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C
hanging buyer preferences, 

ever-grow
ing com

petitive threats, 
and new

 technologies are upending 
B2B industries, forcing com

panies to 
com

pletely rethink the w
ay they go to 

m
arket and engage w

ith their custom
ers. 

W
ithout the ability to rely on their historical pricing, 

product, or operational advantages, B2B com
panies 

are now
 turning to highly personalized and seam

less 
experiences to stand out from

 the crow
d.

B2B leaders see digital com
m

erce as key to crafting 
w

inning experiences and achieving their strategic 
goals in this new

 business environm
ent. In fact, nearly 

half of B2B leaders say that they are looking to address 
their m

ost critical corporate priorities, like increasing 
overall revenue and im

proving overall custom
er 

satisfaction, w
ith their digital com

m
erce efforts. 1

D
igital is 

the N
ew

 
D

ifferentiator

2
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W
hich of the follow

ing w
ere the m

ost im
portant criteria w

hen your 
organization initially selected its current B2B eC

om
m

erce tool/technology set?

H
ad high site perform

ance 
and reliability

C
om

pleteness 
of solution

The solutions support both 
B2B and B2C

 com
m

erce 
requirem

ents

Integrated easily w
ith 

existing business system
s 

Ease of custom
ization 

to m
eet m

y needs

To deliver against such am
bitious goals, B2B com

panies require a next generation 
com

m
erce solution that addresses current needs and custom

ers, but also one that 
w

ill grow
 and evolve as m

arket dynam
ics continue to change. This need for im

m
ediate 

functionality and long-term
 flexibility is apparent in a com

m
issioned study conducted 

by Forrester C
onsulting on behalf of M

agento. The data dem
onstrates that B2B leaders 

w
ant solutions that offer com

prehensive capabilities and perform
ance com

bined w
ith 

the ability to serve m
ultiple audiences, easy custom

ization, and seam
less integration 

across business system
s.

1 C
om

m
issioned study conducted by Forrester C

onsulting 
 on behalf of M

agento, M
arch 2018
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You’ll learn about:

 • U
sing built-in B2B 

functionality to boost 
sales and loyalty

 • C
reating content-rich, 

personalized experiences

 • D
elivering om

nichannel 
ordering and fulfillm

ent

 • Em
pow

ering intelligent, 
data-driven decision m

aking

 • M
axim

izing flexibility in 
a cloud environm

ent 

 • Assem
bling a w

inning team
 

for rapid digital transform
ation

Flexibility is w
here M

agento stands out. As the leading global platform
 

for both B2B and B2C
 com

m
erce, it em

pow
ers com

panies w
ith an 

open, extensible platform
 and robust capabilities to create unique 

experiences that drive differentiation, long-term
 grow

th, and loyalty.

M
agento’s rich feature set and vast ecosystem

 of partners and solutions accelerate 
tim

e to m
arket, helping B2B com

panies achieve their vision sooner. N
o other platform

 
brings such speed and agility to B2B digital transform

ation. That’s w
hy M

agento is the 
trusted platform

 for both the Internet Retailer 1000 and Internet Retailer B2B 300.

D
iscover how

 M
agento is uniquely positioned to m

eet the com
m

erce needs of B2B 
com

panies in these changing tim
es. This paper provides a com

prehensive review
 of 

core M
agento features and capabilities and describes how

 they enable B2B com
panies 

to transform
 the w

ay they engage w
ith their custom

ers.

4



5 U
sing Built-in 

B2B Functionality 
to Boost Sales  
and Loyalty
M

agento C
om

m
erce w

as designed to fully support both 
B2B and B2C

 com
m

erce, giving com
panies the pow

er 
to efficiently serve all types of custom

ers and venture 
into new

 business m
odels, like direct-to-consum

er, 
from

 a single platform
. It includes the com

m
erce 

capabilities you’d expect, plus a com
prehensive set of 

B2B functionality out of the box to ensure com
panies 

can m
eet their unique requirem

ents w
ith m

inim
al 

developm
ent. W

ith features like full com
pany account 

m
anagem

ent, flexible paym
ent options, custom

 pricing, 
and fast ordering and quoting, M

agento has everything 
needed to get to m

arket quickly w
ith pow

erful B2B or 
hybrid B2B/B2C

 experiences.



C
om

pany A
ccount M

anagem
ent

M
agento provides a full suite of tools for B2B com

panies and their 
buyers to easily m

anage com
pany accounts. 

To get started, B2B sellers can connect M
agento to custom

er data in existing business 
system

s using APIs or m
anually enter account inform

ation.

Each account is assigned a sales rep, product catalog and price list, credit term
s, and 

a “Super U
ser” w

ho w
ill m

anage the account for the buyer. B2B com
panies can also 

accept new
 custom

er applications through their site, m
aking it easier to acquire and 

onboard prospects.

B2B buyers are em
pow

ered w
ith easy-to-use account m

anagem
ent tools. Super U

sers 
can add and rem

ove buyers from
 their com

pany account and drag-and-drop them
 into 

a hierarchy that m
atches their business structure. Supervisors in this hierarchy can view

 
the activities of their subordinates. (Figure 1.1)

U
sing Built-in B2B Functionality to Boost Sales and Loyalty

FIG
U

RE 1.1 
Buyer view

 of com
pany structure

6



7 U
sing Built-in B2B Functionality to Boost Sales and Loyalty

Super Users can also define specific roles and 
perm

issions to control how individual buyers 
interact with the site.

For exam
ple, they can determ

ine if a buyer can:

FIG
U

RE 1.2 Buyer view
 of roles and perm

issions

Buyers value these self-service capabilities because they can m
anage their accounts 

on their ow
n, at their convenience, w

ithout having to w
ait on the phone for a call 

center rep. They are fully in control of their experience.

Additional roles and perm
issions can be added 

or custom
ized to m

eet unique business needs. 

(Figure 1.2)

View
 or place quotes 

and orders

Purchase on credit

View
 or edit the 

com
pany profile

View
 or m

anage buyer 
roles and perm

issions



U
sing Built-in B2B Functionality to Boost Sales and Loyalty

FIG
U

RE 1.3 M
agento Adm

in com
pany credit m

anagem
ent view

Flexible Paym
ent O

ptions
Beyond providing efficient self-service capabilities to enable 
individual buyers, it is also critical to support all the w

ays buyers 
w

ant to pay.

The m
ost com

m
on practice is for B2B custom

ers to pay on credit term
s. This 

m
akes purchasing m

ore convenient, encourages increased spending, and builds 
loyalty. M

agento natively includes support for paym
ents on account so that B2B 

com
panies can extend credit to their buyers.

