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The Sales Landscape is Changing

With sales and customer acquisition methods evolving faster than ever 
before, it has never been so crucial for companies to innovate, adapt to the 
changing sales landscape, and stay on top of the key trends carving out a 
different commercial future. 

Across the business-to-business (B2B), business-to-consumer (B2C), and 
direct-to-consumer (D2C) buying segments, sales organizations will need to 
reimagine how they engage and enable prospects and customers.

This white paper will examine the top trends impacting B2B, B2C, and D2C 
today, along with the risks of ignoring them. In addition, several case studies 
will highlight the importance of adapting to each of these trends that are 
shaping the future of sales and customer acquisition. 
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Trend #1 - Direct-to-Consumer is Growing Rapidly

Thanks to their direct access to customer data and their ability to deliver highly personalized shopping experiences, D2C e-commerce sales 
in the US will reach $151 billion in 2022 according to the latest forecast from eMarketer (an increase of nearly 20% compared to 2021).1 
Further, according to Diffusion’s Direct-to-Consumer Purchase Intent Index, more than 2 in 5 Americans indicate that they are familiar with 
D2C brands.2 

To sustain that success, however, D2C e-tailers must improve their customer experience and ability to sell to higher volumes of customers 
or risk losing their momentum.

In D2C, both inbound and outbound sales continue to be effective, despite being dependent on the audience and product. For example, 
inbound is especially effective when selling a unique and innovative new product; conversely, outbound is successful for selling products 
to an established customer base. 

Some D2C companies are experimenting with automated outbound selling tools like SMS and social advertising but lack the experience to 
maximize their potential. 
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By partnering with forward-looking digital sales experts, companies in the D2C space can 
significantly accelerate implementation times by eliminating the in-house learning curve 
and tap into a scalable pool of human talent, while accessing the benefits of both inbound 
and outbound efforts across multiple channels.
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It is worth noting that companies in the D2C space that have invested in 
non-traditional, non-voice communication see a high return on investment 
because of the margins involved. Artificial Intelligence (AI) and chat 
technologies are inexpensive to implement and operate, while in certain 
higher-value sectors (such as luxury automobiles or financial services) video 
conversion rates are often significant because sales representatives find it 
easy to upsell and cross-sell face-to-face.

D2C companies can benefit from working with high-caliber sales campaign 
experts with strong sales track records and the staffing capacity to support 
their growth. Global business services provider Teleperformance is an 
excellent example of this, approaching D2C sales by becoming a valid 
extension of its partners’ brands. This strategy allows the client to leverage 
critical skills, experience, culture, and language from large, global talent 
pools of experienced sales experts proficient in inbound and outbound 
methods and channels.
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The days of engaging with repeat B2B customers in a physical environment are nearing an end for enterprises in many industries. 
When the COVID-19 pandemic forced organizations to try video as a communication medium, many recognized its related cost and 
resource efficiencies. For repeat buyers, video calls have become a convenient alternative to lengthy, live meetings or endless in-person 
presentations. This has led to video communication channels gaining popularity in B2B selling.

Dubbed “live selling” or “remote selling”, this new approach to B2B sales encourages the use of live chat, video conferencing, and social 
media messaging platforms to strike up a video conversation with an existing client before closing a deal. Live selling enables the 
salesperson and the customer to form a relationship that doesn’t always exist with other non-voice channels, like SMS, email, or webchat.  
With video, B2B companies can effectively engage clients eye-to-eye, observe body language, and create stronger, more authentic 
connections at a significantly lower cost than traditional, in-person meetings.

It is clear that a rapidly growing number of B2B-focused companies believe that remote selling is equally or more effective than sales 
models used pre-COVID. Still, many B2B brands struggle with the best practices associated with selling over video (such as sound, lighting, 
and overall production quality), which can turn off customers unless handled professionally.

Along with the growing popularity of live selling, Gartner predicts that by 2025, 80% of B2B sales interactions between suppliers and 
buyers will be digital.3

Trend #2 - The End of In-Person Selling in B2B

 To prepare for this new reality, B2B organizations must create a blended sales experience 
to meet business customers on their preferred channels. These include automated SMS, 
email, or app-based communications for lead generation to manual, relationship-building 
video calls for high-value purchases and customer retention.
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Trend #3 - Rapid Upscaling of Digitized B2C

As cities tear down shopping malls to build leisure facilities and housing 
complexes, companies in the B2C and traditional retail sectors continue to 
embrace a more digitized way of doing business. 

