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In just five years, we've seen significant
technological leaps in Al, changing
political tides, and major shifts in the
global economy. These transformations
have reshaped industries, altered
consumer expectations, and increased
competition. Enter new B2B buying
behavior, with decision-makers reporting
feeling increasingly pressed for time,
brand authority making a comeback,

and a growing generational gap in media
consumption—things have changed.

B2B companies are at a challenging,

but exciting, inflection point full of
opportunity—and the B2B buyer is here to
help roadmap the way. Welcome to the
age of the empowered B2B consumer.

Where brands were once the drivers of

the journey and authors of the funnel, they
are now riding in the passenger seat while
buyers take the wheel. And as the modern
B2B buyer continues to evolve, it's difficult
to pinpoint what'’s driving their buying
decisions and influencing their motivations
in the market—forcing a new culture
dominated by dynamic listening over rigid
assumptions.

With this new era in mind, we've gathered
insights from 1,500 B2B purchase
decision-makers from around the world to
hear straight from the source about what
makes B2B buyers tick.

From the initial stages of identifying a
need to the final selection of a vendor, we
examined the preferences of today’s B2B
decision-makers to answer the questions
we get most from our clients and fellow
B2B marketers:

+  What does the B2B purchase journey
currently look like?

«  What factors influence purchase
decisions most?

+ How do media and content preferences
shape the buying process?

We hope that this report inspires you to
create more meaningful interactions with
your buyers and that you find opportunities
in the challenges.

Love always,

VP of Marketing at Digitalzone
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for knowledgeable partners when
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and seek brands that offer a human
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Millennials and Gen Z B2B buyers are
more likely to use social media in their
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media usage—especially platforms like

TikTok—highlights just how different
their media engagement is.
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Digitalzone surveyed 1,500 B2B decision
makers across the world directly involved
with vendor purchases averaging $1,000+.

US, EMEA, APAC 5/29/24 - 6/4/24
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MODERN B2B BUYER.
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Set the scene with some foundational . 0
context of today’s B2B buyer demographics ‘ Buyers in the Workplace . 6%

and their operating environment. 18Y%
0

8% 4%

1

Millennials are the largest
group of purchasers.

9% lﬂét Gen 6%

Boomer Gen Z

HOW MANY STAKEHOLDERS
ARE TYPICALLY INVOLVED IN
PURCHASING DECISIONS?

We also found that buyers come from all
types of departments and internal teams.

12% 10%

Finance Sales

BUYERS BY GENERATION

Men represent over twice as many
purchasing decision-makers compared
to women.

69.2%

7% Marketing 3%

PURCHASES BY DEPARTMENT
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The top challenge

for B2B buyers is
navigating time
constraints in the mix
of countless variables
and considerations.
Reaching decision-
makers at the right
moment is undeniably
the most critical factor in
achieving a successful
purchase decision, but
also the ficklest.



‘Bu:yers fc:ce a
ticking
clock

as their journeys
stretch out.

An overwhelming 80% of buyers report
that it takes up to six months to select
a vendor. And if six months wasn't long
enough, the buyer's journey is dragging
out even more. Over half of buyers now
report that decision-making has been
taking longer in recent years.

How long does your typical vendor
selection process take?

13+ months out 1%

7-12 months out 6%
4-6 months out 32%
1-3 months out | | 48% |
30 days or less 13% |
0% 11)% 20% 30% 40%  50%
digitalzone 12
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80%

of buyers said that it
takes up to six months
to choose a vendor.

Buyers said time
constraints, limited
resources, and tight
budgets are the top
challenges to making a
purchase decision.

They're feeling the time
crunch as internal issues
such as limited resources
and budgets compound
their challenges—like a
chicken-and-egg dilemma
where each factor
exacerbates the other.

Position yourself
as a no-strings-
attached guide.

2024 B2B Trends Report

In addition
to internal
setbacks,
outside
obstacles
are getting
in the way.

