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Trademart is celebrating its 45th anniversary 
this year. For most of this time, we were a 
purely physical meeting platform. But the 
retail landscape is in constant flux, which 
means it’s time to redraw the boundaries.

Consumer purchasing behaviour is changing 
too. They are increasingly looking for 
relevance, experience, and convenience. 
When consumers change, the underlying 
value chain must also evolve. This has a 
direct impact on the entire sector and 
therefore also on Trademart. 

THE RETAIL LANDSCAPE
IS IN CONSTANT FLUX  

intro 4



We started repositioning Trademart in 2019. 
Renting out purely physical showrooms is no 
longer the right business model, so we had to 
evolve with the sector. 

We are at the crossroads between retailers 
and wholesalers, which can count as a 
unique market position. We have a wide 
range of products, which enables us to reach 
many retailers and simultaneously keep our 
finger on the pulse of the entire market. 
Nevertheless, we need to put our expertise to 
use serving the market even more.

This repositioning resulted in a plan based on 
four pillars:
 
1. By investing in our building, the physical 

centre, we are aiming for a better 
experience and convenience. Our events 
attract and inspire retailers.

2. We are transforming ourselves into an 
incubator, a facilitator within the market.

3. We are helping retailers to reinvent 
themselves by offering them the  
necessary knowledge.

4. We are focusing on the digitisation of 
Trademart. A digital team will provide the 
necessary expertise to take Trademart to 
the next level.

 
Our aim is to put Trademart back on the 
map as a meeting place between retailers 
and wholesalers. We want to be a facilitator 
for and by the sector. And the digital aspect 
plays the leading role.

MOVING RETAIL
FORWARD TOGETHER  

Moving retail forward.  
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Within the retail sector, a clear shift to 
digital is underway, which means that the 
fourth pillar of our repositioning plays a very 
important role here. 

The COVID-19 pandemic has accelerated the 
digital evolution. Wholesalers who do not jump 
on the digital bandwagon will lose business to 
their competitors that are active online.

THE TIME IS RIPE  

MORE ONLINE 
WHOLESALE IN 
SECOND HALF  

OF 2020 

+50%

USE THEIR 
SMARTPHONES DURING 

THE PROCUREMENT 
PROCESS 

80%

PLAN TO 
INVEST MORE IN 
E-COMMERCE

64%

Source: Mc Kinsey – Joor, Weidert Group, Magento Commerce, Digital Commerce 360.
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With these developments, everyone starts 
by searching for a (digital) solution within 
their own resources and capabilities. Larger 
players can therefore act quicker than 
smaller ones. But just like in many other 
sectors, as well as in the physical business, 
we see an evolution from ‘every person on 
their island’ to a platform economy: we can 
achieve more together.

Since 2019, e-commerce platforms for B2B 
retail have been popping up everywhere. 
Digital applications respond to these needs  
and are growing rapidly. 

Search, select, order, and pay all within one 
session; that is the ultimate goal. In essence, 
these platforms are pure e-shops that focus 
on finding and purchasing products. There 
is little to no room for the brand experience 
and the brand story. We feel this type of 
experience is not very inspiring. 
 

The differences between these platforms 
are small; they vary in the segments they 
play, in sales approach, or in scope. But 
they all have one thing in common: they 
focus on the transactional part of the B2B 
purchasing process. They are utilising the 
principles of B2C e-commerce, aimed at a 
fast transaction, just like that.

STRONG TOGETHER 

E-COMMERCE
PLATFORMS FOR
B2B RETAIL 

SEARCH SELECT ORDER PAY

There is little room for 
the brand experience 
and the brand story.  
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As Trademart, we believe that this can be 
improved. We know the market inside out and 
know that B2B retail doesn’t work like that. 

Retail wholesale is about experience, about 
being inspired by the latest trends for the 
next season. The physical aspect also plays 
a role here. Even in times of Covid, being 
able to see and feel the product before you 
place an order is still an essential step in the 
purchasing process.

After all, the procurement process in retail  
begins much earlier than most platforms 
anticipate.