W
ithin Magento, B2B com

panies can enable or 
disable the paym

ent on account feature for each of 
their websites, control which countries are eligible 
to use it, and set m

inim
um

 and m
axim

um
 order 

am
ounts for credit purchases.

For each custom
er, they can set:

A credit lim
it

D
eterm

ine if they 
can exceed the lim

it

Track their credit transactions, 
balance, and available credit

(Figure 1.3)
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In addition to supporting paym
ents on account, M

agento also enables credit card 
purchasing, w

hich is now
 used by up to 88%

 of B2B buyers. 2 M
agento integrates out-

of-the-box w
ith m

ultiple paym
ent gatew

ays including Authorize.net, Braintree, 
C

yberSource, eW
ay, PayPal, and W

orldPay. Additional gatew
ay extensions are available 

through the M
agento M

arketplace. W
ith these integrations, credit card inform

ation is 
passed directly from

 the client’s brow
ser to the paym

ent gatew
ay to ease PC

I com
pliance.

U
sing Built-in B2B Functionality to Boost Sales and Loyalty

M
agento’s paym

ent on account feature seam
lessly integrates w

ith existing credit 
m

anagem
ent system

s to reflect all custom
er credit purchases and paym

ents. B2B 
com

panies can also m
anually reim

burse the credit balance through the M
agento Adm

in 
panel by entering the am

ount and purchase order num
ber it should be applied to.

Buyers have full visibility into their credit status. W
hen checking out, they can 

alw
ays see their available credit before placing an order and they can m

onitor their 
outstanding balance, available credit, and transactions against their credit line using 
self-service tools in their com

pany account. (Figure 1.4)

FIG
U

RE 1.4 Buyer view
 show

ing the paym
ent on account option and available credit

2 Building the B2B O
m

ni-C
hannel C

om
m

erce Platform
 of the Future, 

 Forrester C
onsulting, August 2014.
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U
sing Built-in B2B Functionality to Boost Sales and Loyalty

M
agento also integrates w

ith autom
ated fraud protection 

tools, like Signifyd, to evaluate each transaction in real 
tim

e and cover any shipping or chargeback fees incurred 
on approved transactions.

This protection gives m
erchants greater peace of m

ind, 
particularly if they are venturing into direct to consum

er 
sales for the first tim

e. 

M
agento supports alternative paym

ent options like 
Am

azon Pay, Klarna, and PayPal Express C
heckout, w

hich 
offer even faster checkout experiences. Direct bank transfers 
and other options are also available to create a seam

less 
paym

ent experience, no m
atter the use case.

10



11 U
sing Built-in B2B Functionality to Boost Sales and Loyalty

FIG
U

RE 1.5 M
erchant Adm

in shared product catalog setup

C
ustom

 C
atalogs and Price Lists

To ensure that each buyer has a personalized 
experience, M

agento also enables B2B 
com

panies to create custom
ized catalogs 

and price lists and assign them
 to individual 

com
panies or groups of com

panies.

This allow
s them

 to honor negotiated contracts w
hen 

their buyers shop online and ensure a seam
less online/

offline purchasing experience.

To set up a catalog, B2B com
panies can select w

hich 
product categories they w

ish to include from
 a m

aster 
category tree and add or rem

ove specific products 
w

ithin each category by toggling an on/off sw
itch.

C
om

panies can filter and search to find specific 
products to include or exclude and can duplicate 
an existing catalog as a fast w

ay to get started. 
(Figure 1.5)

M
erchants w

ho m
aster catalog data in an ERP system

 
can use robust M

agento APIs to im
port and update 

price and category data, ensuring custom
ers alw

ays 
view

 the correct price and system
s rem

ain in sync. 

The products and categories included in the catalog control the follow
ing:

The site 
navigation 

content

Products they 
are eligible to 

purchase

Buyer’s shopping 
experience
(including w

hich 
products appear in 

search results)



U
sing Built-in B2B Functionality to Boost Sales and Loyalty

After B2B com
panies have selected the categories and products for a catalog, 

the next step is to define custom
 pricing. 

M
agento supports fixed pricing, w

here a final product price is specified, or dynam
ic 

pricing, w
here a percentage discount is applied to a product’s base price. C

om
panies 

can also im
plem

ent tiered pricing to offer quantity discounts on products.

Prices can be set individually or for m
ultiple products at once for greater efficiency. 

(Figure 1.6)

FIG
U

RE 1.6 M
erchant Adm

in shared catalog pricing configuration
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O
nce a custom

 catalog has been created, a B2B com
pany can assign it to an individual 

com
pany or m

ultiple com
panies (for exam

ple, if they have a tiered custom
er strategy) 

to ensure each buyer has the right online experience.

They can also create a default “public” catalog that can be displayed to site visitors 
w

ithout an assigned catalog. This is a great w
ay to ensure products are found by search 

engines and that prospective custom
ers can access enough product inform

ation to 
prom

pt them
 to open an account. M

any com
panies show

 “prices starting at…” 
to pull prospects in. (Figure 1.7)

M
agento also ensures that changes to custom

 catalogs are efficiently processed in 
the background, so that B2B com

pany em
ployees can stay productive w

hen m
aking 

catalog updates. An em
ployee can subm

it a batch of catalog changes and then 
continue to w

ork on other tasks in the Adm
in w

hile the catalog is being updated, 
w

ith no productivity slow
 dow

n. W
hen the process is finished, they receive an alert 

in the Adm
in Panel N

otification C
enter.

FIG
U

RE 1.7 M
agento Adm

in interface for assigning shared catalogs to com
panies
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U
sing Built-in B2B Functionality to Boost Sales and Loyalty

Fast, Frictionless Buying
B2B buyers are shifting their w

ork purchases 
online for the added convenience it offers.

According to the Forrester/Internet Retailer B2B Buy-Side 
O

nline Survey, the ability to purchase 24x7 using a faster 
process is m

otivating their m
ove online.

This m
eans that B2B com

panies m
ust deliver on this 

prom
ise by offering fast, friction-free w

ays for their 
custom

ers to buy online. O
verly com

plex or confusing 
processes or ones that are not designed for m

obile devices 
favored by field-based w

orkers and m
illennials w

ill cause 
buyers to look for another vendor.

W
hat is your chief reason for shifting m

ore w
ork purchases 

online from
 offline?

M
ore convenient since online sales are open 24 hours a day

38
%

22
%

Faster process

14
%

Save m
oney because get low

er prices online

11%
G

et m
ore and better inform

ation about products and...

