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Today’s B2B buyers have a sea of supplier options available to them. With so many manufacturers and 
distributors competing for their attention, each carrying similar products at attractive price points, it can 
feel impossible to di�erentiate your wholesale distribution business from among the crowd.

With this in mind how can you truly give your business an edge, increase market share and begin to win 
customers away from your competitors? To do so, you need to make ordering as convenient, easy and 
intuitive for your buyers. Years ago when online ordering was new, a B2B eCommerce website was 
considered a point of di�erentiation. Now, however, online ordering is table stakes in wholesale distribution.

With the staggering growth of the mobile industry over the last 5 years has come the need to provide 
similarly intuitive options that B2B buyers can access on their mobile devices. Many suppliers have 
mistakenly believed that as long as their ordering website is “mobile-optimized” and can be accessed on their 
buyers’ phones, that they’ve checked the mobile box.

However, this is just not su�cient in today’s ordering climate. To stand out in today’s B2B selling climate, you 
need not only an an online ordering website, but also a mobile app for wholesale ordering. In the age of 
convenience—with consumer solutions continuing to o�er polished, mobile, app-driven experiences—B2B 
customers make supplier decisions based on ease of ordering above other factors, even in scenarios when 
your prices are higher than your competitors' products.

A mobile commerce app o�ers a far superior customer experience for your buyers than a mobile-optimized 
B2B eCommerce website. Suppliers that capitalize on this growing trend will both defend their position in the 
marketplace and begin to attract business away from the competition—many of which are only o�ering their 
buyers web-based or sub-par, non-app mobile ordering options. In addition to increasing market share, 
suppliers who implement mobile commerce apps experience reduced cost-to-serve, higher order volumes, 
increased order frequency from their accounts, and stronger B2B eCommerce adoption rates than suppliers 
who only o�er their customers mobile ordering websites.1

 1 2018 Manufacturing & Distribution Sales and Technology Survey Report, Handshake, 2018. 
https://pages.handshake.com/rs/564-XUX-351/images/REPORT-2018Survey.pdf

Intro

https://www.handshake.com
https://pages.handshake.com/rs/564-XUX-351/images/REPORT-2018Survey.pdf


3 |   Apps, Not Mobile Websites: The Key to Gaining Market Share in B2B   |   www.handshake.com

To illustrate the importance of a mobile app for wholesale ordering, consider your customers’ current ordering process, as well as the experience of your back o�ce 
sta� receiving orders. The chart below details how it looks for your customers to place orders while they’re walking their store taking inventory, depending on your 
current o�ering. You can see here that the total amount of time spent on ordering and fulfillment drastically varies based on the way the orders are placed.

The B2B Buying Experience

BUYER EXPERIENCE BACK OFFICE EXPERIENCE TOTAL 
TIME

B2B ORDERING 
METHOD

Non-Digital 
Manual Ordering

Only a B2B 
eCommerce 

Website

B2B eCommerce 
Website 

Accessible on a 
Mobile Browser

B2B eCommerce 
Website and Native 

Mobile App

Take inventory of 
current product on 
sales floor, and in 

back room or cooler 
(1 hour)

Visit mobile website, 
walk sales floor and 
use touch-screen 
keypad to search 

for products
(30 mins)

Manually write 
order with 

paper and pen 
(1 hour)

Take inventory of 
current product on 
sales floor, and in 

back room or cooler 
(1 hour)

Digitally write 
and submit order 

on a computer 
(30 min)

Troubleshoot 
internet 

connectivity issues
(30 mins)

Call, email, fax or text 
order to supplier

(1 hour)

Give up and 
write/submit order 

on a computer
(30 mins)

While taking 
inventory, scan 
products and 

draft order from a 
mobile device

(30 mins)

Review and 
submit order

(<5 mins)

5 hours

2 hours

>1.5 hours

<40 mins

Manually enter 
order into ERP 

and resolve order 
inaccuracies

(1 hour)

Process occasional 
returns due to 

shipment of 
incorrect items

(10 mins)

Receive customer 
order via call, email, 

fax or text
(30 mins)

Process returns 
due to shipment of 

incorrect items 
(20 mins)

Double-check order, 
resolve inaccuracies 

and approve 
automatic ERP sync

(10 mins)

Double-check order, 
resolve inaccuracies 

and approve 
automatic ERP sync

(10 mins)

Double-check order, 
resolve minimal 
inaccuracies and 

approve automatic 
ERP sync
(<5 mins)

Process returns due 
to shipment of 
incorrect items

(30 mins)
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As seen on the previous page, a native mobile commerce app gives these buyers the most time back, 
compared to other B2B eCommerce solutions. Not to mention, your back o�ce sta� will also save time from 
more accurate orders, automatically syncing to your ERP and leading to better customer retention over time.

