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Agenda

• What is customer inertia?
• Causes of customer inertia
• Handling customer inertia



WHAT IS CUSTOMER INERTIA



ISAAC NEWTON, PRINCIPIA, THE 
MATHEMATICAL PRINCIPLES OF NATURAL 
PHILOSOPHY

“Every object perseveres in its state 
of rest, or of uniform motion in a right 
line, except insofar as it is compelled 
to change that state by forces 
impressed there on”



“Consumer inertia is the tendency of 
consumers/customer to choose the 
same products over time for reasons 
other than the fundamental attributes 
of those products”

SOURCE: GIDEON BERNSTEIN, DOCTORAL 
DISSERTATION, 2020



B2B Customer Experience Trends- Pre-
COVID

77% of B2B buyers consumer content online

5 pieces of content are consumed by customers

57% of the buying decision is made prior to engaging with sales

30% of B2B decisions are made by a committee of 5 members, 70% by 2 
members

80% of B2B companies implementing e-commerce believe that consumer 
practices have changed expectations

Source: Forrester Research, Gartner, CSO Insights



Impact of COVID

• 2/3rd of B2B buyers prefer remote human interaction or 
digital self service

• 83% of B2B leaders say omnichannel selling is more 
successful to prospect

• 20% of B2B buyers are willing to buy up to $500K 
online and 11% say that number can be up to a million 
USD

• 85% of B2B sales leaders say they will have hybrid 
sellers in their organization over the next three years

Source: Omnichannel in B2B Sales- McKinsey Quarterly 2021



Some Current Trends

• 11-20 members involved in B2B customer 
decision making units

• 70% of companies report that they do 
research by themselves

• 77% of the specifications (RFP/RFQ) are 
written up before a supplier is contacted

• 84% of the time, the supplier contacted first 
gets the order
Source: www.6sense.com



REASONS FOR CUSTOMER INERTIA
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WHAT CAN ORGANIZATIONS DO



Suggestions: Marketing

Segmentation and Targeting based on data driven insights (ERP/CRM/Market Trends)

Customer Journey Mapping 

Customer Capability Audit

Customer Centric Value Propositions

White papers/customer testimonials supported by internal departments

Omnichannel Customer Education

Glocal Approach with field marketing



Suggestions: Sales

Better lead 
qualification

Stakeholder 
Mapping and needs 

assessment

Customer capability 
assessment for 

change 
management issues

Adequate training 
and tools

Story-telling 
techniques Sales coaching

Removing internal 
hurdles from other 

functional siloes

Activity based KPI 
setting



Need of the Hour

Inbound 
Marketing

Outbound 
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Sales Enablement

Source: Sales Enablement Drivers: Rangarajan, Mukhopadhyay, Singh, 
and Terho, 2024. Do not quote yet



Customer Education
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Source: Customer Education in B2B Markets, Rangarajan, Florea. 
Do not Quote



Commercial Approach

Source: Outside In Marketing by Terho, Salonen, Mustak, Rangarajan, Do Not 
Quote



CUSTOMER CENTRICITY IS THE 
FOUNDATION OF GETTING RID OF 

CUSTOMER INERTIA



QUESTIONS AND THANKS
d.rangarajan@ieseg.fr

https://www.linkedin.com/in/devarangarajan/

mailto:d.rangarajan@ieseg.fr

