
Here’s how to prevent it.
Most B2B marketing strategists are familiar with the fact that winning new customers costs a

great deal more than holding onto existing accounts. This makes customer retention a

critical focus area now, when so many organisations are still reeling financially from the

Covid-19 shock.

We’re living in a world where our grandparents’ philosophy of ‘Waste not, want not’  makes

good sense. Businesses need to value, nurture and optimise the customer relationships they

already have.   

However, reducing churn and capitalising on current accounts does not come easy. Last

year, an eye-opening 85%  of B2B marketers who responded to a Gartner survey[1] said they

still had untapped growth opportunities within existing accounts.

What needs to change?

According to Forrester, “Too many companies — especially those that enjoy initial success —

ultimately fail because they cannot (or will not) meet their buyers’ evolving needs.”[2]

Acknowledging that customer requirements have changed – and continue to shift – as they

adapt to new Covid-19 realities, is critical right now. To keep supporting customer success

and retention, organisations must focus on gaining a more strategic understanding of what

their customers think and expect.

The power of buyer loyalty and advocacy

Loyalty is the holy grail of the modern retention strategy. Beyond being sources of recurring
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revenue, loyal customers often become advocates for the products, solutions and brands

they’re faithful to.

Already trusted within their personal and professional communities, customer advocates can

create a pipeline of high-quality business opportunities through word of mouth referrals.    

Research highlights how inf luentia l and powerful B2B buyer advocacy    has become . In

recent years, preference for peer insights and validation has grown. In 2015, the quality of the

brand promise was the most significant driver behind purchase decisions. By 2017, the focus

had shifted to the influence of customer references and testimonials – and this trend has

continued to gain momentum.  
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If you need help qualifying the value of your prospective client 
base, enriching your understanding of evolving client needs or 
focusing your sales strategy on long-term profitability, get in 
touch. We provide a range of voice-contact services that can 
help.
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