Beneath the
Surface

Taking a Deeper Look at Today’s
Empowered Tech Buying Process
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Introduction
Not so very long ago, when it came to technology
purchases, IT was king. All of the decision-making
power was wrapped up into just one department.
Often, a single person served as the primary decision
maker. If you were able to find, reach and engage
the “IT Guy,” you were golden.
If you’re a tech marketer, you know that this is no
longer the case. The technology decision maker is not
a person or even a department. Instead, it is a crossfunctional committee. It’s a mix of several individuals
representing a range of departments, and they each
possess budgets, purchase authority and influence in
the tech buying process.
As for the trajectory of these tech buying committees —
they’re growing. On LinkedIn alone, the number of
people involved in buying decisions is increasing at a
pace that is 1.25 times faster than general membership.
As of now, there are more than 10 million LinkedIn
members who influence the purchases of IT products
and services.2
The tech market is hot, with nearly 9 out of 10
companies reporting that they are currently in the
market for an IT solution within the next 12 months.3
What are they purchasing?
Top IT products and services the tech buying
committee plans to purchase within 12 months:
•
•
•
•
•
•

Hardware
Enterprise software
Networks and telecommunications
Consulting and outsourcing
Data center hardware and software
Security applications

Seemingly everything about the tech market is
changing rapidly, particularly the target audience.
How are you to keep up?
Get back to basics: Gain a better understanding
of your audience.
LinkedIn recently conducted a global study to do just that.
It sought to understand:
•
•
•
•
•

Who makes up the buying committee?
How are they motivated?
What does the buying process look like?
What content and communication do they want?
When in the process do they want it?

The technology
decision maker
is not a person or
even a department.
Instead, it is a
cross-functional
committee.
1
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About the Global Study
The study surveyed 8,621 professionals across
11 countries, all working within companies of 11
employees or more. It found that 3,828 of the
respondents had purchased, implemented or
managed business technology solutions within
the previous three months.

Interestingly, the study found that more than 900
respondents in every subvertical had engaged in
the buying cycle for not just one, but all of these
four subverticals. Also, more than 600 of the study’s
respondents had participated in every one of the six
stages identified as part of the tech buying process.4

Previous LinkedIn research found that tech buying is
different from any other B2B purchasing processes.
It also discovered the existence of the tech buying
committee that has replaced the single buyer. This
study took that research further to better understand
this committee and how it varies by subvertical.

Bottom line: Tech marketing is getting
more complicated. It’s time to embrace
the complexity or fall behind.

This research tested the hypothesis that a
subvertical’s committee is made up of different
people, has different needs and moves through
the buying process in its own way. LinkedIn surveys
have found this to be a struggle faced by many
tech marketers. So this study looked not just at tech
buying committees in general, but specifically at
the way they work within four high-demand
technology subverticals:
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KEY TAKEAWAY SUMMARY:

The tech buying process is not for the
faint of heart: It’s very long, quite complex
and completely different from what it was
just a few years ago.
If two is company and three’s a crowd, the
tech buying committee must be a flash mob.
The decision maker is no longer an individual
or even a department, but a cross-functional
committee composed of a diverse mix of
departments, backgrounds and interests.
Content at every stage = Contentment among
tech buyers. Personalized, relevant content and
communication created for each member of the
buying committee to consume at every stage of the
tech buying process is critical to a vendor’s success.

Tech buying never sleeps, so neither should tech
marketing. It is imperative to build an “always on”
marketing strategy that is smarter, more effective
and readily available to members of the tech
HARDWARE-DATA
CENTER
SOFTWARE-DATA
CENTER
buying
committee,
anytime
and anyplace
they
HARDWARE-DATA
CENTER
SOFTWARE-DATA CENTE
need it.
No beginning. No end. Embrace the infinite loop.
The tech marketing process never stops;
it’s cyclical, not linear. It runs beyond initial
engagement, continues long after the sale,
and repeats when it comes time for the
customer to renew.

dataSOFTWARE-DATA
centers
SOFTWARE-DATA
CENTER CENTER
Andy Bartels. February 2014. Forrester,
“Understanding Shifting Technology
Acquisition Patterns”
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PART ONE

Today’s Complex Tech Buying Process:
Charting Your Course

LinkedIn’s research revealed that each tech
subvertical has a uniquely configured buying
committee that moves through the buying process
differently. No two subverticals are the same and,
therefore, each must be approached differently.
Tech marketers who wish to be successful in the
ever-changing technology marketplace must get to
know the intricacies of their respective audiences.

That said, there are many commonalities among the
subverticals, as well. The study revealed information
that will help tech marketers optimize their overall
strategies, regardless of what tech product or service
they represent.
Part 1 of this eBook explores the findings of
LinkedIn’s research as it applies to the general tech
buying committee and purchasing process. Later, in
Part 2, each subvertical will be examined in greater
detail, revealing findings and helpful information
specific to each type of technology.
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Chapter One

The Buying Cycle: Can You
See Past the Purchase?
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Chapter One

The Buying Cycle:
Can You See Past
the Purchase?
Understanding the buying cycle is imperative to
successfully engaging new prospects, serving your
customers and establishing long-term loyalty. If you
expect to win their business, you must understand what
your customers and prospects are experiencing and
what actions they are taking — from the moment they
identify a need all the way until it comes time to renew
and the process begins again.
Many marketers focus on initial engagement and vendor
selection, which makes sense because it’s the way the
vast majority of their success (or failure) is measured.
They are charged with generating leads, not nurturing
existing customers. Therefore, they often don’t see
past the purchase. It’s time to shift that perspective.
The results of this study demonstrate the importance of
developing a marketing strategy to reach each member
of the tech buying committee at every stage of the
buying cycle.
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SIX STAGES OF THE
BUYING PROCESS
Although every subvertical has its own pace
and unique characteristics, the stages in the
process are the same. Additionally, there are
some similarities in the basic behaviors, actions
and feelings of buyers that are constant across
all four subverticals.
1. Needs Analysis: Identifying and defining the
internal need for a tech product or service.
2. Defining Specifications/Determining
Funding: Prioritizing specific features
and requirements and defining a budget
for the purchase.
3. Vendor Selection: Identifying a short list of
possible vendors and selecting the best one
for the needs of those represented by the
buying committee.
4. Implementation: Purchasing the technology
and implementing it as planned among
all users.
5. Management: Managing usage of
the technology throughout the
enterprise, including adoption among
users, customization for the application,
maintenance, support, etc.
6. Renewal: Replacing outdated or obsolete
technology, thus initiating the buying process
again. This step actually overlaps with the
“Needs Analysis” stage, so the tech buying
process truly is cyclical, not linear.
Adapted from Forrester5
Andy Bartels. February 2014. Forrester,
“Understanding Shifting Technology
Acquisition Patterns”
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Winning New Business

Only
%

19 –36%

It’s More Difficult Than Ever,
But Opportunities Do Exist

of buying committee
members say they are
considering new vendors
as part of their short lists.

The frightening truth is that piercing through
the competition and winning big deals is more
important than it’s ever been before. Why?
Because depending on the subvertical, only
19% to 36% of buying committee members
say they are considering new vendors as
part of their short lists. This means that the
overwhelming majority of tech purchases
are going to vendors the buyer is already
working with.

Tech companies must not only work to attract new
customers, but also commit to retaining them. At least
as much energy must be dedicated to implementing
a successful post-purchase strategy as is given to the
strategy leading up to the sale.

Technology buying ranges from
extremely to very competitive
(% who shortlisted a “new” vendor)

Competition is even greater when it involves
buyers with large budgets. Companies with
budgets in excess of $2 million are the least
likely to even consider bringing on a new
vendor. Just 17% of them are open to the idea.

Hardware for
end users

The opportunity here? Winning new business
is difficult. Retaining it is not. Tech buyers are
prone to stick with their incumbent vendors.
However, if those vendors fumble and forfeit
the business, it’s virtually impossible to win it
back; the competition is far too great.

Hardware for
data centers

19%

22%

Software for
data centers

Software for
end users

25%

36%

Most competitive

The Journey is Long, But It’s Well Worth the Trip

Most open

It’s clear that there are no shortcuts — at least none
that will lead to successful outcomes. What follows is
a breakdown of the typical length of each stage. It’s
important to note that the stages may overlap, meaning
that there are some members of the buying committee
lagging behind in one stage, while other members have
moved on to the next stage.

The business technology buying process typically
takes place over the course of several months, and
in some cases it may even take years to complete.
Across all four subverticals, the median time required
to complete the cycle is approximately 12 months.

TYPICAL MONTHS PER STAGE (may overlap)
Needs

Specs/
Funding

Vendor
Selection

Implementation Management Renewal

Hardware for end users

1-3

1-3

1-3

4-6

4-6

1-3

Software for end users

4-6

4-6

4-6

7-12

4-6

1-3

Hardware for data centers

4-6

4-6

4-6

4-6

4-6

4-6

Software for data centers

4-6

4-6

4-6

7-12

4-6

4-6
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HOW OFTEN AND TO WHOM TECH BUYERS ARE
REACHING OUT THROUGH THE PROCESS

Tech marketing is all
about relationships

1

First, tech marketers must
think and respond to the
immediate requests of buying
committee members, but never
lose sight of their long-term content
and communication needs.
Marketing to the tech buying
committee is a marathon, not a
sprint. In order to make it to the
critical Vendor Selection stage,
marketers must commit to being
a constant part of the conversation
throughout the process. Guide
buyers through their journey; if your
brand is with them every step of the
way, your odds of making it to the
short list improve significantly.

2

Second, it’s critical that marketers
align with their own Sales and
Support teams. The study revealed
significant need for brands to
deliver content and communication
at every stage of the buying process.
Marketing can’t do this alone. By
teaming up with Sales and Support,
you create a power trio dedicated
to catering to the needs of each
member of the buying committee —
every step of the way.

3

And third, because the stages
often overlap, it’s important to
remember that not all members of
the buying committee are going
through the process at the same
pace. Brands that deliver content
and resources to committee
members at every stage, regardless
of whether or not their colleagues
are ahead of or behind them in
the process, are likely to see more
success than those that overlook this
important reality.

60%

Direct contact with hardware vendors is concentrated
at the Vendor Selection and Management stages
HARDWARE-END USER

50%

SOFTWARE-END USER

40%
30%
20%
10%
0%
HEU

Needs

Any

40%

Specs/Funding Vendor Selection Implementation
47%

76%

Management

Renewal

81%

61%

55%

Software buyers engage directly with
vendors via multiple channels

60%

HARDWARE-END USER

SOFTWARE-END USER

HARDWARE-DATA CENTER

50%
40%
30%
20%
10%
0%
SEU

Needs

Any

56%

60%

Specs/Funding Vendor Selection Implementation
69%

89%

65%

Management

Renewal

85%

76%

Data center hardware buyers show little hesitation about
reaching out to sales at the Vendor Selection stage
HARDWARE-END USER

50%

SOFTWARE-END USER

HARDWARE-DATA CENTER

SOFTWARE-DATA CENTER

40%
30%
20%
10%
0%
HDC

Needs

Any

57%

60%

Specs/Funding Vendor Selection Implementation
69%

84%

61%

Management

Renewal

84%

77%

Data center software buyers engage intensively with
vendors, most often through support channels
HARDWARE-END USER

50%

SOFTWARE-END USER

HARDWARE-DATA CENTER

SOFTWARE-DATA CENTER

40%

KEY
Salesperson reached out
Attended event...by vendor
Spoke/emailed with support
Professional peer...referred me
I submitted my contact information
I reached out to sales

30%
20%
10%
0%
SDC

Needs

Any

67%

Specs/Funding Vendor Selection Implementation
66%

92%

65%

Management

Renewal

76%

82%
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While all these “cooks in the kitchen” can certainly
present a challenge for tech marketers, they also present
an opportunity — while there are more people to align
and convince that your product is the right choice,
there are also more chances to win favor and establish
allies who could help influence their fellow committee
members. For example, you could take existing content
targeting IT and repackage it with a cost savings/total
cost of ownership point of view to make it relevant for
Finance. Maximize your opportunities to use the content
you have, tailoring it to the needs and preferences of
each committee member.

2

un
&F

This means that tech marketers must appeal to not
just one set of needs, but several. For example,
across all four subverticals, the critical Vendor Selection
stage typically involves four members of the buying
committee — or more! Additionally, buyers are often
engaged in more than one stage in the process at
any given time.

5

t

Complication #2: There are a lot of people involved.
And they all have different agendas. The tech buying
committee is made up of a cross-functional team of
individuals. They each represent a different department,
different priorities, different needs and different
preferences for content and communication with you,
the vendor.

1
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Complication #1: The buying process is different within
each subvertical. The behaviors and needs of committee
members within each stage, as well as the pace at which
they go through those stages, depends on the type and
complexity of the technology. This means there is no
one-size-fits-all approach to the tech buying process as
a whole. For tech marketers, this serves as further proof
of the importance of fully understanding the buying
process for the subvertical you represent.
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It’s Complicated, But It’s Possible
LinkedIn’s research uncovered a few facts that are sure
to trigger headaches among the vast majority of today’s
tech marketers. Fortunately, knowledge is power, and
understanding these complications is the first step in
successfully simplifying them.

Needs Analysis
s
ec
Sp

Buyers are consuming an average
of two to four distinct pieces of content
at each stage of the purchase journey.
Data center software buyers spend
many hours on research and use the
most detailed resources, such as white
papers and webinars.

Across all subverticals, the three stages
that include the most stakeholders are:
1. Needs
2. Specs/Funding
3. Implementation
Complication #3: Technology buying touches all
aspects of business. At some point in the tech buying
cycle, virtually everyone in the organization plays
a role in the process. At their broadest, business
technology purchasing decisions now touch 77%
of the organization. So although not everyone may
be part of the buying committee, they are likely to
influence it somehow.
This shows how important it is for marketers to deliver
effective content, communication and resources
for every stage in the cycle and for a range of roles
within the organization. You just never know who
will engage, who will influence, or when important
decisions will take place.