When purchase decisions
face delays, buyers said
70% of hold-ups stem
from external factors

like a market shift or bad
contract timing with other
vendors.

And when buyers are
eyeing something pricey,
you can bet they’'ll take
even longer to mull over
their options— buyers

are twice as likely to take
more than 6 months when
purchases are

more expensive.

and purchase.

In the last
two years,
the average
amount

of time it
takes to
make a
purchase
decision
has:

The Takeaway?

It's more important

than ever to consider

your buyers’ mindset.
Roadblocks, especially
those out of their control,
can lead to understandable
frustration. Aim to create
content that makes their
experience smoother.
Being easy to reach, clear
about costs, and flexible
with timelines makes a big
difference. Strive to deliver
precisely what your leads
need at each moment,
mindful that their status can
quickly change from hot
lead to cold.

After all, choosing a vendor is hardly a linear
endeavor—it's a dynamic process. Your goal? To
ease their path towards that final decisive action

digitalzone



‘Pinpointing
a purchase triggeris
anything but casy).

Money talks.

The main drivers

of purchasing
decisions are vendor
evaluations and
budget changes,
which are both tied
to perceived value.

It's those fresh
influxes of cash—like
recent funding or an
increased budget—
that tend to get
buyers in a spending
mood. Budget cuts?
Not so much.

digitalzone

46%

of B2B buyers operate
from an annual budget.

TLDR?

Milestones like regular vendor

reviews and annual budgeting are key
checkpoints for buyers—and prime times
for marketers to strike, especially since
nearly half of buyers stick to an annual
budget. While there are no magic dates,
these periods are ideal for initiating
engagement.

While these golden opportunities exist,
they're like hidden gems—nobody’s
throwing a parade to tell you about them.
To seize these perfect moments, you
need to keep your ear to the ground and
marketing always on.

Mogs+ );
Predic4 .ﬁ:/\" R{r
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What usually prompts your
purchasing decisions?

20%
18%
16%
14%
12%
10%
8%
6%
4%
2%
0%
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#1

reason buyers

are prompted to
purchase is regular
vendor evaluation.

Regular New Recent Changesto Needto Budgetcuts Productor Leadership

vendor department fundingor original create or financial  service changes
evaluation goals increased need efficiencies constraints not
budget scope delivering
as promised
15 digitalzone
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‘Embrace an

“always-ﬂll

marketing strategy.

Today's buyers are feeling rushed
and bombarded by numerous
variables influencing their
decision-making process. This can
make it challenging for them to
commit to a purchase on the spot.

Remember, only 5% of
buyers are actively in the
market at any given time.
To capture the remaining
95% of future buyers, a
calm and steady approach
is essential.

Instead of overwhelming potential
customers with infrequent but
aggressive campaigns, aim for

a continuous and pervasive
presence. This means staying top-
of-mind with potential buyers even
when they aren’t in the market, so
you're ready when they need you.
Meet your audience where they
are, understand their preferences,
and tailor your communications to
remain relevant. Patience is key—
you want to be the easy-to-work-
with vendor who supports buyers
at every step of their journey.

Intelligent demand generation is
crucial for refining and honing
your strategy. It empowers you to
get in front of your audience even
before they think about needing a
product or solution like yours. And
when those leads are eventually
ready to act, you need to be
poised to swiftly yet gently guide
them down the marketing funnel,
carefully considering their needs
every step of the way.

Remember, it's an always-on
brand approach that keeps
you consistently visible and

always there for your buyers.

By continually gathering and
applying behavioral insights,

you can ensure that any content
you present resonates. Gently
nurture your buyers through their
decision-making process with
understanding and care. Just like
a friendship bracelet, be there for
your buyers at all times—embody
the essence of #B2BESTIES. That
way, you can turn potential into
purchasing power when those
future buyers finally raise their
hands.

Today'’s buyers are feeling
rushed and bombarded
by numerous variables
influencing their decision-
making process. This

can make it challenging
for them to commit to a
purchase on the spot.

