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Industry 4.0, the digitization of 
manufacturing, is a concept that’s been 
talked about for a number of years now—
even before coronavirus made its way onto 
the list of Google’s most-searched words. 

It’s become almost clichéd to list all of 
the things the global pandemic has ‘fast-
tracked’ in a business, the ways it has 
‘disrupted’ any given industry, or how 
organizations have ‘pivoted’ as a result. 

But it’s become clichéd  
because it’s true. 

COVID-19 has slammed down the 
accelerator of the fourth industrial 
revolution. It’s created a widening 
chasm between those businesses 
that have fully embraced digital 
technology and those that have 
not—and, consequently, those 
businesses that are able to 
put customers at the center 
of everything they do and 
those that cannot. 
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It’s been a wake-up call, and more than two-thirds 
of manufacturers say COVID-19 has accelerated 
their adoption of digital technologies. 

The State of Industrial Sales & Marketing 
report shows that companies that had not 
implemented Industry 4.0 prior to COVID-19 
not only found themselves struggling through 
the pandemic but have also found it more 
difficult to catch up, due to the constraints of 
their systems and processes. 

In fact, in 2020, just 26 percent of 
manufacturing businesses believed they’d 
successfully scaled Industry 4.0, compared to 
44 percent in 2019. 

Leaders of manufacturing businesses are 
under huge pressure to navigate through the 
historic changes that are occurring, and digital 
transformation is an increasingly important 
challenge to rise to; it has been emphasized by 
the pandemic highlighting the need for more 
localized manufacturing. 

Whereas previously the factory floor processes, 
supply chain, and customer experience may 
have been distinct elements of the business, 
they can now feed into each other to create 
insights that can lead to improvements across 
the organization. 

It’s a once-in-a-career opportunity for business 
leaders to seize—to revolutionize their business 
and build a legacy that serves the company for 
decades to come. 

It’s a huge undertaking, however. And, when 
you do it, it needs to be done well. 

https://www.themanufacturer.com/articles/two-in-three-manufacturers-say-covid-19-has-accelerated-their-digital-transformation/
https://simplusaustralia.com.au/wp-content/uploads/2021/01/State-Of-Industrial-Sales-Marketing-Research-Report-2020-FINAL.pdf
https://simplusaustralia.com.au/wp-content/uploads/2021/01/State-Of-Industrial-Sales-Marketing-Research-Report-2020-FINAL.pdf
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It’s one thing to implement new technology into a business, it’s another to fundamentally 
change the way a business thinks, plans, strategizes, and operates. However, that’s what true 
digital transformation brings. 

And it’s all done using the data and information that already exists in and around your business 
but typically isn’t even captured, let alone utilized. Done well, it can be a seismic shift for the 
business and give you a major competitive advantage in a highly competitive market. 

DIGITAL 
TRANSFORMATION 
IN MANUFACTURING

It’s NOT about some shiny 
new technology program 
or some new whizz-bang 

machine on the shop floor. 

It’s about: 

• Streamlining manufacturing processes 

• Making more informed decisions and 
being more efficient

• Reducing costs
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Intuitively, research recently conducted  
by Salesforce* showed the top five current 
challenges for industrial companies were:

Interestingly, however, the same 
respondents believed the following was 

crucial for sales and marketing success: 

*in partnership with Deakin University and Industrial Ideas

Almost three-quarters of respondents said that improving the 
customer experience was crucial for sales and marketing success.  

Which begs the question: Why?

51%

41%

47%

35%

35%

49%

68%

74%

44%

55%

Forecasting sales  
and/or orders accurately 

Improving customer  
experience

Achieving sales  
effectiveness

Implementing sales and  
marketing technology

Aligning sales  
and marketing

https://simplusaustralia.com.au/wp-content/uploads/2021/01/State-Of-Industrial-Sales-Marketing-Research-Report-2020-FINAL.pdf
https://simplusaustralia.com.au/wp-content/uploads/2021/01/State-Of-Industrial-Sales-Marketing-Research-Report-2020-FINAL.pdf
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B2B2C: A NEW WAY  
OF WORKING

Back in the day, manufacturers were 
generally at arm’s length from the end 
customer. Products were made, bought by, 
and supplied to distributors and retailers, 
and—all being well—repeat orders were 
placed. Thank you very much, hope to 
see you again soon. And, given the lack 
of competition in a strictly localized world 
compared to the one in which we live 
today, chances are you would. 

It doesn’t work  
like that today. 

