
Beyond PIM

for Industrial 
Manufacturers



Industrial purchasing is changing

Industrial buyers today want stellar 
experiences. They’re spoiled by 
their behavior as digital consumers, 
and multichannel access means 
they have many choices.

B2B buyers want to:

Branch and distributor selling has 
expanded to a multichannel model 
that includes digital. B2B electronic 
transactions surpassed purchases by 
businesses through traditional 
channels for the first time in 2019.1


1 2019 B2B Ecommerce Market Report, Digital Commerce 360
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New ways of buying have

collectively become part of 


one interconnected digital shelf

Google research


influences...
...what customers buy 

from Grainger


Vending machines provide


product specs for safety glasses


on-screen and enable workers to


purchase them on-site



HVAC systems automatically 
place orders for preventative

maintenance parts through


IoT technology

Customers’ 
procurement systems 

order directly from 
manufacturer via EDI

Customers take

cellphone pictures

of products & use


visual search

on Amazon.




B2B buyers rely on

product content to 

make purchase decisions

Credible product details and information 
ranked as the highest driver for purchasing 
B2B products online.*

Whether you’re selling electrical or 
plumbing equipment, pipes, valves, 
bearings, or HVAC equipment, you must 
provide distributors and channel partners 
with in-depth, credible product information. 


* Source: Forrester



“When researching 

or buying online,


buyers make purchasing 

decisions based on the


product content they

can see on the screen.

Online research affects both online and offline ordering 

patterns. Therefore, the better content a manufacturer 

can publish to us, the more offline and online sales. 

Manufacturers need to take more control over their 

brand and product content instead of forcing 

distributors to manually scrape and aggregate 


content which causes many data problems and gaps.”

Michael Powers


Director of eCommerce


Hill and Markes (Distributor)

More than half (53%) of B2B buyers rated 
“product details, imagery, and videos” 

as very important when selecting and 

buying products.

After purchasing, buyers often seek 
product care or troubleshooting 
information that should be readily available.



Lack of content
Distributors often don’t have any 

content and must scrape it or work 

with content factories. 

Limited on-site 

search results
Many distributors invest in on-site search 

which relies on better, consistent, and 

accurate content to deliver good results 

for the end buyer.


Channel / distribution partners struggle to deliver 

the purchasing experience buyers want

Outdated content
Detailed product content can get old 

fast. Distributors need to be able to 

update product information, and 

specifications, quickly and easily.


Ineffective upsell

or cross-sell support
Partners/distributors need content that 

helps them sell more, i.e., related 

products or parts.




Scraped data and

third-party content is

no longer sufficient


Up until now, distributors scraped data from 

manufacturers sites or used third-party 

content factories to aggregate content. This 

is a lengthy and manual process that often 

leaves manufacturer content months or even 

years out of date. 



When a customer searches the distributor's 

site for the manufacturers’ products or 

keywords, the page, position and accuracy of 

the product data can make or break a sale. 





Letting distributors scrape data 

or just sending Excel files 

hoping the distributors will 

ingest it is not enough.



Manufacturers need the ability 

to push content to a channel 

and easily make updates to 

that product information when 

things change.  

End customers won't buy 

products from manufacturers 

whose information is lacking or 

out of date.



It’s in your interest to help each 

of your sales partners navigate 

this shift for mutual gain.


Manufacturers must

partner with distributors 

to deliver better

purchasing experiences



With multiple distributors, controlling the 

brand experience across your digital shelf 

can be a gargantuan task. Distributors are 

launching ecommerce sites at a rapid pace, 

often weekly. New B2B marketplaces are 

launching as well. 


B2B manufacturers 

face complex challenges



Marketplaces

Amazon.com

Product Configurators

Motor Configurator, 

Electronic Control


Board Configurator

Buying Groups

Affiliated Distributors,


iMark

Industry Data

Warehouses 


IDEA / IDW 

Manufacturer

Rep Firms 


Digital Catalogs

Mid-Sized

Distributor Websites


Mc-Mc.com,

Gerrie.com

Large

Distributor Websites


Graybar.com, Platt.com,

Wesco.com

Public

Websites


.coms

Philips Lighting 8.5A19/LED/827 ND 120V

Non-Dimmable LED Lamp, 8.5W, Type A19

Let’s look at a manufacturer of electrical products with 500 
US distributors. Five of them are major, national distributors. 
The remaining 495 are independent distributors. Many of 
them have their own ecommerce sites. 


Your digital shelf includes all places

buyers research and transact.

What does your digital shelf 
look like?



