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Abstract. This thesis explores the impact of digitalization on B2B (business-to-business) business 
models and analyzes the opportunities and challenges it brings. First, the thesis introduces the basic 
concepts of digitalization, including core technologies such as big data, social media, artificial 
intelligence, and e-commerce. The subsequent sections delve into the evolution of B2B e-commerce 
models, encompassing diverse categories such as sourcing platforms, e-marketplaces, bilateral 
connections, and B2B online stores. A particular emphasis is placed on the manner in which 
digitization has transformed business operations, customer relationship management, and 
marketing strategies. These analyses are anchored in the case study of the BASF Corporation. The 
study's findings indicate that digitization can significantly enhance business operational efficiency, 
reduce costs, expand market reach, and optimize customer experience. However, it also introduces 
challenges such as new competitive pressures, increased investment costs, and cybersecurity risks. 
The paper concludes with recommendations for B2B companies to more effectively utilize digital 
technologies to achieve sustainable growth. 
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1. Introduction 

Digital transformation has profoundly impacted the business world, particularly within the B2B 

(business-to-business) sector. Historically, the identification, processing, and analysis of information 

was predominantly reliant on manual labor. However, the emergence of digital technology has 

enhanced the efficiency of data storage, integration, and analysis. This development has not only 

optimized resource utilization within enterprises but also fostered the intelligent development of the 

market. However, the advent of digitization concomitantly brings challenges, such as the optimization 

of production processes, the improvement of customer satisfaction, and the expansion of market reach. 

Small and medium-sized enterprises (SMEs) face greater difficulties in the process of digital 

transformation due to financial and technological constraints. Cybersecurity issues have become a 

significant risk that organizations must address, as data breaches can lead to considerable economic 

losses. To address these issues, this thesis will analyze the impact of digitization on the B2B industry, 

focusing on its opportunities and risks, and conduct an in-depth study of the case of BASF 

Corporation in order to provide targeted optimization strategies and suggestions for future 

development [1]. 

2. The Impact of Digitization on B2B Business Models 

2.1. Digitization Trends and Current Developments 

Digitization has become a core trend in global economic development, profoundly affecting all 

industries, including the business-to-business (B2B) market. The continuous advancement of 

technologies such as Big Data, Artificial Intelligence, Cloud Computing, and the Internet of Things 

(IoT) has enabled enterprises to optimize their operation models and improve their market 

competitiveness through digital means. The recent rise in the prevalence of the novel crown epidemic 

has further accelerated this trend, with an increasing number of enterprises adopting online platforms 

for trading, customer management, and marketing. A survey conducted by the German Federal 
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Ministry of Economics and Energy (BMWi) revealed that, while SMEs continue to grapple with 

technical and financial challenges in their digitization efforts, the vast majority of them have 

acknowledged the pivotal role of digitization and intend to augment their future investments in this 

area [2].   

A notable geographical disparity in the advancement of digital transformation is evident among 

B2B enterprises. In economically developed regions, enterprises exhibit high levels of digitization, 

while in remote or economically underdeveloped regions, the digitization process is comparatively 

slow due to deficiencies in technical support and skilled labor. Despite the pervasive application of 

automation technology across numerous industries, the B2B sector, particularly in manufacturing and 

logistics supply chains, remains in the nascent stages of digitization, largely due to the irreplaceable 

role of manual labor in these contexts. Consequently, while digitization offers significant 

opportunities for B2B enterprises, its advancement confronts challenges across multiple domains, 

including technology, management, and security [3].  

2.2. The Transformation of B2B Business Models by Digitalization 

Digitalization's growing popularity is precipitating profound changes in business-to-business (B2B) 

models, particularly in three key areas: sales, marketing, and customer management. In the realm of 

sales, digitalization has transformed the conventional sales model, empowering enterprises to identify 

potential customers through data analysis and enhance sales efficiency. The integration of website 

traffic analysis, user behavior tracking, and artificial intelligence recommendation systems enables 

enterprises to more accurately identify potential customers and offer customized products or services. 

The advent of online trading platforms has precipitated a shift in the B2B sales model, transitioning 

from offline channels to digital marketing, thereby reducing intermediation and enhancing transaction 

efficiency [4]. In the realm of marketing, the adoption of data-driven strategies has become pervasive. 

Enterprises are now empowered to garner a more profound understanding of customer needs through 

the analysis of vast amounts of data, enabling the refinement of marketing programs based on user 

profiles. Digital marketing strategies, such as video marketing, social media promotion, and search 

engine optimization (SEO), have enabled companies to reach their target customers on a global scale. 

The rise of social media has also fostered closer interactive relationships between B2B companies 

and their customers, facilitated customer feedback through social platforms, and enabled real-time 

adjustment of marketing strategies [5]. 