There’s a huge opportunity today for 
businesses—through technology—to 
have a mutually beneficial ongoing 
relationship with their end customers, 
without compromising the role played by 
intermediary partners. 
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By taking a B2B2C (business-to-business-
to-consumer) lens and having a direct 
relationship with your end customer without 
compromising their relationship with the 
retailer or distributor, you can communicate 
with and service them – and significantly 
improve a number of business metrics.

Because if you don’t—and don’t 
do it well—someone else will. 

By developing and investing in a 
customer-centric business model, you 
can drive smarter solutions and insights.  

By having a single source of truth on 
each customer, drawn from data across 
multiple departments and the supply 
chain, you can control every aspect of 
the customer journey, from pre-sales to 
product end-of-life, via sales, after-sales, 
and ongoing opportunities. 

And, what’s more, you can learn from 
user habits and adoption to inform future 
product development and evolution.

The necessity for resiliency in 
manufacturing is at an all-time high. 
Today that resiliency comes from 
delivering the Amazon-like customer 
experience, the coveted frictionless 
experience, to both your partners and 
end customers to support their ever-
expanding expectations. 

It’s that experience that is at the crux of 
digitization, as we see confirmed both 
in the research from Salesforce and 
Deakin University, as well as firsthand 
from our own manufacturing customers.

TOM LOVELL
Vice President 
Manufacturing CoE at Simplus
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For any manufacturer, there are 
significant benefits to be gained from 
embracing Industry 4.0 and the B2B2C 
relationship—and ultimately delivering a 
better customer experience. 

By digitizing the whole of the business 
rather than by department, and having 
a helicopter view of everything from 
component sourcing and supply chains to 
distribution, end customer, and beyond, 
the manufacturing business can evolve and 
improve many aspects of the operation. 

CREATING A 
CUSTOMER-CENTRIC 
ENVIRONMENT

Data is at the heart of Industry 4.0, 
and among other things is used to 
predict business trends and identify 
future opportunities. 

By using data smartly, including that 
captured in the factory and supply 
chain, you can provide a unique 
customer experience that can have an 
impact on the business in many ways. 
.
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Some of the potential benefits of creating a customer-centric business include:

Improved operational 
efficiency 
Recent research shows that 
improved operational efficiency 
is the priority for 92 percent of 
manufacturing businesses adopting 
digital technologies. 

Increased revenue 
Manage contracts and agreements, 
drill down on supply chain costs, 
identify cross-sell and upsell 
opportunities, and capture and 
enhance lead generation.  

Increased profit 
Productivity efficiencies can be 
achieved through automation of 
processes and artificial intelligence (AI).  
Analysis of data can identify 
opportunities for growth, and owning 
product maintenance can enhance profit. 

Smoother cash flow 
Digital payments and automated 
invoice issuing and chasing can 
improve cash flow.

Connecting  
with customers 
From marketing and communication to 
better understanding how customers 
are using the products, manufacturers 
can get tremendous insight into their 
products in the marketplace. Not only 
that, but by maintaining the connection, 
it’s possible to own the maintenance, 
repair, and replacement of the product. 

More informed  
product development 
By better understanding how 
customers are using the product, 
the feedback loop can inform product 
development and evolution. 

BUT WHERE TO START? 

https://www.themanufacturer.com/articles/two-in-three-manufacturers-say-covid-19-has-accelerated-their-digital-transformation/
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Connecting with people 

For businesses wanting to move to a 
digitally powered B2B2C model from the 
traditional B2B, it’s important to approach 
it in stages—otherwise, the task ahead can 
seem onerous. 

A good place to start is with customer 
information–building a master database of 
all of the organizations and individuals you 
have a connection with. From their likes 
and dislikes to order history, collate and 
consolidate the information you have and, 
most importantly, ensure data collection—
automated where possible—flows into one 
central place. 

By having a single source of truth, you can 
begin to better serve the customer, reduce 
costs, and gain efficiencies. 

Connecting the finances 

By integrating your finances into this single 
source of truth, you can automate some 
financial processes and gain insight into 
profitability across the multiple individual 
aspects of the business. 

In addition, by giving your customers 
access to the system, they can self-serve. 
They can view orders, costs, deliveries, 
and invoices online, reducing interaction 
time for day-to-day tasks. 
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Connecting the product 

By connecting with product post-sale via the 
Internet of Things (IoT), information about usage 
and maintenance can be collected. By offering 
end users support, for example, businesses can 
not only gain insight that can aid future product 
development but also identify replacement and 
upsell opportunities. 