Manufacturers invest in 

PIM to manage demands 

for product data


Product information management (PIM) 

provides a way to manage product 

information across channels, without 

sacrificing security or control. Many 

manufacturers pursue PIM solutions to 

help manage and distribute syndicated 

product data to the entire distribution 

channel. 

Unfortunately, traditional PIM systems 

were geared to slow-changing data, an 

approach that only works in a world of 

simple, static requirements. 



Manufacturers today need to engage 

B2B buyers across multiple channels 

and enable users to make updates to 

all of that content. More than just a PIM, 

manufacturers need a platform that 

encompasses the full ecommerce 

product experience for distributors and 

end customers. 

The PIM market is

growing at 35% 

year over year.*



An industrial manufacturer that sells 

through distributors to end customers 

was using its enterprise resource 

planning (ERP) system for finances, 

general ledger, inventory, supply chain, 

and customer orders.

The ERP included product information 

such as weight and dimensions, but not 

the product description, attributes, or 

images. That information was trapped in 

paper catalogs and design files, 


or it was stored in multiple Excel 

spreadsheets. The manufacturer 

needed a place to centralize and use 

their content with distributors.


The industrial manufacturer looked at 

several vendors and selected a B2B 

PIM. 12 months later, the manufacturer 

had put a PIM in place with the majority 

of the products in the PIM.



“What do we do now?”, they asked 

themselves. They decided to send 

content to one of their distributors. 


This was a painful process to get 


the content in the right format (3.5 

weeks).



Surprisingly, within 60 days, sales 

doubled with the distributor. This 

increase represented both online 


AND offline sales. 

PIM / Data 

Management

alone falls short 

of the mark

PIM investment 
doubled sales 

in 60 days with 
largest distributor

Product content was spread 
out through the organization.



A new PIM would create a 
single source of truth for all 
product content.



Product content was

now centralized



Sent product content to one

of the largest distributors 

= painful process



Offline and online sales 

DOUBLED within 60 days!!


Case Study



How to scale 

to other channel  
partners?

This success 

created a 

bigger problem.

Executive team was impressed.



Asked the PIM team to send 

content to more distributors.



Now they had a bigger problem. 

They hadn’t planned on this 
integration challenge.

After seeing the results, the executive 
team was very impressed. They now 
realized the value of product content. 
And they wanted to double down on 
the efforts. The executive team asked 
the PIM team to send content to 100 of 
their 400 distributors.

This presented a much larger problem. 
Their PIM was built to centralize a 
source of truth for product content, not 
for publishing and integrating with their 
channel partners.



They were back in the same boat...


“The PIM didn’t solve their problems 
beyond data management,” said Justin 
King, an ecommerce advisor for 
manufacturers and distributors, and 
author of Digital Branch Secrets.

“The real problem was that they 
needed to activate the data, push 
content out to the channels, and give 
every distributor access to the content 
to put it on their website for easy 
discovery. This content wasn’t meant to 
be stored. It was meant to be activated 
and used at scale.”




Case Study

PIM alone doesn’t solve the problems 
of manufacturers. Manufacturers need 
a Product Experience Management 
(PXM) platform that has Syndication 
and Analytics along with PIM and 
DAM.

Manufacturers need 

more than PIM




“Manufacturers don’t need to store product 

content, they need to use it. Of course building, 

centralizing and managing content is a core use 

case.  However, what most manufacturers find out 

too late is that integration and publishing is the key 

way to get value out of product content.”

Justin King

Manufacturers need unique solutions for managing 

and – more importantly – distributing product 

content through the entire channel.

PIM for manufacturers

is about more than managing

product information



Capabilities Manufacturers Need


PIM

Manage all product data in one 

centralized place with the 

appropriate data governance.

DAM

Deliver consistent above-the-fold and 

below-the-fold rich content that fully 

expresses the value of the brand, from 

a single, central view for digital assets 

with validation, versions, and auditing. 

Optimization

Know how to improve 

your position on the 

digital shelf.

Digital Catalogs

Enable your salesforce or 

small distributors to access 

product information with 

search and download 

capabilities

Analytics

Understand and track where 

your product is positioned in 

the digital shelf

Syndication

Push content to each sales 

channel that adheres to 

the correct taxonomy and 

allows you to differentiate 

content per channel. 



Manufacturers want to deliver engaging product 
experiences for every channel and every buyer, a 
place to store and manage data, and an integrated 
platform that connects content with syndication, 
analytics, and digital asset management.

A product experience management (PXM) 
platform can drive growth and revenue for 
forward-thinking industrial manufacturers.


Manufacturers

need to manage

the digital shelf

Contact b2b@salsify.com for a demo. 
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