KEY TAKEAWAY SUMMARY:

The tech buying process is not for the faint
of heart: It’s very long, quite complex, and
completely different from what it was just
a few years ago. So, tech marketers must
consider and target all the key players in their
subvertical’s unique buying process. Ensure
the availability of the content, communication
and resources these individuals are seeking
at every stage.
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Chapter Two

Understanding the
Chain of Command
While yesterday’s tech buyer may have been the “IT Guy,” the decision
maker is now a cross-functional team of individuals representing a range
of departments including Marketing, Finance, Sales and Operations.
While committees vary depending on the technology they are seeking,
LinkedIn’s research found certain similarities across all four subverticals
examined in the study.

WHO’S WHO?
GET TO KNOW
THE KEY PLAYERS:

IT

Engineering

While each subvertical’s buying
committee is unique and
members play different roles
depending on the technology
at hand, there are some
commonalities among them.
Not surprisingly, IT is still a
foundational part of every tech
buying committee. However,
Finance, Marketing and Sales
now all play significant roles,
as well. There is an interesting
mix of functions at work in
today’s tech buying committee.
Marketers must adapt to the
expanded committee and
appeal to additional personas.

Operations

Project Management
Business Development
Finance
Purchasing
Sales
Support

Operating Under the (Outside) Influence

Interestingly, outside influencers are also an important part of the tech buying
process. LinkedIn’s research found that 86% of tech buyers look outside the
committee for opinions and insights to help make their purchasing decisions.

86% of tech
buyers are
talking to:

70%

Professional peers
Technology users
Colleagues not directly
involved in the process
Thought leaders
Friends and family
Others

13%

22%

51%
45%

1%
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The value of peer influence continues to rise, which
is not surprising with the increase in usage of social
media, blogs and digital communication. What is
surprising, though, is the inclusion of technology end
users in this list of outside influencers. This includes
usage statistics, user surveys and other user metrics. End
users are gaining relevance in the tech buying process.
Technology purchase decision makers are interested in
their opinions, reviews and feedback. This is a relatively
new phenomenon — especially seeing them in the
second most influential outsider role.

As seen on page 9, these findings demonstrate the
critical role the Support team and related content
play in a company’s pursuit of being included in
the short list — and ultimately being awarded the
business. What’s more, Support also plays a major
role in a customer’s satisfaction after the sale as
the technology is implemented and managed
throughout the enterprise. As a result, Support
becomes an important consideration in the overall
decision of whether or not to renew.

Notice that technology brands are not included in the
list of outside influencers. Interestingly, even friends and
family are among those tapped for their opinions by
buying committee members, but not the actual vendors.

Ask Yourself These Questions:

This study further reiterates the importance of
influencing the influencers. It’s more important now than
it has ever been for technology companies to improve
brand awareness not only among prospective buyers,
but also among those who influence them.
Together, the Sales and Marketing functions at tech
companies need to be aware of this important reality
and factor it into a combined strategy to engage
prospects and earn their trust. If decision makers value
and actively seek the opinions of end users, what are
you doing to make sure those end users are not only
aware of your brand, but also have favorable things to
say about it?

Romancing the Buying Committee

Is your marketing strategy aligned
with the capabilities of Support?
Is the Support team ready to deliver on
promises made by marketing content?
Does Support understand its role
in the buying process?
Is your Support contact information
easy for buyers to find?
Do you have valuable Support content for
all members of the buying committee?
Does your support experience positively
reflect your brand? Your content?
And vice versa?

If you wish to win its love, you’ve got to court the buying
committee properly. This requires understanding their
behaviors and motivators, and how they are persuaded.
What spurred the first interaction?
When study participants were asked in which ways, if
any, they had interacted with a vendor in the previous
three months, a top response across all four subverticals
in every stage was “a professional peer referred me.”
This response was particularly strong in the Vendor
Selection stage. Again, the research points to the
importance of influencing the influencers.
How do they connect with vendors?
When it comes to interacting directly with vendors,
buyers are particularly fond of Customer Support. When
asked what ways, if any, they interacted with a vendor in
the previous three months, respondents indicated that
they spoke to or emailed with Support throughout the
tech buying process. Support is particularly important
to the Vendor Selection and Management stages,
demonstrating again the importance of alignment
between Marketing and Support.
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Every technology market has its
own dynamic with respect to brand
Do brand perceptions predict shortlisting?
Hardware for End Users

Software for End Users

Technology
Users

Technology
Users

1st Degree
Connections

1st Degree
Connections

Brands listed with favorable
perception: Dell, Apple,
Microsoft, HP, Lenovo

Hardware for Data Centers

Technology
Users

1st Degree
Connections

Brands listed with favorable
perception: Cisco, Dell, HP,
IBM, EMC

Brands listed with favorable
perception: Microsoft, Adobe,
Oracle, Salesforce, SAP

Software for Data Centers

Technology
Users

1st Degree
Connections

Brands listed with favorable
perception: Microsoft, VMware,
Symantec, RedHat, EMC

Correlation of “extremely favorable” brand perception
among users to percentage of buyers shortlisting that brand

Influence the influencers — influence the process?
The study found that brand preferences shared by
end users and their connections have influence on
who makes it to the short list. This is true throughout
the buying process, but it’s especially important at the
beginning. Considering the importance of peers as
influencers, as revealed by this study, this particular
bit of information is not surprising. But how does it
translate to actionable information for marketers?
A tech marketer’s strategy here should more closely
resemble fishing with a net, as opposed to wading into
the water with a spear. When you aim at a single target,
you may catch one fish. If, in contrast, your marketing
efforts cast a wide net, you will reach more people and,
as a result, the influencers will have greater awareness
of your brand.
Not only are there a lot of individuals involved in the
buying committee, each member also has a range of
influencers. Marketers must work to deliver relevant,
high-quality content to this incredibly large pool of
influencers. The goal is to establish positive brand
awareness en masse so the ultimate decision makers
and their sea of influencers speak highly of you as they
discuss the purchase.

KEY TAKEAWAY summary:

It’s clear that members of the tech buying committee
are seeking outside opinions throughout the buying
process. When they do, will your brand’s name come
up? What will they say about you? How are Sales and
Marketing working together to positively influence
the influencers?
If two is company and three’s a crowd, the tech
buying committee must be a flash mob. The
decision maker is no longer an individual or even
a department, but a cross-functional committee
composed of a diverse mix of departments,
backgrounds and interests. Think about how
members of these complex committees interact.
Are you targeting each of the key players? How
can your brand aid in their interactions?
Cast a wide net for the greatest chances of success.
14
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Chapter Three

Moving the Fleet into Position
Marketers know that understanding what motivates their
targets is the key to driving relevance. However, in the
tech buying process, marketers must dig deeper and
identify the factors that are most important to prospects
at every stage in the journey. Their needs change as they
advance through the cycle; so, too, must your content.
Additionally, it’s important to remember that the buying
process is about much more than just needs. It’s also
about motivation and emotion. While tech marketers
are, in fact, selling to a business, the decision makers
are people. Quite often, these individuals have a lot
wrapped up in the decision-making process. They are
under pressure to make the right choice. The wrong
move could negatively impact the business — even
their careers.
What Does the Buying
Committee Want at Each Stage?

1

STAGE ONE: NEEDS ANALYSIS

What are they thinking?
Price and cost are important at this stage; however, it’s
important to appeal to buyers far beyond the dollars
and cents. In this stage, the committee is trying to
accurately identify the needs of the business and
its users.
It’s important to help the buying committee define
these needs so they can begin to envision a possible
solution. The purpose of content at this stage should be
to provide help and support for buyers in their efforts to
diagnose the internal needs of the business.
At this stage, the buying committee is most
interested in content pertaining to a product’s:
• Price
• User-friendliness
• Reliability
• Speed
• Alignment with identified needs
It’s important to note that all areas of interest are
almost equally weighted, with a slight emphasis on
price. So to succeed at this stage, create comprehensive
materials that educate your customers and prospects
about the full spectrum of your product and service
offering. Don’t focus too much on one specific area
at this stage. Be broad.

What are they feeling?
At this stage, buyers are open and looking to learn. They
are unbiased information gatherers and they’re relying on
vendors — as well as their communities and networks — to
educate them.
They are also wading through a sea of your competitors,
so don’t forget to be entertaining and engaging, too.
Find a way to break through the cluttered marketplace
with content that both grabs the attention of the buying
committee and helps them feel more prepared to begin
the buying process.
Finally, the buying committee is overwhelmed with
options at this stage. While it can be tempting for
marketers to gate content early in the process in order
to generate leads, gating content too early and too often
can erode trust. In fact, 37% of tech buyers are less likely
to consider a vendor that gates the first piece of content
and 75% are less likely to consider a vendor that gates
all content.6 Focus instead on engaging, entertaining and
establishing credibility. It will pay off in the long run.
TAKE ACTION: It’s in the Needs Analysis stage that
buyers are most open to new vendors, so make the most
of this opportunity to educate, engage, entertain and
build their trust.
LinkedIn. 2014. Nurturing the IT Committee Lead
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STAGE TWO:
DEFINING SPECIFICATIONS
AND DETERMINING FUNDING
2

What are they thinking?
Individuals at this stage remain price-conscious. This is,
after all, where the committee will determine a budget
for the tech purchase. Along with price, performance
is also a top priority at this stage, so build your related
content and messaging around these two areas.
Concurrently, the user elements such as ease of use,
compatibility and alignment with identified needs are
also important. Be sure to point to your product’s key
differentiators in these areas to support your price
and performance claims. If your product is the most
expensive option, driving home these other points is
particularly important.
Of course, the committee is also tuned in to details
about product features and specifications. In particular,
they are interested in gathering and comparing
information about a product’s:
• Performance
• Ease of use
• Security
• Functionality
• Reliability
• Alignment with needs

3

What are they feeling?
While members of the buying committee are evaluating
product specifications and nailing down a budget,
they’re acutely aware that they are here to solve
problems — lots of them, scattered throughout the
organization. They are looking for products with features
that will overcome as many challenges as possible.
TAKE ACTION: Marketers who provide content
that clearly outlines product specifications, and
position it from a problem-solving perspective, will
capture the attention of tech buyers in this stage.
Win them over by helping them look good to other
committee members, and ultimately in front of the
entire organization.

The vendor website is the
most essential source of
content at Stage 2 of the
tech buying process.

STAGE THREE: VENDOR SELECTION

What are they thinking?
For obvious reasons, the Vendor Selection stage is an
important one for marketers. Price is the top priority, but
product reliability and access to quality support become
crucial areas of consideration, as well.
Remember that while price is important, it is irrelevant
if the buying committee does not perceive your brand to
be reliable and able to offer a support model worthy of
the investment.
In addition to price, reliability and support, buyers
have a long list of other product details they’re
comparing and contrasting among vendors.
They are also interested in each option’s:
• Ease of use
• Compatibility
• Integration
• Scalability
• Security

The committee is weighing a lot of options and each
member has a different set of priorities. To stand
out among the competition, personalize content to
highlight the details that will matter most to each
member. Make it easy for them to see why your
product is the best fit for all the needs of
the enterprise.
What are they feeling?
This stage induces anxiety — among the tech marketers
and also across the buying committee. They become
quite risk-averse here and are often afraid of making
the wrong decision. They may begin to favor the idea
of playing it safe.
TAKE ACTION: Nurture the committee and help them
feel safe with your product and your brand. Point to
the reasons that your product is not only the best
choice, but also the safest, most secure choice — both
for the brand and for each member personally.
17
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STAGE FOUR: IMPLEMENTATION

What are they thinking?
The purchase has been made. Now it’s time for
implementation of the selected technology. There
is pressure here both on the buyer and the vendor to
deliver a smooth, successful delivery of the product
to all the end users.
Here, the buying committee is most interested
in the product’s:
• Ease of use
• Needs and requirements
• Price
This stage is all about the user. The success or failure of
the buying process as a whole is in the hands of the end
users throughout the Implementation stage. The buying
committee is most concerned with users’ thoughts and
feelings toward the new technology. Do they like it? Do
they find it easy to use?

Vendors, particularly their
Support teams, should
make the buying committee
members feel supported
and secure in this stage.
They are very exposed and
vulnerable here.

What are they feeling?
These interests make it clear that the committee is
concerned about what the end users think. Will they find
the product easy to use? Does it address all their needs?
Additionally, will leadership feel that the technology was
worth the cost?
Vendors, particularly their Support teams, should make the
buying committee members feel supported and secure in
this stage. They are very exposed and vulnerable here and
need to know that the vendor they chose is there alongside
them, doing whatever it takes to provide guidance and
support — and that the product and service were worth the
investment. Make the members look good by delivering
educational resources and support to both the buying
committee and the end users.
TAKE ACTION: Think about the content you can make
available to educate and inform the end user. Ask yourself
what content you have provided up to this point to
prepare both the buying committee and the users for
successful implementation. A successful Implementation
stage increases the likelihood of easy Management and
then Renewal.
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STAGE FIVE: MANAGEMENT

What are they thinking?
Not surprisingly, ease of use is of utmost importance
here. The easier the product is to use, the smoother its
management will be. Product pricing is still important
here, since the buying committee continues to evaluate
whether or not the purchase was worth the cost.
Other interests at this stage center around how
the technology is working. Is it meeting expectations?
How is Support responding? They are most
concerned about:
• Reliability
• Support
• Functionality
• Management
• Compatibility
As your technology is implemented and managed,
customers become very critical of the process. If
implementation was difficult, the product has been
unreliable, or the support model falls short of their
expectations, price becomes a big concern. The buying
committee begins to wonder whether or not they are
getting what they paid for. At this point, your brand’s
success in the Management stage and ultimately at
Renewal could be jeopardized.
What are they feeling?
The buying process thus far has been long and
stressful. The members of the buying committee put a
lot on the line and they chose your product. Now, they
are looking to you, the vendor, to help make their jobs
easier and continue to make them look good in front
of their peers.

Ask Yourself These Questions:
Are the team members who are
responsible for service and support after
the sale equipped with the right content
to ensure smooth management?
What post-sale marketing efforts do you
have in place to ensure the smoothest
implementation possible?
Are your Sales, Marketing and Support
teams aligned throughout the process,
but especially in the Implementation and
Management stages, in order to deliver
customers happily and successfully to
the Renewal stage?