Easier to track purchases for record-keeping purposes
8

%

2
%

M
inim

ize interaction w
ith sales representatives

1%
W

e m
ay have not done this

1%2
%

Base: 183 B2B online buyers

3 Forrester/Internet Retailer Q
1 2017 B2B Buy-Side O

nline Survey

O
ther

D
on’t know

14



U
sing Built-in B2B Functionality to Boost Sales and Loyalty

M
agento has focused on m

aking the purchase process as fast and convenient as 
possible and offers several stream

lined options that are optim
ized across devices.

The first is a quick order feature that enables buyers to directly enter products they  
w

ish to purchase w
ithout having to brow

se through the site.

Buyers sim
ply enter product nam

es or SKU
 num

bers via a quick order form
 or upload a 

C
SV file w

ith the SKUs they w
ish to purchase. M

agento validates that the SKUs are in the 
buyer’s assigned catalog, ensures they are available in inventory, and displays product 
inform

ation (including a thum
bnail picture and price) so the buyer can confirm

 the 
correct SKU

s have been entered.

All the buyer has to do is enter quantities and hit “add to cart” to checkout or request  
a quote. (Figure 1.8)

FIG
U

RE 1.8 Buyer view
 of M

agento quick order form

15



16 U
sing Built-in B2B Functionality to Boost Sales and Loyalty

Buyers can also create requisition lists. Requisition 
lists function as saved shopping lists containing 
frequently purchased products and quantities for 
fast and easy restocking.

Multiple lists can be created by each buyer to 
support different purchasing needs or projects.

Setting up requisition lists is fast. Buyers can 
add products to them

 by entering SKUs, copying 
previous orders, or selecting “Add to Requisition 
List” from

 product and category pages. To place 
an order from

 a requisition list, buyers sim
ply:

1.  Select the products they w
ish 

 
to purchase

2. Review
 and adjust the quantities 

 
if needed

3. C
lick “A

dd to C
art” to start the 

 
ordering process.

(Figure 1.9)

FIG
U

RE 1.9 Buyer view
 of a requisition list

M
agento also m

akes reordering fast by utilizing detailed inform
ation from

 previous 
orders. Reorders carry over line item

s and quantities, shipping and billing addresses, 
shipping m

ethods, and paym
ent m

ethods from
 previous orders, saving buyers 

considerable tim
e and effort. But rest assured, all carried over inform

ation can be 
edited to offer buyers the ease of experience they’ve com

e to expect.

A
ssisted Selling

Adding a digital channel doesn’t m
ean that B2B com

panies can 
elim

inate in-person, w
hite glove service.

Buyers expect a continuum
 of assistance that runs from

 self-service to full-service. 
C

hoosing the right eC
om

m
erce solution can m

ake it easier to provide buyers w
ith 

a range of service options, for a seam
less and differentiated buying experience.
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FIG
U

RE 1.10
 M

agento Adm
in assisted selling interface

M
agento supports full-service purchasing w

ith an assisted selling capability. 
Through the M

agento Adm
in, sales or custom

er service reps can:

 
•

C
reate orders on behalf of buyers

 
•

Edit or troubleshoot existing orders

 
•

M
ake intelligent product recom

m
endations based 

on the buyer’s behavior and purchasing history

(Figure 1.10
)

For exam
ple, they can tune their product 

recom
m

endations based on:

W
hat is in the buyer’s cart

Their last ordered item
s

Recently view
ed and 

com
pared products

Such insightful suggestions com
bined with the 

convenience of a ready-to-go order is a sure way to 
build loyalty with custom

ers who value service.

Furthermore, Magento’s responsive design themes mean 
that B2B sales reps have their entire product catalog at their 
fingertips whenever they are visiting a client or prospect.

They can easily use the responsive Magento site 
on their phone or tablet to answer any question 
with up-to-date product inform

ation, share video 
content, check product specifications and m

ore – 
so that they can close the deal on-the-spot.

They can even place the order online while with 
the buyer, so there are no delays or data entry 
errors when inputting orders back at the office.



18 U
sing Built-in B2B Functionality to Boost Sales and Loyalty

Request for Q
uotes

O
nline selling needs to conform

 to norm
al 

B2B business practices to create truly efficient 
experiences buyers w

ill adopt and love.

Q
uote requests are quite com

m
on in B2B purchasing, as 

buyers often need com
petitive bids or sim

ple cost estim
ates 

to gain approval for purchases. M
agento supports this 

buying behavior w
ith a robust online w

orkflow
 for m

anaging 
quotes from

 the initial request, through negotiations, to 
the final order.

The w
orkflow

 can be configured to m
eet individual B2B 

com
pany needs, for exam

ple:

 
•

C
ontrolling w

hich buyers are eligible for quoting

 
•

Setting m
inim

um
 order values

 
•

C
ustom

izing the em
ail com

m
unications used to 

guide buyers through the process

There are also built-in safeguards to prevent conflicting 
updates to quotes as they are processed.

Requesting a quote is easy for buyers. They can start a quote 
from

 the shopping cart by selecting the “Request a Q
uote” 

button or can initiate one from
 a previous quote or order.

The buyer can include com
m

ents and attach 
docum

ents to support their request.

FIG
U

RE 1.11 
Buyer view

 of the quote request form

O
nce subm

itted, the buyer can see the status of their quote and can correspond 
w

ith the m
erchant as needed in the “M

y Q
uotes” m

anagem
ent interface in their 

com
pany account. (Figure 1.11) 
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FIG
U

RE 1.12 M
agento Adm

in quote m
anagem

ent tool

M
agento provides B2B com

panies w
ith a full set of tools 

to im
prove their responsiveness to quote requests and 

effectively negotiate deals.

In the M
agento Adm

in, sales reps can see quote details 
and docum

ents in an easy-to-use quote m
anagem

ent 
interface. From

 there, they can:

 
•

Set quote expiration dates to drive action

 
•

Suggest additional SKU
s to increase AO

V

 
•

M
ake substitutions to handle 

out-of-stock products

 
•

A
djust the quote in other w

ays to ensure 
it m

atches the buyers’ needs

Sales reps can save drafts of quote proposals until they 
are ready to send, allow

ing them
 to research pricing 

and reach out for internal approvals before subm
itting 

the proposal. (Figure 1.12)

B2B com
panies also have a range of tools to help them

 
negotiate w

ith buyers to boost their bottom
 line. For 

exam
ple, they can see total cost data and can quickly 

calculate a percentage or dollar off discount, or a target 
final price that supports their m

argin goals.

They can also negotiate both product and shipping 
prices to m

eet custom
er dem

ands and they can include 
com

m
ents w

ith their quotes to explain their proposals.