The B2B customer—retailer store employees, restaurant managers, and other business operators—does not 
want to be taken away from their core, daily jobs to make time to place orders from their suppliers. Therefore, 
the key to keeping these busy customers happy is to save them time during the ordering process. 

Not only can buyers order from you on-the-go and throughout the day with a mobile app, but they’ll also save 
time simply because native mobile apps have faster load times than mobile-optimized websites. When 
considering suppliers with similar product lines, of course buyers are going to choose the one that will save 
them the most time, and therefore money.

Today, this means a supplier that o�ers a buying experience fully optimized by a mobile app.

https://www.handshake.com
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APPS OFFER A BETTER USER-EXPERIENCE. Mobile-optimized 
websites simply restructure the information displayed on a desktop 
device to fit a mobile screen. This results in a non-intuitive, clunky buyer 
experience. Since apps are built specifically for mobile devices, they 
include interactive design elements that make perfect sense for mobile 
ordering—with finger-sized buttons and legible text, and workflows that 
limit the number of clicks to perform tasks and take full advantage of 
swipe/zoom functionality when browsing your catalog.

MOBILE APPS ARE FASTER THAN MOBILE WEBSITES. Since native 
mobile apps are downloaded directly to mobile devices and are designed 
with mobile operating systems in mind, they load much faster than 
mobile websites that must rely on internet connectivity and reliable 
mobile browsers. The extra 2-3 seconds it takes your buyers to navigate 
between actions adds up, negating the very reason for o�ering them a 
mobile solution in the first place—to save them time.

BUYERS NEED OFFLINE ACCESS. Your customers are often dealing 
with unreliable internet and WiFi dead zones in their stores, restaurants 
and hotels. For buyers without a desktop computer or laptop onsite to 
fall back on when their mobile websites fail them, a mobile app is a 
must-have. While mobile websites often depend on strong internet 
access, native mobile apps function just as well o�ine as they do online. 
Apps allow orders to be written and submitted o�ine, automatically 
syncing when an internet connection is reestablished.

YOUR BUYERS JUST PREFER MOBILE APPS. Millennials already use 
apps for almost everything, so it’s no wonder why your new business 
customers are looking for a mobile ordering app.2 But, apps are not only 
preferred by younger buyers. It’s also the case that baby boomers and 
other older generations find it di�cult to navigate clunky, non-intuitive 
mobile websites. Apps, however, are sleek and simple, taking the 
guesswork out of ordering on mobile devices for these buyers.

APPS ENABLE EASY BARCODE SCANNING. Instead of having to use a 
separate barcode scanner, mobile ordering apps allow buyers to scan 
products using their mobile device’s built-in camera, a device they 
already have in their pocket or handbag. This is crucial functionality for 
buyers that are looking to easily order products shelf-side.

When you provide buyers with an intuitive ordering method that fits in 
with the way they are already doing their job, you’ll defend your position 
in the marketplace and start to catch the attention of your competitor’s 
customers, as well. For B2B customers, the most intuitive ordering 
method is a mobile app that enables ordering on-the-fly and 
at-the-shelf.

2 “Mobile App Usage Statistics 2018,” 2018. 
https://themanifest.com/app-development/mobile-app-usage-statistics-2018

Apps vs. Mobile Websites
Suppliers whose “mobile solution” is just a mobile-responsive B2B eCommerce website are over-simplifying 

their buyers ordering concerns. There are many reasons why this approach is inferior to the mobile app:

https://www.handshake.com
https://themanifest.com/app-development/mobile-app-usage-statistics-2018
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One of the most compelling use-cases for a mobile commerce app is the 
shelf-side order. Shelf-side ordering refers to the process of digitally 
writing orders from start-to-finish alongside shelves on the sales floor, 
kitchen pantries, and walk-in coolers. In essence, wherever the wholesale 
product is stored and shelved.