VENDOR

BUYERS

TAKE ACTION: Deliver the information,
communication and support the buying committee
and end users need for smooth, successful
implementation. Ensure your Support team is ready,
willing and able to provide the service customers
need to successfully manage the technology. When
the customer feels fully supported in these stages,
you will win their long-term loyalty.
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STAGE SIX: RENEWAL

What are they thinking?
Price becomes incredibly important again in this
stage, as buyers decide whether or not to renew with a
purchase from the existing vendor or to look elsewhere
for a new solution. The buying committee evaluates
whether or not the technology was worth the initial
investment and how the customer service experience
has been with the vendor.
Also important at this stage are reviews of the product’s:
• Reliability
• Functionality
• Support
• Ease of use
What are they feeling?
At this point, the buying committee is doing a lot of
evaluation. They are looking to understand whether
or not the purchase was worth the cost, if it lived up to
initial expectations, and if the organization got what
it needed — both from the technology and from the
vendor.
Unfortunately, many marketers focus all their efforts
on the Vendor Selection stage and neglect the rest
of the process. If this happens, it may be too late to
win the customer’s loyalty in the Renewal stage. Even
if the product performed well, if the incumbent brand
has failed to deliver on content, communication and
support, the customer may already be concurrently in
the Needs Analysis stage and evaluating other options.
TAKE ACTION: Remember that tech buyers have an
overwhelming tendency to stay loyal to their existing
suppliers. If that’s your brand, great! Make it a priority
to hold onto their business. If you lose it, you’re not
likely to get it back.

KEY TAKEAWAY SUMMARY AT EACH
STAGE OF THE BUYING PROCESS:
1 Marketers (as well as their partners in

Support and Sales) who appeal not only
to the technical needs of the business, but also
to the feelings, fears and frustrations of the
individual buyers, will see significant returns.

2 Price and performance are the

top priorities here. Your product
specifications and features become critical
to the committee. Build your related content
around these areas and position it from a
problem-solving perspective.

3 Because they tend toward risk aversion

in this stage, help the buying committee
feel safe with your product and your brand.
Differentiate your content by highlighting the
details that matter most to each member so
they can see why your product is the best fit for
their organization.

4 After the purchase, it becomes all about

the end users. Serve up content that
educates and informs them. And make the
committee feel secure about choosing you by
demonstrating your product’s ease of use and
its high levels of service and support.

5 Reliability, functionality and support are

top of mind for the committee as they
assess whether your product was worth their
investment. Ensure that you can deliver the
information, communication and service
users need to successfully use and manage
the technology.

6 Content at every stage = Contentment

Unfortunately, many
marketers focus all their
efforts on the Vendor
Selection stage and neglect
the rest of the process. If this
happens, it may be too late to
win the customer’s loyalty in
the Renewal stage.

among tech buyers. Personalized,
relevant content and communication
developed for each member of the buying
committee is critical to a vendor’s success. It’s
imperative to deliver relevant information and
dedicated support to buyers at every stage
throughout the journey.
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Chapter Four

The Committee
that Never Sleeps
Every technology subvertical has its own rhythm of buyer
communication. But one thing is constant: Buyers are reaching
out. Members of the tech buying committee are always looking for
information, initiating communication and seeking guidance. They never
sleep — or at least they never take a break from consuming content.

Where Are They Seeking Content?

Across all four subverticals, the top destination among tech buyers
in their search for content is the vendor’s website. While some have
argued otherwise, LinkedIn’s research shows that your website does
matter, a lot — especially in the technology industry. It’s so much more
than a brochure for your brand; to the buying committee, it’s a direct
representation of your expertise, credibility and ability to deliver the
content they will need throughout the process. If your website doesn’t
make the grade, your business isn’t likely to make the short list.

Across all four
subverticals, the
top destination
among tech buyers
in their search
for content is the
vendor’s website.

Other popular sources for content among all four subverticals include
blogs, forums, discussion boards, technology media and social media.
Again, the research demonstrates the importance of establishing a
positive reputation among the peers of buying committee members
as well as credibility within the industry.

WHERE IS THE BUYING COMMITTEE GOING FOR CONTENT?

HARDWARE-END USER

HARDWARE-END USER

SOFTWARE-END USER

HARDWARE-DATA CENTER

SOFTWARE-DATA CENTER

USER
SOFTWARE-END USER
HARDWARE-DATA CENTER
SOFTWARE-DATA CENTER
HARDWARE-END
USERUSER HARDWARE-END
SOFTWARE-END
USER
HARDWARE-DATA
CENTER
SOFTWARE-DATA CENTER
SOFTWARE-END
HARDWARE-DATA
CENTER
SOFTWARE-DATA
CENTER

Vendor website

Vendor website

Vendor website

Vendor website

Technology
media

Blogs, forums,
boards

Technology
media

Blogs, forums,
boards

Blogs, forums,
boards

Social media

Blogs, forums,
boards

Technology
media

Social media

Technology
media

Social media

Social media
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More than Words, Content is the
Substance of Your Brand Experience

Members of the buying committee engage at different times with a
variety of channels, outlets and resources throughout the tech buying
cycle. Yes, they consume your typical marketing content — but they
are also looking for so much more. They’re interested in subject
matter expertise, educational tools, ways to calculate the total cost of
ownership for your product, reviews and opinions from actual users —
even details about your company’s business model.

ENGAGING DIFFERENT FUNCTIONS
REQUIRES UNDERSTANDING THEIR PRIORITIES
How Important Are the Following Factors in Your Willingness
to Engage with Vendors’ Sales Professionals and Employees?

1. Cost/license models
2. Contract/renewals
3. Maintenance

Operations

Proj. Mgmt.

Finance

Accounting

Subject Matter
Expert

Subject Matter
Expert

Subject Matter
Expert

Business Model

Consultation/
Education/Tools

Consultation/
Education/Tools

Costs/Business
Impact

Consultation/
Education/Tools

Business Model

Business Model

Consultation/
Education/Tools

Subject Matter
Expert

Costs/Business
Impact

Costs/Business
Impact

Business Model

Costs/Business
Impact

IT

Engineering

Bus. Dev.

Subject Matter
Expert

Subject Matter
Expert

Subject Matter
Expert

Consultation/
Education/Tools

Consultation/
Education/Tools

Products/Services

Business Model

User Adoption

Consultation/
Education/Tools

Know/Trust

Know/Trust

User Adoption

“I researched why we were
getting inaccurate reporting
of memory module faults on
blade servers...”

“What are the new things users
want in the hardware that we
are going to deliver them?”

Purchasing

Sales

Support

Consultation/
Education/Tools

Consultation/
Education/Tools

Subject Matter
Expert

Products/Services

Subject Matter
Expert

Consultation/
Education/Tools

Subject Matter
Expert

Business Model

Products/Services

Business Model

Products/Services

Business Model

Bases: N=32-598, recent technology buyers (last 3 months) in key functions

Bottom line: While technology is at the center of your business,
content is at the center of your marketing. Without content in
any of its forms, a vendor cannot successfully:
•
•
•
•

Build relationships
Drive relevance
Generate leads
Nurture leads

•
•
•
•

Build brand awareness
Drive engagement
Establish a presence in the media
Close deals
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The study found that tech buyers tend
to reach out directly to departments
at vendor organizations. They also use
various channels to communicate. In
particular, when asked in which ways, if
any, they had interacted with a vendor
in the previous three months, here’s
what tech buyers said (in order of
most to least common response).

1
A salesperson reached
out to me

2
I reached out to a salesperson

3
A professional peer/friend/colleague referred me
to someone at the vendor company

4
I spoke/emailed with a support
person at the vendor company

5
I submitted my contact information
via the vendor’s website

6
I attended an event hosted or
sponsored by a vendor

KEY TAKEAWAY SUMMARY:

Your website matters more than you may think. Be sure it’s
well stocked with easy-to-find information for every member
of the buying committee throughout the entire buying process.
Tech buying never sleeps, so neither should tech marketing.
It is imperative to build a marketing strategy that is smarter,
more effective and more readily available to the members of
the tech buying committee — anytime and anyplace. Brands
must be always on, always available and always ready to serve
any one of these buyers in any department at any stage in the
buying process. It goes well beyond just your typical marketing
content, so make sure all these experiences are united.
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Chapter Five

Circumnavigation
is Required

Tech decision makers consume an average of
two to four distinct pieces of content at every
stage throughout the buying process

For decades, most marketers have set their sights on
the sale. Tech marketers dedicate their strategies to
winning in the Vendor Selection stage. However, while
this approach may lead to closed sales, it also results
in missed opportunities.
Focusing exclusively on Vendor Selection excludes
the majority of the committee members and
important influencers. Several sources of research,
including research by LinkedIn,7 have shown that tech
decision makers consume an average of five pieces
of content before they reach out to Sales. This study
goes further, revealing that they consume an average
of two to four distinct pieces of content at every stage
throughout the buying process — not just before
reaching out to Sales.

Engaging Before the Sale

Tech marketers should realize the importance of
delivering content to the buying committee in the first
two stages of the buying process: Needs Analysis and
Defining Specifications/Determining Funding. When
marketers neglect those stages, they may never even
make it to the short list.

Staying Committed After the Sale

What’s more, this focus on Vendor Selection ignores the
entire second half of the tech buying process. Even when
a vendor wins a sale, in order to maintain loyalty in the
Renewal stage, it must nurture and support the buying
committee and the end users all the way through the
Implementation and Management stages.

EVENTS AND ROI TOOLS/CALCULATORS ARE
ESSENTIAL TOOLS FOR HARDWARE BUYERS
Average Number of Resources Used Last 3 Months
2

3

3

Needs

Specs/Funding

Vendor
Selection

Implementation

Management

Renewal

Vendor website
45%

Vendor website
49%

Vendor website
60%

Vendor website
53%

Vendor website
59%

Vendor website
50%

Technology media
27%

Technology media
32%

Technology media
44%

Blogs, forums, boards
27%

White paper
32%

Technology media
27%

Blogs, forums, boards
27%

Blogs, forums, boards
31%

Blogs, forums, boards
34%

Technology media
22%

Technology media
31%

Blogs, forums, boards
23%

Social media
21%

White paper
24%

White paper
30%

Social media
21%

Blogs, forums, boards
22%

Social media
23%

Event, conference
15%

Social media
23%

Social media
25%

White paper
19%

Event, conference
21%

White paper
15%

2

3

2

KEY TAKEAWAY SUMMARY:

No beginning. No end. Embrace the infinite loop. The tech marketing process never stops;
it’s cyclical, not linear. It runs beyond initial engagement, continues long after the sale and
repeats when it comes time for the customer to renew. There are weeks’ and months’ worth
of conversations taking place in the steps leading up to and following Vendor Selection.
Don’t ignore these valuable marketing opportunities.

LinkedIn. 2014. Nurturing the IT Committee Lead

7
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PART TWO

Managing Your Crew:
How to Avoid the Iceberg
LinkedIn’s research clearly shows
that the buying committees and their
behavior throughout the buying cycle
vary significantly in accordance with
the type and complexity of the
technology they are purchasing.

Part 1 of this eBook provided an overview of the
buying process as it applies to the vast majority
of tech buying. It presented the complexities of
the cross-functional buying committee and the
tech buying process.
Part 2 now independently examines each of
the four subverticals included in this study. The
information presented here will help you embrace
the complexity by better understanding how
to respond to it. Each of the following chapters
provides a snapshot of one subvertical’s buying
committee, as well as actionable information to
help you build a successful marketing strategy
that will win them over.

1

Chapter One

Hardware for End Users

ANCHORS
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defining
specifications/
determining
funding

needs

vendor
selection

implementation

management

renewal

HARDWARE FOR END USERS BUYING CYCLE

months

2

4

6

11

16

18

Chapter One

Summary

SOFTWARE-END USER
SOFTWARE-DATA CENTER
Compared to the other
three subverticals, HARDWARE-DATA CENTER
Members of the buying committees charged with
purchasing hardware for end users consume two to
hardware buying for end users happens rather
four pieces of content at every stage of the journey.
quickly. On average, it takes the buying committee
Their focus tends to shift throughout the process from
just one to two months to complete the first three
product news to company and industry trends.
stages and make its purchase. The entire cycle,
however, takes about 18 months to complete.

HARDWARE-END USER

HEU

Extremely
Competitive

15
in

companies
consider new
vendors

When companies do evaluate new providers, brands
with reliable hardware and quality support for end users
are typically high on their priority lists.
The buying process is front end-heavy, with the most
committee members participating early on, during
the Needs stage. Direct interaction with vendors
happens most frequently at the Vendor Selection and
Management stages, as committee members reach
out to Support and Sales for information to optimize
usage of the hardware throughout the enterprise.
After pricing information and product-related content,
members of the buying committee are most interested
in the reputation of the brands they consider adding
to their short lists and place significant value on their
peers’ opinions about product options and servicerelated experiences.

Your website is the committee’s
#1 go-to resource for content
all the way through the buying
go-to
resource process. Members also refer to
technology media; blogs, forums
and boards; and social media
in every stage. On channels like these, breaking product
news or new product launches are most likely to capture
their attention.

your website

#1

White papers, events and conferences, and tools to
calculate ROI are also quite popular with these committee
members. But keep in mind that they appear to be more
concerned about facts, features and product information
than case studies and success stories.
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Who is
the Buying
Committee?

3

most involved functional titles of
this committee are IT, Engineering
and Operations

Others who play key roles: Project
Management, Finance, Purchasing,
Sales and Business Development

IT, ENGINEERING AND OPERATIONS LEAD ACROSS STAGES WHILE FINANCE,
PURCHASING, AND PROJECT MANAGEMENT HAVE IMPORTANT CAMEOS
50%
50%

% citing
each function

0%
0%

Needs
Needs

Specs/Funding

Vendor
Implementation Management
Selection
Specs/Funding
Vendor
Implementation Management
Selection

IT

As expected, IT is the most heavily involved role throughout
the entire buying process. After all, not long ago the “IT Guy” was the single
decision maker. IT is most likely to engage with you as a prospective vendor if you
demonstrate subject matter expertise. Your Sales and Support teams can earn
their trust by showing that they really understand both your brand’s technology and
hardware, as well as their specific business model. IT is an analytical bunch and they
like to dig into technical information, so they also appreciate when a vendor provides
educational content and hands-on tools they can use.

