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As the Head of Strategy and Solutions, Vinny is accountable for the 

growth, success and excellence at Codifyd. 

His hands-on approach has enabled clients to successfully select, 

implement and optimize master data, syndication, and UX solutions. 

Vincent has 10+ years of Digital Experience and has launched several 

successful Fortune 500 global programs including the world's largest 

paint manufacturer.
Vincent Maurici
Vice President-Strategy & Solutions
Codifyd Inc.
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Industry Experts And Analysts Have Identified Amazon As The 
#1 Threat To Distributors



2016 2017 2021 (E)

$829 Bn
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THE STATISTICS

B2B Growth
Online Sales

+7.4% Compound Growth

B2B vs B2C Retail Sales

$0.00 $400.00 $800.00 $1,200.00

B2B E-Commerce

B2C E-Commerce

Sales ($Million)

$889 Bn

$1.2 Trillion



Not 
Immediate

Not On All 
Distributors
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THE POTENTIAL IMPACT?

Perspective on 
Amazon

Roundtable 
Perspective of 
Amazon as a 
Competitor

Distributor 
Opportunities &  
Paths To Success

Roundtable 
Discussion 

Goals Of The Session:



6

PERSPECTIVE ON AMAZON – B2C

First, Background – How did Amazon 
win B2C?



7

PERSPECTIVE ON AMAZON – B2C
1. Early adopter in online commerce

2. Invested and created “convenience of ordering online”

• Introduction of Amazon Prime (2-day shipping)

• Deals with USPS and UPS to deliver on weekends

• Same day / 1-day shipping

• AmazonNow – Delivery in 2 hours

3, Analytics, trend, and advertisement investment

4. Assortment Dominance

5. Forced investment and equilibrium strategies from Walmart, Home Depot,

etc..

6. Built supply chain & Mind Share --- UX is still not at the forefront of

Amazon’s business
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PERSPECTIVE ON AMAZON – B2B

•Amazon Business
•C O N T I N U E  T O  E X P A N D

•Amazon Experience
•L A G G A R D

•The Real Threat
•A M A Z O N  E P R O C U R E M E N T  P L A T F O R M  A N D  S T R A T E G Y  

•Investment Areas For Amazon
•A N A L Y T I C S  A N D  N E X T  G E N  T E C H N O L O G I E S

2 0 1 7  Y o Y  G r o w t h :
M a n u f a c t u r i n g  + 1 7 3 %
G o v e r n m e n t  + 1 7 6 %
C o n s t r u c t i o n + 1 9 4 %
W h o l e s a l e  + 1 7 9 %
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HOW DO DISTRIBUTORS COMPETE WITH AMAZON?

Experience

Price

Service

Logistics

How are customers interacting with the Amazon Business catalog 
for shopping, how are customers interacting with Amazon Business 

for post order services and account management?

How are accounts managed across Amazon Business? How do 
enterprise customers receive large account / order support? 

How do you get products into the 
hands of your customers as 
compared to Amazon Business?

Amazon Business provides a price 
transparency model, how does that 

align to your business model and 
GTM?
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Core target areas where differentiation can exist to compete with Amazon vary 
across dimension and customer segmentation

Experience Price Service Logistics

Enterprise

Mid-Market

Contractors

HOW DO DISTRIBUTORS COMPETE WITH AMAZON?
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The services and expertise provided to your customers can’t be beat by amazon. 
Example areas for expanding and investing in the areas:

DIFFERENTIATE THROUGH SERVICE

Sales Rep 
Training

Sales Tools & 
Technology

Onsite Vending 
Technology

Enhanced Digital 
Account Management
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Creating a strong digital customer experience is 
the “price of admission” for customer retention 
and brand loyalty

• Create a digital experience that conveys your product 
expertise

• Think of your digital properties as a destination for 
expertise

• Invest in analytics to learn about your customers 
and their behaviors (online and offline), monitor for 
revenue leakage to proactively address churn

DIFFERENTIATE THROUGH SERVICE
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HOW DO DISTRIBUTORS COMPETE WITH AMAZON?

• Amazon Experience – focus investment and effort to
bolster areas to create best in class digital experience

• Differentiate – focus investment and effort to extend
advantage that exists today against Amazon

• Partner with Other Distributors – create a marketplace?
Shared logistics / DCs?

• Status Quo – maintain and evaluate Amazon Business
investments and growth

• Marketplace Adoption – Opportunities may exist to
establish strategic partnerships with Amazon, Ariba, eBay,
etc..
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Experience in Action
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Future State Experience
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Summary & Conclusion

B2B e-commerce will continue to grow!
The key is market share, and market share 
growth
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Summary & Conclusion

Avoid the drive to the bottom!
Price is NOT a lever.
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Summary & Conclusion

Differentiate through user experience, 
expertise, Customer Intimacy and 
Expertise based Service
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