Equipped with a mobile commerce app, a buyer can:

Walk the aisles of their store to look for items to order that 
are low or empty

Use their smartphone or tablet’s built-in camera to scan the 
barcode on packages or shelf tags

Look up specific products with in-app search functionality

Match the displayed images with the products on their 
shelves to ensure zero errors

Enter item quantities, as well as color and size variants, 
directly in the app

Review their shopping cart, select payment and shipping 
preferences, and submit the order

What’s more, many buyers use their B2B mobile ordering app to look up 
and provide important product information to customers, even if they 
aren’t actively placing an order. They can simply scan and review any 
product to learn more, answering questions on-the-spot.

Depending on the size of one’s store or the size of its orders, the 
ordering process with a native mobile app should take 30 minutes or less, 
or, items can conveniently be added to a customer’s cart ad-hoc 
throughout the day or while taking inventory, if they choose. Orders 
written and submitted o�ine will automatically sync once internet 
connection is established again.

Imagine the B2B buyer who tries to place a shelf-side order without a native 
mobile app...

For buyers accessing their supplier’s website on their mobile browser, 
the lack of barcode scanning functionality (and the risk of losing internet 
connection at anytime) takes the convenience out of the process. 
Another option could be to push around a laptop on a cart or use a legacy 
barcode scanner to write orders, but these clunky shelf-side methods 
also depend on a strong internet connection and often require an 
uninterrupted time commitment.

For frustrated buyers struggling to make these options work, enabling 
them with a mobile commerce app is truly a game-changer.

Mobile Apps & The Shelf-Side Order

BARCODE SCANNERS  VS.  MOBILE APPS 

Barcode Scanners

Large, clunky devices, prone to 
internet connectivity problems

Analog display doesn’t allow for 
image confirmation upon scan

Expensive to purchse, update 
and repair hardware

Mobile Apps

Available on consumer mobile 
devices already owned by buyers

Highly visual interface, intuitive 
navigation, and o�ine access

Leverages camera as a barcode 
scanner—no extra hardware 
required

https://www.handshake.com
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STRONGER ADOPTION.    Suppliers who o�er their buyers a mobile app 
are more likely to have strong adoption of B2B eCommerce. According 
to the 2018 Manufacturing & Distribution Sales and Technology Survey, 
it was found that 43% of suppliers who o�er a native mobile app are 
seeing more than half of their customers placing orders online. This 
compares to only 25% of those using mobile websites, and 11% with no 
mobile option at all.3

ORDER VALUE INCREASES.   By giving buyers a mobile app that allows 
them to place orders on-the-go, even when they’re o�ine, ordering 
suddenly becomes an impulse, not a chore. The intuitive experience of a 
mobile app makes it easy for customers to discover your new products 
anywhere, at any time. More impulse shopping, and the fact that 
products are less likely to be missed when writing a shelf-side order, 
means that you’ll start to see larger orders from your customers.

LOWER HARDWARE COSTS.  Since your native mobile app leverages 
the built-in camera on your buyers’ smartphone, you no longer have to 
supply your buyers with expensive barcode scanning hardware. Even if 
you go the extra mile by providing your buyers with tablets to order 
from, the total investment is significantly less than the cost of barcode 
scanning hardware of old. Not to mention, legacy hardware does not 
allow for the same high-res imagery and deep level of buyer 
personalization o�ered by a mobile app.

LESS SHIPPING ERRORS AND RETURNS.  The highly visual interface of 
a mobile app, coupled with the ability to spot-check images against 
products on customers’ shelves, and view and approve a crystal-clear 
shopping cart, helps to crack down on ordering errors made by buyers. 
With more accurate orders being placed, you’ll cut costs associated with 
receiving returns and having to re-ship items for orders that were 
accidentally misplaced.

EASIER FULFILLMENT.  Buyers that do not have an easy way to place 
mobile orders throughout the day (while they’re with customers) often 
put o� ordering to the end of the day when they finally have a second to 
breathe. For buyers working o�-hours, such as those in the foodservice 
industry, this can mean large orders being placed at 3 am, which doesn’t 
leave your warehouse employees much time to pick and ship in the 
morning. The convenience of ordering from a mobile app means more 
frequent orders being placed at reasonable hours, so next day delivery 
becomes a real possibility. What’s more, your back o�ce team can feel 
assured that the order is accurate, no longer having to double check 
potential errors that could delay processing.

MODERN MARKETING OPPORTUNITIES. There are many new 
marketing opportunities that result from giving your buyers a native 
mobile app on devices they are already using in their everyday lives. This 
can range from taking advantage of push notifications or email 
marketing messages pointing right to your app for immediate purchase.

