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Customer inertia
Lessons from the field linked to science

27-11-2024



©
 P

er
pe

to
s,

 c
on

fid
en

tia
l

2

Linear thinking was the norm for 300.000 years

Danger was ever-present hence 
the importance of eminent or not
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Innovation sells

Customer first contact 
after 57% of Journey

Customer better informed

3

è Why are sales cycles longer than 
ever before? 

è Then why are margins under 
pressure?

è Why is 60% of deals leading to no 
decision?

3 myths debunked
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6.8 
Average amount 

of people 
involved in B2B 
buying decisions

+22%
Increased 

length of the 
sales cycle 
since 2010

What is research also telling us

60%
of all opportunities 
are “closed-lost” to 

No Decision

Due to increased competition, more informed customers and increased complexity
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What research tells us

83%
of buyers say vendors
don’t understand their 

issues

Gap to close

+80%
of executives say 
they buy from the 

vendor who is 
enriching their vision

Selling to 
Collaborating with

relevant and brings 
immediate value

Sources: CSO Insights & Forrester
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Are sales a dying breed?

50
43

39

60
55

50

66

53 52

EARLY MID LATE

% respondents sales interactions

Independent Consensus Committee
Source: SiriusDecisions 2015

Proven to be a myth

Confirmed in recent research from
Forrester, Gartner and Mc Kinsey



©
 P

er
pe

to
s,

 c
on

fid
en

tia
l

Customer Journey
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Typical activities

Most of 
the sales 
activities

Propose 
& Proof

Defend

Diagnose

Service

On-Boarding



©
 P

er
pe

to
s,

 c
on

fid
en

tia
l

Every Journey is unique

Most of 
the sales 
activities

Propose 
& Proof

Defend

Diagnose

Service

On-Boarding

Fli
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Selling value

Most of 
the sales 
activities

Propose 
& Proof

Defend

Diagnose

Service

On-BoardingDetect & 
Develop

Raise 
Value

Influence 
decision 
criteria

VALUE 
CREATION

Concern 
handling
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The just-in-time commercial approach

Do the RIGHT THING

at the RIGHT TIME

in the RIGHT FORM 

with the RIGHT STAKEHOLDERS
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