!

While it’s imperative to appeal to IT in every stage of the buying process, it’s also
important to proactively involve the other members of the buying committee.

Renewal

IT
Engineering
IT
Operations
Engineering
Proj. Mgmt.
Operations
Finance
Proj. Mgmt.
Purchasing
Finance
Sales
Purchasing
Bus. Dev.
Sales
Bus. Dev.

Renewal

Top IT Titles

CIO
IT Manager
System Analyst
Data Analyst
Network Engineer
Technical Manager
Data Engineer
Database Administrator
Senior Technology
Specialist
Senior Programmer

4
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ENGINEERING

Engineers involved in the hardware buying committee want to get their hands

on tools and educational information that will help them fully
understand the technical details of your products. Because these

individuals are typically very well educated and have advanced technical knowledge,
they want to know that the vendor they choose to work with does, too.

!

Show Engineering that they can trust you, that you understand the challenges
they might face with user adoption, and that your team will be there to 		
support them throughout the process.

Top Project Management Titles
Project Manager
Program Manager
Project Lead
Sr. Project Manager
IT Project Manager

Program Management Office
Tools
Sr. Project Director
Technology Management

PROJECT MANAGEMENT

The Project Management team will likely be

responsible for managing the process —

including implementation. So while they’re looking
for educational resources and a vendor that is a
respected industry expert, they also need to know

that your organization understands
their business model. Do your homework on

the industry and the organization and be sure your
content is personalized accordingly.

!

Also, your Sales and Support teams should
be armed with this information to tailor their
communication appropriately.

Top Engineering Titles
Software Engineer
Sr. Software Engineer
Engineer
Software Developer
Engineering Manager
System Engineer
Principal Engineer
Solutions Architect
Instrumentation

OPERATIONS
subject matter expertise grabs the attention
of Operations. Perhaps that’s because they want
to be confident that the vendor they

choose is respected as an industry expert.
Prove your proficiency through valuable
consultations, educational content and helpful
tools. Operations is also searching for a vendor
that truly understands their business model, the
way the company works and the way this purchase
will impact the organization.

!

Be prepared to talk openly about all of this, as
well as pricing, if you want to win them over.

Top Operations Titles
Dir. Operations
Operations Manager
Production Manager
Department Manager
Courier
Dir. Logistics

Integration Consultant
First Line Manager
Process Officer
Logistics Ops

5
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FINANCE

Naturally, Finance is all about the cost and business impact of the
hardware so be prepared to speak openly and specifically about these areas.
Make it easy for Finance to see how long it will take for their investment in your
technology to pay off. Help them understand the value of the initial investment as
it relates to the long-term reward.

!

Be up front about the costs of implementation, not only financially, but
also in disruption of productivity or operational downtime. This is where
models, tools and calculators that prove ROI have the greatest impact.

Top Purchasing Titles
Senior Buyer
Purchasing Manager
Sourcing Analyst
Project Buyer

Sourcing Lead
Vice President Purchasing
Senior Network Planner
Director Supply Management

PURCHASING
prove to purchasing that your
products and services are the best
fit for the specific needs of the
organization. Show them that you understand

their business model, as well as their products
and services, and that these things are important
to you. These individuals are ultimately responsible
for the purchase so they want to know they are
making the right decision.

!

Demonstrate your team’s subject
matter expertise in the educational
content and tools you provide them.

Top Business Development Titles

Business Development
Manager
Planning Coordinator
Strategic Business Analyst
Strategist
Vice President Strategy
Director Business
Development

Top Finance Titles

Finance Director
Finance Manager
Financial Controller
Financial Analyst
Dir. Finance Administration
Financial Representative
CFO
Financial Administrative
Assistant

SALES

Sales wants to be educated about your

hardware and technology and learn
how it will help their company generate
more revenue, so give them your best pitch.

Demonstrate the effectiveness of your products
and your industry expertise through consultative
and informative content.

!

Earn their respect by showing that you
understand their company’s business model,
its products and services, and how your
hardware will meet the needs of their
company’s end users and contribute to
increased productivity throughout the
organization.

Top Sales Titles
Sales Director
Sales Manager
VP of Sales
Director of Sales

Senior Director of Sales
Senior Sales Manager
Head of Sales

BUSINESS DEVELOPMENT
growth is the top priority for Business Development, so show

them how your hardware will contribute to their bottom line.

!

Help them feel comfortable with your brand by demonstrating
your company’s quality and expertise and how your product will
be adopted by their end users.

6
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What Are They Purchasing?
HOW TO WIN OVER THE BUYING COMMITTEE
ESTABLISHING YOUR BRAND AS AN
INDUSTRY THOUGHT LEADER IS KEY

YOUR SUPPORT TEAM WILL PLAY A
KEY ROLE IN THE BUYING PROCESS

Be sure members of the buying committee can
access your subject matter expertise not only on your
website, but in reputable technology media, blogs
and forums, and social media, and by leveraging
speaking opportunities at conferences and events.

Be sure they are prepared to not only be a part of the
process post-purchase, but also leading up to the sale.
Equip them with educational content to pass along to
the buying committee, as well as answers to frequently
asked questions.

COST IS A TOP PRIORITY THROUGHOUT
THE BUYING PROCESS

 HE BUYING COMMITTEE WILL REACH OUT TO
T
SALES DIRECTLY THROUGHOUT THE PROCESS

So be clear and up front not only about the purchase
price, but also about the total cost of ownership. Use
your content to help the buying committee see your
product as a smart balance of strong performance
and supported implementation that come together
to easily justify the price.

Be sure sales reps have the content, communication
and resources necessary to respond quickly and
effectively to their needs.

INFLUENCE THE INFLUENCERS

SUCCESS LEADING UP TO THE
RENEWAL STAGE IS CRITICAL

The committee will seek peer opinions and user
reviews throughout the process. How can you help
connect them with credible and positive information
about your brand from their trusted peers?

If Implementation was excessively challenging
or product management is difficult or unreliable,
your chances of succeeding in the Renewal stage
could be bleak.

TOP PRODUCTS
% of buyers who recently purchased/are considering

74%

64%

63%

50%

49%

34%

Laptops,
notebooks

Printers,
copiers

Mobile devices,
phones, tablets

Accessories,
cabling

Monitors,
displays

Conferencing,
telephony
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What Does the Buying Process Look Like?
needs stage — 2 months

Who is involved?

MOST
INVOLVED

76

% of the overall

buying committee

IT, Engineering and Operations

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

Vendor interaction

40

%

of committee

Where they go for content
Members tend to consume two pieces of content at this
stage, finding it most often on vendor websites. They also
seek information via technology media; blogs, forums and
discussion boards; social media; and events or conferences.

2
The “quietest”
direct vendor
interaction

Average Number of Resources
Used During this Stage

Vendor websites

Blogs, forums,
boards
Social media
Event, conference

The best content for this stage
The buying committee here is interested in a range
of information and is looking to become educated
about available options within the product offerings.
Members are interested in pricing information as
well as product-centric content about compatibility,
needs and requirements, speed, and ease of use.

Topics Researched Last 3 Months
Price/cost
Compatibility
Needs/
requirements
Speed
User-friendly/
ease of use

14%
14%

12%

11%
11%

27%

Technology media

45%

27%

21%

15%

HOW TO WIN AT THIS STAGE

• E
 stablish your brand as an industry thought leader.
Be sure members of the buying committee access
your subject matter expertise not only on your
website, but in reputable technology media, blogs
and forums, social media, and industry events.
• Members aren’t interacting directly with vendors
very much at this stage, but there is still a lot of
activity taking place. Be sure you have content
easily accessible that will appeal to every member
of the buying committee.
• This is a great stage to reach key members of the
buying committee at events, so leverage speaking
opportunities and trade show appearances to
engage them while also positioning your brand
as a respected subject matter expert.
• All areas of interest are almost equally weighted
at this stage, so create comprehensive, inclusive
content that truly aims to educate customers and
prospects. Be broad.
• Remember that it’s not about you — yet. Keep the
focus on education, not on brand promotion.
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defining specifications/determining
funding stage — 2 months
Who is involved?

MUCH
LESS
INVOLVED

46

% of the overall

buying committee

IT, Engineering and Finance

Where they go for content
Members of the buying committee tend to consume three
pieces of content at this stage. They most often visit the
vendor website in search of this content, but also turn to
several other channels for information.

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

Vendor interaction

3

47

%

Average Number of Resources
Used During this Stage

Vendor websites

of committee

Blogs, forums,
boards
White paper
Social media
Case study

The best content for this stage
When defining the specifications of the hardware the
company needs and determining the budget for the
purchase, it’s no surprise that pricing is a top priority
for the buying committee. Members are also interested
in content about the hardware’s performance, needs
and requirements, and ease of use.

Topics Researched Last 3 Months
Price/cost
Performance
Needs/
requirements
User-friendly/
ease of use

32%

Technology media

23%

15%

13%

13%

Event, conference

49%

31%

24%

23%

21%

16%

HOW TO WIN AT THIS STAGE

• U
 se your content to help the buying committee
begin to see your hardware as a smart balance of
strong performance and smooth user adoption
that come together to easily justify the price.
• Work to build credibility about your hardware’s
performance and ease of use on content sources in
addition to your website. Articles in tech media, blog
posts and social media are great places to distribute
such content and spur discussions on these topics.
• Support your pricing with details about user elements
such as ease of use, compatibility and needs.
• Prepare to be clear and up front about costs.
Discuss with them not only the purchase price, but
also the total cost of ownership. Help the committee
see some of the costs that will be involved in the
purchase regardless of whether they choose you
or another vendor. This is a great opportunity to
provide education and support.
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vendor selection stage — 2 months
Who is involved?

FAR LESS
INVOLVED

the overall
committee
26% ofbuying

IT, Engineering, Operations, Purchasing
and Project Management

Vendor interaction

76

%

of committee

Where they go for content
At this stage, the committee is using vendor websites
more than any other resource. They also turn to a long list
of other resources including technology media, blogs,
white papers, social media, events, webinars and reports.

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

3

Average Number of Resources
Used During this Stage

Vendor websites

Most intense
communication
stage

The best content for this stage
They are, again, most interested in price at the Vendor
Selection stage, but buyers are also interested in interacting
with Support and in learning what their professional peers
think. They seek out content related to product reliability,
ease of use, compatibility and support.

Topics Researched Last 3 Months
Price/cost

User-friendly/
ease of use
Compatibility
Support/service

30%

White paper

Event, conference

17%

16%
16%

16%

30%

Webinars
Analyst reports
ROI tools,
calculators
Major media

60%

34%

Blogs, forums,
boards

Social media

Reliability

44%

Technology media

25%
25%

21%

19%

18%

16%

HOW TO WIN AT THIS STAGE

• B
 e sure Support is well prepared for this stage,
as they will be fielding several phone calls and
emails from prospective customers. Equip them with
educational content to pass along to the buying
committee, tools to help demonstrate ease of
use, compatibility and reliability, and answers
to frequently asked questions.
• Price is important, but it’s irrelevant if you can’t
demonstrate your hardware’s reliability and
unmatched support. At this stage, use content and
direct communication to prove that your product
and your service are worth the investment.
• Deliver clear (and, if possible, competitive)
pricing and be prepared to discuss it directly
with the committee.
• In preparation for this stage, work hard to influence
the influencers, as the committee will be seeking peer
opinions and user reviews here. How can you help
connect them with credible and positive information
about your brand from their trusted peers?
10
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implementation stage — 5 months
Who is involved?

MUCH
LESS
INVOLVED

the overall
committee
41% ofbuying
IT, Engineering, Operations
and Project Management

Vendor interaction

55

%

of committee

Where they go for content
Vendor websites remain most important at this stage.
Buyers also continue to visit blogs, technology media,
social media and white papers for information.

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

2

Average Number of Resources
Used During this Stage

Vendor websites

For service
and support

Blogs, forums,
boards
Technology media
Social media
White paper

27%

53%

22%

21%

19%

The best content for this stage
Committee members are most concerned about
the end users at this stage, focused most on content
about ease of use, needs and requirements, speed, and
pricing. At this point in the process, price is of interest
because it is under scrutiny. During this stage, buying
committee members begin to evaluate whether
or not the hardware was worth the investment.

Topics Researched Last 3 Months
User-friendly/
ease of use
Needs/
requirements
Price/cost
Speed

18%

15%

14%
14%

HOW TO WIN AT THIS STAGE

• C
 ommittee members are most concerned about
the end users at this stage, so make Implementation
as simple and smooth as possible for end users.
Ensure that your Support team is well equipped
and ready to help customers implement your
hardware flawlessly.
• Focus your content here on ease of use, needs and
requirements, speed and pricing, and how it can all
be achieved with a smooth implementation process.
• At this point in the process, price is of interest
because it is under scrutiny. Buying committee
members begin to evaluate whether or not the
hardware was worth the investment, so help them
see why your hardware and — perhaps more
important at this point — your service easily justify
the investment.
• Make the buying committee look good now and
they will help you look good at the Renewal stage.
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management stage — 5 months
Who is involved?

LEAST
INVOLVED

the overall
committee
22% ofbuying

IT, Engineering, Operations, Project
Management and Business Development

Vendor interaction

Where they go for content
Vendor websites are still a strong favorite at this stage,
followed by white papers, tech media, blogs and
forums, events, ROI tools and calculators, case studies,
webinars and analyst reports.

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

3

61

%

Average Number of Resources
Used During this Stage

Vendor websites

32%

White paper

of committee

31%

Technology media
Blogs, forums,
boards
Event, conference
ROI tools,
calculators

The best content for this stage
They continue to be interested in price as they
analyze whether or not the hardware and the support
the end users are receiving have been worth the
expense. Additionally, committee members are
interested in content pertaining to support and
service, the hardware’s ease of use and reliability.