The greatest areas of opportunity for each 
business will of course differ; however, the 
technology today is built in such a way that it’s 
easy to start small, test, learn, and build upon. An 
implementation roadmap can be created to ensure 
the full journey is manageable and achievable. 

By identifying the greatest opportunities at 
the outset, you can set achievable targets 
to demonstrate value, which helps engage 
stakeholders across the business. 

IN SUMMARY 

• By digitizing the whole of business, you 
can see exactly how different areas of the 
business affect each other, identifying 
efficiencies and opportunities.

•  Embracing a B2B2C business model 
that’s powered by technology enables 
a 360-degree relationship with the end 
customer, which can ultimately benefit the 
manufacturer and distributor. 

• Customers, finances, and products are three 
key areas that can be digitally transformed, 
and a single source of truth can shine a light 
on the interactions between areas of the 
business that were previously siloed.
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True digital transformation is about far 
more than introducing new technology. 
Done well, it fundamentally alters and 
improves the way a business operates on 
a day-to-day basis. 

And it is a major undertaking. 

MANAGING  
THE CHANGE

Without the buy-in from the people 
using the technology every day, the 
implementation can be significantly 
more difficult than it could otherwise be. 

It’s one thing to communicate about  
the change, but another entirely to  
bring people along on that ‘journey.’ 
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Start managing change with these four steps:

Identify key  
employee groups 
Work with them to build the new 
digitized processes—engage them 
and listen. Plan out every detail 
with the key stakeholders.  

 

Explain clearly the ‘why’ 
– the business benefits 
of the change  

Educate slowly; regular 
communication and education 
are critical, and the ‘new’ way 
of doing things needs to be 
demystified as quickly as possible.  

 

Appoint key people 
in the organization as 
project champions  

These are the people who are 
going to share information with 
their teams and help with adoption. 

 

Recognize that project 
implementation is only 
the start 
Ongoing education and training 
are needed over the early 
months, as is feedback. The 
technology will need to be 
evolved and refined, and small 
changes often emerge once it’s 
being used in real life. 

1

2

3

4
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Industry 4.0 is another industrial 
revolution, and it’s vitally important that 
leaders of manufacturing businesses 
appreciate and understand its significance. 
Quite simply, those businesses that fail to 
adapt will no longer exist in a matter of 
years, as companies need to digitize the 
traditional business processes to keep up 
with the changing world of manufacturing. 

Today’s connected world has given the 
customer far more involvement in the 
brand-customer relationship, and this 
can be hugely beneficial for both parties, 
which is why a customer-centric business 
model is of such significance. 

FINAL THOUGHTS

After all, without a pipeline of new 
customers and efforts on retaining 
existing customers, there’s no business. 

Embracing technology and undertaking 
a digital transformation journey isn’t 
just about the here and now, however. 
It’s about strengthening the business, 
creating a platform for growth and an 
agility to adapt to whatever the world 
throws at it—which, as we’ve seen over 
recent years, is a critical attribute for 
successful businesses. 

Automation, IoT, AI and cloud technology 
all have a part to play and can ultimately 
revolutionize the business, putting in 
place the solid foundations from which 
success can be built.
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IN SUMMARY
• COVID-19 has fast-tracked Industry 4.0.

• Manufacturers that hadn’t 
implemented Industry 4.0 prior to 
the pandemic have faced difficulties.

• Whole-of-business insights can be 
drawn by bringing together all areas 
of the organization.

• Digital transformation isn’t about 
shiny new technology – it’s about 
fundamentally improving every 
aspect of the business.

• By capturing data and insights, you 
can significantly enhance systems 
and processes.

• Customer experience was 
identified as being the number-one 
requirement for success.

• The B2B way of working for 
manufacturers has been usurped 
by B2B2C.

• Working this way doesn’t compromise 
the relationships between manufacturer 
and channel partners.

• By connecting and communicating with 
your end customers, you can create a 
mutually beneficial relationship.

• If manufacturers don’t seize 
the opportunity, it’s likely their 
competitors will.
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The prospect of a digital 
transformation process can be a 
daunting one for many businesses. 
How do you know where to start? 

A digital transformation partner 
can help advise on best practices, 
identify opportunities for quick wins, 
and create a roadmap to transform 
a business gradually while testing 
and iterating as time progresses.

CONTACT US TODAY

https://www.simplus.com/manufacturing/contact/
https://www.simplus.com/manufacturing/contact/
https://www.simplus.com/manufacturing/contact/

