
B-to-B Loyalty in a New Business 
Landscape: Building Respect and 
Mutual Value

CUSTOMER ACQUISITION:  
GETTING TO KNOW EACH OTHER

In business, everything starts with the bottom line, and 
every business asks the same question: What can you 
do for me? B-to-B loyalty programs are not exempt from 
this analysis: members usually join a program because it 
generates some financial value. B-to-B loyalty programs 
should certainly offer hard incentives with price breaks 
and other financial rewards based on volume and 
spending, but once customers are in a program, they 
expect something deeper. In our 2017 B-to-B Loyalty 
Report #2 – Beyond Financial Incentives, we found 
that among buyers in North America, 57 percent want 
dedicated business support – ahead of 54 percent 
who want financial incentives – while nearly half expect 
in-depth industry knowledge. By offering existing 
customers initial incentives not to switch vendors, 
B-to-B loyalty programs help pave the way for a stable 
relationship and ongoing engagement.

CUSTOMER ENGAGEMENT:  
BUILDING RESPECT AND TRUST

Businesses today are investing much more in customer 
engagement through content marketing, delivering 
information of high value to their clients and prospective 
clients as a means of starting a dialogue, determining 
interest levels, or even establishing industry bona fides. 
B-to-B loyalty programs should integrate with these 
content marketing strategies, giving members a sense 
of privilege and status with special access to resources, 
assets, and business support not available to general 
buyers. The goal isn’t just clicks or downloads, but 
to educate, inform, and engage – and ultimately, to 
demonstrate competence and expertise that help build 
respect and trust. Video resources, for example, are 
becoming more important, serving as robust content 
libraries that support everything from onboarding and 
training to customer retention and skills upgrades. 
Buyers want access to subject matter experts for 
content and consulting – and that access adds 
tremendous value to your loyalty program.

Though they may not enjoy the same 
prevalence in the public consciousness, 
loyalty programs are just as important 
to B-to-B enterprises as they are 
to businesses that sell primarily to 
consumers. B-to-B loyalty programs 
have a different end-user focus, but 
their objectives are the same as B-to-C 
programs: to understand customers 
better, create mutual value, incentivize 
higher and more frequent engagement, 
and build lasting, profitable 
relationships.
When buyers begin their research processes to identify 
a new supplier, they don’t just look at compatible product 
and service offerings – they turn to their relationships. 
And like any relationship, the B-to-B journey grows, 
evolves, and deepens as buyers and sellers get to know 
each other. B-to-B loyalty programs provide the perfect 
framework for a relationship to develop – starting with 
financial incentives (customer acquisition). But they 
gradually move on to providing resources, assets, and 
dedicated business support (customer engagement) – 
and ultimately lead to deeper partnerships and long-term 
commitments (customer retention).

http://bit.ly/2DCqhBe
http://bit.ly/2DCqhBe


CUSTOMER RETENTION AND GROWTH:  
CONNECTIONS AND OPPORTUNITIES

Two-thirds of buyers who responded to our buyer and seller survey (contained 
in part 3 of our 2017 B-to-B Loyalty Report – Programs That Connect) said that 
vendors and sales reps are more interested in selling their products/services 
than listening to their needs. Without listening to buyers’ needs, a company 
may win the next one purchase order or contract, but it won’t win renewals or 
new opportunities for upselling and cross-selling. As listening deepens, so does 
loyalty, and that leads to deeper brand affinity, third-party endorsements, and 
the ability to influence downstream business and consumer markets. Clients’ 
customers should reap the benefits of the resources, training, and consulting 
delivered as a value-add through the B-to-B loyalty program. In this way, the 
mutual value created through a good B-to-B loyalty program helps both sides 
grow and create new connections and opportunities – and this increases both 
companies’ ability to retain customers for the long term.

THE BUSINESS OF LOYAL RELATIONSHIPS

Buyers and sellers both want the best deal out of every business relationship, but 
that doesn’t mean every single interaction is a transaction. At either end of every 
business deal is an individual who wants stability in his or her function within the 
enterprise that can lead to long-term value and new opportunities. B-to-B loyalty 
programs help sellers establish respect and trust by providing resources, assets, 
and dedicated business support that help educate, inform, and engage buyers. 
This allows both sides to truly understand each other’s needs and discover 
what each has to offer – and to work together for long-term growth and mutual 
business value that improves everyone’s bottom line.

Successful loyalty programs – whether B-to-B or B-to-C – are built on the 
same commitment to knowing customers better, progressing beyond financial 
incentives, creating mutual value, and providing opportunities for growth. 

To learn more about 
the common objectives 
across loyalty programs, 
read our article on how 
B-to-B loyalty programs 
mirror their B-to-C 
counterparts here.

http://bit.ly/2ruK7Zp
http://bit.ly/2ruzvcW

