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Providing excellent customer ex-
periences (CXs) is important for 
both business-to-customer (B2C) 
and business-to-business (B2B) 

contact centers. 
However, there are some clear distinc-

tions. The stakes are usually higher with 
B2B customers. A poor experience in a B2C 
contact center may lead to the loss of one 
customer (and possibly their friends, fam-
ily, and acquaintances), while a poor expe-
rience in a B2B contact center could lead 
to the loss of a multitude of sales. 

And when the B2B contact center pro-
vides outbound customer service, the 
key is for businesses to be proactive and 
solve potential problems before they 
become bigger issues.

Business customers are often looking 
for a different type of CX than consum-
er customers. Their expectations are dif-
ferent, and they typically know exactly 
what they want or need. They are more 
educated about the purpose of your 
outbound calls, and they base their ex-
pectations about what the overall ex-
perience should be on prior knowledge.

What these buyers want is to be shown 
that they are truly valued business part-
ners. They want the B2B associates who 
are calling them to recognize their his-
tories together and the success that has 
come from their working relationships. 

The CX focus should be on enhancing 
the relationship in a businesslike, im-
pactful, and straightforward manner. 

These B2B customers know what they 
paid last year versus what they're pay-
ing this year. They also know that ship-
ping, material, and labor costs, are going 
up. But they still want strategic solu-
tions that will work for them.

BY VICKIE SCHUTZE, THE NORTHRIDGE GROUP

ILLUSTRATION PROVIDED BY ADOBE IM
AGES

THE STAKES ARE  
USUALLY HIGHER WITH 
B2B CUSTOMERS...A 
POOR EXPERIENCE IN 
A B2B CONTACT CENTER 
COULD LEAD TO THE 
LOSS OF A MULTITUDE 
OF SALES...



JUNE 2023 3

If a self-service portal is not an op-
tion, consider reaching out to these cus-
tomers and offer to provide an account 
manager they can contact directly with 
any problems that may arise.

If the customer is large and/or makes 
many purchases, they may need an ac-
count manager to also work out logis-
tics for them. But a customer that buys 
one or two products a year could easily 
get by without one. It’s important, then, 
to know who you are dealing with and 
clearly understand their needs and offer 
unique solutions.

TIPS FOR IMPROVING B2B CX

1.	KNOW YOUR CUSTOMER. 
UNDERSTAND THEIR NEEDS.

There are many types of business cus-
tomers and knowing what type of cus-
tomer you are dealing with is key to help-
ing them face their unique challenges. 

If your customer calls every day with 
a different request, or needs to interact 
often, perhaps you should reach out to 
them and offer to set them up with a 
self-service portal. There they can get 
the information they need and make 
changes on their own. 

While a traditional website is likely 
sufficient for B2B customers that only 
order standard products, an interactive 
portal can allow larger clients to cus-
tomize the products they order. This is 
one way to create stellar experiences for 
your most valuable customers. The ex-
pense tied to this may well pay for itself. 

An increasing number of businesses 
are selling their products both direct-
ly to customers and to other retailers/
resellers to take advantage of B2C and 
B2B sales opportunities. We recommend 
that clients with multiple customer seg-
ments keep their contact centers sepa-
rate and avoid any temptation to have 
the same associates deal with both B2B 
and B2C customers.

The needs and details of business (re-
seller) customers and direct or end-user 
(consumer but also business) custom-
ers are typically different enough (e.g., 
sales tax exemptions on B2B wholesale 
products and services to be resold), to 
warrant their own approaches. 

For example, an outbound calling cam-
paign may be an ideal way to keep busi-
ness customers engaged between orders.   
Keeping the contact centers separate also 
allows businesses to provide associates 
with appropriate training and resources 
for each customer segment. It also allows 
associates to focus on the skills and KPIs 
that align with the customer segment 
they are assigned to engage with.  

2.	OFFER PROACTIVE  
SOLUTIONS AND SERVICES.

Proactive servicing involves offering your 
customer a solution before they realize 
there is a problem. For example, imagine 
that a large B2B customer ordered a mil-
lion jackets and you found out they were 
stuck on a barge in the Panama Canal and 
would be delayed several weeks. 

Rather than waiting for problems to 
ensue, it would be best for a member of 
the outbound customer service team to 
proactively reach out to this customer 
with a solution that aligns with whatev-
er product can be quickly secured. 

In this case, perhaps the customer 
would be willing to settle for a smaller 
quantity of jackets or in a different col-
or arriving sooner if an associate reach-
es out proactively.

B2B

...AN OUTBOUND  
CALLING CAMPAIGN 
MAY BE AN IDEAL WAY 
TO KEEP BUSINESS 
CUSTOMERS ENGAGED 
BETWEEN ORDERS.   

SUCCESS STORY - HEALTHCARE
Healthcare insurance companies serve both members (patients) and providers in their 
contact centers. Dealing with providers is essentially a B2B function while dealing with 
members is B2C.

Members typically call to find out about their copays and claims while providers call to 
discuss the claims of multiple patients. While insurance companies compete for both 
providers and members, the potential magnitude of loss due to poor CXs on a provider 
account is usually much greater than on a member account. 

A proactive outbound calling campaign to providers could help an insurance company 
mitigate this risk and improve its provider retention rate. For if a hospital system has a 
problem with an insurance company, they may decide to discontinue their relationship.

For example, when a hospital that does 1,200 MRIs per month calls to find out why 
an insurance company rejected 90% of its claims, not only must the insurance compa-
ny’s contact center associates have good answers but the experience of getting to the 
answers must be well-orchestrated too. Otherwise, the insurance company will risk losing 
the hospital as a client, resulting in the loss of many members.

