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Introduction 
 
Undoubtedly, the challenges in business-to-business (B2B) customer management are equally as 
significant as those faced by those operators serving consumers. Whether it is finding the right 
subject-matter experts to manage interactions, investing in the best business delivery model, or 
onboarding the top technologies, this segment of CX seems to be widely overlooked. This is 
unfortunate; within the B2B space the benefit of ensuring quality CX is delivered carries with it an 
enhanced ROI, relative to that of the B2C environment. 
 
Yet, there is ample evidence to suggest B2B end-user management is taking on a life of its own, 
one that demands the excellence of execution, no matter if a voice call or digital interaction. 
Efficient, thorough service will be the watchword for this segment of contact center management 
moving forward. And the margin of error that enterprises supporting other enterprises will tolerate 
is going to be minimal. Accordingly, CX partners servicing the B2B space need to take note. These 
were some of the issues that were discussed during a virtual round table held by leading B2B 
outsourcer ICON, which placed this CX market segment under the microscope and solicited the 
views of many business leaders. 
 
 
The complexity of providing B2B CX 
 
One of the most important elements revealed during the ICON round table was the challenge of 
running B2B oriented contact center operations. The discussion made it clear that delivering the 
best results for B2B stakeholders is infinitely more complex than acting on behalf of an end-
consumer. This is the case for a number of reasons. One of the most telling is the fact that when 
supporting a B2B end-user, the pressure on the contact center agent is strong, due to what is 
fundamentally a higher degree of value in each interaction. In terms of overall volumes, there may 
be fewer interactions than in a B2C environment, but each carries a great deal of risk. The room 
for error is minute. Simply put, it is not simply about making the wrong recommendation about 
where a consumer should take their holiday, it is about a client managing their strategic 
relationships. 
 
Equally challenging in the B2B space is managing the relationship with the various CX 
stakeholders. Round table participants widely agreed that there is immense pressure to 
incorporate all the required individuals and departments if they are to truly understand what is at 
stake in each B2B interaction, and how these same interactions are best managed. 
 
A final concern that was made clear during the roundtable related to B2B contact center 
management is the lack of specialist knowledge related to this CX angle. The reality is that most, 
if not all, subject-matter experts concentrate on the larger B2C end of customer management. 
This has led to a lack of thought leadership for enterprises aiming to support in the B2B realm. In 
fact, when it comes to B2B CX, there is a view that without requisite thought leadership, many 
managers make it up as they go along and the result is invariably failure. Clearly this highlights 



 

 

the need to work with a BPO partner that brings a strong B2B pedigree to the table, one that has a 
track record of adding value in this CX domain in order to avoid such scenarios. 
 
The fact is that quality B2B CX delivery is not something that most enterprises can feasibly 
achieve in-house. The cost of sourcing the expertise needed to deliver the right processes and 
technology to ensure the best results is beyond the reach of many in-house operators. Hence the 
importance of finding the right outsourcing partner that can hit the B2B delivery space running. 
 
 
Managing talent in a B2B CX environment 
 
Worries about how best to ensure maximum agent engagement pervades all contact center 
professionals, including those in the B2B space. This view was shared unanimously in the ICON 
round table. A key theme is the crucial need for a defined career path for newly-recruited agents, 
which is something that captive B2B operators are still mastering.  
 
Far too often recruits for the front lines are promised a proper career ladder; but, once hired, they 
find that this consists of a few 3-hour training sessions that offer the employee little direction or 
value. Rather, there was a consistent view among those taking part that mentorship and ongoing 
milestones for agents looking to make a career in B2B CX are vital. The net benefit in making the 
needed investments is lower attrition, better engagement with end-users, and strong interaction 
outcomes. 
 
 
Finding the right shoring model for B2B 
 
Onshore versus offshore will always be a point of debate in the CX world. However, attendees at 
the ICON round table were nearly unanimous on the shoring dynamics that exist in the B2B world. 
For example, the consensus was clear that it is unlikely many B2B CX executives are open to 
moving their operations into the offshore. This is ironic, considering that so many of these same 
enterprises likely manage a large number of their own internal business processes from overseas 
destinations. 
 