Case studies
Social media
Webinars
Analyst reports

59%

22%

21%

20%

19%

15%
15%
15%

Topics Researched Last 3 Months
19%

Price/cost
Support/service
User-friendly/
ease of use
Reliability

13%

12%

10%

HOW TO WIN AT THIS STAGE

• S
 upport is huge here, so be sure your Support
team is still serving the customer and doing
whatever it takes to exceed their expectations.
• The buying committee has a tendency to reach
out to Sales directly throughout the process, but this
direct contact is particularly common at this stage.
Be sure sales reps have the content, communication
and resources necessary to get buyers what they
need here, otherwise you could miss out on Renewal.
• Price continues to be of interest as committee
members analyze whether or not your hardware
and support have been worth the expense.
Additionally, committee members are interested
in content pertaining to service, the hardware’s
ease of use and reliability.

12

Hardware for End Users

Part 2: Chapter 1 		

renewal stage — 2 months
Who is involved?

MUCH
LESS
INVOLVED

Where they go for content
The buying committee narrows its resources at the
Renewal stage, still focusing on vendor websites but also
turning to tech media, blogs and forums, social media and
white papers for information.

the overall
committee
40% ofbuying
IT, Operations,
Engineering and Sales

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

Vendor interaction

3

61

%

Average Number of Resources
Used During this Stage

Vendor websites

27%

Technology media
Blogs, forums,
boards

of committee

Social media
White paper

50%

23%
23%

15%

The best content for this stage
Interest in price doubles as the committee moves from
the Management stage into Renewal. Members also
thoroughly evaluate the hardware’s reliability, ease of
use and performance.

Topics Researched Last 3 Months
Price/cost
Reliability
User-friendly/
ease of use
Performance

17%

12%
12%

40%

HOW TO WIN AT THIS STAGE

• S
 uccess leading up to the Renewal stage is critical.
If Implementation was excessively challenging, the
product has been unreliable or your support has
fallen short, your chances of succeeding in the
Renewal stage could be bleak.
• Interaction is high at this stage, so take advantage
of opportunities to remind the buying committee
of successes throughout the buying cycle.
• Use ROI calculators to help them see the returns
they have already realized and will continue to
experience upon Renewal.
• Use content such as white papers, case studies,
articles placed in tech media and analyst reports
to highlight your hardware’s reliability, performance
and ease of use.
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defining
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determining
funding

needs

vendor
selection

implementation

management

renewal
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Summary

Although the Software for End Users subvertical is
competitive, this buying committee is more open
to new vendors than any of the other subverticals.
More than a third (36%) of companies surveyed
reported that they had added new vendors to the
short list within the previous three months.

SOFTWARE-END USER

SEU

Extremely
Competitive

HARDWARE-DATA CENTER

36

SOFTWARE-DATA CENTER

% add new vendors
of companies

to the short list

Unlike the other subverticals, software buying for end
users reaches half of the enterprise, and involves less
technical roles such as Marketing and Sales. Committee
members place a lot of value on the opinions of theirs
peers, as well as other users, with the study showing
that brands favored among these outside influencers
align closely with those shortlisted by the companies
surveyed.
Implementation of software often takes almost a year,
making it by far the longest stage in the process and one
of the longest stages among all four subverticals. This
often leads to vendors abandoning their buyers before
the stage is complete. However, Implementation also
involves more than 60% of the committee, making it a
critical stage in the process. Companies that realize the
importance of committing to the buyers throughout the
Implementation process are more likely to succeed at
the Renewal stage.

The Vendor Selection stage is among the most intense
across all four subverticals, with members of the
buying committee interacting directly with vendors’
sales and support teams, engaging at events and
submitting online forms to get connected.
Members of the buying committee consume a lot of
content — typically three to four pieces at every stage.
Their favorite source for content is vendor websites,
but they also frequent webinars, blogs, forums and
discussion boards, case studies, social media, tech
media, white papers and analyst reports. Additionally,
events and conferences are more popular among this
group than any of the other subverticals. Bottom line:
They love content and consume more of it than any
other subvertical in a wide range of formats, so serve
it up!

your website

favorite
source

Their favorite source for content
is vendor websites, but they also
frequent webinars, blogs, forums
and discussion boards, case
studies, social media, tech media,
white papers and analyst reports.
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Who is
the Buying
Committee?

3

most involved functional titles of
this committee are IT, Engineering,
and Operations

Others that play key roles: Project
Management, Finance, Marketing, Sales,
Business Development and Support

THE BUYING COMMITTEE CHARGED WITH PURCHASING SOFTWARE FOR END
USERS IS MADE UP OF IT, OPERATIONS, ENGINEERING, MARKETING, FINANCE,
PROJECT MANAGEMENT, SALES, BUSINESS DEVELOPMENT AND SUPPORT.
50%
50%

% citing
each function

0%
0%

Needs
Needs

Specs/Funding

Vendor
Implementation Management
Selection
Specs/Funding
Vendor
Implementation Management
Selection

IT
As expected, IT remains the #1 key member of the buying
committee when it comes to purchasing software for end users.

IT leads the process every step of the way. Earn their respect by proving your
industry expertise. Build trust by doing your homework to better understand
their business model. Provide them with content and tools that will appeal to
their desire to learn about the advanced, technical details of your products
and services.

!

While IT used to be the single most important decision maker in the
process of purchasing software for end users, this is no longer the case.
Don’t neglect the other important members of this committee.

Renewal

IT
Engineering
IT
Operations
Engineering
Proj. Mgmt.
Operations
Finance
Proj. Mgmt.
Marketing
Finance
Sales
Marketing
Bus. Dev.
Sales
Support
Bus. Dev.
Support

Renewal

Top IT Titles

System Administrator
IT Manager
System Analyst
CIO
Web Developer
IT Business Analyst
Head IT
Business Intelligence
Manager
Network Engineer
SAP Project Manager
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Top Engineering Titles

ENGINEERING

Interestingly, Engineering doesn’t play as much of a leadership role in this
subvertical as it does in others. They are most involved in the Needs stage
and Management stage, and play more of a support role in the other parts of
the process. Win them over with content and communication that will help them
respect you as an industry leader.

!

Deliver technical data and tools they can use to help them trust you —
particularly your Support team — and see that user adoption of your
product will be positive and as worry-free as possible.

Top Project Management Titles
Project Manager
Sr. Project Manager
Project Lead
Project Coordinator
Business Change Manager

Business Analyst
Sr. Program Manager
Program Manager
IT Project Manager

PROJECT MANAGEMENT

Not surprisingly, Project Management really gets
involved in the Management stage of the process,
where it becomes one of the key players. Because
they are going to be largely responsible

for user adoption of your software, it’s
important to earn their trust. Show them that
you have done your homework on their business
model and that you know how your software will
impact their users and the overall business.

!

Position yourself as a trusted thought
leader with educational content as well as
tools they can use to better understand the
management process.

Software Engineer
Sr. Software Engineer
Architect
System Engineer
Engineer
Software Engineering
Manager
Business Architect
Project Engineeer
Director Engineering

OPERATIONS

After IT, Operations also plays a lead role in almost
every step of the purchasing process, particularly
the stages of Defining Specifications/Determining
Funding, Implementation, and Management.

Operations is most concerned about
doing business with a vendor they can
trust. Prove to them your subject matter expertise
and deliver consultative content that positions
your brand as an industry thought leader. Also,
show them that you “get it”; that you see things
from their perspective.

!

Prove to them that you understand their
business model and help them to see the
overall cost and impact this purchase will
have on their business.

Top Operations Titles
Operations Manager
Dir. Corporate Services
Distribution Manager
Logistics Manager
Dir. Operations

Dir. Logistics
Supply Chain
Management
Operations Support
System
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FINANCE

As one might expect, Finance is most concerned about the cost
of the purchase and about keeping costs under control, which
is why they are primarily involved in the Defining Specifications/Determining
Funding stage. Be prepared to speak openly with them about the overall
costs of the purchase.

!

Prove to them that you understand their business model, and deliver
tools and resources to help them understand how the purchase will
impact their bottom line.

Top Marketing Titles
Marketing Manager
VP Marketing
Marketing Executive
Sr. Brand Manager

Digital Marketing Manager
Segment Manager
Head Brand
Retention Marketing Manager

MARKETING

The rise in availability of marketing software has
led to the inclusion of Marketing in the buying
committee for this subvertical. Most involved in the
Vendor Selection stage, Marketing wants to

know how your technology compares to
the competition. They like to consume content

and will be looking for a strong brand they feel they
can trust.

!

Deliver content that showcases your
industry know-how, the key differentiators
of your software, and any proof you have
of results and ROI.

Top Business Development Titles
Global Lead
Business Development Executive
VP Intl. Development
Dir. Business Intelligence
Director Innovation
Chief General Manager
VP Business Development

Finance Director
Head Finance
Financial Analyst
Sr. Commercial Analyst
Finance Business Partner
Investment Manager
Trust Officer
Sr. Financial Analyst
Dir. Financial Control

SALES

The widespread increase in enterprise CRM
usage has led to the inclusion of Sales as
a part of this buying committee. Interestingly, Sales
is most involved at the Needs and Implementation
stages for this subvertical. Be sure you’re prepared
to provide the consultative communication and
informative content that they will seek out at these
stages.

!

Help them to clearly understand the features
of your software and how it relates to their
unique business.

Top Sales Titles

Sales Manager
Director Sales
Sales Engineer
Revenue Manager
Sales Representative

Regional Manager
Store Manager
Sales Consultant
Dir. Business
Administration

BUSINESS DEVELOPMENT

Taking on a leadership role at the Vendor Selection stage, Business
Development wants to be sure the buying committee selects

a vendor they can trust and software that will help grow
the business. Point out the key differentiators about your software and

help them see how it will improve productivity among users.

!

Earn their trust with content that establishes your credibility
as an expert in your industry.

SUPPORT

Support is most involved at the Renewal stage, so help

them to see how your products and services
positively impacted their business. Make content

available to them that proves your industry expertise.

!

Top Finance Titles

Deliver tools that will help them understand
the positive role your software has played
in their business.

Top Support Titles

Support Analyst
Client Management
Tools
Supporter
Software System Analyst
Technical Delivery Manager
Business Services

Support
Project Manager
Management Support
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What Are They Purchasing?
HOW TO WIN OVER THE BUYING COMMITTEE
THE END USER IS A TOP PRIORITY
THROUGHOUT THE BUYING PROCESS

IT IS IMPORTANT TO PUT THE
BUYING COMMITTEE AT EASE

Remember that the top priority among all buying
committee members throughout the buying
process is the end user. More than any other
subvertical, this buying committee wants to
ensure smooth adoption and success among its
end users. Show committee members that these
users are your top priority, too. You’ll earn their
trust and increase your chances of overall success.

One of the buying committee’s top interests is
ease of doing business. Help them to feel
comfortable working with you and ease their
minds with a vision of smooth implementation
and stress-free management.

CONSIDER WEBINARS OVER
WHITE PAPERS WHEN INVESTING
Interestingly, white papers, though among the
more common content types, are near the bottom
of the popularity list. Many marketers believe that
all prospects want white papers, but that’s not
the case in the software for end users subvertical.
Consider investing more of your resources into
webinars than white papers.

MAKE SURE YOU HAVE PROACTIVE
SALES AND SUPPORT TEAMS
Vendors that understand and adapt to the
businesses of the buying committee win market
share. Be sure your Sales and Support teams do
their homework and tailor their communication
and services accordingly.
EDUCATE THE BUYER AND BUILD
CREDIBILITY FOR YOUR BRAND
Members of the buying committee want a vendor
they can trust. Leverage content to help build
credibility. Demonstrate your brand’s proof-ofconcept. Deliver educational information that makes
it easy for users to self-educate. Help buyers believe
in your product’s key differentiators and usability.

TOP PRODUCTS
% of buyers who recently purchased/are considering

32%

29%

28%

24%

23%

17%

17%

15%

Data
processing
& analysis

Financial &
accounting

CRM

Call-center,
contact,
customer
service

Collaboration
& workflow

Marketing
automation

Productivity

Human
resource
management
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What Does the Buying Process Look Like?
needs stage — 5 months

Who is involved?

MOST
INVOLVED

74

% of the overall
buying committee

IT, Operations, Engineering, Sales,
Business Development, Project
Management and Marketing.

Vendor interaction

56

%

of committee

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

2

Average Number of Resources
Used During this Stage

Vendor websites
Social media
Blogs, forums,
boards
Webinar

The “quietest”
direct vendor
interaction

Case study
Event, conference
Technology media
White paper

The best content for this stage
The software for end users buying committee is
looking to define the needs of their own team, while
also trying to understand not only the benefits but also
the possible challenges users will have with whatever
product they choose. Most important here, members
are trying learn what the total cost of purchasing and
implementing this software will be.

Topics Researched Last 3 Months
Price/cost
User-friendly/
ease of use
Needs/
requirements

21%

18%

10%

Where they go for content
Buying committee members tend to consume two
pieces of content at this stage. They turn first to your
website, but also scour social media, blogs, forums
and discussion boards for peer opinions and reviews.
They’re interested, too, in seeing examples and best
practices, so webinars, case studies, events, tech
media and white papers are also popular.

29%

50%

28%

24%

22%

20%

18%

15%

HOW TO WIN AT THIS STAGE

• W
 hile vendor interaction is relatively modest, more
members of the buying committee are involved
at this stage than at any other in the process. This
means they’re working among themselves to build
their knowledge base. They’re seeking out peer
opinions and trying to understand what they really
need to get out of this purchase. Deliver content
and resources on your website, as well as through
outside sources like social media, blogs and
events, and tech media, to help educate committee
members about the various software options
available to meet their emerging needs.
• Buying committee members want a range of
content, so deliver it. Be sure your message is
repackaged to resonate with each role on the
buying committee and offered in a range of content
types across multiple channels.
• The purpose of this stage is for the buying
committee to pinpoint their needs. Help them
define the needs of their team by educating them
and providing use cases as examples.
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defining specifications/determining
funding stage — 5 months
Who is involved?

SLIGHTLY
LESS
INVOLVED

54

% of the overall
buying committee

IT, Operations and Finance

69

of committee

3

Average Number of Resources
Used During this Stage

Blogs, forums,
boards
Social media
Case study

Vendor
interaction
picks up at
this stage

The best content for this stage
Ease of use is the top priority at this stage, followed
by concern about support. Buyers at this stage are
focused on users and are looking for content to
assure them that their teams will be happy with the
software and that they will receive exceptional service.
The committee is also interested in price as they
determine the budget for this purchase.

