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The IT Buying Process is More Painful Than Eve
(Certain Things Are Beyond Your Control)

Decision Making
Process Length
+20 Percent Over
Past 5 Years

Increased Self-
Importance of All
Buying Team
Members

Buying Team Size
has Doubled
Since 1999

Shared
Frustration
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Getting Content Right: Potential Impact
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There Are Plenty of Opportunities to Affect the
Process and Reduce the Time to Sale

The Great Less Than

Decision P 50% Alignment
Internal Editorial

Slowdown Nendor

g, Social Media
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Build it and
Hope Somebod
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The Content Conundrum

G2S (1SSLI FRRAY3 ySg 02y
LI NIYSNR O2YLX FAY Y2NB
T Sr. VP of Marketing, Major Hardware Manufacturer

40 Percent Formats Have Vendor Web
More Content Grown by 80 Pages Count Random

Types Than : Percent Over . Plus 15x Over Acts of
Seven Years the Past Ten the Past Five Content™
Ago Years Years

Could this Be You?
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Content Plays a Major Role in |
Determining Who Wins the Sales Pursuit

Sales
Independent Transactional
Authority Content
Dialogue (Brochures, FAQ's,
Presentations)
Vendor_‘_‘__“
Dialogue

Educational

Content

(Articles, Reviews,
Case Studies)

Peer Dialogue
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Relevant Content Matters

Question: As you looked at individual vendors, did the level of relevant
content affect how you felt about them and the likelihood of their making
the short list of alternative choices?

NO
\

YES
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Be Relevant

Question: For marketing and technical content, what percentage of the
content you found was relevant to your needs?

Educational Content 43 %

Transactional Content 0
(promotional) 26 /0

Combined Transactional
and Educational

42%
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Percentage Relevance
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The Impact of Irrelevant Content Is Severe

stages?

45%
33%
36%

33%




