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Introduction

The business-to-business (B2B) marketplace is the lifeblood of U.S. commerce. 
Without the millions of manufacturers, distributors, and wholesalers selling goods 
and services to consumer-facing businesses, the consumer marketplace would not 
function. Without the millions of small businesses, independent consultants and 
contractors, and home offices purchasing the inventory and supplies to keep their 
businesses running, the employment outlook would be dire. The B2B industry is 
the engine powering the U.S. economy. 

Whether you sell your products and services to other manufacturers, distributors or wholesalers, or whether you sell 

directly to consumer-facing businesses, you know that behind every purchase order, contract, or online shopping cart is an 

individual deciding every day to whom to give their business. You know that if you could only understand what makes that 

individual click– what factors drive her purchase

decisions, what rewards or recognition she 

craves for her loyalty to your business, and what 

influences inside her business are shaping her 

category spend– you could build a real 

relationship with her that would result in 

increased purchase volume, greater category 

spend, and long-term customer value.

But how can you find that individual inside your 

business client and build that long-term 

relationship with her? How can you encourage 

her to raise her and agree to be identified? How 

can you track her purchase decisions at the  

the level of the individual? And how can you better understand what rewards and recognition will motivate

That’s where loyalty marketing comes in. Through loyalty marketing, you can identify, understand, and influence the 

purchase decisions of the individuals inside your best B2B clients and accounts. You can encourage repeat purchase, 

retention, and word-of-mouth advocacy among your clients, from your largest accounts to the sole proprietors who make 

up the long tail of your business. You can demonstrate your loyalty to your best customers through reward and recognition. 

And you can build loyal relationships that last a lifetime.

The Essential Guide to B2B Loyalty will provide a solid blueprint for your B2B loyalty efforts. We hope you enjoy this 

introduction. And we hope you’ll continue to download the additional chapters as we release them.

David Harwood and Rick Ferguson
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The B2B marketplace

In marketing circles, all the attention is focused on consumer marketing – the “sexier” side of 
marketing. It may surprise you, in fact, that the B2B market is much bigger than the B2C one; 
more than double the size, according to Forrester Research.  According to Deloitte, the B2B 
market is also outpacing B2C in year-over-year growth at 19% per year. Those numbers make 
B2B loyalty supremely important to today’s economy. Here are a few stats to help you get a 
sense of the dollars at stake.

B2B ecommerce is exploding
Globally, by 2020 the B2B ecommerce market will be twice as large as the B2C market. 2

$6.7
trillion

B2B ecommerce by 2020

$3.2
trillion

B2C ecommerce by 2020

Small Business drives the economy
U.S. small businesses account for 54% of all sales and 66% of all net new jobs.1

32.5
million

8.0
million

98.0
thousand

Mid-size firms

(100-999 employees)

Small businesses

(< 100 employees)

Home offices

B2B marketing focuses on acquisition
B2B advertising keeps growing, with most marketing spend targeting new customers. 3

5%

$154 billion

2016 B2B advertising spend

$83 billion

25%

2016 B2B digital ad spend
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Customer acquisition vs customer retention

Customer loyalty is arguably more important in business-to-business (B2B) 
industries than it is in consumer industries. That’s because, in B2B firms, the 80-20 
rule is sometimes the 90-10 rule: the top 10 percent of your customers can
account for 90 percent of your profits. While customer acquisition will always be 
essential to a successful business strategy, retaining and increasing the yield from 
your best customers can help you maximize profits while controlling marketing 
costs. Here are a few key reasons why customer retention is so essential in B2B.

Vilfredo Pareto: Father of the “80-20 rule”
Italian Economist b. 1848 d. 1923

Vifredo Pareto was an Italian economist, engineer, and philosopher famous in 

marketing circles for developing the “Pareto Principle,” which states that 80 

percent of effects derive from 20 percent of causes. Pareto made this realization 

when studying distribution of land ownership in Italy and learned that 80 percent of 

land in Italy was owned by 20 percent of the population.

In marketing, we use the Pareto Principle–also known as the “80-20 rule”–as a rule 

of thumb to remind us that, in business, the lion’s share of our profits tend to come 

from a small group of “best” customers. In B2B as well as B2C industries, 

rewarding and recognizing best customers is essential to success.

The economic advantage of customer retention

A recent survey from Invesp found that while 44 percent of B2B firms are focused more on customer acquisition, only 18 

percent are focused on customer retention– this despite the fact that it is generally much more costly to acquire a new 

customer than it is to keep an existing one. Here are some key stats highlighting the importance of customer retention:

5-20%

Probability of selling to 

a new customer4

60-70%

Probability of selling to 

an existing customer4

x7
Additional cost of 

acquiring a new 

customer over retaining 

an existing customer4

5%

20-95%

Increase in customer retention

Increase in profits4
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The importance of B2B loyalty marketing

In this chapter, we’ve learned that the B2B marketplace is the engine that drives 
the U.S. economy. We’ve also learned that the ratio of cost-to-serve and profit is 
dramatically better when you’re selling to existing clients and customers rather 
than attempting to acquire new ones. That’s where loyalty marketing comes in. 
Through targeted applications of reward and recognition, you can encourage 
customers to change their behavior in profitable ways: they buy more, buy more 
often, stay good customers for longer periods, and tell their colleagues about you.

Loyalty marketing is an established marketing 

discipline by which marketers place a value proposition 

on the table an encourage best customers to raise their 

hands and ask to enter into a deeper and more 

rewarding relationship with your business. Whether you 

offer discounts, reward points, special pricing, or 

exclusive benefits, the loyalty value proposition is the 

key to developing more profitable customer 

relationships.

Through the established tools and best practices of 

loyalty marketing, you can develop profitable 

relationships at every stop on the sales and distribution 

path: with your distributors, with your channel partners, 

with your wholesalers, your retailers, and even with 

individual end-users of your products and services. The 

key to success is to identify, understand, and reward the 

buyers and influencers in your best accounts. In the 

following chapters of this book, we’ll show you how.

Loyalty marketing defined

Loyalty marketing is an 

established marketing 

discipline that rewards 

and recognizes best 

customers to increase 

their lifetime value.

The definition of loyalty marketing changes 

based on who’s doing the defining: loyalty 

software providers, consulting firms, and 

digital agencies will all define loyalty 

marketing in a way that benefits their 

respective solution sets. Here’s the 

definition that best works for our purposes: 

Loyalty marketing focuses on:

Best customers

Customer retention

Customer yield

Long-term relationships
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About the Essential Guide to B2B Loyalty

We hope you’ve found this introduction to B2B Loyalty valuable. In subsequent 
chapters of the Essential Guide to B2B Loyalty, we’ll explore the step-by-step 
process by which you can build stronger, more profitable relationships with your 
best customers. You will automatically receive one new chapter of the Guide each 
month. You can unsubscribe from our list at any time by replying to our email with 
the word “unsubscribe” in the subject line.
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About Reward Paths

Your direct path to customer loyalty.

We launched Reward Paths to fill a specific void in the U.S. 

marketplace– the absence of disciplined, data-driven approaches 

in the B-to-B or mid-market consumer sectors enabled by 

affordable, best-in-class technology.

Whether your objectives are to retain best customers, drive 

incremental revenue, or motivate your employees and channel 

partners, Reward Paths is your direct path to customer loyalty. 

We’ll deploy our highly customized, turn key technology to build a 

customer loyalty solution based upon your business goals, 

customers, employees, brand, and competitive environment. 

That’s what we do.