All updates to the quote, including com
m

unications w
ith 

the buyer, are logged in the quote history tab for full insight 
into each proposal. (Figure 1.13)

FIG
U

RE 1.13 M
agento Adm

in quote m
anagem

ent tool
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Buyers can also m
anage quotes and view quote 

details from
 their com

pany account. On the quote 
detail page, they can im

m
ediately see:

The M
agento platform

 is ready to m
eet the needs of nearly any B2B use case or custom

er 
w

ith a com
prehensive set of built-in B2B features. Its com

bination of self-service account 
m

anagem
ent, flexible paym

ent options, custom
 pricing, and fast ordering and quoting 

provides a pow
erful foundation to create personalized and differentiated experiences 

that w
ow

 B2B buyers.

FIG
U

RE 1.14 Buyer view
 of a “M

y Q
uotes” page

O
nce a B2B com

pany has sent a proposal to their quote request, the buyer can easily 
accept it and proceed to checkout. All this happens w

ithout the buyer ever having to 
call a sales rep, saving both parties considerable tim

e. (Figure 1.14)

Q
uote status

Item
s included in the quote

Seller com
m

ents

H
istory log



21 C
reating 

C
ontent-rich, 

Personalized 
Experiences
B2B buyer expectations have never been higher. W

hile 
offering contract pricing online w

as once the definition 
of personalization, B2B com

panies are now
 expected 

to deeply understand their custom
ers’ needs and 

provide them
 w

ith custom
-tailored content, offers, and 

product recom
m

endations. Furtherm
ore, B2B buyers 

are increasingly focusing their research efforts online, 
only reaching out to suppliers after 57%

 of the purchase 
process is com

plete. 3 These online researchers w
ant 

everything – inspirational content, how
-to videos, 

inventory availability, product specs, and user review
s –  

to be just a click aw
ay.

3 C
EB M

arketing Leadership C
ouncil, 2013



22

C
ustom

er Segm
entation and Targeting

To deliver personalized experiences, B2B businesses m
ust be able 

to first segm
ent their custom

ers and site visitors into distinct groups.

M
agento em

pow
ers B2B com

panies to segm
ent both registered custom

ers and 
visitors based on a range of attributes. Registered custom

ers can be targeted using 
their location, gender, order history, lifetim

e purchase value, w
ish list item

s, preferred 
products or brands, and m

uch m
ore.

U
nknow

n site visitors can be targeted based on their online behavior, products 
view

ed, or the item
s in their cart. M

ultiple attributes can be com
bined to create 

highly refined target groups. (Figure 2.1)

FIG
U

RE 2.1 M
agento Adm

in custom
er segm

entation tool

C
reating C

ontent-rich, Personalized Experiences

B2B com
panies need a solution that can 

keep pace with this changing definition of 
com

m
erce and deliver the content-rich, 

bespoke experiences buyers are dem
anding. 

Magento does this by providing:

O
nce segm

ents are defined, they can be used to direct relevant on-site experiences 
to buyers w

ith just-right content, product recom
m

endations, and prom
otions.

Solutions in the M
agento M

arketplace take these capabilities even further w
ith m

achine 
learning and AI-pow

ered personalization. Exporting segm
ent lists to m

arketing autom
ation 

tools enables targeted off-site cam
paigns, creating a 360-degree experience that is 

personalized for the buyer.

C
om

prehensive 
content m

anagem
ent

M
erchandising

Personalization tools
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Prom
otions

The M
agento prom

otion engine is pow
erful 

w
ith the ability to create over 100 different 

types of offers.

B2B businesses can attract new
 custom

ers and drive 
increm

ental sales w
ith free shipping, percentage and 

fixed price discounts, volum
e-based discounts, buy X 

get Y free offers, coupons, and m
ore.

But, w
hat m

akes M
agento really stand out is its ability to 

custom
ize how

 prom
otions are applied. B2B com

panies 
can create precise prom

otions that are built around a 
com

bination of:

 
•

Product categories (all pow
er tools)

 
•

Regions

 
•

Product attributes (price or brand)

 
•

Q
uantities

 
•

Purchase value

 
•

A
nd other conditions

Prom
otions are prioritized against each other, targeted 

to specific segm
ents, and highlighted via on-site 

banners. C
om

panies can also create single and 
m

ultiple-use coupons in batches to drive custom
er 

loyalty and repurchasing.

This w
ide array of prom

otional firepow
er ensures B2B 

com
panies can deliver highly-personalized and relevant 

offers that com
pel action. (Figure 2.2, 2.3)

FIG
U

RE 2.3 M
agento Adm

in tools for setting prom
otion conditions and actions

FIG
U

RE 2.2 M
agento Adm

in tools for setting prom
otion conditions and actions



Loyalty Program
s

Beyond prom
otions, M

agento also includes a 
rew

ard points system
, giving B2B com

panies 
the ability to im

plem
ent program

s that drive 
custom

er engagem
ent and loyalty.

Points can be aw
arded for transactions as w

ell as a w
ide 

range of custom
er activities, and B2B com

panies can 
control how

 m
any points are allotted per activity and 

w
hen they expire.

Buyers can redeem
 points tow

ard purchases, based on the 
conversion rate established by the B2B com

pany. M
agento 

also can integrate w
ith rew

ard system
s already in use.

C
reating C

ontent-rich, Personalized Experiences
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ulti-site M

anagem
ent 

Personalization goes beyond highlighting the right 
prom

otions and product recom
m

endations. It often 
involves creating m

ultiple sites to serve distinct 
custom

er segm
ents or business goals.

For exam
ple, m

any B2B com
panies include m

ultiple brands that require 
separate sites. They m

ay also need to create unique storefronts to serve 
channel partners, m

arquee custom
ers, or different regions.

O
r, they m

ay be venturing into direct-to-consum
er sales and require a 

B2C
 site. M

agento’s m
ulti-site architecture m

akes it straightforw
ard to 

m
anage each of these use cases w

ith a single solution.

C
reating C

ontent-rich, Personalized Experiences

Store 
View

Store 
View

Store 
View

Store 
View

Store 
View

Store 
View

Store 
View

Adm
in Panel

W
ebsite

Store
Store

Store
Store

Store
Store

W
ebsite

W
ebsite

It offers the benefits of centralized data m
anagem

ent and 
adm

inistration w
ith the flexibility to handle:

 
•

D
ifferent paym

ent and shipping options

 
•

C
urrencies

 
•

Product catalogs

 
•

Visual them
es

 
•

Languages across sites

This com
bination sim

plifies ongoing m
aintenance and reduces technical 

overhead for B2B com
panies, enabling a faster tim

e to m
arket for these 

focused site experiences.



