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Placeholder to Profit Driver

Re-thinking the approach to Product Data in Distribution
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WHERE DO PROFITS 
COME FROM?
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Conventional Thinking
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Reality Thinking
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EXPERTISE

TRUSTGROWTH

Profit Drivers 
(Offline)
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EXPERTISE

TRUSTGROWTH

Profit Drivers 
(Online)
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THE BENEFIT OF 
DIGITAL EXPERIENCE?
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Paths to a “Good” Digital Experience
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Good Digital Experience
Studies have shown that B2B sellers who implement a 

high-quality customer experience from their homepage 

to the detail page and emphasizes confidence in their 

buyers see materially better performance from their e-

commerce sites

25%
Average Order Value

9.6%
Conversion Rate
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THE COSTS OF 
DIGITAL EXPERIENCE
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Elements of a Digital Experience
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A Profit-Oriented Content Strategy

Content that is used to help navigate the buyer from the home page to a Product Detail 

Page. Often includes that content involved with helping buyers navigate category 

structures, perform site search, navigate results, and refine results to shrink consideration sets.

Phase 1 – Discovery Content

Content that “tells the story” of a product – usually presented to a user when they arrive at a 

PDP, it is the content that gives the detail of why *that* product is uniquely suited to solve a 

particular problem and why it differs from other similar products offered by the distributor.

Phase 2 – Conversion Content

Content that helps the user expand the scope of the products they are considering beyond 

what they intended to purchase. Often by pointing the user to highly-related products – 

either broadly or (ideally) the products that add the most value for buyers like them. 

Phase 3 – Expansion Content
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Elements of a Digital Experience
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Content Costs Grow Quickly

1

Phase 1 Content

Basic navigation content 

(e.g. attributes,

classification)

2

Phase 2 Content (Basic)

Basic “selling” and 

descriptive content

3

Phase 2 Content (Plus)

Advanced or bespoke 

“selling” and descriptive

content

4

Phase 3 Content

Content that connects 

products to other products,

applications, or customers

$1.00 +$3.00 +$8.00 +$4.00
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DRIVING PROFITS 
WITH CONTENT
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A Profit-Oriented Content Strategy

Number of Products
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Priority Category – high traffic, high user engagement, high sales

Long-Tail Category – low traffic, low user engagement, low sales
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The Problem with Broad Content Strategies

Phase 1 

Phase 2 (Basic)

Phase 2 (Plus)

Phase 3
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The Problem with Broad Content Strategies
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The Problem with Broad Content Strategies
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The Benefit of Targeted Content Strategies
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Phase 2 (Basic)
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The Benefit of Targeted Content Strategies
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Set Baseline

Set Data Model to establish 

and implement Phase 1 

standards

Prioritize Categories

Identify categories to 

prioritize Phase 2 content 

work  

Assess Current State

Establish activity dashboards, 

KPIs, and reporting processes 

Identify Problems

Spot which content types 

are blockers in prioritized 

categories – WHY is there a 

failure?

Target Solutions

Identify and implement 

content improvements in 

selected categories

Track & Measure

Measure impact of content 

work on KPIs, and repeat
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If this is interesting and you want more detail, 

reach out – don’t be a stranger!

Get In Touch

jason@acumentalb2b.com(206) 552-9423

www.linkedin.com/in/jasonhein

Inquiries

LinkedIn
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THANK YOU
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