Topics Researched Last 3 Months
Support
Price/cost

34%

Webinars

Technology media
Event, conference
White paper
Analyst report

User-friendly/
ease of use

50%

Vendor websites

Vendor interaction

%

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

23%

16%

10%

Where they go for content
Members of the buying committee typically consume
about three pieces of content at this stage — and
they’re interested in a range of channels and formats.
In addition to your website, they are also prone to
attend webinars; visit blogs, forums and discussion
boards; and peruse social media for information. They
also like to learn about best practices and use cases,
with interest in case studies, articles published in tech
media, conference sessions and white papers
all included as popular content types.

ROI tools, calculators

33%

28%

26%

25%

22%

21%

20%

15%

HOW TO WIN AT THIS STAGE

• IT, Operations and Finance are most heavily involved
at this stage, so appeal to them with information
about how your software will improve their bottom
line. They’re most interested in ease of use, perhaps
because software that poses user challenges could
be quite costly to the company in lost productivity.
• The buying committee is focused on the end user,
so your content should be, too. Highlight all the
ways your product caters to the needs, interests and
preferences of the end users. Show them that your
software will be a quick win for their company and
will increase efficiency and effectiveness.
• Justify whatever price you’re asking by building a
strong case for your software’s user-friendliness and
the exceptional service and support available only
from your brand. Show total cost of ownership and
help them to see when they will realize a return on
their investment.
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vendor selection stage — 5 months
Who is involved?

FAR LESS
INVOLVED

the overall
committee
37% ofbuying
IT, Business Development,
Marketing and Operations

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

4

Average Number of Resources
Used During this Stage

Vendor websites

Vendor interaction

89

%

of committee

Event, conference
Technology media

Topics Researched Last 3 Months
Price/cost

Licensing

13%

36%

White paper

The best content for this stage
The buying committee is lively at this stage and they’re
seeing a lot of information to help make their decision.
They want information to help them compare vendors by
price and user elements, such as ease of use, integrations,
needs and requirements, and details about licensing.

Needs/
requirements

37%

Case study

Infographics

Integrations

37%

Analyst report

Extremely
intense at
this stage

21%

11%

10%

10%

Where they go for content
Members in this stage tend to consume four pieces of
content, which is the most content consumed at any stage
of all four subverticals. They are hungry for information
and want it in a wide range of channels and formats.
While vendor websites are the most popular source of
content at every stage, they are by far the most popular
here. The software for end users buying committee visits
vendor websites here more than any other stage in any
other subvertical. Blogs, forums and discussion boards
are also popular, along with social media, as members
seek out opinions of peers and other users.

ROI tools,
calculators

72%

39%

Webinar

Social media

User-friendly/
ease of use

40%

Blogs, forums,
boards

34%

32%

31%

22%

18%

HOW TO WIN AT THIS STAGE

• You’ve heard it before, but it couldn’t be more true
at this stage: Content is king. A lot of members are
involved at this stage and they want a lot of content
on a lot of topics. So, deliver it! Provide a wide range
of content in a wide range of formats, all focused on
helping the committee see you as the clear leader
among your competition. Differentiation is key.
• While the task of creating so much content for so
many members may seem overwhelming, remember
that you can take a foundational message about your
product and simply repackage in various formats and
reposition it slightly to appeal to the interests of
specific buyers.
• In addition to consuming content, the committee is also
actively reaching out to Sales and Support at this stage.
Be sure these teams are prepared with content and
messaging to effectively answer their questions and
create positive experiences among every member.
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implementation stage — 10 months
Who is involved?

HIGHLY
INVOLVED

the overall
committee
61% ofbuying
IT and Operations

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

Vendor interaction

65

%

of committee

Where they go for content
Members typically consume three pieces of content
at this stage. After the vendor website, other popular
resources include webinars, blogs and forums, tech
media, case studies and white papers, events, social
media and analyst reports.

3
Settles down
slightly in
this stage

Average Number of Resources
Used During this Stage

Vendor websites

Blogs, forums,
boards
Technology media
Case study

The best content for this stage
Ease of use is a top priority at this stage, as the buying
committee focuses on the end users as the software
is implemented. They want content to help ensure a
successful implementation, explain its functionalities
and how those functionalities address the needs of the
end users. They are also interested in pricing, watching
it closely to begin evaluating whether or not they feel
they got what they paid for.

Topics Researched Last 3 Months
User-friendly/
ease of use
Price/cost
Functionality
Needs/
requirements

27%

16%

11%

10%

33%

Webinars

White paper
Event, conference
Social media
Analyst report

52%

30%

25%

24%
24%

23%

23%

16%

HOW TO WIN AT THIS STAGE

• Software implementation (both for end users
and for data centers) is the longest stage of all
four subverticals. So while it may seem that this
step in the process drags on, or even that the
buying committee no longer needs you, do not
abandon them. Stay with them throughout the
stage, however long it may be, and you will be
handsomely rewarded at Renewal.
• The software for end users subvertical has more
buying committee members involved in the
Implementation stage than any other subvertical.
This goes to show how important it is to the
committee, so be sure they remain supported
throughout the stage.
• This is when members are the hungriest for rich
content and information. However, they are rather
quiet as far as direct interaction is concerned.
Make it easy for them to self-educate and learn
on their own. This can help implementation go
smoothly, which will lead to increased chances of
success at Renewal.
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management stage — 5 months
Who is involved?

LESS
INVOLVED

the overall
committee
36% ofbuying

IT, Operations, and Project Management

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

3

Average Number of Resources
Used During this Stage

Vendor websites

85

%

of committee

Interaction
increases again

Analyst reports
Event, conference
Social media

Topics Researched Last 3 Months

Needs/
Requirements
Security

34%

Case studies

The best content for this stage
As they manage the software, ease of use among end
users remains a top priority for the buying committee.
They are also acutely aware of the cost of the purchase
and are constantly analyzing whether or not the
product and service have been worth the expense.
Buying committee members are also interested in
product-specific information such as functionality,
needs and requirements, and security.

Functionality

37%

Blogs, forums,
boards

Technology media

Price/cost

40%

Webinars

ROI tools,
calculators

User-friendly/
ease of use

43%

White paper

Vendor interaction

26%

17%

12%

11%

11%

Where they go for content
At this stage, members of the buying committee
typically consume about three pieces of content. They
continue to turn first to vendor websites, but also seek
out white papers and webinars, case studies, analyst
reports, conference sessions, and tech media for thought
leadership and use cases. To understand what their
influencers have to say about the Management stage,
members turn to blogs, forums and discussion boards,
as well as social media, for advice. Tools that help them
calculate ROI at this stage are also quite popular.

62%

31%

29%

27%

24%
24%

HOW TO WIN AT THIS STAGE

• Support plays a very important role in this stage, so
ensure that your team is ready. Prepare them with
answers to FAQs, content to pass along to users,
and the authority they need in order to provide
top-notch service.
• Deliver content that will make managing your
software as user-friendly as possible. Make tips,
guides and how-to’s easily accessible on your
website. Publish white papers and webinars that
will help users optimize the software for peak
functionality. Provide case studies and reports as
examples of how customers have achieved success.
• Stay involved and remind the buying committee
and their end users that your Support team is always
available, as is as a wide range of content, anytime
they need it.
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renewal stage — 2 months
Who is involved?

LESS
INVOLVED

the overall
committee
40% ofbuying
IT is the clear leader

Vendor interaction

76%

of committee

Where they go for content
Three pieces of content are typically consumed by
members in this stage. They continue to visit the vendor
website, but webinars are almost equally as popular.
Members also review other content channels like blogs
and forums, tech media, social media, events and analyst
reports that help them to understand how their peers
have felt about your software. They turn to white papers
and case studies, too, for help in understanding and
reevaluating their expectations of your product.

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase
Interaction falls
but stays steady

3

Average Number of Resources
Used During this Stage

47%

Vendor websites

40%

Webinars
Blogs, forums,
boards

The best content for this stage
Members of the buying committee have a range of
interests at the Renewal stage. Pricing becomes a hot
topic once again as the prospect of making another
purchase resurfaces. Members are carefully evaluating
the entire process up to this point, looking at whether or
not it fulfilled expectations, specifically for the users. Was
the software user-friendly? Did it deliver the functionality,
compatibility, licensing and integrations they hoped for?
And was your Support team responsive and effective?
The committee wants content to help them complete
this thorough analysis as easily as possible.

Topics Researched Last 3 Months
28%

Price/cost
User-friendly/
ease of use
Functionality
Support
Compatability
Licensing
Integrations

22%

17%

16%

14%

11%

10%

Technology media
White paper
Social media
Event, conference
Case study
Analyst report

33%

29%

28%

26%

24%

19%

16%

HOW TO WIN AT THIS STAGE

• Remind your users of the successes your software
has delivered them so far. Help them see the value
of their investment with proof specifically as related
to the end users.
• Provide comparisons of your brand’s software in
contrast to competitors. Demonstrate the winning
characteristics of your product, particularly in the
way of price, ROI and user-related elements.
• Get the buying committee excited about what’s
next. In addition to reminding them of all the
reasons they selected your brand in the first place,
cast a vision for what else could be possible if they
Renew. Let them in on new features, functionalities
that are coming soon, and advancements that will
improve productivity for their team.
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Summary
SOFTWARE-DATA CENTER
The buying committee
that makes purchasing
decisions about the hardware for data centers
subvertical is not very open to new vendors. It’s an
extremely competitive subvertical, with fewer than
1 in 5 companies considering new vendors.

HARDWARE-DATA CENTER

HDC

Extremely
Competitive

15
in

companies
consider new
vendors

When companies do evaluate new providers, brands
Hardware purchases for data centers involve a
specialized subset of buyers. Unlike other subverticals
where different functions take on leadership roles
throughout the buying process, this committee is led by
IT, Engineering and Operations at every stage. Finance is
among the most important functions in hardware buying
and, not coincidentally, pricing is a top consideration
throughout the process.
The stages in this buying process are evenly paced, with
each one taking about four to six months. Interaction
is high throughout, with the greatest intensity at the
Vendor Selection, Management and Renewal stages.

Buying committee members list knowledgeable sales
professionals as a factor that helps win their business;
likewise, they tend to favor advanced technical content
throughout the process.
Technology users’ brand perceptions, above all,
help determine who makes it onto the short list, so
influencing the influencers is an important task for
marketers to keep in mind.
Interestingly, this group does not favor events and
conferences or social media as sources of information.
This is a key differentiator about this subvertical
compared to the other three studied.

Buying committee
members tend to
favor advanced
technical content
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Who is
the Buying
Committee?

3

most involved functional titles of
this committee are IT, Engineering,
and Operations

Others that play key roles: Project
Management, Finance, Business
Development and Support

PROGRAM/PROJECT MANAGEMENT PLAY AN IMPORTANT ROLE AT STARTUP, WHILE FINANCE
PLAYS AN IMPORTANT ROLE AT RENEWAL FOR DATA CENTER HARDWARE
50%
IT
Engineering
IT
Operations
Engineering
Proj. Mgmt.
Operations
Bus. Dev.
Proj. Mgmt.
Finance
Bus. Dev.
Support
Finance
Support

50%

% citing
each function

0%
0%

Needs
Needs

Specs/Funding

Vendor
Implementation Management
Selection
Specs/Funding
Vendor
Implementation Management
Selection

IT

As the clear leader of the buying process, IT is interested in vendors that
can demonstrate subject matter expertise as well as a thorough understanding
of their business model. They want content that speaks to them on an advanced
technical level.

!

 arn their trust by speaking their language and
E
proving your brand’s industry knowledge.

Renewal
Renewal

Top IT Titles

IT Manager
System Administrator
Information Technology
IT Coordinator
Sr. Network Engineer
Infrastructure Manager
CTO
Business System Analyst
Data Technician
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ENGINEERING

Engineering also looks for subject matter expertise when shopping for new
vendors, and has the same desire for advanced educational content. These
individuals, however, are even more technical and analytical than IT and have an
added dimension of concern for their end users.

!

Earn their trust by demonstrating how smooth the Implementation stage
will be and helping them to see the level of service provided by your
Support team.

Top Project Management Titles
Project Manager
Sr. Project Manager
Program Manager
IT Project Manager
Program Coordinator

Sr. Program Associate
Project Executive
Application Project Manager

PROJECT MANAGEMENT

Charged with incorporating the hardware into
the day-to-day processes of the team and using
it to maximize productivity, Project Management

wants to see that the chosen vendor can
deliver exactly what the organization
needs. Prove to them your industry leadership
with an educational and consultative approach
to your content.

!

 how them that you understand their
S
business model and explain to them how
this purchase will positively impact the
functionality of their team.

Top Engineering Titles
Senior Software
Engineer
Software Engineer
Software Developer
Software Architect
System Engineer
Engineer
Solutions Architect
Sr. System Engineer
Sr. Software Developer

OPERATIONS

As one of the key players on this buying
committee, Operations is also interested in

selecting a vendor with proven industry
expertise. They want to see educational
content and tools that help them see you as
a thought leader.

!

 elp them understand how your hardware
H
will impact their business.

Top Operations Titles
Operations Manager
Maintenance Manager
Production Manager
Dir. Operations
Officer
Service Operations

Front Office
VP Technology Operations
Sr. Construction Manager
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Top Business Development Titles
Planning Coordinator
Business Development Manager
Sr. Business Development Manager
Business Development Executive
Planning Associate
Sr. Business Development Engineer

BUSINESS DEVELOPMENT
For Business Development, the most important aspect of this
purchase is how it will impact business growth. Show them that
your brand is the clear industry leader and that your hardware’s features
and functionality are unparalleled.

!

 elp them see that their team will be more productive, and that
H
there will be minimal downtime thanks to your smooth user
adoption process and unmatched support.

FINANCE

Cost is the bottom line for Finance. They want to see that the hardware
the committee chooses is worth the cost. Leverage content to
position your brand as a trusted thought leader and provide tools to help
Finance calculate the total cost of ownership and when they will see a return
on their investment.