With the offshore more or less off the B2B CX table, the prevailing view was that while domestic 
delivery is the most preferred shoring option, labor is too expensive in the current business 
environment to feasibly manage significant volumes in key sourcing markets. Thus, nearshoring 
appears to be the accepted best choice for B2B work. Not only are flights easy to manage, but 
there is also an immediate rapport and familiarity between agents and those they are servicing. If 
this work is performed in a desirable destination that B2B CX stakeholders enjoy visiting, all the 
better. 
 
However, practical CX leaders in B2B-focused enterprises need to be certain that they do not 
allow legacy perceptions to influence the best shoring decisions in 2022 and beyond. Making 



 

 

certain that the business’ requirements are aligned with any destination under evaluation from 
which quality interactions can potentially be delivered is a must. 
 
 
Outsourcing as a legitimate B2B CX alternative 
 
Among the most animated points of the ICON round table on B2B CX delivery related to engaging 
BPOs as a means of ensuring top-quality interactions. It is clear that while working with a third 
party for some or all end-user management needs is a viable, if not desirable, approach, it also 
brings resistance. In fact, there was a prevailing view that when an organization is deciding on 
whether to work with an outsourcer for B2B support, executives will do all they can to keep this 
work in-house. Much of this is likely due to concerns about ceding the management of 
relationships with B2B clients, as well as lingering concerns about third-party provider quality that 
have yet to dissipate.  
 
However, the round table attendees expressed a consensus that moving into 2022, B2B CX 
managers need to at least seriously consider using an outsourcing partner if they are to succeed. 
A great deal of this has to do with talent management, which is emerging as the bugbear of 
customer management in key sourcing markets. Thus, the chance to work with an outsourcing 
partner that can source great talent in the needed numbers and that understands the right profile 
for servicing B2B clients is very important.  
 
Another reason for the need to work with an outsourcer concerns best practices. Across all 
aspects of the CX ecosystem, business continuity and process flow management have taken on a 
life of its own. One participant said that with the ongoing disruption that so many captive contact 
centers have faced due to the pandemic, has led to multiple disruptions in service.  Outsourcers 
bring to the table established best practices that ensure conformity of interaction quality to B2B 
clients, and this benefit will be even more in demand moving into 2022. 
 
However, as experience indicates, outsourcers getting involved in the B2B CX niche must realize 
that they will likely support a smaller number of workstations per client, but will be doing so to a 
higher standard than in many B2C environments. This is where process expertise and experience 
supporting the B2B community come into play.  
 
Customer management delivery for B2B end-users is a very different game in 2022 than it was 
even a few years ago, and much of this innovation has been driven by the proactive members of 
the outsourcing community. Strong third-party partners can ensure access to the most modern 
CX technology platforms, top-notch delivery facilities in the best locations and a sense of 
partnership that all but eliminates the sense of loss of control that permeated outsourcing 
engagements of days gone by. 
 
 
 
 



 

 

What’s next for B2B CX delivery? 
 
As ICON round table attendees completed the session, several final points emerged regarding 
priorities for the B2B CX community in the post-pandemic period. One of the most compelling is 
that the B2B CX reality is not straightforward; rather for many enterprises, it remains a labyrinth 
that is ever-difficult to navigate. And, this is a dynamic that is unlikely to change anytime soon. 
With a distinct lack of thought-leadership related to B2B customer management, how a captive 
operator can be expected to drive the best outcomes is unclear, at best. Without vision in terms 
of the best technologies, CX processes and people management, many are doomed to mediocrity 
from the outset. 
 
Equally, the ability to drive B2B CX excellence from the nearshore has never been more relevant 
as it is in 2022. With most enterprises unlikely to move this function to shores afar, the choice 
then becomes onshore or the nearshore. With domestic labor costs at their highest in over a 
generation, the feasibility of destinations within a short flight that boast cultural familiarity, 
commercial acumen and value have never been more pertinent. 
 
A key conclusion from the roundtable is that working with a third-party CX provider for B2B CX 
management should be considered by enterprises playing in this space. There are clear 
advantages for firms that decide to engage with outsourcers to manage some or all interactions. 
But, as noted earlier, the outsourcing provider must be one that has experience, the best 
technologies and the right business model to manage a B2B partnership. In 2022, there is no 
room for error in the B2B domain, and leveraging what a quality outsourcer can offer has never 
been more relevant. 
 

 
 
 
Ryan Strategic Advisory is a specialised agency providing BPO advisory services with a focus on 
customer experience excellence, work-at-home delivery, BCP, and offshoring. 