Remember, only 5% of
buyers are actively in the
market at any given time.

To capture the remaining
95% of future buyers, a calm
and steady approach is
essential.

Instead of overwhelming
potential customers with
infrequent but aggressive
campaigns, aim for a
continuous and pervasive
presence. This means
staying top-of-mind with
potential buyers even when
they aren’t in the market, so
you're ready when they are.
Meet your audience where
they are, understand their
preferences, and tailor your
communications to remain
relevant. Patience is key—
you want to be the easy-
to-work-with vendor who
supports buyers at every
step of their journey.

Intelligent demand

generation is crucial for
refining and honing your
strategy. It empowers you to
get in front of your audience
even before they think
about needing a product

or solution like yours.

And when those leads are
eventually ready to act, you
need to be poised to swiftly
yet gently guide them

down the marketing funnel,
carefully considering their
needs every step of the way.

Remember, it's an always-
on brand approach that
keeps you consistently
visible and always there for
your buyers. By continually
gathering and applying
behavioral insights, you can
ensure that any content you
present resonates. Gently
nurture your buyers through
their decision-making
process with understanding
and care. Just like a
friendship bracelet, be
there for your buyers at all
times—embody the essence
of #B2BFF. That way, you
can turn potential into
purchasing power when
those future buyers finally
raise their hands.




Ask a Marketer

Your burning B2B marketing questions, answered.

cMeet Your
B2B BFF

Jessica Frasier, VP of Client Success at
Digitalzone, shares her pro tips on topics
ranging from display ads to lead quality.

Dear Jess,

Are ebooks still a thing? I'm torn about whether they
should be included in my content strategy.

Hey Friend,

Yes, ebooks are still a valuable component of a
content strategy, but their effectiveness hinges on
your audience. In today's fast-paced digital world,
people are increasingly accustomed to consuming
short-form content. To make your ebooks more
appealing, ensure they are snackable. Incorporate
breakout copy, bullet points, quick tips, summaries,
and engaging visuals to keep readers interested.
Repurposing your ebook is my favorite way to
maximize my content budget, while increasing your
audience reach with a variety of content formats like
infographic or videos. This allows you to test and
learn what your audience prefers.

Need help repurposing? Scan to learn
more about Digitalzone’s content
creation services.

83% of B2B buyers need 3-10
touches to consider a brand
reputable. B2B buying cycles can
be quite long too, so keeping your
brand visible for effective recall
and influence is critical when
penetrating the entire buying
committee. My favorite way to
utilize display in the B2B market
is combining display ads with
identity resolution and intent
data for precise targeting. This
approach leads to successful
lead-level display and retargeting
campaigns that make the most
of your marketing budget. But
display has many use cases, and
it really depends on your target
audience and budget.

Scan to learn more
about display ad with
Digitalzone.

Dear Jess,

Does display advertising actually work in the B2B
space, or am | just throwing money away?

Hey Friend,
Absolutely, B2B display advertising is a powerful
tool—especially for enhancing brand recall. In fact,

Dear Jess,

Every demand generation

vendor claims to have their own
database. Why does this matter,
and how can you choose the right
vendor if they all seem similar?

Hey Friend,

Proprietary databases are unique
and secure systems. They offer
automation, scalability, and
compliance with privacy laws,
ensuring high data quality and
avoiding data redundancies seen
with other vendors.



However, some vendors
with proprietary databases
also use partner networks,
which can compromise data
quality.

These networks, consisting
of third-party vendors, help
expand customer reach
but often lead to data
duplication and quality
issues. While vendors can
set guidelines for lead
sourcing, they cannot fully
control their partners' daily

activities. This may result in
leads that are either non-
compliant with regulations
or of poor quality.

To choose the right vendor,
ask them the following
questions: do you use
partner networks to bolster
your data? How engaged is
your database? Does your
database include my ideal
customer profile (ICP)?
What measures do you take
to ensure data quality and
compliance? Ultimately,

Dear Jess,

How do I generate quality
leads that won't make my
sales team roll their eyes?

