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Customer inertia

Lessons from the ﬂeld Ilnked to science




Linear thinking was the norm for 300.000 years

Danger was ever-present hence
the importance of eminent or not
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3 myths debunked

» Customer better informed

2 Why are sales cycles longer than
ever before?

» Innovation sells

2 Then why are margins under
pressure?

» Customer first contact
after 57% of Journey

2 Why is 60% of deals leading to no
decision?
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What is research also telling us

OA.

9090
TP
6.8 +22%

Average amount Increased
of people length of the

involved in B2B sales cycle

buying decisions since 2010

60%

of all opportunities
are “closed-lost” to
No Decision

Due to increased competition, more informed customers and increased complexity

nfidential
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What research tells us

o®

83%

of buyers say vendors
don’t understand their
issues

Sources: CSO Insights & Forrester

Gap to close
——
+80%

of executives say
they buy from the
vendor who is

relevant and brings
immediate value

Collaborating with

nfidential
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Are sales a dying breed?

Buyer Journey Has Changed

Customer
Purchase Decision

Customer Due
Diligence Begins

Supplier

Proven to be a myth

% respondents sales interactions

EARLY LATE

mIndependent mConsensus mCommittee
Source: SiriusDecisions 2015

Confirmed in recent research from
Forrester, Gartner and Mc Kinsey
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PRE-SALES EXPERIENCE

Customer Journey

v MARKET RESEARCH

LOYALTY LOOP

Investigate USE AND IMPROVE
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POST-PURCHASE
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Typical activities

Investigate

¥

oN

PRE-SALES EXPERIENCE

v MARKET RESEARC

LOYALTY LOOP

USE AND IMPROVE

Service

v

' EXPLOITATION

POST-PURCHASE
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<
4 \N\P\—EN\e“

Propose
& Proof

Most of
the sales
activities

On-Boarding
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Every Journey is unique P“E'SALES‘E"PE“'E”CE
Propose
& Proof
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. Influence PRE-SALES EXPERIENCE .
Selling value decision ‘
critesria /
& Proof Concern

MARKET RES P
/ handling
LOYALTY LOOP D
20 " |
Investigate |

y
Triggering
Event

| e B
Detect & W riomano 7 On-Boarding
Develop o

POST-PURCHASE

Most of

the sales
activities
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The just-in-time commercial approach

Do the RIGHT THING

t the RIGHT TIME

in the RIGHT FORM

with the RIGHT STAKEHOLDERS




