
Spotlight on 
B2B Marketplaces

Many CSPs are seeing the momentum that 
marketplaces have in the industry, and are 
eager to get involved themselves. CloudSense 
and Infosys have teamed up to produce this 
guide exploring how to set up and maintain a 
successful telco marketplace, as well as how 
to ensure the best customer experience.
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Digital marketplaces are fast emerging as a vital area for CSPs to create new 
digital offerings for business growth, as they otherwise find themselves hitting 
various walls in terms of market saturation.

The numbers are already impressive: 130% YoY growth* in collective sales on 
marketplaces in 2021, and no signs of slowing down.

In this guide, we want to outline best practices for launching and maintaining 
a successful marketplace, and how to create the best customer experience on 
your marketplace.

There are four key building blocks for successful marketplaces with specific 
focus areas that contribute to its success:

Source: Digital Commerce360 - “Marketplaces—the fastest-growing B2B digital sales 
channel”, Jan 2022

Marketplaces: the building blocks 
to success

Business Technology

Processes Partner 
Ecosystem
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BUSINESS

Right from the start, marketplaces need to be able to support a wide range 
of business models, enable curation of new digital service offerings by 
integrating multiple services from different partners, provide a rich set of tools 
and processes that enable transparency and flexibility, and facilitate partners 
selling to customers independently or jointly. 

Marketplaces also need to be centered around collaboration. While there will 
be different levels of collaboration depending on marketplace maturity, this 
collaboration model allows a seller to: 

• Directly sell products to customers

• Collaborate with other partners and sell E2E product and services with 
partners

• Leverage services available from other partners or from marketplace 
providers - such as dispatch services or billing and payment gateways, 
insights available to cross-sell and upsell, and personalized offerings to 
customers on a marketplace

Business models, monetization models and collaboration models are aimed 
to provide desired flexibility and ease of doing business for the success of all 
involved parties in a marketplace.

1. Business
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TECHNOLOGY

One of the critical success criteria for a marketplace is the ability of 
marketplace platforms to cater to the significant technical customer demands, 
in order to meet the desired customer experience, and facilitate partners and 
product onboarding and collaboration across multiple parties with complete 
transparency.  

• Allow customers to easily complete transactions with multiple partners/
vendors seamlessly with no disruption in customer experience

• Allow partners to easily integrate with the marketplace for product 
onboarding, product updates, modifications, fulfillment journey, invoicing 
and settlement

• Provide customer-centric experience rather than a product- or partner-
centric one

• Ensure data privacy and security is non-negotiable

A marketplace should offer transparency on billing and settlement between 
marketplace owners and partners, as well as between partners. A recent 
PWC report* found a 60% increase in the number of companies investing 
in an omni-channel experience, meaning that marketplaces also need to 
be equipped with technology that facilitates an omni-channel experience, 
ensures data security and privacy, and handles a high volume of transactions 
with better performance. Having the right technology is key for a flexible 
customer centric marketplace. 

When all of this is done effectively, you create a unified commerce solution, 
consolidating your customer buying experience, partner experience, order 
management, product catalog management and customer service.

2. Technology

Source: PwC - “Retailing 2020: Winning in a polarized world”, 2020
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Processes play an important role in successful marketplaces, where robust 
and seamless operations need to be set up at the start in the areas of sales 
efficiency, contract management, marketing, partner and product onboarding, 
and customer support services. 

These marketplace processes need to strike the right balance of sufficient 
checks and control to manage what is being made available on the 
marketplace and how it is being sold, as well as flexibility to enable easy 
multi-party collaborations. These processes can be matured and refined over 
a period of time and can be customized based on needs. Some processes 
like information security and data sharing will need the highest level of 
maturity from the beginning, however some of the other processes can vary 
from partner to partner, e.g. processes to change prices, processes to modify 
product specs etc.

3. Processes

PROCESSES
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Creating a marketplace, especially a successful one, is not easy. Nevertheless, 
with the right strategic partner there is a pot of gold at the end of the rainbow. 
It’s essential for marketplaces to attract partners that have consulting and 
advisory services with a broad capability set. 

There has to be a give and take in any partnership. Marketplaces - while they 
need capabilities from partners - must also offer advantages and opportunities 
for potential partners such as: 

• Increased customer reach

• Capex/Opex saving with the pre-established platform

• 360-degree dashboard view of products sold and customer orders

• Ease to do business with other partners in terms of selling products 
together 

In order for marketplaces to reach their full potential, partners are a necessity, 
with research indicating that the most successful marketplaces have 40 
partners* on average. 

Marketplaces must foster and facilitate easy and quick onboarding of partners 
that can unlock new opportunities, with the help of well-established supply 
chain management. Success of marketplaces depends on the flexibility and 
scalability to bring in new partners from a wide range of industries. 

With the foundations of a marketplace outlined and set, marketplaces are in a 
position where they not only hold an endless array of opportunities, but are on 
their way to gaining momentum, customer adoption and growth, fast.

