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Level Setting
? How many from Sales
? How many from Procurement / Supply Management
? Any expectations for the next half hour

The purpose of this presentation is to provoke thought …
“The Pessimist complains about the wind, the Optimist
expects it to change, the Realist adjusts the sails”
- William Arthur Ward
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Current State
There are many factors that are, and will continue to influence the
Chemical Distribution marketplace. These are some of many:
•
•
•
•
•
•

Ongoing consolidation at both the Manufacturer and Distributor level
Growth
Globalization
Regulation
A commitment to operational excellence
An emphasis on sales
- the sales force, sales technologies and sales execution
• The digital experience (Industry 4.0)
• The ‘Amazon effect’
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By Definition
Chemical distribution involves sales, logistics, and transportation of
chemicals. Chemical distributors offer value-added services such as
blending, mixing, packaging, formulation, inventory management, and waste
removal to customers.
Definition Source: WiseGuyReports.Com
It’s very clear there are many moving parts and these many parts drive many
different relationships …
Manufacturer/Supplier
Distributor
Buyer / Customer
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Relationships and Advantage?
The Chemical Distribution marketplace is a
business that is heavily relationship dependent

Are relationships truly a differentiator?
A competitive advantage?

Photo by Charles Forerunner

Every distributor, in every industry touts their
ability to offer outstanding customer service and
promotes their fantastic sales/buyer
relationships

If everyone offers these … is there really a
competitive advantage?
… only if we take the time to think about
relationships and better understand them
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The Historical Nature of Business Relationships
Some history:
The agricultural era lasted more than 10,000 years

The industrial era - 250+ years
1.0 Mechanical Production
2.0 Electricity / Mass Production

3.0 Automation of Production
Photo by Charles Forerunner

The digital era - the last 40 years
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Relationships Over the Last 100 Years
For more than 100 years we’ve had what we know as the Industrial Chemicals
Distribution market. During this time relationships have changed …

Geographical
Relatives & Community = Awareness, Knowledge and Access

Source: clipartxtras.com

Photo by Charles Forerunner

Collegial
Institutions (Religious and Academic) &
Associations = Shared Background and Values

Digital
Connected = Information based and indifferent
Important: Relationships have been and will continue to be performance
based the difference is that we are moving from subjectively influenced
evaluations to objectively based evaluations
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The Velocity of Change to Relationships
Velocity implies the rate of change in
position of someone or something, with
respect to time, i.e. how fast an object
displaces itself over time from one point to
another …

2019

… acceleration is the rate of
change of object’s velocity
over a period of time
1900

Relational turbulence is a framework that examines how
fluctuations of uncertainty and confidence occur over time
during the development of a relationship

Photo by rawpixel on Unsplash

There are two factors that bring on relational turbulence:
• Relational Uncertainty
• Interference / Disruption
Source: Psychology Today
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People, Process and Technology
People
-

Leader
Governance
Organization
Culture
Talent
Behaviors
Learning

…. from a Supply Chain Management perspective

The 3 Key
Elements of
Business
Process

People

Systems
-

CRM
SRM

C
H
A
N
G
E

Technology

Process

-

Buying
Selling
Methods
Practices
Policies
Metrics
Objectives
Negotiations
Risk Mgmt.
Relationship Mgmt.

… and, there are two sides to
Supply (Chain) Management, the
Sourcing side and the Sales side
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The Changing Technology Environment
IoT - platforms, gateways & devices; cloud computing (and cloud
platforms); big data (advanced data analytics); artificial
intelligence; and more

Industry 4.0

Technology changes in (Buyer/Seller) relationship management since the mid 1980s:
2000’s

1990’s

B2B

1993

1999

2004

Supplier

Relationships

The Mechanization of the Relationship

An observation … CRM is
fast becoming a standard
practice - SRM is not

Customer

P2P
A digitally-integrated and intelligent supply chain enables an
unprecedented level of collaboration and real-time visibility across
the supply chain to help address rising customer expectations
Source: 2017 CGI GROUP INC.
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Technology - then Process and People
Technology doesn’t care about history

Technology

… big changes to relationships
… unlikely culture will stifle change …
technology will prevail … velocity is the difference
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Change by the Numbers
B2B sales - evolving from art to a science
… and the changes keep coming faster and faster
• 2014 -“promoting the brand” was a top priority for company websites
• 2018 - priority is handling transactions and revenue volume
• 2017 - worldwide CRM software revenue ($39.5 billion) overtook database management
systems (DBMSs) revenue ($36.8 billion) … Gartner
• 2018 - CRM is the fastest growing software market at 16% … Gartner
• 74% of business buyers conduct more than half of their research online before making an
offline purchase … Forrester
• 51% of manufacturers and distributors now have B2B eCommerce in place for customer
ordering … Handshake
• By 2020, 85% of interactions between businesses will be executed without human
involvement … Gartner
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Changing Behaviors
• Top priorities for e-commerce:
‒ improving customer experience
‒ increasing the frequency of website use and transactions
‒ retention
• For simple transactions, Buyers expect to purchase online

• For complex, or less straightforward sales, Buyers want access to people
• Seeing a distinct shift away from generalist Sales people to ‘domain experts’
• B2B Sales professionals must elevate to a higher plain to survive

• Both Seller and Buyer must be ready to adapt
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What’s Expected
World-class procurement organizations now operate at 21 percent
lower labor costs than peers and have 29 percent fewer staff
… procurement organizations will need to turn to digital transformation
to ensure that they can continue to reduce costs and add value
Hackett, August 2018

In five years leading companies will use advanced analytics
and machine learning to address fundamental Sales decisions:
Path of Annular Solar Eclipse
October 2023

‒ what sales opportunities to pursue
‒ what resources to allocate to which accounts

‒ what behaviors to prioritize to drive sales productivity
salesforce.com
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Dealing with a Changing Environment
• Thousands of years of conditioning hasn’t prepared us
to deal with the current pace of change

• Don’t spend time comparing the present to the past
- the old relationship model doesn’t hold
• Recognize that “tacit” relationships are already beyond being
commoditized
• Business relationships must become more focused … but with the
understanding that greater focus brings greater risk

• Creativity is already replacing “past experience” as a key
determinant of individual & organizational success - find new ways
to develop and maintain relationships
• A strategic distributor is less easily replaced than a tactical one
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Just remember …

“The Pessimist complains about the wind,
the Optimist expects it to change the Realist
adjusts the sails”
- William Arthur Ward
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