A well-crafted outbound calling campaign might then proactively deliver tips for pro-
viders on improving claims acceptance rates through proper coding, the avoidance of 
common errors, etc. 

If a provider wants to discuss five different claims, they expect the associate to find the 
time for what could be a lengthy call and they don’t want to feel rushed due to AHT 
concerns. If that happens because the associate is trying to stay compliant with their 
AHT metrics, the provider will likely not feel well taken care of and the outcome could be 
problematic.

In situations like this, whether the call is outbound or inbound, metrics such as AHT may 
have to take a back seat to ensure providers are given the time they expect and deserve. 
We made this recommendation to a healthcare insurance client that implemented 
it and found that it greatly improved their provider experience and helped them 
retain providers in the long run. 
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Scripts are often used when making 
outbound calls to customers because 
a well-crafted pitch is more likely 
to capture a customer’s attention. 
Outbound calls allow associates time 
to practice their scripts and be better 
prepared to handle calls. 

•	 It adds a personalized touch. Out-
bound calling can be a highly targeted 
and personalized form of communi-
cation. Researching customers before 
calling them gives associates a better 
idea of who they will be talking to 
and allows associates to be prepared 
to immediately address customer 
pain points. 

Today’s customers, whether B2C or B2B, 
have more options than ever before. A 
good rule of thumb is that it costs four 
times as much to get a new customer as 
it does to keep those you have. 

It's important to understand who your 
customers are and to segment them ap-
propriately so that you can provide each 
segment with the type of CX that meets 
or exceeds their expectations. 

Businesses don't get too many chanc-
es to make the right impression so they 
must get it right the first time. Proactive 
outbound customer service can help!

Hopefully, any anger or frustration 
the problem ultimately causes your cus-
tomer will be somewhat offset by the 
proactive solutions and service that the 
associate provides.

3.	MAKE IT EASY AND  
EFFICIENT FOR YOUR  
CUSTOMERS TO DO  
BUSINESS WITH YOU.

All businesses appreciate efficiency and 
the opportunity to make the best use 
of their funds and resources. It's also 
important to remember that the easier 
you can make it for business customers 
to work with you, the more likely they're 
going to return with more business and 
recommend other customers to you.
    Sometimes, though, this means bend-
ing the rules. Like greater flexibility on 

account terms (i.e., lower rates, longer 
repayment terms, waiving fees), of-
fering free or expedited shipping, and 
providing a dedicated service line with 
faster response: and proactive alerts.

Losing a B2B customer is a lot riskier 
than losing a B2C customer. The flip side 
is that if you offer a business customer 
stellar customer service, the benefit is 
also going to be bigger. 

There are a lot of good reasons to try 
to get it right the first time. A good way 
to start is to have your outbound team 
reach out to your valued business cus-
tomers to let them know that you are 
willing to do whatever you can (including 
bending the rules), to make transactions 
with your company easier for them. 
Proactive outbound can improve 
the B2B CX in important ways:

•	 It provides a human connection. 
People tend to trust businesses that 
provide human communication more 
than those that don’t. 

   Proactively contacting customers can 
help businesses build better rela-
tionships with customers and gain a 
better understanding of their objec-
tives so they can develop improved 
strategies for marketing to them.

•	 It allows time for preparation. 

Vickie Schutze serves as the Director of the Contact 
Center and Customer Experience Practice at The 
Northridge Group and adeptly helps clients im-
prove contact center experiences. The Northridge 
Group is a leading management consulting firm, 
specializing in customer experience solutions and 
operational excellence initiatives.
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SUCCESS STORY – SCRAP METAL
We have a client that sells scrap materials. They regularly charge customers a small 
daily storage fee. However, our client recently lost a multibillion-dollar account that 
was in the top 2% of their customer base. That is because they wouldn’t waive this 
$25 fee when asked. It created enough bad will for the customer to walk away and 
take their business elsewhere. 

We helped this client understand that every touchpoint along a customer journey  
matters. It’s important to see the big picture while also focusing on the small details 
that make a stellar CX.

Customers, especially important customers like this one, expect to be treated well and 
small issues can quickly become important concerns to them. Having contact center 
associates proactively reach out to deliver good news to customers can make a big 
difference and is a smart approach. 

Our client took our recommendation to heart and began proactively reach-
ing out to important customers and relaxing their rules, when appropriate, 
to demonstrate how much they value customer loyalty. This improved their 
customer retention rate.

RESEARCHING  
CUSTOMERS BEFORE 
CALLING THEM  
GIVES ASSOCIATES  
A BETTER IDEA OF 
WHO THEY WILL BE 
TALKING TO... 

https://www.northridgegroup.com/
https://www.northridgegroup.com/
https://www.contactcenterpipeline.com/


ENABLING A NEW GENERATION OF CX AND EX PROFESSIONALS to 
create successful customer management strategies, develop  
cutting-edge technologies, refine the skills necessary to advance 
their career, and build a culture that advances the contact center 
within the organization—that’s what we do.

Since 2009, Contact Center Pipeline has leveraged the insight of 
today‘s notable CX and EX thought–leaders, along with our  
advisory board, expert magazine authors, blog contributors,  
and industry insiders; keeping our audience ahead of the trends 
transforming the contact center and customer sales, service, and 
support industries, improving outcomes, and the way companies 
engage with their customers.

Contact Center Pipeline Magazine is published monthly digitally 
and in print. For more information and to subscribe, visit our website.
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