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EMPOWER CUSTOMER SERVICE
A SUITE OF SOLUTIONS TO PROVIDE THE BEST CUSTOMER EXPERIENCE IN B2B



Tentative Meeting Agenda

1. What does the term “frictionless transactions” mean?

2. Where does this break down for B2B companies?



What are frictionless transactions?

Improve CX at every touchpoint



Lifecycle of the order
Improve CX at every touchpoint



Where are you in your digital transformation journey?

What would your customer’s say that it’s like doing business with your organization?

Frustrated Customers

• “Black hole”

• Customers asking for 
alternative ordering channels

• Write offs

Early Stages (Small 
wins)

• Successful launch of e-
commerce but low adoption 
currently

• Recognize the need to shift 
the culture in customer service 

• Offering great customer 
service but at the cost of hiring 
a lot of CSR’s

Mid Stage (Defined 
Roadmap)

• Digital transformation office 
partnered with the business

• Successful deployments 
recently with EDI/Punchouts 

• Automated customer 
notifications for confirmations 
and updated shipment 
notifications

• Unable to track cost to serve

Growth Stage (Isolated 
pain points for complex 
solutions)

• Customer Cloud – single pane 
of glass

• Omni-channel customer 
engagement

• Isolated challenges with things 
like Inventory Allocation 

Optimized Digital 
Supply Chain (Visibility 
& Metrics for complex 
reports)

• 90%+ Digital ordering 
percentage

• Automation of routine 
customer inquiries 

• Looking to gain visibility to live 
OTIF metrics 



Customer service
shared mailbox

ERP

CRM

Transporter

DIGITIZE CUSTOMER SERVICE
WITH ESKER'S AUTOMATION & COMMUNICATION PLATFORM

System integrationsEsker self-service customer portal

CUSTOMER SERVICE

• Responses
• Order confirmations
• Shipping notices
• Credit notes

• Requests*
• Orders
• Claims

CUSTOMER

*price, availability, order status, etc.

Using pre-built connectors, 
file transfers, EDI, APIs/Web 

Services, RPA, etc.



Customer Segmentation 

Improve CX at every touchpoint



Problem Statement 

Current Process:

• All orders that come into Esker Default 

under the general Sales Org 

• Z1 is how customers are segmented –

this populates based on the Sales Org 

• Replies into a reps mailbox

• Call volume is decreasing, seeing an 

increase in e-mail / digital inquiries 

List of Challenges:

• Every order is touched in SAP where the Sales 

Org is manually updated to the appropriate 

one

• Missed Quote Request deadline – Cost Altra 

$95,000 in missed revenue 

• Running anemic levels with 25% attrition 

• Missing a next day air request, Altra paying the 

expedite requests 

• Unruly to manage the team with the limited 

visibility, 5 reps handle 85% of the workload 

• No visibility to what types of inquiries are 

coming into the team, how long they take to 

process by each rep, turnaround time, or 

trends related to recent events 

• Missed orders – 2 weeks late with termination 

of an employee and $50,000 in lost revenue 



Lifecycle of the order

Who else is impacted by the lifecycle of the order?



Vision To Be 



Factors to consider when segementing your 
customer base 

Source: https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/finding-the-
right-digital-balance-in-b2b-customer-experience

Improve CX at every touchpoint

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/finding-the-right-digital-balance-in-b2b-customer-experience
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/finding-the-right-digital-balance-in-b2b-customer-experience


Customer Segmentation 

Improve CX at every touchpoint



Customer Segmentation 

Not every customer is the same…

Factors to consider:

• Profitablity/Margin

• Lifetime value/upside potential 

• Ability to replace the customer

• Ability to influence the customer in how they do business 



Value for XYZ Corp & Your Customers

For Altra’s 
Customers

• Faster response times 
for those deemed 
strategic 

For Altra

• Visibility to what types 
of inquiries are 
coming into customer 
service

• Preventing missed 
orders/quotes

• Protect market share 
gained during COVID

• Global scalability / 
global template 

For Your 
Employees 

• Workload spread 
across the team 

• Visibility to 
underperformance 



Return on your Investment 

Hard Costs:

• Current team headcount is staffed 33% lower than average

• Avoid having to hiring back 50% of staff due to the existing 

team’s productivity increase

• Or identify under performer that should be released 

• Increased Revenue through not missing an order or RFQ

KPI’s impacted (not currently tracked due to lack of 

visibility):

• Increase average number of inquiries processed per CSR

• Reduce average processing time per inquiry 

• Reduce average time before an inquiry is addressed 

• Knowing types of inquiries received and related trends

Item 36 Month Cost / 

Benefit 

Software 

Investment over 

36 months 

(70,000)

X FTE’s avoided 

hiring back x 3 

yrs

+$300,000

Not missing an 

order / quote (1 x 

quarter.. Avg 

value of $50,000)

+ $600,000

Altra paying 

expedited freight 

for orders entered 

late

+ $X

ROI +$830,000



So what?
1. Mckinsey Report states that operational improvements can:

1. Reduce churn by 10-15% 
2. Increase the win rate by 20-40%
3. Lower cost to serve by 50%

What’s the financial impact of creating frictionless transactions?
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