1.  Buyers are increasingly looking for new 
‘hot topic’ products. They want to be up to 
date with the latest trends.

2.  Then they head out to do some research. 
What is the product and does it suit their 
shop?

3.  Before the product is ordered, the buyers 
also want to be able to see and feel it, 
which they can easily do in our showrooms. 

4.  The transactional part only comes after this.  

WE CAN DO BETTER  

PROCUREMENT
PROCESS: KEEPING UP
WITH THE TRENDS  

Buyers want 
to be able to  
see and feel  
the product.  
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We believe that there is a need for a  
tailor-made solution for, but especially by, 
the B2B wholesale market. 
 
A platform that… 

•  …inspires buyers and helps them to find 
the right products for their shop. 

•  …increases the reach of brands and 
agents based on their own strengths.

• …brings buyers and sellers into contact 
with one another, and supports their sales 
processes.

•  …goes digital wherever it can to 
strengthen the physical aspect and make 
the link to the physical where it must be 
made. 

•  …gives brands and agents the tools  
they need to run their business better  
and easier. 

•  …supports all forms of distribution and 
gives all actors a place.

UNIQUE E-COMMERCE
PLATFORM FOR B2B
WHOLESALE  

solution 10



Today, we proudly present Trademart Digital. 
This platform consists of five pillars through 
which we want to build an experience that 
encompasses the complete procurement 
process.

1.  One source of inspiration. We highlight the 
latest trends to drive buying behaviour and 
extend the reach of brands and agents. 

2.  A state-of-the-art online shopping 
experience for and by the B2B market  
that offers customers the convenience 
they want.  

3.  An omnichannel experience in which the 
digital aspect strengthens the physical. 

4.  A set of tools to help you manage your 
showroom, offer your customers a truly 
omnichannel experience, and upgrade 
your business. 

5.  Support from us through  
the entire process. 

OUR SOLUTION:
TRADEMART DIGITAL  

INSPIRATIONAL 
CONTENT  

SEAMLESS SHOPPING 
EXPERIENCE   

OMNICHANNEL 
EXPERIENCE   

PROFESSIONAL TOOLS    

SUPPORT & SERVICES     
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The retail landscape is a very competitive 
area. The more your brand or exhibitor 
stands out from the crowd, the more likely 
you are to get retailers interested in your 
products. But how do you do that? With 
inspirational content, of course.

By continuously feeding retailers with the 
latest trends in the market, new insights, 
and expertise, we can consistently deliver 
value to our end customers. If we can inspire, 
entertain, and educate them, we will solve 
problems for them and build a reliable 
partnership with them. 
 

CONTENT IS KING  

Quality content 
attracts interested 
retailers.  
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There are many advantages to having 
quality, inspiring content on relevant topics 
spread across segmented channels.

•  It attracts more interested retailers. The 
first page of Google accounts for 90% of 
all online traffic. Quality content, aimed at 
specific target groups, ensures a higher 
ranking and therefore more visitors.

•  It steers the purchasing behaviour of 
retailers by getting on their radar early in 
the process and giving them advice.

•  It increases conversion. Research has 
shown that conversion rates are up to 6 
times higher for brands that offer valuable 
content.

•  It builds an image of a reliable partner. 
When you offer relevant insights, 
customers value your opinion and see  
you as an authority in your field. 

•  It increases your customer loyalty and 
ensures repeat visits.

With these authentic insights, we help the 
retailers to make the right choices in their 
purchasing process. And we spread our 
messages through the channels they use.

WHY INTEGRATE
CONTENT INTO THE
SALES PROCESS?   
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At Trademart Digital, an intuitive, state-of- 
the-art shopping experience is central.  
After all, we are in direct competition with  
the other market players. So we will have to 
take the convenience of other big players, 
like Amazon for example, and apply it to  
the wholesaler.

But this does not mean that we should 
adopt all their principles. Trademart Digital 
is not an e-shop, but rather a marketplace. 
The digital equivalent of Trademart Brussels 
wants to be a meeting place where brands 
and retailers can come together and do 
business online.

For this, we need a platform that is based  
on this business. Markettime turned out to  
be the ideal partner for us. 

NOT AN E-SHOP, 
BUT A MARKETPLACE  

Trademart Digital 
wants to be a 
meeting place  
for brands  
and retailers.  
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Trademart Digital is based on Markettime, 
a platform with 15 years of experience in the 
wholesale market. It contains all the features 
required for a modern, online, retail shopping 
experience. 