In the context of Customer Relationship Management (CRM), the integration of digital technology 

has led to significant advancements in the realm of customer service intelligence. Effective CRM 

systems empower organizations to systematically document and assess customer purchasing patterns, 

thereby facilitating a more customized service experience. The implementation of technologies such 

as online satisfaction surveys, automated customer support, and intelligent customer service robots 

has been shown to not only enhance customer responsiveness but also strengthen customer loyalty. 

3. Opportunities and Challenges of Digitalization for B2B Business Models 

3.1. Opportunities presented by digitization 

Firstly, the advent of digitization has led to a substantial augmentation in the market reach of 

businesses. The utilization of e-commerce platforms and online marketing tools has enabled 

companies to transcend geographical limitations, accessing global markets. This broadened market 

presence has fostered an increase in potential customers for B2B companies, consequently amplifying 

sales prospects [6]. 

Secondly, the integration of digitization has contributed to a reduction in costs and an enhancement 

in operational efficiency. The implementation of automation technologies, data analytics, and 

intelligent management systems has empowered companies to curtail labor expenditures, while 

concurrently optimizing supply chain and inventory management. E-procurement platforms, for 

instance, can streamline the purchasing process, reduce human error, and enhance the transparency 
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of transactions. Moreover, companies can utilize data analytics to optimize resource allocation, 

improve productivity, and make swift adjustments in response to market changes [7]. Furthermore, 

digitization has augmented the capabilities of customer acquisition and customer relationship 

management. With the aid of big data analytics and artificial intelligence technologies, companies 

can attain a more profound understanding of customer needs and deliver more precise products and 

services. Personalized marketing strategies have been shown to improve customer satisfaction and 

increase customer loyalty. For example, CRM (customer relationship management) systems allow 

enterprises to automatically track customer behavior, analyze customer needs, and provide 

customized services that enhance customer stickiness [8].  

 

Fig. 1. Proportion of German companies using CRM software in 2021 

Figure 1 shows the percentage of German companies using CRM software in 2021. Larger 

companies have a higher adoption rate, with over 60% of businesses with 250+ employees using 

CRM, while only around 40% of small businesses (10-49 employees) do. The overall adoption rate 

is about 45%. This indicates that larger firms see more value in CRM, while smaller companies may 

face barriers like cost or digitalization challenges. 

Finally, digitalization has been shown to drive business revenue growth. By optimizing sales 

channels, increasing product exposure, and enhancing customer interaction, companies are able to 

attract more customers and improve order conversion rates. Furthermore, the implementation of data-

driven marketing strategies enables companies to more accurately target customers, thereby 

improving market competitiveness and realizing revenue growth. 

3.2. Challenges posed by digitization 

While the advent of digitization presents a plethora of opportunities for business-to-business (B2B) 

companies, it concomitantly engenders a multitude of challenges. Firstly, the intensification of market 

competition has become a salient issue. The proliferation of digitalization has given rise to an influx 

of new market entrants, thereby leading to an escalation in competitive dynamics. Emerging 

companies can undergo rapid development with the assistance of digital technology, while traditional 

companies may experience a gradual erosion of their market share if they fail to adapt to the digital 

transformation. Secondly, the process of digital transformation necessitates a substantial capital 

investment. Enterprises must allocate resources to technology development, equipment upgrades, 

data storage, and security protection when undertaking digital upgrades. For small and medium-sized 

enterprises, the financial burden of digital transformation is substantial, and their limited 

technological capabilities may hinder the efficacy of the transition. Furthermore, organizations must 

invest in employee training to ensure the effective utilization of new technologies, which also 

increases operational costs. Cybersecurity risks are also escalating. As organizations generate more 

data, they become more vulnerable to cyberattacks. Enterprises may encounter problems such as data 

leakage, hacking, and system paralysis, which can result in economic losses and damage their 

reputation. Therefore, B2B enterprises must strengthen their cybersecurity protection to ensure data 

security and privacy while promoting digital transformation. Overall, while digitalization presents 

opportunities for B2B enterprises, it also introduces numerous challenges. Enterprises must 



Journal of Education, Humanities and Social Sciences FMESS 2025 

Volume 49 (2025)  

 

205 

implement effective measures in the areas of technology investment, market competition, and 

cybersecurity to ensure the success of their digital transformation initiatives. To maintain 

competitiveness and achieve sustainable development in the digital era, enterprises must leverage the 

advantages of digital technology while prudently managing risk [9]. 