FIG
U

RE 2.4 Layered navigation filtering

C
reating C

ontent-rich, Personalized Experiences

Product Research and D
iscovery

Serving today’s buyers also m
eans m

aking the research and discovery 
experience fast and easy.

Sites need to intelligently surface the right products and inform
ation to all the different 

stakeholders involved in researching a given purchase. And they need to do it fast, 
thanks to ever-increasing w

orkloads and shrinking attention spans.

M
agento em

pow
ers B2B com

panies to efficiently m
atch buyers to products. It starts 

w
ith robust search capabilities built on Elasticsearch, a pow

erful and highly scalable 
distributed search engine that is used by such high-volum

e sites as eBay, W
ikipedia, 

and G
itH

ub.

Elasticsearch im
proves search result relevancy and conversions w

ith support for stop 
w

ords, attribute w
eighting, and synonym

 m
anagem

ent. M
agento also enables buyers 

to narrow
 in on the right products w

ith layered navigation that filters search results by 
categories and key product attributes. (Figure 2.4)

26
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Another w
ay B2B com

panies can influence product discovery and selection is w
ith site-

based related product, cross-sell, and upsell prom
otions.

Autom
ated rules personalize these product suggestions to efficiently drive results. 

M
erchandisers can also arrange their category pages to optim

ize sales w
ith drag- 

and-drop visual m
erchandising and autom

ated sorting tools that order products 
to highlight new

, special-offer, low
-price, or low

-stock item
s. (Figure 2.5, 2.6)

FIG
U

RE 2.5 M
agento Adm

in category drag-and-drop visual m
erchandising

FIG
U

RE 2.6 M
agento Adm

in autom
ated category sorting options
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FIG
U

RE 2.7 Product detail page w
ith video links, review

s, and m
ore

Product M
erchandising

O
nce buyers find a potential product m

atch, 
the product detail page m

ust close the deal 
by providing the right m

ix of inform
ation 

and inspiration.

W
ith M

agento, B2B com
panies can create a 

com
pelling case for their products w

ith pow
erful 

visual im
agery. They can present buyers w

ith:

They can also provide:

 
•

D
etailed product specs

 
•

PD
F files

 
•

Rich product descriptions

 
•

A
nd m

ore to optim
ize their position in search 

results and m
eet the needs of dem

anding buyers

M
ultiple product 

im
ages

Ability to 
zoom

 in on im
ages

Sw
atches w

ith color 
or m

aterial options
Videos from

 
YouTube or Vim

eo

Buyers also w
ant to know

 w
hat peers have to say about products and services. M

agento 
includes rating and review

s functionality out-of-the-box so B2B com
panies can leverage 

user-generated content to build credibility and sales. (Figure 2.7)
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FIG
U

RE 2.9 M
agento content preview

 by date interface

C
ontent C

reation, Scheduling, Staging, 
and Preview
C

rafting these rich experiences is easy using 
M

agento’s drag-and-drop content m
anagem

ent tools.

N
on-technical team

 m
em

bers can easily develop new
 page 

content by sim
ply dragging elem

ents onto the page. They can 
com

bine text, im
ages, video, sliders, prom

otional banners, 
and m

ore in a flexible grid system
 that supports com

plex 
layouts. C

ontent editing happens in-line and users can easily 
preview

 changes before publishing.

O
nce content changes, prom

otions, or new
 products are 

created, B2B com
panies can schedule their go live dates. 

A tim
eline dashboard provides an overview

 of all upcom
ing 

changes to ensure cam
paigns are coordinated. (Figure 2.8)

C
hanges can be preview

ed by date or store view
 to ensure 

flaw
less experiences, and links to staged content can be 

shared w
ith other team

 m
em

bers to facilitate review
s and 

approvals. Updates are autom
atically published and rem

oved 
at scheduled tim

es, allow
ing for a dynam

ic site w
ith m

inim
al 

adm
inistrative burden. (Figure 2.9)

FIG
U

RE 2.8 Editing using M
agento Page Builder

W
ith such pow

erful personalization and content m
anagem

ent 
tools, M

agento frees B2B m
arketers to create rich, tailored 

experiences for their custom
ers w

ithout having to rely on 
engineering or outside agencies for help. Easy-to-use tools 
and w

orkflow
s enable continuous testing of new

 ideas and 
greater custom

er engagem
ent. This com

bination of control, 
creativity, and tim

e-to-m
arket is unique to M

agento.



30 D
elivering 

O
m

nichannel 
O

rdering and 
Fulfillm

ent
It bears repeating that buyer expectations have radically 
changed. W

e’ve entered a “buy m
y w

ay” era, w
here 

com
panies expect to be able to purchase seam

lessly 
across channels and receive products how

, w
here, and 

w
hen they w

ant. D
elivering this experience requires 

m
ore than a pretty w

ebsite or Am
azon feed. It dem

ands 
an intelligent orchestration of orders, inventory sources, 
fulfillm

ent m
ethods, and m

ore to provide a custom
er-

centric experience.



To handle this com
plexity, Magento Order 

Managem
ent operates as air traffic control for all 

com
m

erce activities. It m
anages orders com

ing in 
across channels and uses business logic to m

atch 
them

 with the best supply chain and fulfillm
ent 

options to m
eet custom

er expectations and 
profitability goals.

It handles the challenges of order m
anagem

ent and 
inventory allocation, and it enables B2B com

panies 
to truly differentiate their custom

er experience with:

31 D
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ent

Inventory V
isibility and C

ontrol
M

agento O
rder M

anagem
ent also directs the inventory and fulfillm

ent 
side of the equation.

It aggregates inventory currently stored across m
ultiple sources like w

arehouses, 
branch locations, and drop shippers into a single view

 that can be allocated to 
specific channels for sale, ensuring that the m

ost critical channels and buyers 
alw

ays have the products they need.

Allocations consider in-flight orders and allow
s com

panies to set safety stock 
buffers to ensure they can m

eet com
m

itm
ents.

Additionally, having this single, accurate source of truth for w
hat is “available to sell” 

in each channel allow
s B2B com

panies to provide com
plete inventory visibility to 

their buyers, building confidence in their ability to fulfill orders.

O
rder O

rchestration
W

ith an ever-grow
ing num

ber of sales channels and m
arkets to 

support, B2B com
panies need a w

ay to efficiently and consistently 
m

anage orders so buyers have seam
less experiences no m

atter w
here 

they place an order.

M
agento O

rder M
anagem

ent provides a central system
 for handling orders from

 
all channels, including m

ultiple brand or m
arket w

ebsites, call centers, kiosks, 
m

arketplaces, and m
obile devices to enable intelligent orchestration and routing 

of each order.

