





B2B Ecommerce Site Sales
US, 2021-2025

$2,444.30
$2,212.03

$1,982.11

$1,772.91
$1,582.95
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E-Commerce Share of Total B2B Sales in the US
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MarketingCharts.com | Data Source: Forrester Data B2B eCommerce Forecast, 2016 To 2021 (US), 2017
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E-commerce as percentage of total B2B and B2C shipments, sales and revenues in
the United States in 2018 and 2019, by sector

67.4% 67.8%

32.4% 33.3%

o/ 10.7%
9.6% 1 e

Manufacturing Merchant wholesale trade’ Retall trade Service industries

® 2018 @ 2019
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Global B2B Ecommerce market share, by application, 2020 (%)

B Home & Kitchen
Consumer Electronics
Industrial & Science

® Healthcare

n Clothing

M Beauty & Personal Care
Sports Apparels
Books & Stationary

Automotive
Others
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Comfort level with an online purchase across
multiple types of websites

% of B2B customers

56%

Supplier website

McKinsey

0

647%

Supplier website
with a paywall

60%

Marketplace

79% of suppliers have built,

are planning to build,
or are considering
building a marketplace
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US Amazon Business Product Sales, 2016-2025

Where US B2B Product BUYEI'S Search for Items coo rcr;laarrlit;:tmg billions, % change, and % of US B2B ecommerce site
"Through which channels, if any, do you search for B2B items?” e sales

$51.39
39%

In-store / at vendor's warehouse

$43.05
$35.68
49.2%
51.5%

20.7%149.4%

$13.27 ro 39, 14.9%

Supplier's catalog 30%

. $8.89
0.4% ¢5.87

VXTI 06% | 0.8% | 11% | 1.4% | 1.7% | 2.0% || 2.2% 2.3%‘2.4%

Via sales rep 21%

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Aggregator 12%

B Amazon Business product sales

, B % change M % of US B2B ecommerce site sales
Search engines (e.g. Google)

1%

Note: represents the gross value of products sold on Amazon Business (browser or app),
Published on MarketingCharts.com in November 2021 | Data Source: Wunderman Thompson Intelligence regardiess of the method of payment or fulfillment; excludes travel and event tickets,
Amazon Web Services (AWS) sales, advertising services, and credit card agreements;
includes direct and marketplace sales

Respondents were ages 20 and older and part of the final product-buying decision-making process for their company Source: eMarketer, July 2021

Based on a survey of 202 US purchase managers, procurement managers, pourchasing clerks, agents, purchaser and C-level executives

268051 eMarketer | Insiderintelligence.com
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B2B eCommerce Demographics

73 O/ Millennials are involved in the B2B
(o

buying process

- 50 % B2B buyers are millennials in 2020

*Gen Z graduating / first jobs

argyle.



Remote/Digital now preferred sales channel

Current way of interacting with suppliers’ sales
reps during different stages

% of respondents

INn-person
Remote
Digital
self-serve

ldentifying Evaluating Ordering Re-ordering argyle.
new suppliers New suppliers



Digital dominates B2B search and discovery

What were the first three resources that informed you about the
solution in question?

Web search

53%

Vendor web sites

41%

Review sites

30%

Prior experience

o)
with the vendor 28 /O

79 argyle.

Peers/colleagues




Number of distinct channels that B2B customers use during their decision journeys'

2016

>

channels

Email

In-person

Phone

Supplier website
E-procurement portal?

2019

/.3

channels

Emalil

In-person

Phone

Supplier website
Procurement department?
Mobile app

Trade show

Dec 2021

10

channels

Email

In-person

Phone

Supplier website
Procurement department?
Mobile app
E-procurement portal®
Video conference

Web chat

Google/web search
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Market share gainers,' by number of channels engaged? number of channels offered to customers

--—”'-/-
B2B companies that e
enabled purchase over
more channels grew
market share at a
faster rate
2
63
6 7

Number of channels used 1 ) 3 4 5

argyle.
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As % of Total Revenue
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B2B marketplaces in vertical industries

