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What Makes a B2B-B2C Hybrid

Approach Essential in the Financial
Industry

Overview

When discerning the primary distinguishing factor between B2B (business-to-business) and B2C
(business-to-consumer) sales strategies, a pivotal aspect is the notion of intimacy. In this context,
intimacy encompasses the sustained process of continuous exploration and engagement over an

extended horizon.

B2B V.S. B2C

B2B sales necessitates a heightened emphasis
on meticulous attention to detail and the
cultivation of solution-centric partner
relationships centered around shared
objectives rather than mere commonalities.

In contrast, B2C sales typically revolve around
establishing more informal connections that
cater to the immediate needs and desires of
customers, with the notable exception being

the financial services sector.



The financial services sector, encompassing diverse domains such as banking, mortgages, insurance,
financial planning, and investment products, necessitates a level of engagement akin to that
observed in B2B solution-oriented partnerships. This imperative arises from the dynamic nature of
the industry, marked by continual shifts in customer preferences and evolving requirements,
distinguishing it from conventional B2C casual associations.

Contemporary enterprises face the formidable task of cultivating meaningful client relationships
amidst the prevailing landscape of hybridization and digital transformation. Within the context of the
financial services sector, a compelling case can be made for its distinctive need to grapple with an
intricate web of challenges, notably heightened regulatory compliance demands, intensified market
competition, a pervasive focus on comprehensive risk management, encompassing issues such as
data breaches, and the relentless pursuit of mitigating potential cybersecurity vulnerabilities in the
relentless race to satisfy the evolving expectations of their clientele.

The separation among various industries is primarily noticeable through their adoption of Customer

Relationship Management (CRM) systems. In the realm of business-to-business (B2B) enterprises,
the prevailing norm pertains to the utilization of modules such as Opportunity, Deal, or Pipeline
Management, as designated within various CRM platforms. However, this convention does not
hold true for the majority of financial services companies. In their case, a distinctive approach
prevails, characterized by a focus on account verticalization—a strategy that has been
accommodated by major CRM providers such as Salesforce, HubSpot, and MS Dynamics to align
with the requirements of relationship-based industry management. Nonetheless, this approach
may overlook the inherent potential for effectively overseeing engagement, a critical facet often
integral to many B2B sales processes involving pipeline, deal, or opportunity management.

Modern consumers increasingly prioritize the advantages of convenience and service excellence.
Considering the prevailing trajectory of digital integration, there is a discernible shift away from the
traditional interpersonal dynamics inherent in customer relationships. A compelling prospect for
numerous financial services organizations lies in the enhancement of the caliber of client interactions
and touchpoints. In this context, it is prudent to advocate for the application of a methodical
approach, mirroring the principles that govern successful personal relationships, within the realm of
client relationships.

The adoption of a Customer Relationship Management (CRM) pipeline methodology is highly
advisable for the proficient and strategic management of customer engagement. By tailoring and
optimizing your CRM pipeline structure to incorporate varying levels of engagement, you can
effectively gauge and assess the depth of customer intimacy. It is imperative to acknowledge that a
one-size-fits-all approach, where all customer accounts and prospects receive identical levels of
attention and intimacy, is suboptimal.




Rather, the overarching objective should revolve around achieving equitable value generation,
commencing from the foundational levels of the pipeline upwards. This equitable value is

contingent upon a nuanced blend of factors encompassing customer revenue, the spectrum of

service offerings, and, most importantly, the organizational commitment to its core promise.

Numerous channel-oriented sales strategies necessitate a paradigm shift toward a partner-centric
approach as opposed to conventional sales methodologies that often neglect initial customer
expectations. The partner-centric approach is predicated on the establishment of mutual
expectations and delineation of respective roles, with a view toward fostering alignment and
negotiation, culminating in a mutually agreeable arrangement wherein both parties collaboratively
strive to sustain a mutually advantageous partnership.

Traditional sales methodologies have historically undervalued the significance of well-timed and
meticulously prepared touchpoints that prioritize reciprocal engagement. This pivotal shift is
incumbent upon numerous organizations seeking to forge bona fide connections with their clientele.
To achieve this objective, businesses must adopt a resolute commitment to a systematic approach
that systematically delineates the responsibilities and rules governing the seller-client relationship.
This approach aspires to establish a transparent and equitable framework wherein each participant
contributes substantially from the outset, aligning their goals for mutual success.
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