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Abstract. Currently, the desire of sellers to direct their investments into customer service to 

strengthen long-term relationships is being actualized. Due to this, there is a need for a concep-

tual study of the sales model based on the humanization of interaction with business partners. 

The authors consider this approach expands the possibilities of finding non-trivial solutions to 

improve the customer experience to increase B2B interactions that allow you to establish long-

term relationships, achieve the desired results and scale the business. 
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The change in the behavior of B2B sector 

has influenced the revision of the sales strate-

gy aimed at a systematic search for non-trivial 

solutions related to creating the demand and 

building long-term relationships. Modern 

B2B clients are well-versed in the changing 

market conditions, take into account its main 

trends and closely monitor the entire process 

of making a purchase decision. 

Despite the technological development 

most of the models of B2B interactions con-

sist of situational reactions and standard ac-

tions. At the same time traditional methods of 

building relationships are already archaic and 

ineffective. Due to this, sellers strive to direct 

their investments into customer service for 

strengthening long-term relationships that de-

pend on abilities of   B2B sector not only to 

respond, but also to predict the needs of cus-

tomers to facilitate work. 

Today, B2B relationships are quite com-

plex [1] because on the one hand – the pur-

chase cycle can extend for months or even 

years and on the other – a lot of decision 

makers are participating there. To achieve 

effective collaboration, it is necessary to con-

ceptualize a sales model that strengthens your 

business strategy. That is why modern com-

panies are introducing new standards aimed at 

consumers. Entities that are not able to adapt 

quickly to new conditions risk losing their 

market niche, and those who are building a 

relevant model of customer relationships ac-

quire new competitive advantages [2]. 

There are several main directions to in-

crease the efficiency of B2B interactions: sys-

tematization of trust, prioritization of empa-

thy, calibration of time and content, and per-

sonalization of actions, which will be dis-

cussed in more detail below. 

Systematization of trust. Traditionally the 

B2B companies were building their reputation 

based on products and services they sold, but 

with the change in customer expectations, the 

balance of power shifted towards consumer 

experience and commercial excellence. At the 

same time, an integral element of business 

relations remained the fulfillment of contrac-

tual obligations related to ensuring the quality 

of goods and services, competitive prices, op-

timal delivery times, product integration, etc. 

Today, sellers and customers agree that re-

liability of delivery is the most important at-

tribute of customer experience. And despite 

the recognized importance of reliability, 

many B2B sellers do not fulfill their obliga-

tions, which have a significant impact on the 

continuation of business relationships [3]. 

Non-compliance with the expectations of cus-

tomers accumulates negative experience and 

reduces the likelihood of making a repur-

chase. The coronavirus pandemic has in-

creased the flexibility of business relations 

aimed at strengthening the reliability of sup-

ply. That’s why B2B leaders have refocused 
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their corporate strategies on building strong 

customer relations [4]. It should be noted that 

the strategy of interaction should be based on 

the revision of communication technology  

Prioritization of empathy. Empathy has 

long been considered an important, but rarely 

considered x-factor in business. Many people 

tend to view the need for empathy with their 

customers as an individual reaction, rather 

than as a systematic approach [5]. Because 

empathy is a part of a consultative process 

involving digital technologies and data to 

proactively automate solutions meeting the 

needs of customers. Like reliability, failure to 

prioritize empathy can affect business results. 

Customer orientation in the B2B companies 

strengthens empathy by a smarter application 

of data and technologies because it is critical-

ly important to understand the emotions of 

potential and real customers. Empathy also 

promotes personalization of customer com-

munication. 

Providing an empathic reaction is possible 

by creating digital tools that quickly perceive 

changes in customer behavior. Combining 

human (personal or corporate) and digital 

feedback allows you to build strong customer 

relations. Since digital transformation pro-

motes the establishment of emotional connec-

tions, B2B leaders are implementing plat-

forms that process a vast array of customer 

information (shopping patterns, birthdays, 

field calls, attending conferences and exhibi-

tions, website activity and survey responses) 

and allow you to create an accurate portrait of 

the consumer. 

Calibration of time and content. As a rule, 

at the presale stage, B2B customers conduct 

preliminary research on their own, spending 

time and attention on evaluating and choosing 

suppliers with whom they want to work. At 

the same time, they develop selection criteria 

and make the list of suppliers based solely on 

digital content. The problem is that many 

suppliers have not adapted to this preference 

and continue to overestimate the need for per-

sonal, pre-sale interaction. The transition to 

digital communication involves a rethinking 

of communications [6], as buyers prefer sup-

pliers with modern, easy-to-use customer in-

terfaces. 

In addition, B2B companies need to under-

stand the dynamic of their industry and cus-

tomer preferences by implementing processes 

and technologies that identify and give cus-

tomers the opportunity to regulate interaction. 

Ensuring customer orientation as a corporate 

priority promotes cooperation across all busi-

ness channels, focusing on gaining customer 

trust and loyalty, helping to optimally manage 

time, starting with pre-sale, and ending with 

the sale. 

Personalization of actions. As a rule, B2B 

customer is not just one, but several people in 

account, who play a certain role at different 

stages of the entire life cycle. In this regard, 

sellers should collect and analyze data about 

individuals in the context of each buyer or-

ganization to personalize coverage while 

maintaining confidentiality and data security. 

Depending on the experience of working with 

each customer a lot of information accumu-

lates including behavior history, participation 

in conferences, digital channel preferences, 

using content, purchase stage and much more. 

For more accurate data collection, technol-

ogies such as artificial intelligence [7] should 

be considered, which allows you to personal-

ize the solution and adapt communications, 

considering the requirements of each con-

sumer. Companies with a high level of per-

sonalization deepen relations with individual 

customers and increase their competitiveness. 

Unfortunately, most sellers underestimate the 

possible consequences of failure to adapt 

communications especially after the sale.  

Nevertheless, individual solutions are essen-

tial for maintaining   business with the client. 

At the same time, personalization cannot be 

carried out at the expense of privacy and the 

importance of security increases from the de-

pendence on the use of digital communica-

tions. 

In conclusion, we note that the share of 

B2B customers participating in the purchase 

cycle, starting with the establishment of busi-

ness relations with suppliers through digital 

channels, allows you to personalize relation-

ships, get informative feedback and get closer 

to the transaction. Trust, empathy, personal 

attention, and empowerment are the distinc-

tive characteristic of relations that allow you 



8 

- Экономические науки - 

 

International Journal of Humanities and Natural Sciences, vol. 4-4 (67), 2022 

to establish long-term relations, achieve de-

sired results and scale your business. 

To improve the effectiveness of B2B inter-

action, management policies and processes 

should be reviewed, and established require-

ments and agreements should be observed. 

Positive, ethical, and reliable experience con-

tributes not only to more effective interaction 

with customers, but also to the establishment 

of long-term and mutually beneficial relations 

with them. At the same time, enterprises are 

required to change their thinking, acquire new 

competencies, and carry out complex prelim-

inary work aimed at achieving long-term 

goals. 
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Аннотация. В настоящее время актуализируется стремление продавцов направлять 

свои инвестиции в обслуживание клиентов для укрепления долгосрочных отношений. В 

связи с чем возникает необходимость концептуальной проработки модели продаж, осно-

ванной на гуманизации взаимодействия с деловыми партнерами. Авторы полагают, что 

данный подход расширяет возможности поиска нетривиальных решений совершенство-

вания клиентского опыта с целью повышения В2В взаимодействий, позволяющих устано-

вить долгосрочные связи, достичь желаемых результатов и масштабировать бизнес. 
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