| [ Gulairs T

Trucking Auto parts
$700B US GMV $8008B US GMV E Apparel

$150B US GMV

Freight Grocery

/‘\ $1T+ global GMV . $800B US GMV

Home appliances ¥
Building products ., $500B US GMV ﬁ

$1T US GMV @
@ Investment banking

rnergy $1508 US TAM

$1T US GMV .
Agriculture Custom manufacturing

$250B US GMV $1T global GMV




Loan Types v+ How It Works »»  Resources w/ "Snapcap | lendfgtree

O Page Ot J Echt Page
Busi Lending Redefined
Achieve great things with SnapCap
t u ) faction enag Tonics mment:
7 4%
659%
How much do you need?
61% 6004 3
> Searching for financing is free and won't affect your credit
onggfS ”~
| -
g |
cke ustomer Sentiment
e
s §
9 ¥
- a
e D €
3 T E
K x”_ : Your return pobcy needs to change and your
a A « employees that | dealt with were absolutely rude
Thes has happened more than once. | won't be Answer a few quick questions. This Find financing up to $1M in as little Terms from 3 months to 18 mol
a0 - " recurr ng 9 . . . .
3 8 - v £ 5 € $ ¢ won’t impact your credit score! as 24 hours. serving most industries.
s & # a - 5 b 2 - -
2 [= 3 ¥y O £ < -
: v z - 3
’ . 4
; Fowund a shut that ywad But you were out of my
Sea™ Helplfuiness \ .
sre - | waited around for a few minutes trywng to
. look meedy but couldnt find » YOOy 10 Ak, W
left really frustrated
Excellent
= . . Seamless and smooth process Happy with the service
KX |X|X|*X Seamless and smooth process. Funds were delivered Happy with the service
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Maximum order value through digital self-service and remote human interactions
for a new product or service,' % of respondents, US only?

< $50,000

$50,000-
$500,000

$500,000-
$1 Million

> $1Million

McKinsey

Feb 2021

% of customers willing
to spend >$500,000

has jumped from 27%
iIn March of this year to

35%

argyle.



Preferred use of channel by type of purchase situation’
% of time communicating with suppliers

The pendulum swings to traditional for first-time, high-value, and complex
purchases, while shifting to self-serve for lower-value, less complex purchases.

Traditional? 34 32

31 31 31 32 31

Self-serve? 29 31 29

First time Lower value Higher value Less complex More complex

Perception of value and complexity is relative to an
individual B2B customer’s perspective




Digital marketing needs to catch-up

»» marketing
oo charts

Top Challenges Marketing to Today's B2B Buyer

"When it comes to marketing to today's B2B buyer, what are your top three challenges?”

Understanding buyers' changing needs and business requirements _ 63%
Engaging buyers at the right time in the right channel [N, 57%

Creating the personalized campaign and content that will engage buyers

Arming the sales team with the right content
toengage and accelerate target buyers

Outdated marketing technology stack

Unpredictable sales cycles and loss of control
Our legacy GTM model focused on top-of-the-funnel _ 18°
and no longer works on today's B2B buyer 8%

Inexperience with customer and intent data and analytics

Intemnal silos and organizational inefficiencies

Our company does not promote a customer-centric culture - 11%
Published on MarketingCharts.com in September 2021 | Data Source: Demand Gen Report / Folloze arnge .

Based on an April 2021 survey of 104 B2B markelting executives and professionals from a range of industries and company sizes






US Retail Social Commerce Sales, 2019-2025
billions and % change

$79.64

22.8%
19.9% 18.3%

2019 2020 2021 2022 2023 2024 2025

B Social commercesales [ % change

Note: includes products or services ordered via social networks (such as Facebook,
Instagram, Pinterest, WeChat, Line, VK, and others) regardless of the method of payment or
fulfillment; excludes travel and event tickets, tips, subscriptions, payments, such as bill pay,
taxes or money transfers, food services and drinking place sales, gambling and other vice
goods sales

Source: eMarketer, May 2021
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Mobile commerce

B2B eCommerce ii‘::l;r:r;' Hal
the future

B2B eCommerc compse
mobile app

B2B buyers use mobile
products and services

B2B buyers report thz
a significant role in a re

argyle.



Figure 36: What do you see as the most exciting technology-related trend for B2B
ecommerce? (Regional breakdown)

Artificial intelligence / machine learning 24%

(including chatbots)

23%

18%

Internet of Things 19%

24%

s 16%
Personalisation

17%
18%

Increased engagement via mobile devices

Payment solutions 18%

12%
9%
8%
9%

Blockchain

|

8%

Virtual reality / Augmented reality 10%

5%
0% 5% 10% 15% 20% 25% 30%

m Australia and New Zealand = Southeast Asia India

argyle.



Consumer behaviour

Projected Buying Preferences, U.S.—Post-COVID 19 (~10.27.20)
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80% 80%
70%

60% |
55%

50% 50% 45%

40%

35%
20%

20%

20%

Groceries/ Automotive 30%

E Essentials ‘
y A Appliances 40%
[a) 45%
R TOO'S/ 50% 50% .
£ Hardware Jewelry . / 5
Electronics Furniture 60%
g ' Home Apparel/ 65%
P Shoes Tablets/
° Smartphones/ Toys/
Computers Garnas
100%
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