4. Partner Ecosystem

PARTNER 
ECOSYSTEM

Source: BCG - “What Does a Successful Digital Ecosystem Look Like?”, Jun 2019
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While marketplaces boast a vast array of opportunities, 
the foundations need to be laid in order to kickstart 
customer adoption and partnerships, resulting in business 
transactions and revenue growth. 

Once a marketplace has been launched and nurtured, 
providers need to focus on two key areas:

• Customer Centricity, and

• Open Architecture and Flexibility.

By doing this, the marketplace will gain momentum, fast.

How to stay on top once 
your marketplace is up and 
running
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Setting up a marketplace is easy; but the key to success lies in various factors. 
When creating a marketplace, the goal is to drive traffic, cash flow and create 
an optimal customer experience, all without inhibiting growth. 

Customer expectation plays a large role in this. In today’s digital landscape, 
customers not only require instant satisfaction, but also expect offerings to be 
tailored to their needs and wants. 
With 91% of customers more likely to purchase from providers who tailor their 
recommendations to them, personalization is a key imperative. A major selling 
point of a marketplace is that it enables partners and carriers to generate 
greater loyalty from their customers. 

A marketplace must resonate with customers, and that can be a balancing act. 
Providers need to be able to provide the extended assortment customers are 
looking for, without compromising on experience and convenience. 

Creating this omni-channel experience for customers not only involves 
personalization, and providing a wide array of products and services customers 
can bundle, but also involves introducing accountable and reliable delivery 
and dispatch experiences.

Through implementing transparency processes and systems, marketplace 
owners are able to have a 360-degree view of all data related to partners in 
terms of products sold, revenues shared and earned as well as settlements 
with other partners. On top of this, extensive data insights based on sales, 
customer purchases, and returns are achieved. 

Marketplace should leverage data available on the platform to create data 
insights for creating personalized offerings for customers, and also address 
customer experience needs. These insights on partners and customers are 
powerful enablers to learn more about customer behaviors and preferences. 
Combined with flexibility, providers are able to enhance both the buyer and 
partner journey on a marketplace.

Some of the key areas to focus on from a customer centricity perspective are: 

1. Insight driven personalization

2. Loyalty/reward programs

3. Promotion and advertising

4. Proactive and regular campaigns based on customer segments

5. Continuous evolution based on regular customer feedback on services,  
 products, partners and experience

6. Seamless customer services processes

7. Robust distribution model for customer satisfaction

Given the correlation between customers’ trust in a marketplace and customer 
spending, customer centricity and trust are critical factors for the success of a 
marketplace, and attracting more customers.

Customer Centricity
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As many as 40% of the world’s top 30 brands are now platform businesses. 
With the movement towards digital experiences, this technological revolution 
signals a shift towards an open technological landscape. 

The strategic value of this ecosystem is its ability to harness service offerings 
from a diverse supplier base, allowing for a variety of digital offerings to be 
bundled together. In doing so, partners are able to capitalize on new customer 
and market segments, acting as a catalyst for economic growth. 

Open architecture and flexibility is a must-have for a mature collaborative 
partner ecosystem to address customer needs and facilitate partner 
onboarding, dynamic product price updates, ease of integration from provider 
platforms, as well as provide flexibility to partners in choosing their co-players 
in the marketplace. 

The success of a marketplace lies in its ability to attract both customers and 
partners; allowing customers to receive their desired experience, and partners 
to attain growth opportunities through leveraging the large customer base 
from the marketplace. 

As such, a successful marketplace needs to ensure that both the customer and 
partner’s interests are taken care of. 

Marketplace platforms should be designed to consider interoperability with 
other platforms and support the end-to-end customer experience. This is 
critical for marketplace scalability, and achieving exponential revenue growth.

Open Architecture & Flexibility
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How to integrate a marketplace into an omnichannel 
B2B customer experience

Marketplaces offer a wealth of opportunities for telecommunications carriers 
to enrich their core offerings and add value for their business customers. 
However, simply rushing to set up a marketplace as a separate silo without 
consolidating it into your overall sales strategy won’t yield the full potential 
for revenue growth. 

Your marketplace strategy needs to consider multiple aspects of integration 
and how this new interaction point will deliver the high-quality, omnichannel 
experience required to increase customer loyalty. A critical part of the design of 
your customer buyer journey, is the CPQ engine that will enrich the customer 
experience within the marketplace and link it smoothly with other channels. 

Three critical success factors for your marketplace are enabled by your CPQ 
solution: 

1. Visibility and personalization

2. Product compatibility and bundling

3. Reliability and delivery experience
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A major selling point of a marketplace is that it enables carriers to generate 
greater loyalty from their customers. It allows customers to self-serve 
repeatedly and avoid going through a tedious procurement exercise each time 
they need to provision new technology or solutions.

Recreating direct connections between each of these buyers, across all sales 
channels, for your full portfolio of owned and third-party services, would 
inevitably create inconsistencies and become difficult to maintain and update. 