Hey Friend,

Marketing and sales teams
must first align on what they
define to be a sales-ready
lead, determining the state
of readiness sales expects.
Clear communication and
defined lead criteria are
crucial for this alignment.
Then once aligned, nurture,
nurture, nurture.

Intentional nurturing,

mindful segmentation, and
delivering genuine value are
key to generating quality
leads. Group B2B leads

by job function and sub-
industry to deliver more
relevant content and focus
on fewer but higher-quality
engagements that create
value rather than noise.

Finally, ensure the handoff is
seamless by equipping your
sales team with everything
they need to continue
meaningful conversations
with those leads. Unified

Scan for further reading on creating
effective nurture campaigns.

you should select a vendor
who follows best practices
and delivers results without
relying on partner networks.

Scan for further
reading about
proprietary
databases.

Have a
question for
Jess? Scan
here to ask it.

efforts and thoughtful
segmentation will produce
leads your sales team

will eagerly engage with,
assuring a seamless
customer journey and
eliminating any friction.
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The top 3 brand
qualities that compel
B2B buyers to make

Reputation, authenticity, and a Purcham are.
renowned expertise are the
key qualities that compel 1) Reputation

B2B buyers to choose a new
vendor. Buyers are looking for

knowledgeable partners when 2) Authenticity
making purchases—they rely on
brand reputations to guide their 3) Exp.grh';.e

decisions and seek brands that
offer a human connection.
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WHAT ARE

Brand/reputation 1st
THE TOP
CULTURAL or | Easeof doing business 2nd
ORGANIZATIONAL | Understanding our company  3rd
REASONS YOU |~ : 5
revious experience workin
SELECTED | . Ny 9  4th
with provider
THE WINNING
PROVIDER FOR | Commitment to 5th
YOUR PURCHASE? | sustainability/enviornment
Good employer 6th
Dedicated diversity, equity, 7th

and inclusion program

A brand's
reputation 1s the
#1 reason aun org
will select a new
vendor.

All things
considered; the
other leading reasons
are established
through eff ective
branding.

MIC DROP

B2C marketers approach brand reputation Creating a reputation is multifaceted.
by focusing on the intersection of their It's important to be excellent at what
brand and the human experience. But you deliver as a product or solution, but

don't forget, those same B2C consumers  there is also weight in how your brand
that crave an emotional connection to a makes your buyer feel. And with brand
brand are the same humans that make reputation climbing in importance for
up your B2B buying committee. Find the modern B2B buyer, forging a human
ways to differentiate not just in features  connection with your brand is a must.

and benefits, but in eliciting a human
connection to your brand.

digitalzone 24
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BUT BUYERS
PREFER. A HUMAN
roUcH, EVEN (F
(1S PIGITAL.

More than half of buyers love 1:1 digital
interactions—think short emails and virtual
meetings with a real person.

How WOULD YOU PREFER TO COMMUNICATE WITH
A VENDOR DURING THE PURCHASE PROCESS?

Email with
vendor

Virtual
meetings

Phone calls
with vendor

In-person

Social media
/DMs

SMS

Vendor website
chat

Industry business
communities

0% 5% 10% 15% 20% 25%

What type of content do you find most
tmpactful tn helping you during your
purchase decision?

1) Speaking with a product expert
2) Speaking with a sales rep

3) Speaking with customer success

digitalzone

conwection
(S WRAPFPEP (N
AUTHENTICIT?—
owE OF THE TOF
BRAND QUALITIES
THAT COMPELS
BUYERS
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SOMETHING
TO PONDER

B2B buyers, though
busy, want more

than product specs
and features. The
desire for human
connection is wrapped
in authenticity—one of
the top brand qualities
that compels buyers
to choose a new
vendor. And with B2B
buyers prioritizing
speaking with brand
ambassadors, the
people who represent
your brand are critical.
This means your
campaigns no longer
stop at the digital
channels you activate
on. They now extend to
the humans who take
your brand directly to
your buyer.