It also handles com
plex pre-sales, back orders, and returns, w

hile also tracking order 
status and m

anaging partial shipm
ents and order splitting. Together, these capabilities 

provide B2B com
panies the control needed to deliver a true om

nichannel experience.

Full inventory transparency

Endless aisle shopping

Buy-online, pickup in branch 
or ship-from

-branch options



D
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m
nichannel O

rdering and Fulfillm
ent

FIG
U

RE 3.1 M
agento O

rder M
anagem

ent sourcing rules and w
eights

Sm
art Sourcing

Beyond creating a unified view
 of inventory, M

agento O
rder 

M
anagem

ent also em
pow

ers B2B com
panies to define and optim

ize 
how

 products are sourced for each order.

C
om

panies can set business rules that allow
 them

 to deliver on custom
er 

expectations, w
hile at the sam

e tim
e driving dow

n supply chain and fulfillm
ent costs.

For exam
ple, they can select inventory sources that lim

it tim
e in transit to m

eet tight 
delivery SLAs or m

inim
ize the num

ber of shipm
ents and split orders to control costs. 

M
ultiple sourcing rules are available out-of-the-box, and rules and w

eighting can be 
easily configured to support unique priorities and use cases.

A sourcing sim
ulator allow

s B2B com
panies to see the im

pact of different 
configurations on past order batches to further optim

ize their operations. (Figure 3.1)
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Sam
ple Sourcing Rules

Prioritize and assign inventory sources by:

1 
Stock availability

2 
D

istance

3 
N

um
ber of splits for a single order 

or bundle

4 
O

rder size

5 
O

rder age

6 
Required shipping m

ethod

7 
Product category 

8 
M

axim
um

 num
ber of orders to 

be sourced from
 a given location

9 
C

lient-specific w
eighting and rules

10 
C

om
bination of rules

33
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m
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ent

Buyer places 
an online order

Sourcing engine 
selects best 

fulfillm
ent location

Receives order 
and picks item

Packs, prints 
docum

ents and 
prepares order

Ship

Branch

Endless A
isle and 

Flexible Fulfillm
ent

For B2B com
panies w

ith 
branch locations, M

agento 
O

rder M
anagem

ent also 
provides m

any delivery and 
pickup options that further 
serve “buy m

y w
ay” dem

ands.

To start, ship-from
-store technology 

turns any branch location into a m
ini 

distribution center. B2B com
panies can 

source and ship online orders from
 a 

nearby branch for faster and m
ore cost-

effective delivery, rather than having to 
alw

ays fulfill from
 a central w

arehouse. 
(Figure 3.2)

FIG
U

RE 3.2 Ship-from
-store process w

ith M
agento O

rder M
anagem

ent
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M
agento O

rder M
anagem

ent also 
includes buy online, pickup in 
store technology.

This provides buyers both the 
convenience of ordering online and 
the im

m
ediate gratification of being 

able to pick up the product at a local 
branch to m

eet tight tim
elines – a true 

com
petitive advantage.

W
ith this capability, B2B com

panies 
also benefit from

 increased foot traffic 
in their branches. W

hen buyers go to 
the branch to pick up their orders, they 
typically spend 10 percent m

ore. 4 
(Figure 3.3)

D
elivering O

m
nichannel O

rdering and Fulfillm
ent

FIG
U

RE 3.3 Buy online, pickup in store process w
ith M

agento O
rder M

anagem
ent

Buyer searches 
branch inventory 

online

Selects m
ost 

convenient branch 
location

A
ssociate  

receives order 
and picks item

Branch 3
H

appy buyer
C

ustom
er 

picks up order

O
rder Placed 

Picklist C
reated

Picks Branch 3

4 Forrester Research, Envisioning the Future of 
 O

m
nichannel C

om
m

erce, D
ecem

ber 2016
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M
agento O

rder M
anagem

ent also helps B2B com
panies to avoid lost sales by 

em
pow

ering branch associates w
ith endless aisle capabilities.

Using a m
obile Point of Sale (PoS) system

 on a tablet, an associate can search across all 
inventory sources for a specific product that m

ay be out-of-stock in their location, place 
the order, and send their buyers on their w

ay w
ith the assurance that their product w

ill 
arrive quickly.

Associates can also collect buyer preferences, access account inform
ation, and view

 
purchasing history on the tablet to help personalize the in-branch experience and deliver 
better service.

36

W
ith com

prehensive order m
anagem

ent for all channels, pow
erful inventory 

aggregation and allocations capabilities, and sm
art sourcing of inventory to fulfill 

orders, M
agento provides the intelligence needed to operate a profitable om

nichannel 
business. Beyond that, its rich endless aisle and flexible fulfillm

ent tools open new
, 

m
ore personalized w

ays of servicing buyers that are true gam
e changers. N

ow
, B2B 

com
panies have all the tools needed to create the custom

er-centric, “buy m
y w

ay” 
experience today’s m

arket dem
ands.
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Intelligent, 
D

ata-D
riven 

D
ecision M

aking
W

hile the right B2B purchasing, m
erchandising, and 

order m
anagem

ent capabilities are critical to digital 
com

m
erce success, gaining deep insight into online 

sales and operations is equally im
portant. Being able 

to quickly access and share this inform
ation across 

team
s is essential to fueling continuous innovation 

and grow
th. According to a com

m
issioned study by 

Forrester C
onsulting, data activation leaders – those 

w
ith m

ore m
ature use of data in their organizations – 

report m
eaningful differences over laggards in 

m
arketing, sales, and custom

er loyalty outcom
es. 5

5 The B2B D
ata Activation Priority, Forrester C

onsulting, M
ay 2018.



Im
pact of D

ata A
ctivation M

aturity
As a com

m
erce engine, M

agento is in a unique 
position to captures enorm

ously im
portant 

data about custom
ers, products, sales, site 

visits, and m
ore.

C
onnections w

ith third party data sources – like ERP, 
shipping, paid search, or em

ail m
arketing solutions – 

autom
ate the consolidation of even m

ore data.

O
nce gathered, M

agento’s cloud-based business 
intelligence tools deliver everything necessary to 
transform

 this rich data into actionable insights.

O
ver 100 pre-defined reports, custom

 report-building 
tools, and state-of-the-art visualization capabilities turn 
w

hat is often an underutilized asset into the catalyst 
for grow

th. 
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Sales cycle speed
73

%

33
%

C
ustom

er 
lifetim

e value
75

%

45
%

Average deal size
73

%

42
%

Return on 
m

arketing spend
73

%

47
%

Leaders
Laggards

“Please indicate how
 these outcom

es have changed, com
paring your m

ost recent 
fiscal year to the previous fiscal year.” (Percent reporting an increase)

Sales 
conversion rate

77
%

49
%

C
ustom

er 
retention/loyalty

77
%

55
%

The B2B D
ata Activation Priority, Forrester C

onsulting, M
ay 2018.
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M
agento C

om
m

erce also includes four dashboards and 25 reports specifically designed 
to serve the unique needs of B2B com

panies. These reports delve into com
pany-level 

m
etrics, the quote-to-order process, sales rep KPIs, and catalog perform

ance.