!

 elp them to see that you understand their business model and
H
demonstrate the positive financial impact that can be made by purchasing
and implementing your hardware within their organization.

Top Support Titles

Support
Customer Service Representative
Service Manager
Technical Services
Technician
Support Analyst
Service Delivery
Installation Manager
Project Manager

Top Finance Titles

CFO
Financial Controller
Finance Administration
Manager
Change Manager
Director
Senior Portfolio Manager
Regional Finance Manager
Past President
Finance Administration

SUPPORT

Most involved at the Implementation stage, Support is part of the
buying committee because they get involved when users run
into trouble. They want to know that they, too, have some support
from the vendor.

!

 emonstrate the quality and reliability of your product and how it
D
will help minimize disruptions for their business.
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What Are They Purchasing?
HOW TO WIN OVER THE BUYING COMMITTEE
SPEAK THEIR LANGUAGE—KNOWLEDGABLY

MAKE THEIR DECISION A SAFE CALL

This is a highly technical group. They want in-depth
articles and engineering terminology, so engage
them and earn their respect by delivering advanced
content that speaks their technical language.

These teams are on the front lines of Implementation
and if things don’t go well, they will likely be blamed
internally. Earn their trust by helping them see you’ve
got their back. Prove it throughout the process with a
solid Support team and with data about the reliability
of your product. Produce insights into your processes
so they can envision a smooth Implementation and
Management stage before they happen. Deliver
insights from users that will help establish your brand’s
credibility.

HIGHLIGHT YOUR HARDWARE’S IMPACT
Subject matter expertise is incredibly important to this
buying committee. Position your brand as an industry
thought leader. Provide technical content that shows
your technical knowledge. Provide tools that help
members to see the positive impact your hardware will
make on their organization.

INTRODUCE THE RIGHT INFLUENCERS
The opinions of other users, peer reviews and product
analyses are important to this buying committee, so
maximize every possible opportunity to make positive
impressions on these groups. Then, be sure to connect
members of the buying committee to content that
demonstrates favor for your brand among these
important influencers.

OWN THEIR SWEET SPOT DESTINATIONS
This buying committee doesn’t see a lot of changes
from one stage to the next. The same members tend
to lead every stage of the process, key interests
remain the same and they continue to visit the same
sources for content. Use this to your advantage by
finding the sweet spots and owning them as the
chosen thought leader in that space.

TOP PRODUCTS
% of buyers who recently purchased/are considering

68%

49%

36%

64%

45%

31%

Servers

Storage

Routers

Switches

Racks

Power and
cooling
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What Does the Buying Process Look Like?
needs stage — 5 months

Who is involved?

MOST
INVOLVED

the overall
committee
69% ofbuying
IT, Engineering, Operations and
Project Management

Take heed: Compared to other subverticals,
there is very low interest in social media and
events at this stage.

1

Vendor interaction

57

%

of committee

Needs

Vendor websites

Interaction is at
its lowest point
in the process

White paper

Webinar

Interests
Price/cost
Reliability
Speed
Storage

18%

30%

16%

10%

Where they go for content
Members of the buying committee tend to consume two
pieces of content at this stage. With vendor websites as a
top resource, members also look for proof of credibility,
motivating use cases and positive reviews among their
peers on blogs and forums, in tech media, and through
white papers, case studies and webinars.

Social media
Event conference

49%

30%

Technology media

Case study

The best content for this stage
At this early stage, the buying committee is looking to
understand how much this hardware purchase is going to
cost, as well as what it’s going to do for the organization.
After pricing, the committee is most interested in learning
about your product’s reliability, speed and storage
capabilities. Help them understand what is possible with
your hardware and how this investment will pay for itself
in improved productivity.

33%

Blogs, forums,
boards

24%

23%

22%

17%

16%

HOW TO WIN AT THIS STAGE

• T
 he committee is focused on understanding the
cost of this purchase and how the hardware will
impact the organization. With a keen focus on
hardware reliability and speed, members want to
know how your product will improve productivity
among its users. Show them how your hardware
will help users work faster and be more effective
with minimal downtime.
• Influence the influencers here as much as possible,
as buying committee members will be vetting your
credibility through product reviews, peer opinions,
in tech media and across social media platforms.
• Provide technical content that positions your brand
as an advanced thought leader and your brand as the
clear frontrunner as far as functionality and reliability.
Use white papers, case studies and webinars, as
well as social media and speaking opportunities, to
deliver your message to this group.
• It’s important to note that this seems to be the last
group that really highly favors white papers. Is this
because they truly value white papers or because
it’s what you deliver? Consider trying a few different
formats of content with this group and see how they
respond. You can always fall back on the white paper!
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defining specifications/determining
funding stage — 5 months
Who is involved?

INVOLVED

44%

of the overall
buying committee

IT, Engineering, Operations and
Project Management

Vendor interaction

This is the only stage in the process where
events and conferences are among the top
content sources.

2

Specs/Funding

Vendor websites

69

%

Interaction
increases here

of committee

Webinar

Interests
Price/cost

Performance
Security
Capacity
Storage

13%

32%

13%

13%

11%

10%

Where they go for content
Members consume an average of three pieces of
content at this stage. Members continue to seek out
valuable content on vendor websites and in white
papers, tech media and webinars. Events make a
brief appearance among the list of more popular
information sources here.

31%

Technology media
Events, conference

The best content for this stage
Pricing is by far the most important information sought
by the buying committee at this stage. Beyond that,
members are interested in learning about your product.
They want to know how reliable it is, how it performs
against the competition, whether or not it is secure,
and if it has the storage and capacity to handle the
company’s needs. Be clear at this stage about the
functionality of your hardware and its key advantages
over the competition.

32%

Blogs, forums,
boards

Case study

Reliability

34%

White paper

Social media
Analyst report
ROI tools,
calculators

62%

27%

25%

25%

21%

17%

17%

HOW TO WIN AT THIS STAGE

• F
 ocus on user productivity. Help the buying
committee see how your hardware will optimize
their productivity through speed and advanced
functionality. Show them that your product will
minimize downtime because it’s reliable and
because you offer exceptional service and support.
• Clearly demonstrate how and when your product
will deliver a return on the committee’s investment.
If possible, provide a tool to help them calculate the
total cost of ownership of your product compared
to that of competitors.
• Be sure your website is stocked full of technical
content — including white papers, case studies and
articles published in tech media — that explains the
advanced functionality and superior performance of
your products.
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vendor selection stage — 5 months
Who is involved?

LESS
INVOLVED

the overall
committee
34% ofbuying
IT, Operations and Engineering

While vendor websites hold the #1 spot
throughout the process, they are more popular
here than in any other stage.

3

Vendor interaction

84

%

One of the two
most intense stages
in the process (along
with Management)
for communication

of committee

Vendor Choice

Vendor
websites

41%

White paper

37%

Technology
media

37%

Analyst report

29%
29%

Blogs, forums,
boards
Case study

The best content for this stage
In making their final decision about what vendor to work
with, the buying committee is focused mostly on price.
However, reliability and support are also important.

Interests
Price/cost
Reliability
Support
Storage

16%

31%

11%

10%

Where they go for content
At this stage, buying committee members typically
consume about three pieces of content. Vendor
websites continue to be the most popular sources
of information, followed by other technical content
formats such as white papers, articles in tech media,
analyst reports, case studies and webinars. They
also turn to blogs, forums and discussion boards to
understand how their peers feel about brands and
product options.

29%

Webinar
Event,
conference
Social media
ROI tools,
calculators

69%

22%

20%

17%

HOW TO WIN AT THIS STAGE

• B
 e sure your website is a solid representation of your
brand and points to clear advantages your hardware
provides over the competition.
• Continue to provide clear and compelling
technical content specifically about the reliability of
your products.
• Point to exclusive differentiators about your Support
team, as well. Help the buying committee see that
while your product is reliable, your Support delivers
unmatched service. Build trust and confidence
among the buying committee.
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implementation stage — 5 months
Who is involved?

MUCH
LESS
INVOLVED

the overall
committee
42% ofbuying
IT, Operations, Engineering and
Project Management

Committee members don’t vary much in the
sources they turn to for information throughout
the buying process for this subvertical.

4

Vendor interaction

61

%

of committee

Implementation

Vendor websites

Interaction decreases
quite a bit at this stage

Technology
media
Blogs, forums,
boards
White paper
Webinar
Analyst report

The best content for this stage
The buying committee is less concerned about cost at
this stage, but cost does remain a priority. They continue
to look for product information — specifically details
about storage, reliability, support and security.

Price/cost

Reliability
Support
Security

Event
conference
Social media

26%

23%

23%
22%

21%

16%

16%

HOW TO WIN AT THIS STAGE

Interests
Storage

Case study

29%

48%

14%

24%

13%

12%
12%

Where they go for content
Consuming about three pieces of content at this
stage, buying committee members continue to turn
to the same sources for information: vendor websites,
technical media, blogs and forums, webinars, analyst
reports and case studies.

• M
 ake the Implementation as smooth as possible.
Operations, Engineering and Project Management
are key players in this stage and they are all focused
on smooth user adoption. Deliver helpful content
and reliable service to make the process stress-free
and efficient.
• Be sure your Support team is ready to serve.
Equip them with tools, messaging and content to
ensure that users understand the hardware and the
buying committee is confident and satisfied with
the purchase.
• Price is important at this stage, as the buying
committee — particularly Operations — begins
to analyze the purchase and whether or not it is
turning out to be worth the investment. Help them
see the value through small wins along the way and
with exceptional service at every turn.
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management stage — 5 months
Who is involved?

LESS
INVOLVED

the overall
committee
34% ofbuying
IT, Engineering, Operations and
Project Management

Vendor interaction

How Buyers Allocate Time Researching
at this Stage

5

Management

Vendor
websites

84

%

of committee

White paper

sees the most
interaction

Analyst
report
Technology
media
Case study
Blogs, forums,
boards
Webinar

The best content for this stage
The interests of the buying committee narrow
significantly at this stage. Members are equally
interested in pricing and support, followed by reliability,
as they manage and try to optimize the hardware
among users.

Interests
24%

Price/cost
Support
Reliability

12%

24%

Where they go for content
On average, members of the buying committee
tend to consume about three pieces of content.
Among the most popular resources for information
again are vendor websites, white papers, analyst
reports, tech media, case studies, blogs and forums,
and webinars.

Event,
conference
Social media
ROI tools,
calculators

28%

42%

57%

26%

26%
25%
25%

22%

22%

21%

HOW TO WIN AT THIS STAGE

• V
 endor interaction is high among members of the
buying committee at this stage. They are reaching
out to Sales and Support directly, so be sure these
teams are prepared with content, messaging and
capacity to deliver exceptional service.
• Deliver technical educational content that will help
the committee, particularly Project Management,
optimize the hardware for maximum effectiveness.

• P
 rovide guidance through white papers, and best
practices through case studies. Use webinars and
blog posts to walk users through steps that will help
them use the hardware more productively. Deliver
value and your buyers will be grateful.
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renewal stage — 5 months
Who is involved?

MUCH
LESS
INVOLVED

the overall
committee
40% ofbuying
IT, Engineering, Operations
and Finance

Case studies drop off the list here. The buying
committee is no longer interested in use cases
and success stories at the Renewal stage.

6

Vendor interaction

77

%

Interacting directly
at this stage

of committee

Renewal

Vendor
websites
Technology
media
Blogs, forums,
boards
Analyst
report
White paper
Webinar

The best content for this stage
Interests and priorities remain largely the same at the
Renewal stage, with focus on pricing and product
elements such as reliability, support and scalability.

Interests
22%

Price/cost
Reliability
Support
Scalability

19%

13%

10%

Where they go for content
Members of the buying committee tend to consume
three pieces of content at the Renewal stage, relying
again on vendor websites as their top resource.
Tech media, blogs, analyst reports, white papers and
webinars also remain popular here.

Social
media
Event,
conference
Case study

32%

57%

32%

27%

26%
22%

19%

18%

17%

HOW TO WIN AT THIS STAGE

• R
 emind the buying committee of all of the value
their company has received from the initial
purchase. Consider delivering a report that helps
them see their total cost of ownership to date and
the return they have realized on their investment.
• As we have seen throughout the process, this is
a highly technical group. Speak their language
throughout the process and deliver advanced
content that helps them dig into the features and
functionality of your hardware. Empower them
with details.
• Provide information about new product features
or hardware upgrades that will generate excitement
among the buying committee. Help them see
both sustained and increased value in renewing
your partnership.
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Summary
SOFTWARE-DATA CENTER
The buying committee HARDWARE-DATA
in charge CENTER
of purchasing
Above all other factors, subject matter expertise is
software for data centers is not very open to
named as a top consideration in advancing vendors
working with new vendors; just 1 in 5 say they
from consideration to the short list.
would even consider it. Those in the market for
hybrid cloud and virtualization products are
Peer brand perceptions align closely with brands
particularly challenging for new vendors.

SOFTWARE-END USER

SDC

Extremely
Competitive

15
in

companies
consider new
vendors

Similar to hardware buyers for data centers, this
buying committee is a specialized subset of the
enterprise. External consultants, followed by both
technical and business roles, are key players in the
buying process here.
Content engagement is intense throughout the buying
process, with members of the buying committee shifting
focus from educational content early on to technical
blogs deeper in the process.

that made it onto the short list. This shows the high
value the buying committee places on outside
influencers’ opinions.

Subject matter
expertise is
named as a top
consideration
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Who is
the Buying
Committee?

3

most involved functional titles of
this committee are IT, Engineering,
and Operations

Others that play key roles: Project
Management, Finance and Business
Development

FEWER FUNCTIONS PLAY LEADERSHIP ROLES
IN SOFTWARE FOR DATA CENTER BUYING
55%
IT
Operations
IT
Engineering
Operations
Proj. Mgmt.
Engineering
Finance
Proj. Mgmt.
Bus. Dev.
Finance
Bus. Dev.

55%
% stage
participants
saying
function
leading stage

0%
0%

Needs
Needs

Specs/Funding

Vendor
Implementation Management
Choice
Specs/Funding
Vendor
Implementation Management
Choice

IT
Subject matter expertise is important to IT

throughout the process as they look for information
and tools to help them identify the best, most
reputable vendor for their organization.