If you decide to tnvest
more th one channel
this year, make if

the tvestment n the
people representing
your brand because
they play a pivotal role
n nfluencing buyer
dectsions.

digitalzone
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How MANY TIMES DO YOU NEED TO SEE A
BRAND BEFORE YOU'TAKE THEM SERIOUSLY

83% of B2B buyers
say they require 3-10
touches before they

consider a brand to be tl! T';"EIR CATEGORY? BoTToM LINE
reputable. i ey Stay top of mind while consistently pulling your

22:2 expertise through in your messaging. In other
However, buyers still 40% words, get in front of buyers and demonstrate your
crave substance to 35% knowledge, often.
back up what they see. 2:// 1
Expertise-related factors 20% _ The formula for powerful marketing is equal parts
influenced nearly half :2; ¢ human know-how and strong brand reputation. If
(45%) of buyer o 7% 7% 3% you achieve this balance, you'll become the brand
purchase decisions. 0% . . that buyers can'’t forget.

1-2 times 3-5times 6-10 times 11-20 times More than
20 times

digitalzone 28 2024 B2B Trends Report digitalzone
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A cutting-edge website,
visually stunning social
posts, and eye-catching

ads are just pieces of the
puzzle when it comes to
attracting B2B buyers. The
real differentiator is the
intangible “it” factor that can't
be bought, no matter the size
of your marketing budget.

Don't just tell people why
your brand has expertise -

*show them.

Create content and
communications that -

emotionally resonate
with your target '
audience and makes them
feel seen,

B2B buyers notice when
you put in the extra effort

to understand them as both
professionals and human
beings—whether it's through
personalized nurture email
copy or by chatting over a
casual sales call. Each 1:1
interaction is an opportunity
to demonstrate your
prowess.

Bolster your always-on
approach by delivering a

‘unique and humanized

brand experience at every
touchpoint.
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Millennisasls o Gen X

run o sl medig

when choosing s

vendor.

Millennials, Gen Z, and
Gen X are collectively
twice as likely as
Boomers to use social
media for researching
potential vendors.

Boomers are social media
outliers. Gen X, Millennials,
and Gen Z are more inclined
to discover and engage with
new vendors on all social
platforms—except for TikTok,
which is squarely Gen Z's
playground.

digitalzone

In Perspective

Millennials, Gen Z, and Gen X are
much more receptive to social
media throughout the purchase
journey compared to Boomers.
And with

, leveraging
social media is the strategy for
getting in front of the majority of
B2B buyers.

Boomer buying decisions are
largely unaffected by social
media. But Gen X shares some
of the Boomer reservations—they
just aren’t as extreme in their
stance.

Milleanials

Gen X & Boomers

But Gen X shares some
of the Boomer reservations—they
just aren’t as extreme in their
stance.

digitalzone
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old—school
new—school,

Gen X are the true bridge
between traditional media
aficionados and digital natives.

They've navigated the modern
tech evolution, seamlessly
blending their Boomer upbringing
with the experience of raising
digital-savvy Millennials. They're
not that different from Millennials
and Gen Z, but they also share
some Boomer preferences.

Gen X wields significant
purchasing power, dominating
the older B2B buyer segment and
coming in as the second-largest
age group by percentage (right
after Millennials).

Gen X engages with a wide range
of media and content, making
them accessible on numerous
platforms. This versatility is

both a blessing and a curse
since they're open to just about
everything. But grabbing their
attention isn't about the medium
or channel; it's about having a
message that truly resonates.

Gen X is heavily influenced by
its younger counterparts. To
effectively reach them, keep an
eye on the media preferences of
younger generations—especially
as Boomers and their impact on
Gen X continues to diminish.

Boomer buying considerations

e, L SO sl medis.