Magento includes the type of reporting you’d 
expect with dashboards detailing revenue, orders, 
new custom

ers, best-selling products, and site 
traffic m

etrics.

But, it also takes analysis to the next level with 
the ability to draw correlations across data sets 
and uncover true business drivers. For exam

ple, 
B2B com

panies can:

 
•

Bring together custom
er acquisition channel, 

cost, and custom
er lifetim

e revenue data to 
understand their true channel ROI. 

 
•

Com
bine custom

er support contact and 
purchasing data to learn how support 
interactions im

pact purchase frequency 
and lifetim

e custom
er value. 

 
•

Segm
ent order and shipping cost data 

by destination, weight, and m
ethod, to 

ensure shipping m
ethods and policies 

m
axim

ize profitability. 

Sam
ple M

agento Reports

 •AdW
ords cost, clicks 

and im
pressions

 •Average custom
er lifetim

e revenue

 •Average order value

 •Average products in order

 •Average session length

 •Best sellers by volum
e and revenue

 •Biggest coupon users

 •Bounce rate

 •C
art abandonm

ent

 •C
lick through rate by cam

paign

 •First tim
e vs. repeat orders 

and revenue

 •Keyw
ords driving traffic

 •N
ew

 custom
ers

 •O
rders

 •Page view
s

 •Products ordered

 •Repeat order probability

 •Revenue

 •Registered accounts

 •Social netw
ork traffic

 •Tim
e betw

een orders

 •U
nique users
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C
om

pany M
etrics

W
ith m

ultiple buyers per account and potentially hundreds or 
thousands of individual purchases, it is im

portant for B2B com
panies to 

have a consolidated view
 of overall account health for each custom

er.

M
agento provides account-level key perform

ance indicators (KPIs) and profiling 
inform

ation across all buyers that includes tim
e since last order, lifetim

e revenue 
and orders, products purchased, and credit balances. Regular m

onitoring of this 
inform

ation can help B2B com
panies identify their best custom

ers and quickly spot 
potential issues, such as com

panies exceeding their credit lim
its or m

aking less 
frequent purchases. (Figure 4.1)

FIG
U

RE 4.1 C
om

pany KPIs dashboard  
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Q
uote-to-O

rder Process
Since quoting is such a com

m
on practice in 

B2B com
m

erce, it is im
portant for businesses 

to have insight into how
 efficiently they are 

m
anaging these transactions and converting 

them
 to sales.

M
agento provides key m

etrics around the quoting process 
including conversion rates, average negotiated change, 
m

edian negotiation tim
e, and percentage of carts negotiated.

These m
etrics enable businesses to identify and head-off 

potential challenges, such as lengthening negotiation tim
es 

and ballooning discount levels. (Figure 4.2)

Sales Rep KPIs
M

agento also provides KPIs for sales leaders 
to m

anage team
 efficiency and perform

ance.

They can easily identify their high and low
 perform

ers by 
tracking revenue, orders, and quote negotiation success 
rates per sales rep.

They can also see w
hich reps are m

ost responsive to quote 
requests and w

ho m
ay be giving aggressive discounts w

ith 
reports show

ing the m
edian length of negotiations and 

average negotiated price change.

They also can identify w
hich quotes are expiring and 

require im
m

ediate attention. (Figure 4.3)

FIG
U

RE 4.2 Q
uote-to-order dashboards 

FIG
U

RE 4.3 Sales Rep KPIs dashboard



C
atalog Perform

ance
Finally, M

agento provides insight into the perform
ance of catalogs 

created to serve the specialized pricing and product assortm
ent 

needs of each B2B buyer.

Reports detail product revenue, best-selling products, and actual products ordered per 
catalog. Arm

ed w
ith this inform

ation, B2B com
panies can adjust their assortm

ent and 
pricing strategies to reflect learnings across their different custom

ers.

Em
pow

ering Intelligent, D
ata-D

riven D
ecision M

aking
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C
ollectively, the M

agento Business Intelligence capabilities put pow
erful insights 

into the hands of m
arketers, m

erchandisers, business m
anagers, and sales leaders, 

providing them
 w

ith the autonom
y to ask questions and get answ

ers w
ithout having to 

rely on other resources. They rem
ove the burden that com

es w
ith using data effectively, 

opening the possibility of sm
arter and faster decision m

aking and accelerated grow
th.
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m
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U
nderpinning the M

agento C
om

m
erce platform

 is a 
pow

erful cloud infrastructure that enables B2B com
panies 

to focus their resources on executing their com
m

erce 
strategy and driving grow

th, rather than building and 
m

aintaining infrastructure. 

The M
agento C

om
m

erce C
loud consists of M

agento C
om

m
erce 

softw
are, a m

anaged cloud infrastructure, deploym
ent and configuration 

tools, 24x7 support, and technical account m
anagem

ent.

Sim
ilar to SaaS providers, the M

agento C
loud features integrated 

services that provide com
panies w

ith security, perform
ance m

onitoring 
and optim

ization, and m
anaged infrastructure – all w

ithout sacrificing 
the flexibility that m

akes M
agento unique. This infrastructure is designed 

to support operational efficiency, reduce com
plexity, and is specifically-

built and tuned for M
agento C

om
m

erce.

The M
agento C

om
m

erce C
loud com

es pre-integrated w
ith:

• AW
S for reliable, global, high-availability architecture, and elastic scale.

• Fastly for perform
ance tools such as a varnish-based C

ontent D
elivery 

N
etw

ork and Im
age O

ptim
izer, as w

ell as security tools to keep 
m

alicious traffic out.

• N
ew

 Relic and Blackfire for real-tim
e perform

ance m
onitoring.

It also com
es w

ith tools to easily develop and deploy to the M
agento 

C
loud. C

loud (EC
E) Tools enable agile and rapid developm

ent and 
testing, encourage good deploym

ent practices, and stream
line the 

build and deploy process for all environm
ents.

M
axim

izing Flexibility in a C
loud Environm

ent

Magento

Commerce

Platform as a

Service

Cloud

Infrastructure

Performance Tools

CDN, WAF, IO

B2B
BI
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O
pen and Flexible A

rchitecture
Another key advantage M

agento brings to B2B com
panies is 

its open, flexible architecture.

