D/2D diagrams and 
required the assistance of a third-party company to provide product data and integrate it within the 
eCommerce platform.

MW Industries partnered with CDS, a product data provider, for all its 3D/2D CAD diagrams and 
web application interfaces. Adobe Commerce was then integrated with WordPress, ERP, and CDS 
to make product content available on the web. CDS data was pulled in real-time, which means there 
is no sync in place and the data displayed is always the latest content from the provider.

MW Industries, Inc. is the world’s leading manufacturer of highly 
engineered industrial springs, fasteners, bellows, and related 
metal components.

MW Industries’ product description pages required 3D/2D 
product views with different angles, downloadable CAD 
diagrams, specification sheets, and comprehensive product 
details. These files are quite large and require compression to 
avoid performance issues on the website.

MW Industries Presents 60,000 
Complex Products

PRODUCT CONTENT

https://www.mw-ind.com
https://www.mw-ind.com


The Results

Multiple product views and specification documents integrated from third-party product data provider.
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MW Industries Presents 60,000 Complex Products
MW Industries, Inc. is the world’s leading manufacturer of highly engineered industrial springs, 
fasteners, bellows, and related metal components. 

MW Industries’ product description pages required 3D/2D product views with different angles, 
downloadable CAD diagrams, specification sheets, and comprehensive product details. These files 
are quite large and require compression to avoid performance issues on the website. 

The company didn’t have an in-house product data team to produce 3D/2D diagrams and required 
the assistance of a third-party company to provide product data and integrate it within the 
eCommerce platform. 

MW Industries partnered with CDS, a product data provider, for all its 3D/2D CAD diagrams and web 
application interfaces. Magento Commerce was then integrated with WordPress, ERP, and CDS to 
make product content available on the web. CDS data was pulled in real-time, which means there is 
no sync in place and the data displayed is always the latest content from the provider. 

The Results 
Presented 60,000 products, 80% with 3D/2D CAD diagrams rendered by CDS. Data retrieved from 
ERP and CDS and rendered seamlessly via Magento Commerce. 

Detailed product information reduced product returns by 60%, enhanced buying experience 
and increasing customer loyalty. 

PRODUCT CONTENT

Presented 60,000 products, 
80% with 3D/2D CAD diagrams 
rendered by CDS.

 Data retrieved from ERP and 
CDS and rendered seamlessly
via Adobe Commerce. 

Detailed product information 
reduced product returns by 60%, 
enhanced buying experience and 
increasing customer loyalty.



When B2B buyers are considering a purchase, they spend 
27% of that time independently researching online—good 
web strategies ensure your website and content appear 
organically in their searches.

Organic traffic is earned by solid marketing and search 
engine optimization (SEO). When a business is replatforming 
its website, it’s crucial to ensure that organic traffic sources 
are not lost in the transition. 

Organic and Mobile Traffic

Use 301 redirects instead of 302 redirects

Avoid broken links and links to non-production environments
Canonicalize duplicate content pages

Optimize blogs, eBooks, and other gated content for mobile

Consider PWAs

Track critical metrics like search traffic, backlinks, average time on page, 
bounce rate, returning visitors, branded versus non-branded keyword traffic

Inspect backlinks and remove bad ones

Check inbound links for quantity, quality, and longevity
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To preserve and optimize organic and mobile traffic:Mobile traffic is a common area overlooked by B2B 
brands, despite the fact that by 2021 the world’s 
m-commerce sales will make up for more than 50% of
all e-commerce sales. Progressive web apps (PWAs)
can help drive mobile traffic. PWAs are websites that
behave like native apps but are delivered directly
through the mobile browser. In a B2B ecosystem, PWAs
can cater to different stakeholders like field engineers,
procurement managers, account managers, and so on,
providing a one-stop solution for every type of persona
involved in a B2B purchase.

https://www.gartner.com/en/sales/insights/b2b-buying-journey
https://www.businesswire.com/news/home/20181211005856/en/
https://www.businesswire.com/news/home/20181211005856/en/


Dynojet is a performance automobile components manufacturer 
headquartered in Las Vegas, Nevada.

Originally, the brand’s products were spread across four different online 
stores—Powercommander.com, Dynojetwb2.com, Cart.dynojet.com, and 
Dynojet.com—which they wanted to merge under the parent brand site. 

To improve organic traffic and rankings through the site merge, they took 
the following steps:

Almost 100% Organic Traffic Boost 
for Dynojet

1.

2.

3.

4.

URL redirect: As multiple stores were centralized under the Dynojet.com domain, the SEO team 
performed URL redirects to ensure no loss in traffic.

Keyword rankings: Through content optimization and SEO, Dynojet maintained the position of its 
high performing keywords.
SEO content: Appropriate meta contents for category pages and product-specific pages were 
added across the website to prevent a dip in page rankings.
On-page optimization: The SEO team handled the on-page optimization exercise parallel with the 
Adobe Commerce implementation for a head start on marketing initiatives.

