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WHAT IS CUSTOMER INERTIA
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"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”

ISAAC NEWTON, PRINCIPIA, THE

MATHEMATICAL PRINCIPLES OF NATURAL
PHILOSOPHY




“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
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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
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Impact of COVID

« 2/3" 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
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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
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REASONS FOR CUSTOMER INERTIA
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Reasons for Customer Inertia

MARKET AND CUSTOMER TECHNOLOGY AND DECISION MAKING
COMPETITIVE ENGAGEMENT INNOVATION COMPLEXITY
FACTORS

IMPLEMENTATION FINANCIAL CULTURAL AND
AND OPERATIONAL CONSIDERATION PSYCHOLOGICAL
HURDLES AND RISK AVERSION BARRIERS




WHAT CAN ORGANIZATIONS DO
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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
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Suggestions: Sales

Stakeholder Customer capability

Better lead assessment for
gualification

Mapping and needs

change
assessment

management issues

Adequate training Story-telling

and tools techniques Sales coaching

Removing internal
hurdles from other
functional siloes

Activity based KPI
setting

“DIESEG

- SCHOOL OF MANAGEMENT




Need of the Hour

Inbound Outbound ldeal Customer
Marketing Marketing Profiles

Sales Commercial Marketing/Sales
Enablement Excellence Alignment
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Sales Enablement

Digital sales enablement outcomes:

Outcome Salesperson Salesperson job stress Customer Organizational
Performance: | selling performance and satisfaction performance performance
Sales )
process Lead process and Sales Value delivery and
facilitation: pre-approach negotiation relationship management
V'S V'S V'S

<

1. Facilitation
of customer
facing sales
interactions

2. Facilitation
of internal
work efficiency

3. Capability
enhancement

Three digital sales enablement functions along the sales process:

Sales opportunity

Sales interaction

identification approach guidance Customer
value
Sales lead engagement Value proposition realization
support communication
Optimize resources Design value Account growth and
in lead nurturing proposition retention

Coordination and collaboration

Effective on-boarding

Coaching and performance management

Knowledge and skills acquisition

Organizational Factors
Alignment between sales and
other organizational functions
Internal communication and
messaging
Developing KPI that combines
sales outcome and process
adherence

—

Performance
contingencies:

Infrastructural Factors
Data acquisition focusing on
both scale and scope
Training of open-source tools
with in-house contextual
information
Sales ecosystem integration

Source: Sales Enablement Drivers: Rangarajan, Mukhopadhyay, Singh,

and Terho, 2024. Do not quote yet
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Customer Education

Customer Education Taxonomy
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Complex

Purchase complexity

Simple

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

Quote

Commercial Approach

Basis of relational continuity

Unique “one-off” purchases

Continuous supply contracts

Q1 (E.g. Industrial solution sales)

Key Customer journeys challenges:

*  Recognizing new upcoming sales opportunities already at the very early stages of
buying + influence the customers’ buying cnitena carly enough

* Re-engaging existing customers with whom the relationship has not been active
and where new stakcholders have become mvolved

Marketing focus:

* Heavily driven by inbound. digital content marketing. building on customer
journey research inchuding buyer personas, journey mapping and engagement
tracking to identify and nurture high-quality leads

*  High-quality, thought-leadership-focused content bas an important role for
framing and mfluencing customer buying critena already at the carly pre-
purchase stages of buymg

* In later stages the marketing also has a role in enabling sales through mternal
content platforms that facilitate salespersons’ abality 10 have value adding
dialogue with their customers.

Q2 (E.g. Performance-based supply)

Key Customer journeys challenges:

*  Sales opportuaities in these highly specialized markets are relatively few and
typically relate to growing existing customer accounts

«  Customer leaming effects challenge supplier’s partner status;

* Salespeople have only a partial access to customer organizations” buying and
usage centers

Marketing focus:

* Strengthens the technical salespersons’ ability to have value adding dialogue with
content and lowers salesperson nisk perceptions for selling new complex
offerings through generation of customer insights and development of sales
collateral

*  Support salespeople reach 10 the broader customer’s orgamization through social
media and digital content marketing. Requires strong content production and
marketing techmology expertise for producing tunely, valuable content.

Q3 (E.g. Standard offerings and simple investment goods)

Key Customer journeys challenges:

*  Customers well-aware of their needs and can castly and mdependently rescarch
alternative solutions online. Thus, they have strong preferences already when
contacting sellers. Difficult to differentiate with “quantifiable™ value elements

Marketing focus:

*  Creating end-user pull through emotionally focused branding efforts, such as
“brand events™ and social media communities

* An easy and smooth digital purchase experience critical « omumichannel
investments aiming at smooth digital purchasing journey experience

*  Maay firms in Q1 sold their offering through distnbutors and mvested heavily to
1) dealer branding support, and 2) distributor sales-leads generation thought
digital content marketing

Q4 (E.g. Product service agreements, SaaS

Key Customer journeys challenges:

*  How to build appropriate post-purchase satisfaction to ensure contract resewal
and customer retention

*  Up- and cross-buying needs to be casy for the customer

Marketing focus:

*  Key focus on finding opportumaties for up- and cross selling and enhancing the
post-purchase loyalty loop. Marketing efforts focus on the customer-centric
design of e<commerce platforms and customer service support for retaining the
customer. Data dniven customer intelligence and close collaboration with IS
central.

* Firms also heavily prionitize relationships and use targeted CRM campaigns for
boosting sales.

«  Additionally, lead acquisition and purturing through digital marketing: equipping
salespeople with sales collateral




CUSTOMER CENTRICITY IS THE
FOUNDATION OF GETTING RID OF
CUSTOMER INERTIA
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QUESTIONS AND THANKS

d.rangarajan@ieseg.fr

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