4. Case study: Impact of digitization on BASF 

In the contemporary business landscape, characterized by the proliferation of digital technologies, 

the chemical industry is undergoing a transformative shift towards digitalization. This paradigm shift 

has prompted leading companies, such as BASF, to adopt advanced digital technologies to enhance 

operational efficiency and market competitiveness. BASF, a multinational enterprise, has 

strategically implemented digital solutions to optimize its B2B business model, catering to a diverse 

client base across various industries. In the context of intensified market competition and evolving 

customer demands, BASF has embarked on a comprehensive enterprise digital transformation 

initiative, underpinned by e-procurement platforms, data-driven market analysis, and intelligent 

customer relationship management (CRM) systems. This strategic initiative has yielded notable 

success in the B2B sector. A pivotal element of BASF's digitalization strategy is the integration of e-

commerce and big data technology. The establishment of an efficient e-procurement platform has 

enabled the optimization of supply chain management, the reduction of inventory costs, and the 

enhancement of the timeliness of product delivery. Concurrently, big data analytics has provided 

substantial support for market insights, thereby empowering the company to adjust its product 

strategy in response to fluctuations in customer demand and to increase sales conversion rates through 

precision marketing. Moreover, BASF has employed social media and video marketing to expand its 

brand reach, facilitating enhanced access to product information and increased brand awareness 

among customers. This data-driven marketing strategy enables BASF to reach its target customers 

more accurately on a global scale and maintain its leadership position in the highly competitive 

business-to-business (B2B) space [10]. 

However, while digitization brings many advantages to BASF, it also faces certain challenges. 

Firstly, as the amount of data grows, cybersecurity risks are becoming more prominent, and data 

leakage and hacking attacks can have a serious impact on a company's operations. Second, digital 

transformation requires companies to invest a lot of money in system upgrades, employee training 

and data storage, which is a long-term investment for enterprises. Moreover, as companies continue 

to prioritize their digitalization strategies, the competitive landscape is becoming increasingly 

saturated. To maintain its dominant market position, BASF must persist in its commitment to 

innovation. To this end, the company must enhance its data security management and ensure the 

confidentiality of customer information. Additionally, the broader implementation of artificial 

intelligence technologies can enhance supply chain forecasting capabilities and optimize automated 

customer service. Furthermore, companies can enhance their data analytics capabilities to optimize 

marketing, thereby increasing customer conversion rates and enhancing market competitiveness [11]. 

In addition to marketing optimization, BASF plays a pivotal role in the digital transformation of 

customer relationship management (CRM). The company utilizes its CRM system to conduct in-

depth analysis of customer data, thereby providing personalized services and optimizing the customer 

experience. The system automatically records customer needs, analyzes purchasing behavior, and 

adjusts service solutions in real time to improve customer satisfaction.The introduction of online 

surveys and feedback mechanisms enables companies to stay informed of customer opinions and 

make targeted optimizations to products and services. The implementation of an intelligent customer 

management strategy by BASF has been demonstrated to have a multifaceted impact on its business 

operations. A key benefit of this strategy is the enhancement of customer loyalty, which is a critical 

factor in fostering strong business relationships. Furthermore, the strategy has been shown to facilitate 

enhanced interaction between the enterprise and its customers, thereby promoting closer business 

cooperation. 
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In essence, BASF has achieved a marked improvement in the operational efficiency of enterprises 

through the implementation of digital technologies, including e-commerce, big data analytics, CRM 

optimization, and smart marketing. The company has thus established a paradigm of digital 

transformation within the B2B sector. Nevertheless, while enterprises derive substantial benefits from 

digitization, they must concurrently confront the challenges posed by technology investment, network 

security, and market competition. To this end, BASF must adopt a more comprehensive strategy in 

its future digital development to maximize the advantages of digital technology, thereby ensuring 

sustainable growth. 

5. Summary 

Digital transformation has had a profound impact on business-to-business (B2B) business models, 

particularly through the implementation of technologies such as Big Data, artificial intelligence (AI), 

cloud computing, and the Internet of Things (IoT). These advancements have enabled companies to 

expand their market reach, reduce costs, and offer personalized services, thereby enhancing 

operational efficiency and customer engagement. However, challenges persist, particularly for small- 

and medium-sized enterprises (SMEs), which encounter financial constraints and technological 

limitations. Cybersecurity risks also increase as businesses rely more on digital platforms. 

Furthermore, heightened competition from digitally agile new entrants forces traditional companies 

to adapt or risk losing market share. A case study of BASF demonstrates how large corporations 

leverage digital solutions, such as e-procurement, big data, and CRM systems, to enhance operations. 

While BASF's strategies have been successful, the company must continue innovating, strengthen 

data security, and invest in emerging technologies to maintain its competitive edge. 

In conclusion, while the digital transformation offers substantial opportunities, it also requires 

careful management of technological investments, cybersecurity, and competition to ensure 

sustainable success in the digital era. 
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