Traffic: Fueled by SEO, keyword positions climbed, earning top spots in search engine results 
pages (SERPs), resulting in a 100% increase in organic traffic.

5.

50%
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ORGANIC AND MOBILE TRAFFIC

increase in revenue 
post-launch

100%
increase in organic 
traffic post-launch

Top 10
SERP position for 
crucial keywords

https://www.dynojet.com
https://www.dynojet.com
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At the center of any successful B2B eCommerce implementation is a scalable eCommerce 
platform and several third-party systems like enterprise resource planning (ERP), 
customer relationship management (CRM), and payment gateways.

While integration between multiple systems is achieved through standard protocols, it is 
still one of the high-risk areas in any eCommerce implementation.

Integration with Third-Party 
Systems

Our client is one of the top three wholesale electrical components suppliers 
in the U.S with 14 subsidiary brands and a diverse customer base of 
electricians, contractors, corporate clients, architects, engineers, and 
lighting designers. 

The company required complex product pages on its B2B site that could:

The B2B brand turned to Ziffity to make this complex 
integration a success. To make this possible, Ziffity rendered 
the page with just the product information to reduce page 
response times. They then deployed asynchronous workings to 
fetch inventory, shipping, and pricing information. Since not all 
third-party vendors provide fallback methods, Ziffity also built 
graceful exits in the event of API failure. The team set up a live 
dashboard and log to identify the cause of failures and alert 
key stakeholders so nothing would fall through the cracks.

Show both warehouse and branch stock levels
Display custom pricing based on individual customer contracts
Offer a choice between delivery and pick-up
Enable users to change their home branch anytime

To meet these requirements, the brand’s eCommerce site needed seamless 
integrations with multiple APIs for product search engine, warehouse 
pricing, branch pricing, customer-specific pricing, shipping information, 
and stock in nearby branches. The APIs had to be lightning-fast to return 
results for hundreds of concurrent requests within milliseconds.

One of USA’s Largest Electrical Distributors Gets an All-Time Best Page 
Response Time Despite Multiple Systems Integrated
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The Results

Three-second page response 
time—even with multiple third-
party integrations.

Custom inventory, shipping and pricing information rendered 
based on location.

U.S. Electrical Services, Inc. Gets an All-Time Best Page 
Response Time Despite Multiple Systems Integrated 

U.S. Electrical Services, Inc. (USESI) is one of the top three wholesale electrical components 
suppliers in the U.S with 14 subsidiary brands and a diverse customer base of electricians, 
contractors, corporate clients, architects, engineers, and lighting designers.  

The company required complex product pages on its B2B site that could: 

● Show both warehouse and branch stock levels 
● Display custom pricing based on individual customer contracts 
● Offer a choice between delivery and pick-up 
● Enable users to change their home branch anytime 

To meet these requirements, USESI’s eCommerce site needed seamless integrations with 
multiple APIs for product search engine, warehouse pricing, branch pricing, customer-specific 
pricing, shipping information, and stock in nearby branches. The APIs had to be lightning-fast to 
return results for hundreds of concurrent requests within milliseconds. 

USESI turned to Ziffity to make this complex integration a success. To make this possible, Ziffity
rendered the page with just the product information to reduce page response times. They then 
deployed asynchronous workings to fetch inventory, shipping, and pricing information.  

Since not all third-party vendors provide fallback methods, Ziffity also built graceful exits in the 
event of API failure. The team set up a live dashboard and log to identify the cause of failures 
and alert key stakeholders so nothing would fall through the cracks. 

The Results 
Three-second page response time—even with multiple third-party integrations. 

Graceful exits programmed wherever fallback methods were missing. 
Real-time notifications on core system or API failures to improve response and resolution 

time. 

INTEGRATION WITH THIRD-PARTY SYSTEMS

Graceful exits programmed 
wherever fallback methods 
were missing.

Real-time notifications on core 
system or API failures to improve 
response and resolution time.



Conclusion
Ever-changing consumer behaviors have made eCommerce imperative for manufacturers, wholesalers, and distributors 
alike. Technologies and eCommerce platforms that offer B2B-centric features out of the box have evolved rapidly over 
the years, making B2B eCommerce site builds comparatively less complicated.

However, it can still be challenging for B2B brands to achieve their digital growth objectives as brands often overlook 
the details of a well-crafted implementation plan—particularly in the areas covered in this eBook.

To ensure B2B eCommerce success, it’s best to partner with a solutions provider that can help identify challenges in 
these areas and create a proactive plan to address them.
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About Ziffity
Ziffity is a full-service digital commerce agency, and an Adobe Silver Partner 
focused on providing eCommerce solutions to B2C, B2B, and D2C brands. 
With a 100+ taskforce, including certified professionals, Ziffity helps businesses 
overcome their eCommerce challenges.

By providing end-to-end eCommerce solutions, which include consulting, 
creative redesign, implementation, replatforming, upgrade, digital marketing, 
among others, Ziffity enables eCommerce brands to achieve disruptive growth in 
their respective markets.

www.ziffity.com

https://www.ziffity.com
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