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Inside Out Thinking
Put Your Internal Sales Tools Out on the Web for Your Customers and Streamline your Sales Process
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When you want to understand where a company þts into the business 

landscape, one of the questions you might ask is: Who is the customer? 

We often divide companies into two camps, according to their custom-

ers – Business-to-Business (B2B) and Business-to-Consumer (B2C) 

– and we think of these two types of businesses as quite different, using 

different sales tools and strategies.  

Think of your own company. If you’re a 

B2B company, you might look for solu-

tions that would be used by your sales 

reps, channels, or VARs to quickly and 

efþciently customize products for your 

customers.   If you are a B2C business, 

then you’re likely to think about how 

your end-users can effectively access the 

products they want or need on your web 

site.    

Why not consider leveraging web tech-

nology to help your company achieve 

both objectives, giving your customers access to the same tools that 

are used by your sales channels to really streamline the sales process? A 

good example for this approach can be seen in the automotive industry. 

Car companies now provide online selling and conþguration tools that 

can be used by both car buyers and dealers to þnd product information 

and customize product selection. 

Traditionally, most companies have created separate tools and informa-

tion systems for their sales team and for their customers. The tools for 

the sales teams and channels typically have more capabilities, but are 

much less intuitive and harder to use. Customer-facing information is 

usually better packaged and the tools are more intuitive, but often lack 

the ÿexibility and power of the in-house sales tools.  In addition, compa-

nies have to maintain duplicate tools and data that are often not kept in 

synch, leading to confusion and order errors.

With intuitive web software technology, companies now have the 

opportunity to build one central product and pricing database that can 

then be used to support B2B selling tools for sales teams and chan-

nel partners, while simultaneously feeding a B2C interface for direct 

customer interaction. Although both the B2B and B2C tools can be built 

on a common technology platform and database, the B2B and B2C user 

experience can be very different, as each can have a tailored user in-

terface and different pricing and access levels.  In addition, by leveraging 

consumer-like web technology, the B2B tools become much easier to 

use by the sales teams, and the company 

only has one database to maintain.  With 

the recent advent of web 2.0 technolo-

gies, both the B2B and B2C experience 

can be made richer, more interactive and 

much more personalized.

On the back-end, the company’s product 

managers, marketing and IT teams ben-

eþt by having one integrated, enterprise-

wide selling platform that can support 

the needs of both sales channels and 

end customers. This can eliminate 

many of the duplicate selling tools that today are often housed in Excel 

spreadsheets, home-grown quoting tools, pricing CDs, brochures, price 

books, and stand-alone web catalogs.   

When considering web-based tools, such as online conþgurators, there 

is always the decision of whether to build or buy. In a recent report, 

Gartner analyst Gene Alvarez1  addressed this decision recognizing 

that although IT organizations strive to deliver an improved customer 

experience, they often must balance that with the need to reduce costs. 

Gartner’s number one recommendation is to “use off-the-shelf prod-

ucts, not custom development, for commodity functions.” For example, 

they note that “more than half of all enterprise e-commerce sites are 

100% custom-developed… [but] custom development probably wastes 

effort and money because it supports functions that do not enable a 

differentiated online customer experience.” One option to cut costs is 

to “outsource the entire site to a provider… [such as] a software-as-a-

service (SaaS) e-commerce provider that will sell Web site capabilities 

to the organization as a monthly service.”
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