!

 hey want to know that the vendor they choose
T
is trustworthy and credible, and understands
their business model.

Top IT Titles

IT Manager
System Administrator
System Analyst
Technical Consultant
Director IT
CIO
IT Infrastructure

Renewal
Renewal

Network Engineer
IT Analyst
Information Technology
Technical Manager
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ENGINEERING
With a highly technical and analytical point of view, Engineering wants
an industry expert they can trust. They are interested in communication, content
and tools that help them understand the technical details of your

products. They want user adoption to go smoothly.

!

 rovide documented processes for implementation and management to
P
earn their trust and respect.

Top Project Management Titles
Project Manager
Sr. Project Manager
Project Lead
Program Manager

Project Administrator
Project Coordinator
Web Development
Certification Manager

PROJECT MANAGEMENT

As the team that is going to be responsible for

maintaining productivity of the data
center throughout the Implementation and

Management stages, Project Management wants
to know they will be working with a vendor that is a
respected industry leader. Help them see that
you not only know the industry, but also the ins and
outs of their business.

!

 eliver content and tools to help them
D
understand the positive impact your
software will make on their organization.

Top Engineering Titles
Sr. Software Engineer
Software Engineer
System Engineer
Engineer
Solutions Architect
Software Developer
Sr. Engineer
Architect
System Architect
Assistant System
Engineer

OPERATIONS

Like IT, Operations wants to know that the vendor
they choose truly delivers quality

and expertise.

!

 rovide content and consultation that
P
demonstrates your knowledge of their
business and how this software purchase
will impact the productivity and operations
of their organization.

Top Operations Titles

Operations Manager
Dir. Infrastructure Services
Clinical Analyst
Branch Lead
Network Operations
Center Technician

Materials Engineer
Card Manager
Control Coordinator
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FINANCE

Speak to Finance about the bottom line. Prove your industry expertise by

demonstrating your understanding of how your software will
impact their business financially.

!

 eliver calculators and tools to help them see the return on their investD
ment, the overall cost of doing business, and both the short- and long-term
financial impacts your product will have on their specific business model.

Top Business Development Titles
(Base too low to report)

Top Finance Titles
Finance Manager
Head Collections
Financial Analyst
Banking
Investment
Insurance Advisor
Sr. Financial Analyst
Senior Risk Analyst
VP Finance
Finance Officer

BUSINESS DEVELOPMENT

The goal of Business Development, not only in this purchasing process
but in all other efforts, is to grow the business. They want a vendor that
will partner with them to help fulfill their objectives for growth.
Deliver content and tools about your products to help them see how your
software will improve productivity.

!

 elp them understand that the reliability of your software,
H
combined with your Implementation and Management processes
and your unmatched support, will help minimize downtime and
lead to smooth, successful user adoption.
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What Are They Purchasing?
HOW TO WIN OVER THE BUYING COMMITTEE
EDUCATE EARLY, EDUCATE OFTEN
This committee consumes large amounts of learning content, as well
as both independent and company-sponsored blogs throughout the
process. Consider providing e-learning courses to educate them on
their buying options and provide guidance and support throughout
Implementation and Management.

KEEP CONTENT AND FORMATS FRESH
Interestingly, this group had the widest range of content types on its list
of essential content. So once you have your messaging down, deliver it in
several different formats. They will enjoy engaging with your content in a
variety of ways.

TOP PRODUCTS
% of buyers who recently purchased/are considering

58%

Servers
and storage

38%

Network security
for data centers

37%

32%

23%

23%

22%

Cloud identity and
access management

Outsourcing
services for data
centers

Hybrid cloud

Wide area
network
(WAN)
optimization

Private cloud/
virtualization
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What Does the Buying Process Look Like?
needs stage — 5 months

Who is involved?

MOST
INVOLVED

the overall
committee
61% ofbuying
IT, Engineering and Operations

Take heed: Compared to other subverticals,
there is very low interest in social media and
events at this stage.

1

Vendor interaction

67

%

of committee

Needs

Vendor websites

Higher in the software
for data centers
subvertical than it is for
any other subvertical

Interests
Price/cost
Support
Management
Scalability

14%

31%

12%

11%

Where they go for content
Members of the buying committee typically consume
three pieces of content at this stage. Vendor websites are
the most popular resources for information, with blogs,
webinars, white papers, case studies and analyst reports
also among their favorites.

27%

White paper

Analyst report
Social media
Technology media
Event, conference
ROI tools,
calculators

54%

28%

Webinar

Case study

The best content for this stage
At this stage, price is a top concern for buying committee
members. They also seek out information pertaining
to support, management and scalability, since they are
interested in ensuring the software works smoothly for
end users and the organization.

31%

Blogs, forums,
boards

26%

22%

19%

19%

17%

17%

HOW TO WIN AT THIS STAGE

• C
 learly communicate the processes you have in
place for smooth Implementation and Management
and help the buying committee see the value and
reliability of your Support team.
• It’s not too early to start discussing the scalability of
your software. The buying committee wants to know
that it will grow with their needs over time. Help
them to see that their investment is protected with a
product that will easily expand and adapt over time
and with support that will be there to help when
they need it.
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defining specifications/determining
funding stage — 5 months
Who is involved?

INVOLVED

42%

of the overall
buying committee

IT, Engineering Operations
and Finance

Vendor interaction

66

NOTE: Events and conferences are toward
the bottom of the list throughout the process,
but are most favored at this stage.

2

Specs/Funding

Vendor websites

%

36%

Blogs, forums,
boards

Interaction
stays steady

of committee

34%

Webinar

30%

White paper

27%

Case study
Technology media

The best content for this stage
The focus here remains on price, which is not
surprising considering the committee is working to
determine a budget at this point in the process. The
committee is also looking for specific information
about the software, including ease of use, security,
scalability and reliability.

Price/cost

Perform security
Scalability
Reliability

Social media
Analyst report
Major media

26%

25%

23%

20%

16%

HOW TO WIN AT THIS STAGE

Interests
East of use

Event, conference

54%

17%

38%

13%

13%

12%

Where they go for content
Members of the buying committee typically consume
three pieces of content at this second stage in the
process, turning first to the vendor website, followed
by a long list of other favorite sources, such as blogs
and discussion boards, webinars, white papers, case
studies, tech media, events and social media.

• T
 his is the stage where the buying committee is
pulling together information needed to establish
a budget, so price is a key factor. Be prepared to
speak openly with Finance and Operations about
pricing, not only of the actual software, but of
the total cost of ownership. Provide consultative
expertise, helping them to calculate these things.
Educate and guide them as they wrap their minds
around what will be required financially to make this
investment.
• Members of this buying committee have significant
concern about the reliability and longevity of the
software. Deliver educational content about your
products to build their trust. Point to its ease of use,
security, scalability and reliability.
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vendor selection stage — 5 months
Who is involved?

LESS
INVOLVED

the overall
committee
36% ofbuying

IT, Engineering, Operations, Business
Development and Finance

Vendor interaction

NOTE: While case studies remain important,
they are least favored at this stage.

3

Vendor Choice
Vendor
websites

92

48%

Whitepaper

%

More interaction
happens here than
at any other stage

of committee

41%

Blogs, forums,
boards
Technology
media

40%

35%
35%

Webinar
Analyst report

33%

Case study

The best content for this stage
Pricing remains at the top of the list in the Vendor
Selection stage. However, the gap does narrow here as
other product-centric issues such as scalability, ease of
use, security and support become more important in
choosing a vendor.

Interests
22%

Price/cost
Scalability
Ease of use
Security
Support

17%

16%

13%

10%

Where they go for content
Members of the buying committee consume, on
average, four pieces of content at the Vendor Selection
stage. That’s more than any other stage in the process
and among the most content consumed at any time
among all four subverticals studied. Vendor websites are
a big favorite here, with several other sources including
white papers, blogs and forums, tech media, webinars,
analyst reports, case studies, events, social media, and
tools to calculate ROI as next choices.

33%

Event,
conference

33%

Social media
ROI tools,
calculators

Infographics

67%

25%

16%

HOW TO WIN AT THIS STAGE

• M
 embers consume a lot of content at this stage, so
be prepared. They want a wide range of content
formats, so build your messaging around the details
of your product that set it apart from the competition
and deliver it in many different formats. Focus on
your software’s scalability, ease of use, security and
support.
• Support becomes important at this stage; the
committee reaches out to Support directly more here
than at any other point in the process. Members want
to be sure they choose a vendor that will guide and
support them throughout the process. Empower
your Support team with content, resources, tools and
capacity to serve the buying committee as effectively
as possible at this stage. Help the committee see that
by choosing you, they will be in good hands.
• Members of the committee will be comparing you
with the competition at this stage, so be sure you
justify your pricing with proof points related to userfriendliness, scalability, service and security.
• Interaction is at an all-time high at this stage, so be
prepared to deliver content to every member of the
committee and be sure Sales and Support are ready
9
to field calls and quickly respond to emails. Your
team’s service and responsiveness could make or
break the sale.
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implementation stage — 10 months
Who is involved?

MUCH
LESS
INVOLVED

the overall
committee
52% ofbuying
IT, Engineering, Operations and
Project Management

Committee members don’t vary much in the
sources they turn to for information throughout
the buying process for this subvertical.

4

Vendor interaction

65

Implementation

Vendor websites

%

Interaction wanes a
bit at this stage but
still holds strong

of committee

Support
Security

Analyst report
Social media
Event, conference
ROI tools,
calculators

30%
28%

24%

23%

17%
17%

HOW TO WIN AT THIS STAGE

Interests
Ease of use

32%

Webinar

Technology media

Price/cost

34%

White paper

Case study

The best content for this stage
Ease of use and pricing are of equal concern to the
buying committee at this stage. Support and security
are also of interest. Members of the committee are
likely watching the software implementation process
carefully to begin evaluating whether or not it is going
to be worth the investment.

36%

Blogs, forums,
boards

54%

18%

18%

12%

10%

Where they go for content
Members of the buying committee tend to consume
three pieces of content during the Implementation
stage. True to form, they favor vendor websites
here, but also continue to view blogs, white papers,
webinars, case studies, tech media, analyst reports
and social media.

• M
 embers of the buying committee begin evaluating
their purchase choice at this stage. They want to see
that the software and support they received were
worth the investment. Be sure your Support team
is ready, willing and able to provide exceptional
service, not only here, but throughout the process.
• Make it easy to implement the software. Deliver
e-learning courses that guide them through some
of the more complex situations. Do whatever it takes
to ensure smooth user adoption. You will see the
rewards of this effort at the Renewal stage.
• Provide content that will help users optimize the
software, particularly to ensure that it is safe and
secure. Members want this stage to be smooth
and secure, so deliver the content, tools and
consultation to help make that happen.

47

Software for Data Centers

Part 2: Chapter 4 		

management stage — 5 months
Who is involved?

LESS
INVOLVED

the overall
committee
33% ofbuying
IT, Operations and Engineering

Vendor interaction

78

%

Members are interested in a wide range of
resources at this stage

5

Management

Vendor
websites

36%

White paper

Interaction
increases here

of committee

35%

Blogs, forums,
boards

32%

Webinar

30%
29%

Technology
media
Case study
Analyst report

The best content for this stage
Pricing, management, ease of use and compatibility
are all important to the buying committee at this
stage in the process. User adoption is key and the
buying committee wants to be sure they are getting
what they paid for.

Interests
Price/cost
Management
Ease of use
Compatibility

18%

12%

11%

10%

Where they go for content
An average of three pieces of content is typically
consumed at the Management stage. The usual
favorites remain on the buying committee’s list of
resources, including vendor websites, white papers,
blogs, webinars, tech media, case studies, analyst
reports and events.

Event,
conference
ROI tools,
calculators
Social media

58%

27%

24%

18%

17%

HOW TO WIN AT THIS STAGE

• A
 s the buying committee continues to analyze user
adoption of the software, they want to see the return
on their investment. Deliver tools to help them
calculate different forms of ROI and help them to
see the value of the software on their users, their
business and their overall productivity.
• Interaction increases at this stage as members
of the buying committee increase their outreach
to Support. Continue to equip your Support team
with the content and tools they need to ensure
user-friendliness and effective management of
the software.
• Compatibility is important to the buying committee
at this stage as they work to do more with their
software and use it with other systems. Deliver
content and support to help them optimize the
software and enable them to do more with it at
every opportunity.
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renewal stage — 5 months
Who is involved?

MUCH
LESS
INVOLVED

the overall
committee
25% ofbuying
IT, Operations and Engineering

Case studies drop off the list here. The buying
committee is no longer interested in use cases
and success stories at the Renewal stage.

6

Vendor interaction

82

%

Renewal
Vendor
websites

High level of
interaction continues

of committee

44%

White paper

42%

Blogs, forums,
boards

35%

Case study

34%

Technology
media

30%

Webinar

The best content for this stage
Pricing increases in importance at the Renewal stage.
Product-related elements are also top of mind for buying
committee members as they focus on security, support,
ease of use and scalability.

Interests
Price/cost
Security
Support
Ease of use
Scalability

18%

29%

14%

11%

10%

Where they go for content
Once again, members of the buying committee
tend to consume about three pieces of content at
the Renewal stage. The continue to favor vendor
websites, white papers, blogs, case studies, tech
media, webinars, analyst reports, events and ROI
calculation tools.

29%

Analyst report
Event,
conference
ROI tools,
calculators
Social media

63%

28%

24%

17%

HOW TO WIN AT THIS STAGE

• P
 ricing increases in importance at the Renewal stage
as the buying committee conducts a final analysis
of what they feel they received for their investment.
Help them see the value the software has provided
by delivering tools to help them calculate various
forms of ROI. Hard numbers specific to their account
will speak volumes.
• Deliver educational content explaining product
features and updates, particularly pertaining to
security, support, ease of use and scalability. Help
them to see continued value in your product.
• Leverage your subject matter expertise to educate
them about new features now available. Help cast a
vision for what’s possible with the next generation
of your software. Get them excited to take the next
step with you.
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