W
ith full access to source code and a platform

 designed for easy 
custom

ization, developers are never blocked from
 creating the innovative 

experiences their com
panies and custom

ers desire. And, w
ith one of the m

ost 
active developm

ent com
m

unities in the w
orld, product advances happen daily 

and opportunities for collaboration and learning are lim
itless.

To support the significant integration and custom
ization needs of B2B com

panies, 
M

agento C
om

m
erce also provides rich SO

AP and REST API coverage out-of-the-
box, as w

ell as the ability to create custom
 services that can be exposed as w

eb 
APIs. M

agento APIs cover all B2B capabilities and provide several authentication 
m

echanism
s and granular resource perm

issions. M
essage queues enable high 

throughput and scalability, and developm
ent is facilitated by com

plete and 
autom

ated docum
entation provided by Sw

agger.

M
agento is adding support for G

raphQ
L, a data query language developed by 

Facebook that is gaining support in technical com
m

unities as an alternative to 
REST and SO

AP APIs. It is seen as a m
ore flexible and perform

ant option that enables 
com

panies to accom
plish m

ore w
ith a single API call. G

raphQ
L also ensures that calls 

deliver exactly (and only) the data needed. C
om

panies are using G
raphQ

L to enable 
highly-efficient “headless” and m

obile com
m

erce solutions.

All M
agento C

loud custom
ers are paired 

w
ith a technical account m

anager w
ho 

serves as the prim
ary point of contact for 

the B2B com
pany’s im

plem
entation team

. 

Technical account m
anagers are charged 

w
ith coordinating account provisioning 

and launch and answ
ering questions 

relating to the C
loud.

Full 24x7 Technical Support to address 
infrastructure and softw

are issues is 
also provided.

Additionally, cloud best practices, 
docum

entation, and other resources 
are available from

 M
agento help to 

speed tim
e-to-launch.

B2B com
panies are uniquely able to benefit from

 M
agento’s openness, flexibility, 

and easy custom
ization; a com

bination that is not available w
ith other cloud-based 

solutions. Faced w
ith com

plex legacy system
 integrations and unique business 

requirem
ents and practices, B2B com

panies need a platform
 that is designed to change 

and adjust, to m
eet fast digital transform

ation tim
elines and urgent custom

er dem
ands. 

M
agento’s open-D

N
A provides just that and ensures B2B com

panies can continue to 
grow

 and adapt as the vision for digital com
m

erce evolves over tim
e.



46 Assem
bling a 

W
inning Team

 
for D

igital 
Transform

ation
Flexibility and choice don’t stop w

ith the M
agento 

C
om

m
erce softw

are. They are vital com
ponents 

of the entire ecosystem
 that supports the M

agento 
platform

. N
o other solution has such a global footprint 

of developers, system
 integrators, com

m
unity groups, 

or technology partners as M
agento. The im

m
ense 

com
m

unity ensures that B2B com
panies have a choice 

of skilled developers in every m
arket and industry 

segm
ent, representing a range of practices and prices. 

Furtherm
ore, M

agento Solution Partners bring extensive 
B2B skills to the table. They have years of experience 
guiding com

panies through digital transform
ations 

and are w
ell-versed in addressing both technical and 

organizational challenges frequently encountered in 
B2B projects.
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Extensive M
arketplace

W
hile M

agento is designed for custom
ization, m

any B2B 
com

panies don’t have to undertake bespoke developm
ent 

due to off-the-shelf extensions available through the 
M

agento M
arketplace.

The M
arketplace is hom

e to thousands of high quality extensions from
 

third party technology partners that extend the functionality of the 
M

agento platform
. Extensions span 34 categories and offer everything 

from
 ERP system

 connectors to them
es to integrations w

ith paym
ent 

gatew
ays, em

ail m
arketing, tax, personalization, configure/price/quote, 

and other solutions. The choices are boundless and free B2B com
panies 

to get to m
arket faster and at a low

er cost.

C
ontinual Innovation

The M
agento ecosystem

 is looking to the future, too.  
M

agento’s Innovations Lab program
 highlights leading-

edge concepts and solutions from
 the developer and 

partner com
m

unity.

These innovators are building the next generation of com
m

erce – 
including virtual and augm

ented reality, chatbot, shop-by-voice, visual 
search, and m

achine learning solutions – on the M
agento platform

 to 
enable B2B com

panies to solve business needs and deliver outstanding 
custom

er experiences. They are also contributing back to the platform
 

through the M
agento C

om
m

unity Engineering program
, w

hich allow
s 

developers to contribute new
 features and product quality enhancem

ents.

Assem
bling a W

inning Team
 for D

igital Transform
ation

3,300+
Extensions

340K+
Forum

 M
em

bers

3,900+
Firm

s
Supporting

M
agento

1,300+
Technology

Partners

310K+
D

evelopers
350+
Solution
Partners #1

Platform
in B2B &

 B2C



Take the 
N

ext Step
B2B com

m
erce is a com

plex and challenging endeavor, 
but having the right solution and team

 backing a 
project can help ensure its success. M

agento brings 
the m

ost pow
erful, flexible, and com

prehensive 
cloud-based B2B com

m
erce solution to the table. 

It’s backed by the largest, m
ost diverse, and m

ost 
engaged ecosystem

 in the industry. N
o other platform

 
can m

atch the pow
er of this com

bination to deliver 
the transform

ative experiences needed to com
pete 

in this new
 age of B2B business.

Find out how
 M

agento can pow
er 

your business:

sales@
m

agento.com
Europe &

 M
iddle East: +353 180

0
 20

0
567

Latin Am
erica &

 Asia: +52 80
0

 1239537
N

orth Am
erica: 1-877-574-5093
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A
bout M

agento C
om

m
erce  

M
agento, an Adobe com

pany, is a leading provider of cloud com
m

erce innovation 
to m

erchants and brands across B2C
 and B2B industries and w

as recently nam
ed 

a leader in the 2018 G
artner M

agic Q
uadrant for Digital C

om
m

erce. In addition 
to its flagship digital com

m
erce platform

, M
agento boasts a strong portfolio of 

cloud-based om
nichannel solutions that em

pow
er m

erchants to successfully 
integrate digital and physical shopping experiences. M

agento is the #1 provider 
to the Internet Retailer Top 1000, the B2B 300 and the Top 500 G

uides for Europe 
and Latin Am

erica. M
agento is supported by a vast global netw

ork of solution 
and technology partners, a highly active global developer com

m
unity and the 

largest eC
om

m
erce m

arketplace for extensions available for dow
nload on the 

M
agento M

arketplace. M
ore inform

ation can be found at w
w
w
.m

agento.com
.


