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Utilities Buyers Are 
Rethinking Their Approach

Here Are Four Ways B2B Utilities 
Buyers Have Changed
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“Energy service providers with outstanding sales, 
technology and project management expertise 
that bundle technologically complex products 
into a single offer are particularly successful.”

by 20352, with demand driven by greater 
pressure of businesses to improve 
sustainability, manage costs and adapt to 
changing regulations across the UK and 
Europe. Companies that give buyers what 
they want will earn the lionshare of that 
growth. But what can leaders do to ensure 
they are part of that group?

This eBook explores the changing expectations of B2B 
utilities buyers - and provides actionable advice to help your 
business exceed those expectations.


Energy prices may have returned to pre-
crisis levels1, but B2B utilities are not out of 
the dark just yet. The last few years have 
fundamentally changed how industry buyers 
think about suppliers, and companies that 
want to sell to them must understand and 
adapt to those changes.



The business case for doing so is clear: 
experts predict the sector will grow fourfold- 
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Buyers Behave More Like 
B2C Consumers
Research finds that 92% of buyers want a B2C-like 
experience when researching a purchase4. But what does 
that actually mean in relation to utility buyers?

Shift From Upselling to Uplifting
Today’s utilities buyers have a growing list of 
concerns, from ESG implications to 
implementation costs. The most successful 
companies will go above and beyond to 
provide comprehensive but easy-to-
understand information to make the 
research process as smooth as possible.

Gartner has described this as a movement 
towards “sense making” - becoming a 
trusted source of guidance and information 
for buyers. For utilities companies, this is 
particularly important because most sales 
and marketing collateral in the industry is -

extremely dry and demands extensive work 
from buyers to understand.

From whitepapers to interactive ESG 
calculation tools, utilities companies must 
offer best-in-class content at every step of 
the sales process. The goal is not to drive 
sales: it is to help buyers situate themselves 
in the market and make an informed 
decision. This is the only way to win trust with 
increasingly media savvy buyers that never 
have to interact with a single salesperson - 
and therefore are only interested if it helps 
make their lives easier.
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Today’s B2B utilities buyers are far more likely 
to switch suppliers. 5 million UK consumers 
switched energy providers in 20215. And while 
it takes more effort for a business to make 
the transition, a growing number are willing 
to take on the burden if it means reduced 
costs or improved ESG scores.

This shift has two clear implications for B2B 
sales and marketing:

Taken together, this points to a different 
approach to B2B sales and marketing that 
foregrounds providing value over pushing for 
a deal.

Customer retention involves just as 
much nurture as selling

The buying process must unfold on 
buyers’ terms
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Buyers Want More Support 
Throughout Transitions
Gone are the days when energy providers were simply 
vendors. Businesses must expand their services to provide 
deeper support for buyers.

More than 90% of businesses want external support for their energy 
transitions6. From installing on-site generators, battery storage or other 
complex initiatives that deliver long-term savings, the sheer technical and 
logistical complexity of these projects reveal skill gaps in most companies' 
internal workforce - and utilities companies can fill those holes.

While this is not the case for every business, it points to an 
important trend: the general desire for B2B utilities companies 
to expand their scope of services. Buyers are looking for 
suppliers that not only offer better pricing and ESG, but make it 
easy for them to transition. 



While this is most pronounced amongst enterprise 
organisations, the same principle applies for SME and mid-
market players, where external support for implementation 
and management take a heavy load off buyers’ shoulders.
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Nearly all those surveyed expect their companies will need 
at least some or major support from external providers to 
help with their investments into on-site generation, battery 
storage and other significant energy initiatives. This need 
echoes across industries, regions as well as executives 
and functional leaders.

7 

matterb2b.com



Shift Towards Direct 
Relationships with Suppliers

The first is through brand building: As buyers 
undertake more intensive research, the 
power of trusted brands increases.  Providers 
mastering effective marketing and  
delivering cohesive digital experiences gain 
disproportionately.

The second is through more competitive 
pricing: Without factoring in the cost of 
commission, your business can undercut 
competitors that need to make up the 
difference. This makes direct relationships a 
potential game changer - if you can build 
them properly.


Some buyers will always feel the benefits of using a “trusted 
broker”, but a growing number are seeing the risks involved 
- and turning toward direct supplier relationships.

The internet has empowered buyers to find, 
research and connect with suppliers directly 
far more easily. This has shed new light on 
the traditional broker relationship: can you 
really trust they are getting you the best deal 
- and not just chasing better commission?

For providers, this presents both challenges 
and opportunities. You may have relied on 
brokers to acquire new customers for many 
years, which makes this shift disruptive. But it 
also enables your business to gain a 
competitive advantage in two important 
ways.
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SME and Mid-Market Sales 
Look More Like Enterprises
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Make smarter decisions about which 
buyers to target, so that your budget 
achieves maximum ROI.

Find more efficient ways to deliver 
sales and marketing through 
automation.

Utilities purchases increasingly involve boardroom 
decisions, and the gestation period for smaller businesses 
often extends to 12 months.

There has always been a very clear distinction between sales and marketing aimed at enterprise 
customers and mid-market or SME companies. But as buyer teams have grown across the board 
and boardrooms have become more involved in purchasing decisions, all utilities sales cycles 
look increasingly enterprise-like.

In practice, this means a growing emphasis on lead nurture and brand building. Buyers expect 
more information and support, and even small discrepancies in experience or positioning can 
spoil months of work building a relationship.

As a result, sales and marketing looks riskier than ever. You could waste thousands on 
campaigns that never produce a return - when there is less budget to go around.

This presents providers targeting smaller companies with two options:

But the best results will occur when companies do 
both, bringing sales, marketing and technology 

together to form a coherent whole…
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How Matter Helps B2B Utilities 
Adapt to 2024
The changes we’ve discussed don’t simply constitute an adjustment of existing B2B utilities sales 
approaches - they call for a full-scale reinvention of how businesses in the industry position 
themselves, generate and nurture leads, and think about their entire sales and marketing funnels.

Matter brings together sales outsourcing, marketing services and proprietary technology to help 
you do this. We have helped multiple B2B utilities companies increase precision, accelerate 
performance and deliver measurable growth at a breakneck pace.

Sales outsourcing that delivers your growth

With hybrid working putting pressure on phone-only strategies and buyers 
expecting a more consultative approach to sales, Matter’s proprietary Sales 4.0 
methodology and extensive outsourcing capacity enables you to build 
relationships, nurture leads and close bigger deals more quickly.

AD

Marketing that builds your brand

LinkedIn and search engines are now primary sources of research for utilities 
buyers. Matter helps B2B utilities companies deliver high-value content and brand 
messages across every platform your audience uses - to build a trusted brand, 
generate more high-quality leads and accelerate the buying process.

Data that enhances your strategy

Rather than relying on SIC codes to understand your customers, Matter’s 
proprietary data products use machine learning to decode your ideal customer 
profile and locate valuable new prospects faster and with greater ease.
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How do we do it?



Want to learn what we 
could do for your business?
Reach out today for a chat. We may hold your 
next breakthrough idea.

info@matterb2b.com
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