Instead,
they’re nearly twice as likely to prioritize industry events or trade shows,
personal referrals, and previous relationships with vendors.

Wwhast kinds of Ehings
keep s company Eop
of mind for youw?

While other generations
swear by email to stay
top of mind with a vendor,
Boomers are all about
direct outreach.

Boomers are much less
likely to stumble upon
new vendors through
social media. Instead,
you should use these
platforms to steer them
toward what really works
for them—industry events,
tradeshows, referrals, and
those tried-and-true vendor
relationships.

While Boomers may not be keen on
endless scrolling,

of Boomers said tradeshows
and conferences keep a
company top of mind.

digitalzone




If there’s a universally loved

social platform, YouTube is it.

It's a promising catchall across
generations from an investment
standpoint. With it being one of

the first major social platforms,
there has been sufficient time for
adoption across all generations, so
naturally older buyers feel more
comfortable on YouTube than any
other platform. But when compared
to more modern social media
channels, YouTube isn’t nearly as
“social”—it's often used more for its
search engine functionality than for
its social connective tissue.

When asked about
their social media use
over the past week,
YouTube ranked highly
across all age groups.

With the evolution and proliferation
of social media platforms, B2B
buyers across generations have
become accustomed to snackable
content that makes information
more digestible and quickly
understood. In creating B2B content
to engage your ideal customer
profile it's crucial to consider the
content mediums they’re consuming
every day to ensure you're hitting
the mark with your digital
touchpoints and adding value at
every step along the way.

AE |lesastE

tdteleeglll, (OUES
YouTube.
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l_é-eI: social medis
help you cannect

BeB buyers!

static data
dynamic data

you
your audience

As platfFforms and demographics shift,
staying adaptable and keeping IE real
will keep you ahead.

digitalzone
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talk b2k to me,
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Rock the hottest fashions in B2ZB 4 free.
Scan the QR code to get exclusive styles from Dilgitalzeone.

https//digitalzone.con/nerch




—FINAL

THOUGHTS

Humans are complicated, and
your buyers are no exception.
In a B2B context, this complexity
intensifies because decision-
makers aren't just considering
their personal whims—they're
juggling the interests and
budgets of entire organizations.

The buyer’s journey is not
straightforward because their
movements through the world
are complex. Our research
shows that audiences drop
hints through their actions, but
these signals can feel elusive.
Their subtle interactions require
marketers to sharpen their
observational skills to keep a
better finger on the pulse.

In an era awash with data from
sources like website analytics
and nurture campaigns, it's
tempting to get lost in the
numbers.

However, we must remember

the marketing blend of art and
science—the secret sauce.

digitalzone

Overemphasizing data can lead us
to cookie-cutter campaigns that
miss the mark. Sometimes, in our
quest for reactions, we resort to
exhausted marketing strategies
and forget to speak to humans.

So, what's the final thought here?
Keep it human. Let data drive your
decisions, but never lose sight that
your audience
won't always
behave like
predictable
data points.
Today'’s buyers
want you to
listen. Whether
crafting web

“Grasping the humanity of
buyers is more than just
important—it's a lifeline. It
enables us to develop marketing
strategies that genuinely
connect with their evolving
needs and keep us ahead in an

content or Without this insight, we'd be

Interacting on navigating without a compass.”
social media,

always weave
in the narrative
that speaks to
their humanity.
This is how you achieve
meaningful engagement in the
B2B world.

Eboni Ryan
VP of Marketing at Digitalzone

increasingly competitive market.

KOOWS

oioitalzone

v We're creating the world's most human demand gen company.

As the only pure
in-house demand gen
vendor, Digitalzone is
committed to delivering
the highest level of
quality, compliance, and
customer service. We
partner with our clients
to create engaging
content syndication
campaigns that convert.

Allipowered
byouriglobal
communitylof,
H0SMuNiquE)
bUSiness

We're your no-nonsense,
zero-waste demand gen partner.

Learn more at digitalzone.com


http://digitalzone.com




