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The Dual-Sided Opportunity

$32T

B2B Market

demand

B2C Market

90% Al pricing by 2026

J

65% digital by 2026
$21T annual digital volume

Supply-First J [

Al-Native Wholesale-to-
Strategy

Commerce Consumer Gap

Figure 1. profit.deals bridges a $32T B2B wholesale market (65% digital, $21T annual volume
by 2026) and a $6T B2C market, letting wholesale patterns reveal consumer demand while
consumer signals guide supplier production
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11 Two Markets, One Platform

The global B2B e-commerce market surpassed $32 trillion in 2025." The global B2C
e-commerce market crossed $6 trillion the same year. Between those two markets
sits a gap worth hundreds of billions of dollars—the space where wholesale supply
meets consumer demand, and where margins are captured by whoever controls the

connection.

Traditional wholesale distribution operates on relationships, phone calls, and static
catalogs. A restaurant owner calls three distributors to compare prices on olive oil.
A boutique retailer emails a dozen suppliers to source a trending product. A consumer
hunting for a deal visits six coupon sites, none of which have real wholesale pricing.

Every step in this chain is manual, slow, and opaque.

$32T

global B2B e-commerce market in 2025—and 80% of transactions will be
digital by 2026

profit.deals exists to collapse that gap. Itis a dual-sided wholesale commerce platform
that connects B2B suppliers with business buyers on one side, and surfaces the best
wholesale-priced deals to consumers on the other. The platform earns a 20 percent
wholesale margin on B2B transactions and a 10 percent commission on B2C consumer

deals. Two revenue streams. One unified platform. Al matching both sides.

The dual-sided model is the structural advantage. Single-sided platforms com-

pete on either B2B efficiency or B2C deal discovery. A platform that serves both

creates a data flywheel: wholesale purchasing patterns reveal which products

TStatista, “B2B E-Commerce Market Size Worldwide,” 2025.
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consumers want, and consumer demand signals tell suppliers what to produce.

Neither side can generate that intelligence alone.

1.2 About Pragma.Vision

Pragma.Vision is an Al-native commerce ecosystem where a growing family of inter-
connected platforms works together to fulfill human needs through intelligent orches-
tration. From conversational commerce (wish.now) to an Al agent marketplace (phan-
toid.com) to developer infrastructure (soft.house), each platform shares authentica-
tion, dual-protocol payments (Google AP2 and Stripe ACP), and quantum-safe cryp-

tographic identity via trustauthority.ai.

profit.deals is the ecosystem’s wholesale commerce layer—the platform that bridges
bulk purchasing power with consumer deal discovery. Every technical pattern de-
scribed in this book is drawn from the real architecture of a production ecosystem that
processes real transactions with real cryptographic verification. This is not theory.

This is what we built.

1.3 What You Will Learn

1. B2B Wholesale Architecture: How to design supplier onboarding, inventory man-
agement, and tiered wholesale pricing that scales from ten suppliers to ten thou-

sand.

2. B2C Deals Engine: Flash deals, group buying, and Al-powered deal matching that

converts wholesale surplus into consumer excitement.

3. The 20%+10% Revenue Model: How the dual margin structure generates sustain-

able revenue without squeezing either side of the marketplace.
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4. Al Deal Matching: Machine learning systems that connect the right product to the

right buyer at the right price, on both sides of the platform.

5. Merchant Onboarding: Supply acquisition strategy that builds a defensible catalog

of wholesale inventory.

6. Revenue Projections: A detailed financial model showing the path to $123K per

month in platform revenue.

7. Launch Strategy: Category-by-category expansion that validates demand before

scaling supply.

1.4 Why Now

Three converging forces make 2026 the right moment for a platform like profit.deals:

» B2B digitization: Over 65 percent of B2B marketplace transaction volume now
flows through digital channels, representing over $21 trillion annually. Suppliers

who resisted digital sales for a decade are now actively seeking online distribution.

» Al-native commerce: Gartner projects that 90 percent of e-commerce businesses
will implement Al-driven dynamic pricing by 2026. Platforms without Al matching

are competing with a calculator against a supercomputer.

» Consumer deal fatigue: Traditional coupon and deal sites aggregate the same pub-
lic promotions. Consumers want genuine wholesale pricing, not repackaged retail
discounts. The gap between what businesses pay and what consumers pay has

never been more visible—or more exploitable.

The biggest mistake in marketplace building is launching both sides simultane-

ously. Start with supply. A marketplace with a hundred suppliers and ten buyers

generates revenue and data. A marketplace with ten suppliers and a hundred
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buyers generates complaints and churn. This book teaches supply-first strategy

throughout.

Get the complete book — https://shop.pragma.vision
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