Ideally, you want to be able to personalize your marketplace so that it surfaces 
different product sets for different users based on their personal needs. A CPQ 

will simplify the underlying complexity of presenting the right product groups 
to the right customer and allow you create new rules to meet the needs of new 
segments as your portfolio expands. 

Providing your sales and technical staff with full visibility of how their accounts 
are interacting on the marketplace will enable them to develop targeted sales 
strategies that leverage these new insights. Equally, it is vital a single CPQ 
affords sales teams access to the same 360° view of all products and services, 
so that they are able to engage appropriately whenever enterprise customers 
reach out to them directly.

Visibility & Personalization
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Product Compatibility & Bundling
Scaling your marketplace to include hundreds of third-party products 
alongside your own is a major obstacle for many telecommunications carriers. 
As numbers increase, it’s a challenge for those without a robust CPQ to stay in 
control of personalizing the portfolio to different buyer groups, while imposing 
internal logic on the product sets to prevent mismatches and clashes. This 
is especially difficult when customers are purchasing bundles that include 
products from multiple unrelated suppliers.

So although a classic marketplace can boast a wide and impressive array of 
products and services, if product rules have not been pre-configured, purchasing 
a clutch of products and services may yield unforeseen incompatibilities: for 
example, sending a customer Samsung earbuds with an Apple Watch.

To avoid compatibility issues that would then lead to a poor customer 
experience, you need to ensure the marketplace provides complementary
products and excludes those that are incompatible when configuring a solution 
for your customer. 

Manual coding to set compatibility rules is not only highly prone to mistakes, 
but is also too slow to keep up with the innovation ambitions of most carriers. 
Onboarding new products into the marketplace needs to be flexible and fast. 
Your CPQ should provide you with the tools to set this logic and update it 
easily for all new offerings so that you can be confident your customers choose 
only the best, compatible options to meet their needs.
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With a CPQ at the center of operations, you can thread orders from your 
marketplace through to all other applications and functions along the delivery 
cycle. If you have customers buying complex solutions and bundles, your CPQ 
will allow you to coordinate even the more complex, multi-staged deliveries 
successfully.

For example, imagine you are fulfilling an order for an internet service over 
SD-WAN with additional security, coupled with hosted security that includes 
anti-virus and malware. 

Although these complementary software applications may be readily 
available, they should not be delivered before the internet itself is actually 
active and running, which may take upwards of a couple of months. 

It will produce a poor customer experience if you activate all the paid security 
services before the internet is even working. Adding insult to injury by billing 
before the services are live will trigger extra work for finance to credit the 
customer back for payments taken too early, and cause unnecessary upset 
with your customer.

The optimal solution is to deliver the internet connection, allow the customer 
to test and approve it, and only then activate all the other services. The logic 
behind this sequential ordering and billing can be efficiently driven by the CPQ.

Reliability & Delivery Experience
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Marketplaces promise to be a powerful avenue towards 
revenue growth for CSPs, as well as allowing them to 
broaden the scope of their relevance in the modern digital 
landscape.

In order to capitalize on this trend, CSPs need to keep 
the overall customer experience at the forefront of their 
operational marketplace strategies. A CPQ platform will 
play a critical role in enabling your vision. Select a CPQ 
platform that can handle the complexity of managing 
a large, fast evolving portfolio and help guide your 
customers through a smooth buying journey. Ensure 
your CPQ has the capacity to scale and integrate easily 
with your delivery systems, so that your customers are 
confident about increasing their use of your most cost-
effective channel.

Marketplaces need 
robust CPQ



Since 2009 CloudSense has been helping ambitious CSPs to thrive in a digital-first economy by 
transforming sales to increase productivity and grow profitability. 

A 350+ expert team of CloudSense solutions consultants, business professionals and 
engineers support our growing global community of customers across four continents. Leading 
communications providers including BT, Telstra, VodafoneZiggo and StarHub use CloudSense’s 
portfolio of applications to streamline the entire customer lifecycle, providing a better customer 
experience while improving business performance. 

To learn more about how CloudSense’s CPQ and Order Management solutions can help your 
business deliver sales transformation, speak to one of our experts today.

Infosys is a global leader in next-generation digital services and consulting. Over 300,000 of our 
people work to amplify human potential and create the next opportunity for people, businesses 
and communities.

With over four decades of experience in managing the systems and workings of global enterprises, 
we expertly steer clients, in more than 50 countries, as they navigate their digital transformation 
powered by the cloud. We enable them with an AI-powered core, empower the business with agile 
digital at scale and drive continuous improvement with always-on learning through the transfer of 
digital skills, expertise, and ideas from our innovation ecosystem.

We are deeply committed to being a well-governed, environmentally sustainable organization 
where diverse talent thrives in an inclusive workplace.

CloudSense operates 
all over the world

cloudsense-ltdinfo@cloudsense.comcloudsense.com

infosys.com
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