Since COVID-19, there has been a dramatic shift in the adoption of online 
buying, with inbound digital channel usage soaring due to retail closures in 
2020. In fact, according to the Teleperformance CX Lab, 32% of consumers 
buy more online now than they did prior to the pandemic.4 

Logically, organizations that can scale their use of chat, mobile apps, 
websites, social media, and email through automation (while leveraging 
consumer data analytics) can scale their conversion rates and create more 
personalized buying experiences for customers. Further, with intelligent 
automation, chatbots can answer basic product questions and offer 
promotional deals on related products, effortlessly converting inquiries into 
sales. When powered by machine learning, these chatbots continuously 
learn and get smarter, making them more commercially effective over time. 

On the other hand, traditional outbound voice sales have become much 
harder, due in part to the stigma associated with spam robocalls and a 
customer preference for alternative channels. Plus, net-new customers have 
become more informed and less likely to make a purchase without some 
research. Most of the process begins before customers even make contact 
with a brand — according to RetailDIVE, 87% of shoppers now begin product 
searches online.5

Among consumers contacting their brands, the use of instant messaging, 
social media, and mobile apps grew by four percentage points in 2020, 
according to The Teleperformance CX Lab. The study found that 24% of 
respondents contacting after the pandemic initiated contact more often 
through mobile apps. Furthermore, 36% of consumers contacting through 
mobile apps chatted with a live agent. 

Bottom line: B2C brands, particularly traditional 
retailers, need to implement the proper digital 
channels to increase their ability to acquire and 
retain customers. The alternative is losing them 
to competitors in the D2C space.
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Helping Organizations Stay on Top of Sales

One of the biggest challenges that organizations face in today’s highly competitive market is how to stay relevant when there are so many 
opportunities for customers to buy almost anything. To help companies stay in front of consumer trends, a sales-enabling, digitally advanced 
business services partner can provide proven, strategic sales services that automate the buying journey from the initial demand signal to the 
final purchase, and beyond.

Understanding the buyer’s journey is crucial for developing an effective sales strategy. Organizations can leverage a partnership with 
an industry-leading provider of advanced business services to better understand customer buying habits, identify new buying trends, 
and engage with prospects on their preferred channels. Experienced sales experts can act as customer support representatives, provide 
product information, and sell additional products or services to customers based on AI-driven recommendations based on their user 
profile or buying history. 

In many cases, companies are upskilling their customer support teams to act as revenue generators capable of up-selling and  
cross-selling. For example, when a leading player in the airline industry recognized that sales conversions for their co-branded credit card 
were low, they engaged Teleperformance to apply data analytics to better understand customer preferences and recommend the right 
offer based on each customer’s creditworthiness and propensity to buy. As a result, sales conversions increased by more than 500%.

Forward-looking, digitally-savvy sales organizations like Teleperformance can help improve 
sales processes by connecting non-voice channels, CRM platforms, and other data sources while 
enabling powerful technologies to support growth. 
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Peter Ryan has been at the forefront of the contact center services market advisory for over a decade. 
Having began his career in London at Datamonitor in 2003, he quickly established himself as one of 
the foremost experts in the burgeoning CRM sector.

Over the course of his career, he has advised contact center outsourcers, their clients, industry 
associations, and governments on matters ranging from vertical market penetration and service 
delivery to best practices in offshore positioning.

Peter’s expertise in outsourcing has been recognized multiple times. He was awarded with 
callcentrehelper.com’s prestigious Best Respected Contact Center Professional in 2015 and was 
included in Fonolo’s Top 16 Analysts Covering Customer Experience. He was also included in each 
iteration of the Nearshore Americas Power 50 influencers listings, which identified the most important 
outsourcing executives in the Western Hemisphere.

Throughout his career, Peter has been a much sought-after speaker, headlining multiple events, 
including The Turkey Call Center Conference and Expo (Istanbul), Nearshore Nexus (New York), The 
Business Process Enablement South Africa Summit (Cape Town), The Central American Nearshore 
Summit (Managua), Congreso Andino de Contact Centers y BPO (Bogota), and The Congreso Regional 
de Call Centers & CRM (Buenos Aires). He has also been frequently quoted in the media on a variety 
of matters pertaining to BPO and contact centers. Peter has degrees in Political Studies from the 
University of Saskatchewan and an MBA from Dalhousie University. He lives in Montreal, Quebec.
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The Need for an Agile Business Services Partner in the Digital World
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