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Arbela
by the 
Numbers

Industry

Microsoft
Stack

Dynamics 365
Sales

Dynamics 365
Customer Service

Dynamics 365
Field Service

Dynamics 365
Finance & Supply Chain

Dynamics 365
Customer Insights

Dynamics 365
Human Resources

BI & Analytics

Azure

Audit & Security 
Manager

Arbela Data Insights

One Step 
Consolidation

Master Data
Centralization

BI as a Service

Marketing as a 
Service

Security as a Service

Customer Engagement 
as a Service

Manufacturing & 
Distribution

Building Materials
Industrial Goods

Aerospace Tier 2/3

Connected Field Service

Energy Distribution
Fleet Maintenance

Other Industries

Engineering Services
Retail Services

Media & Entertainment

Arbela Health

Pharma
Medical Device
Nutraceuticals

Biologics 

3

210+
Resources

30
Nationalities

8
Arbela D365 Products

7
US, UA, UK, DK, CA

21
Languages Spoken

26,000+
Seats of Dynamics

100+
Arbela IP Clients

30+
Azure Subscriptions

85+
D365 Subscriptions

83%
Active on Licenses

500+
MS Exams Passed

4
Integrated Practices

4
X as a Service’s

9
Gold Certifications

3
Countries for CSP
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Business Challenges in Unprecedented Times



Forbes Status of eCommerce under Covid

$52B Increase 
75% increase on 
Memorial Day 
$2B  $3.5B

10% Increase in 
Mobile Sales

195% Increase in 
BOPIS (buy online 

pickup in store)



Trends in eCommerce for Microsoft



B2C



• Ease of experience
• Fast shipping & always available 

products
• Ease of returns (RMA’s) and Refunds
• Multiple payment methods
• Exemplary Customer Service –

beyond a call center (Social Media, 
Chat on website, email)

The Basics - Amazonfication



• Segmenting and scoring your 
targets and customers

• Content is king
• Buyer Journey Mapping is 

Critical to attracting and 
retaining your customers

• Influencer marketing & targeting 
requires knowing your targets 
and tailoring advertising early in 
the buyer cycle

• Interactive Product Visuals (3d 
Modeling, Augmented Reality)

48% increase in 
sales when 

personalized to 
seller

65% of brands are 
increasing 
influencer 
marketing

Building Loyal Customer Base & Hyper Personalization



Seamless transition from online to 
instore and vice-versa

• Carry on the experience between 
online and instore

• Direct them to find what they 
need

• In-Store / Curb-side pickup

Advertising

• Knowing your future buyers –
how to identify them, what data 
is required, how can we segment 
our buyers into various customer 
journeys, focus and target them 
in the right way

• Absolute must is building brand 
awareness.  3:1 or 5:1 depending 
on industry of Branding to Offer 
target marketing

• Build trust of your brand, 
associative / influencer marketing  

Learn what your buyer does and 
doesn’t do when purchasing your 

products

• Create recommendations, upsells, 
cross sells powered by AI

• Bring in insights from your 
eCommerce site about the 
journey and behavior of users

Focus Points



B2B



Manufacturers are rapidly embracing ecommerce

Source: Sapio Research 2021



Ecommerce helps manufacturers meet business goals

Source: Sapio Research 2021



• Be known for what you do
• Instructional Videos
• How to guides
• Installation guides
• Influencer walkthrough of your 

products
• Leadership type posting
• SEO Optimized Content
• For SMB companies – 5:1 up to 

10:1 of your advertising is about 
Brand awareness before offers 
can be effective

Education & Branding is Key



• Configuration insights
- Inform your engineers and 

marketers on how customers are 
interacting with your products 
options and configurations

- How many people selected the 
option and then deselected it once 
they saw the price update?

- How many people looked at each 
color?

- Did anyone select a certain wheel?
• Cross-sell, Up-Sell in 

Configurator

Configurators and Configuration Insights



• Link to CRM
- For B2B sellers – often the 

commerce platform is leveraged by 
not direct end customers

- The same rules apply to abandoned 
shopping cards

- Did someone abandon a configured 
product?

- Were they rate shopping?
- Did they leave because of lack of 

stock?
- Was the sales to technical in nature 

and they got lost?
- Follow-up and availability are large 

drivers to online purchases

Importance of CRM

63%
Avg Abandonment 

Rate

56% 
Of abandoned carts 

are related to 
unexpected costs

43% of those costs are 
related to high 
shipping costs

Follow-up emails on 
abandoned carts have 
a 43% open rate and 
21% clickthrough rate

42% of buyers in B2B 
believe they don’t get 
answers faster enough

31% indicated that 
sellers don’t follow-up 

unless asked



• Chat bots are the preferred 
support method of millennials

• Ease of creating chat bots is 
becoming easier, leveraging pre-
built AI and bot-builders

• Know when to hand off to a live 
agent seamlessly

60% of consumers 
have leveraged chat 

bots in the last 12 
months

By 2021 – 80% of 
online companies 
will have chat bots

Chat Bots in eCommerce



• Price Optimization
• Travel industry has perfected this 

for years – the value of a flight is 
dependent on how many 
people have purchased it, how 
close to the flight date, key 
travel patterns and more

• Optimizing the pricing with your 
clients utilizing AI over time –
you can maximize the value of 
your products and raise prices 
slowly over time

Price Optimization



• Mobility is critical
• Anytime | Anywhere 

access to buying
• Optimizing your website
• Optimizing the experience 

for both desktop and 
mobile

The Growing Mobile Trend



• Selling direct and through 
wholesale/retail channels
- If selling through retail /wholesale 

channels - make connecting with 
you directly seamless and dead 
simple

- Warranty cards connect you with 
your customers

Connect with your End Customer



QUESTIONS?