3 2018 Manufacturing & Distribution Sales and Technology Survey Report, Handshake, 2018. 
https://pages.handshake.com/rs/564-XUX-351/images/REPORT-2018Survey.pdf

Supplier Benefits
Manufacturers and distributors that o�er their customers mobile apps that greatly enhance 
their ordering e�ciency will increase their market share, but suppliers are also experiencing:

https://www.handshake.com
https://pages.handshake.com/rs/564-XUX-351/images/REPORT-2018Survey.pdf
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A MEAT DISTRIBUTOR'S GAIN IN MARKET SHARE

A large meat distributor in the Northeast U.S. uses Handshake’s B2B 
mobile ordering app to increase their market share on one of their 
largest accounts. Given the distinct need for strong mobile technology 
in the grocery industry, they decided to invest in and implement the 
Handshake Direct app for their grocery buyers.

Prior to launching the Handshake app, their product represented 40% 
of the meat business in one of their largest grocery accounts. After 
giving their buyers the Handshake app for more intuitive ordering, 
they now command 70% of this same account’s meat business. This 
market share was stolen away from competitors that are arguably 
more di�cult to order from.

A PET FOOD DISTRIBUTOR’S FORWARD THINKING MOBILE STRATEGY

The third largest pet products distributor in the U.S. was the first in their 
industry to o�er a strong mobile ordering solution, implementing 
Handshake’s mobile customer ordering app. They knew that in order to 
drive real success for their mobile ordering strategy and provide the 
conveniences associated with B2C ordering, it was important for their 
buyers (who were self-identified as “not tech-savvy”) to be able to place 
orders through an app on familiar devices like the iPhone and iPad.

Just months after beginning their mobile strategy—where they engaged 
customers through email marketing campaigns, sales rep ambassadors and 
by providing their top accounts with iPads to order from—they achieved 
their goal of having 10% of their revenue coming through Handshake. 

What’s more, after rolling out the Handshake mobile app, this distributor 
saw buyers ordering new products from them, who had previously ordered 
from their competitors, despite the fact that their prices were higher. This 
is a testament to the power of a good user-experience, where your 
customers will choose you even if your prices are higher, because you are 
so much easier to order from.

These two examples illustrate an important reality: that most manufacturers 
and distributors who sell B2B are o�ering their customers a less-than-ideal 
buyer experience. For suppliers that can give their buyers a mobile app to 
place orders from, it’s a clear and obvious way to stand out among 
competitors.

Apps in Action
Real-life examples of suppliers using Handshake's B2B mobile app in the field:

https://www.handshake.com
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To compete in today’s on-demand economy, manufacturers and wholesale distributors need to adapt to 
mobile trends that are driving B2B business in their industries. Now, buyers expect wholesale ordering to 
be as convenient as purchasing a book on Amazon. Therefore, the only way to meet the expectations of 
modern wholesale buyers is to o�er them a convenient mobile ordering app, not just a mobile website.

Recent data states that 72% of all manufacturers and distributors only o�er their buyers a 
mobile-optimized website for their mobile ordering option, with 20% o�ering their customers a native 
mobile app.4 The opportunity to stand out in this majority of sub-par mobile experiences is currently 
huge. However, the window to have an impact is shrinking, as more and more suppliers invest in native 
mobile apps for their buyers.

Suppliers that recognize the important role of mobile apps to enhance the way buyers order from them 
will not only reduce costs and increase revenue from their accounts, they’ll start to attract the business 
of competitors’ customers as well. Manufacturers and distributors in industries with many sellers, 
carrying similar products, all priced competitively, are finding that o�ering an intuitive mobile commerce 
app is the di�erentiator that helps them continue to gain market share over the competition.

4  2018 Manufacturing & Distribution Sales and Technology Survey Report, Handshake, 2018. 
https://pages.handshake.com/rs/564-XUX-351/images/REPORT-2018Survey.pdf

Conclusion
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Handshake provides the mobile app and B2B eCommerce platform for 
manufacturers and distributors that powers standout ordering experiences both 
in-person and online. Companies using Handshake transform their sales 
e�ectiveness and drive operational e�ciency, delighting customers and 
growing lasting relationships.

Email: info@handshake.com
US Toll Free: +1 (855) 532-9044
International: +1 (646) 434-2553
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