It takes into account the specific distribution 
models of this sector and gives agencies and 
brands the tools to facilitate their online and 
offline sales to the maximum.

A PROVEN FORMULA  

2,100 brands
1.2 M+ products

10,000 daily orders 

300 sales agencies
3,100 sales people
1.6 M annual orders

160,000 buyers
9 industries

1 secure platform

15 years of experience
80+ employees

Built by wholesalers 
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This is what the e-commerce platform 
Trademart Digital means for you:

•  Constantly updated home page with 
information tailored to your interests and 
orders. With additional information on 
trends, events, shows, etc. 

A FEW EXAMPLES 
FROM THE RANGE  
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•  Profile page by brand linked to products, 
catalogues and other digital assets, 
promotions, etc.
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•   Powerful product search function for
 searching by brand name, category, theme,
 keyword, colour, and size.

•  Visualise your products by adding unlimited
 photos. A 360° view is also possible.
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•  Thanks to the extensive product details,  
you can add all the product specifications.

•  It is possible to order the same model in 
different colours with a single click.

•  Related products and brands encourage 
cross-selling.

•  Personalised pricing and promotion 
strategy so you can add discounts or 
apply different prices to different consumer 
groups, etc. 
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•  Controlled access for retailers by Trademart 
and the agency or brand. It is also possible 
to make specific product details (in)visible 
for various retailers.

•  Digital catalogues can be transformed 
 into an interactive whole with the 
possibility to browse through it on  
the platform.

•  Other digital applications, such as  
product sheets, videos, training courses, 
and manuals.

•  Different distribution options for the 
distribution of goods: on collection, NOOS, 
cash & carry.

•  Order without worries: only one login 
needed to place several orders  
from different brands. 

•  Possibility to communicate directly with the 
brand in question.
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Being able to see and feel products will always 
play an important role in the retail procurement 
process. This is why Trademart has invested 
significantly in its physical centre. 

Various events, a better interior design of 
the building, and new hire formulas ensured 
an increasing flow of visitors even in times of 
Covid. Proof that we must continue to embrace 
the physical aspect and strengthen it.

For us, a digital solution should not be a 
substitute; it must be an  
and-and story. Using digital tools where 
possible to support the process and reinforce 
physical contact where needed. 
 

PHYSICAL MEETS
DIGITAL  

Digital tools support  
the process.
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In order to offer a truly omnichannel 
experience to retailers, we need to ensure 
that the boundaries between online and 
offline fade. The experience must be 
conclusive for the retailer. 

A customer first looks at your collection 
online before coming to your showroom; they 
want to be able to follow up on their order 
at home or reorder a few pieces. In a truly 
omnichannel experience, all of this flows 
seamlessly together.

The omnichannel story has  
several strengths.

•  You can click on items in the digital 
showrooms to obtain more information.

•  You can see which items are available  
in the physical showrooms.

•  If you are interested, it’s easy to make an 
appointment in the showroom of your 
choice or arrange an online meeting. 

•  And thanks to the Wayfinding app, you 
immediately know where the showroom is 
located within Trademart.

 

ONLINE AND OFFLINE
BORDERS FADE 

Omnichannel 
connects online and 

offline seamlessly.
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Smaller brands and agencies don’t always 
have the possibilities to develop digital 
tools themselves. With Trademart Digital, 
we are therefore also strongly committed to 
professionalising the showroom. 

The Markettime platform has been used 
successfully by market centre exhibitors in the 
United States for many years. Therefore, we 
can offer all the tools on Trademart Digital 
that an agent needs to be able to serve 
customers in a modern way: 

•  Order entry, both online and offline  
or a combination of both.

•  Managing orders, following up on 
orders with suppliers, and informing your 
customers about this.

•  Easily manage brands, products, and 
prices, both online and offline.

•  Manage digital assets and offer them 
easily to your customers.

•  Detailed reports provide insights into your 
business.

 

In addition, you can also count on these 
sophisticated tools:

•  Sales team & commission tracking for 
mapping the performance of your sales 
team, calculating commissions, etc.

