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5 B2B Truths.
4 Survey
Best Practices.

B2B customer experience works differently
than consumer CX.

Your customer surveys should too. Learn five truths
and four survey practices to help you get to the heart
of the B2B experience.

s ® ....
consse® : e ®
®* e s 0 0eeeen ™ " i
“sscsssescssceng,
* . '...
L]

e @ o 4
’’’’’’
®

By Martha Brooke, Chief CX Analyst
CCXP, Six Sigma Black Belt

Interaction Metrics is a third-party B2B customer feedback agency known for its
objective TrueData™ approach. Steer your company based on findings you can trust.
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According to McKinsey & Company, B2B
companies score below 50% on customer
satisfaction—signaling a severe performance gap.

So why do B2B companies consistently < 5 (0] %
underperform? Based on our survey audits, it is

because most of them fail to capture meaningful

customer feedback.

A primary culprit is that too often B2B
organizations copy their satisfaction questions
directly from consumer surveys. While borrowing
certain practices from consumer counterparts
makes sense, survey design is not one of them. — McKinsey & Company

B2B companies score below
50% on customer
satisfaction.

When B2B companies ask the wrong questions,
they get blurry data and ambiguous next steps—making real customer experience insights
out of reach.

@ What This Means:
[ 4 ; [ 4 Borrowing survey design from consumer brands
L quickly devolves into blurry data that misses the point.

To fix this, we’ll examine:
The five truths that differentiate B2B from consumer CX.

A few practices you can adopt immediately for more reliable and insightful B2B surveys.

Truth 1: The B2B Spend

Most obviously, B2B customers differ from consumers because each customer relationship
holds considerably more economic value.
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For instance, a runner might spend $200—-$400 on sneakers. By contrast, a retailer like
Nordstrom or Big 5 Sporting Goods could spend millions on running shoes year over year.

The same pattern holds across consulting, manufacturing, distribution, technology, and
other B2B industries. A single customer account can represent substantial recurring
revenue—and losing one key relationship can meaningfully impact the business.

Sure, consumers make spendy purchases, like a car or a house, but those purchases are
relatively infrequent, and any one consumer typically accounts for only a tiny fraction of a
company's revenue.

In B2B, there are fewer customers, relationships are worth more, and that value
accumulates. Because of those factors, understanding and strengthening customer
relationships is economically critical.

@ Why it Matters:
P ; P Higher stakes. Bigger impact. In B2B, losing one
L AN key customer can significantly hurt revenue,

making accurate customer feedback essential.

Truth 2: Many Inputs with Broad Needs

B2B purchase decisions typically involve
many influencers and decision-makers.

IT, Procurement, Account Managers,
Directors, and other stakeholders all weigh
in—each with different priorities, metrics for

B2B customers are
intrinsically involved in
product development—
success, and concerns. giving us feedback and
telling us what their end

This means B2B organizations need to
customers want and need.

understand a broader set of needs, align
across stakeholders, and deliver a consistent

experience despite complex processes. Barbara Roos
Intel
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Truth 3: Customers are a Source of New Ideas

B2B customers are not just providing feedback;
they can be a powerful source of innovation.
Because they work so closely with your products
and services, they often see opportunities, use

_ Many of our OEMs work so
cases, and market needs that internal teams

closely with their end-users

miss. that they develop unique
Dennis Fitzgerald, Vice President of SO}UtiOPS- Our OEMs help us
Customer Satisfaction for Yaskawa reimagine what the next

America, says, "Many of our OEMs work so generation of our products

closely with their end-users that they develop could be.

unique solutions. Our OEMs help us

reimagine what the next generation of Dennis Fitzgerald
our products could be." Yaskawa America

Expanding on this, Barbara Roos, Intel’s

Head of Customer Advocacy & Culture,

says their B2B customers are "intrinsically

involved in product development—giving us feedback and telling us what their end
customers want and need. They also keep us apprised of what trends are happening with
their customers and how those trends then, in turn, impact what we develop and deliver
with our products."”

@ What to Remember:
00 B2B customers are so involved in your business that
T meaningful, ongoing dialogue with them benefits both parties.

Truth 4: There’s Lots of Interaction!

B2B customer relationships are active and ongoing. As Mike Cross, Chief Customer Officer
at CXera, explains, "You have to teach your B2B customers how to use your products,
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help them along the way, and check in to ensure they're gaining value and having a good
experience."

In other words, B2B CX involves multiple touchpoints across many departments.
Customers interact through tech support, delivery, field service, account management,
account reports, and more. On top of that, B2B customers often interact with their
providers weekly or even hourly.

Truth 5: Customer Expectations are High

Because B2B relationships carry so much value, customer expectations are high from the
start. And of course, everyday consumer experiences shape those expectations. For
example, accustomed to the seamless service offered by companies like Amazon, Apple,
and Uber, B2B customers don’t see why doing business with other companies should be
difficult.

But expectations run high for yet another reason: B2B buyers usually do considerable
research before choosing a vendor. They have compared alternatives, identified what they
need, and deliberately chosen you.

Mike Cross points out that “B2B buyers are doing a lot of due diligence upfront, allowing
them to find a company they think will fit what they need. If they choose you, you have a

limited window to meet their expectations, or they’ll get frustrated and spare no words in
letting you know.”