•  Integration with existing tools: import and 
export functionalities, integration by APIs 
with CRM and ERP programs. 

•  Territory management: reach the right 
retailers in the sales regions defined by you 
and your brand.

USEFUL TOOLS  
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There’s a lot involved when selling digitally. 
Even more than in a purely physical 
experience, you must engage with your 
brand. In a digital context, marketing 
becomes a real marathon instead of 
those few sprints per year. You need to be 
continuously engaged with the messages 
that you send out and the conversation with 
your customers. Marketing must be  
in the DNA of your company. 

Product marketing also plays a role. Which 
products work well and should I push 
forward? Think of it as the digital equivalent 
of the mannequins that you display in the 
window of your showroom. 

Product management also becomes an 
important aspect. You need quality photos, 
detailed descriptions, digital assets, etc. 
Finally, you have to master the system and 
use it in the right way. 
 

DIGITAL MARKETING 
IS AN ART  

In a digital context, 
marketing becomes 
a real marathon.
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Digital is hard work and we realise that.  
Not everyone is going to have the workforce 
or the knowledge to make it happen. 

That’s why we want to go beyond creating 
and maintaining the platform. Our 
complementary services fill in the gaps  
where you need help.

 

Our customer team will get you started
and assist you throughout the process. 

• You can always contact us during  
office hours via email and telephone.

• A single personal account manager sets up  
your Trademart Digital shop.

• Get help with your product catalogue 
and brand page, including product  
photoshoots.

• Helpdesk with knowledge database, FAQ, 
chatbot, etc.

In short, all the help you need to make your 
online shop work. Because we want to make 
this a success together with you.

UNIQUE
SERVICES  

YOUR SUCCESS = 
OUR SUCCESS  
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In addition, we also provide you with 
marketing support, an essential component 
for the success of the e-commerce platform. 

•  Platform marketing: leverage the success 
of the platform to sell more.

•  Promote your brands: your brand will gain 
exposure via our channels.

•  Promote your products: thanks to product 
placement, the inspiration section, and 
promos via our social media channels, we 
ensure that retailers find your brand.

Have a new product, brand, or need a 
specific communication boost? We are 
happy to help you with a tailor-made 
package per level or target group. 

MARKETING SUPPORT  

support

Free Full

Sell online x x

Manage brands & products x x

Receive & handle orders Unlimited Unlimited

Promotions & digital assets x x

Omnichannel order management x

Manage sales people & commissions x

#brands included 1 2

#users included 1 2

Marketing efforts included - 2 new brand pushes

We are happy 
to help you with 
a tailor-made 
package.
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Trademart Digital is a comprehensive 
solution, a platform, and a digital meeting 
place for brands, agents, and retailers. 

You don’t set that up in one go. It is a matter 
of taking the right steps at the right time. It 
is essential to have enough critical mass on 
one of the two sides before looking at the 
other side of the story.

Therefore, it is very important that we 
start small and take the right sequence 
of steps in order to build up the entire 
platform.

As of October 2021:  
onboarding phase for sales staff

•  Start onboarding sales staff 
•  Setup digital shop 
•  Start digitising business 
•  Start writing offline orders
•  Support from our customer team 

As of December 2021: 
public launch phase  
Trademart baby & kids + home & living

•  Start of online sales
•  Platform open for retailers in two categories
•  Inspirational content in two categories

2022: growth phase

•  Add additional product categories
•  Start continuous improvement process
•  Start of European expansion

STEP BY STEP TOWARDS
THE BIGGER PICTURE  

PLANNING  
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Come to our  
Trademart Digital Experience Room  
to discuss the possibilities and get  

on the road to digitisation.

Make an appointment and we will gladly show you  
all the details of our platform:

Trademart • Atomiumsquare 1 PO Box 211 
1020 Brussels • +32 (0)2 209 60 40 

www.trademart.be

Lies Vandiest 
baby & kids | home & living | home & living &go | sports & outdoor

+32 477 74 59 20
lies.vandiest@trademart.be

 Dimitri Decnudde 
fashion & labels | shoes & bags | supplies & services |  

fashion & accessories &go

+32 472 06 22 10
dimitri.decnudde@trademart.be