B2B Survey Design

To align your customer surveys with the unique

traits of B2B CX, there’s a suite of best practices; Ask the wrong questions in
I've focused on the four that are paramount. the wrong ways and your

‘insights’ rest on a house of
Overall, high-quality, honest customer feedback cards.

is essential for strengthening B2B relationships.

So, when surveys are poorly constructed, ask Interaction Metrics
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the wrong questions, in the wrong ways; your insights rest on a house of cards—leading to
wasted time and half-baked decisions.

On to the four best practices. Some may require you to rethink your fundamental approach.

Practice 1: Don't be Annoying—Use Suppression

Consumer-facing companies have enough customers to afford losing a few.
But with B2B, every customer counts.
So don't annoy your B2B customers by bombarding them with surveys.

Is your goal to track and evaluate all aspects of customer satisfaction? Then surveying once
or twice per year is sufficient.

For specific touchpoints, such as tech support, client services, inside sales, and similar
interactions, surveying daily might be exactly right. However, customer contact should
happen strategically—at key interaction points.

For example, if a customer has had multiple repairs in a month, don’t survey about each
repair. Instead, explore the repair experience in aggregate. Alternatively, tease out one
repair each month and get feedback on that.

Practice 2: Demonstrate True Listening

You never want to come across as ho-hum. Instead, tweak your survey questions to reflect
your B2B customers' true interests and experiences.

A strong B2B customer survey shows you understand the customer’s world. The
wording should be relevant and informed, not generic.

Question Examples

For example, a great way to start an open-ended interview with a B2B customer is:

‘ ‘ We're truly interested in everything you have to

say about [company] and the [marketplace]. , ,

Then pause.
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Or, if you use Net Promoter and your audience is distributors, ask something like:

‘ ‘ Do you go out of your way to recommend

[company] to your customers? , ,

Why it Works:

< The best B2B customer survey questions show customers
C AN you understand their business—and that you are ready to
listen.

Practice 3: Consider Perspectives and What Matters

Your customer base probably includes
Presidents, IT Technicians, Marketing
Managers, and more.

Each function has its own take on how your Find out which expectations
company is doing. Your survey wording matter most. Then, use that
and logic gating must reflect that. to set a weighting factor.

Otherwise, you risk getting bogus data or lots

of ‘not applicable answers.’ ] .
Interaction Metrics

If customers need to use N/A excessively,
you failed to think your survey design
through.

For example, questions for IT Technicians might get into the nitty-gritty of product
usability. Questions for Procurement Managers could focus on how easy it is to get credit
and the invoicing processes.

Most importantly, ask questions that uncover expectations versus perceptions. The delta
between the two offers a rich perspective on satisfaction.
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In addition, find out which expectations matter most. Then, weight your
satisfaction score accordingly.

At Interaction Metrics, we call this weighted measure a QCI™ (Quality of Customer
Interaction) Score. It’s grounded in classic Importance-Performance research.

Unfortunately, many companies overlook weighting to keep their metrics "simple." But
treating every touchpoint equally creates a measurement deficit, blinding
leadership to what’s driving customer value.

@ Critically Important:
00 A smart B2B customer survey reflects different stakeholders’
ol perspectives AND weights what matters most.

Practice 4: Close the Loop

B2B relationships demand real dialogue, not just passive data collection.

So, near the end of your survey, invite customers to request a follow-up conversation on
their terms—and honor that schedule.

Just as importantly, follow up broadly to show every respondent what actions
you’ll take based on customer feedback. Closing the loop with detractors, passives, and
advocates turns survey data into long-term loyalty.

Your Most Satisfied Customers

Given the value of B2B accounts, you would expect B2B companies to master customer
satisfaction.

Yet the McKinsey data shows otherwise.
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As Pamela Herrmann, VP of Marketing at OnQ Financial, observes:

"Across every aspect of CX, B2B companies struggle the most. We have to anchor on the
shared value between us and our clients. Only when every survey question reflects that
value do we get data that actually drives decisions."

That’s why B2B surveys cannot rely on consumer templates. Instead, they need to
demonstrate what makes business partnerships distinct, starting with the questions asked.
Learn the basics of writing good survey questions here.

Take a Hard Look at Your Customer
Survey Approach

For starters, ask four practical questions:
Are your questions relevant?
Do they yield actionable data, or just vague sentiment?
Do they show customers you genuinely understand their business?

Do you follow up whenever a deeper conversation could unlock value—not just to resolve
a complaint?

The goal is never just a higher dashboard score.

It’s actionable insight, exceptional execution, and long-term growth.

Reach out to our team for a Free Survey Audit or to discuss your goals with a
Certified (CCXP) Survey Expert.
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https://interactionmetrics.com/how-to-write-good-survey-questions/
https://interactionmetrics.com/free-survey-audit/
https://interactionmetrics.com/set-a-time/

InteractionMetrics

POWERED BY TRUE DATA™

We measure and improve the Customer Experience for
clients including Bosch, Yaskawa America, Convergix,
Acme Construction Supply, and The California State Bar.

Fuel your thinking. Talk to a survey expert. Set a time here.


https://interactionmetrics.com/set-a-time/
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