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EXECUTIVE SUMMARY

Research+Data Insights conducted an online study of B2B technology purchasers, sponsored 

by G2 Crowd and Blanc & Otus, to provide insights into the power the public wields in 

shaping corporate reputation and to understand the preferred strategies for engaging 

decision makers. The study revealed the increasing influence of word of mouth as the 

primary driver of sales for B2B tech companies and the evolving dynamics of B2B tech 

buyers’ influence over each other.

The 2015 study surveyed 807 senior-level B2B technology purchase decision-makers, 

506 in the U.S. and 302 in Canada, and explored technology purchase comparisons across 

SMB and enterprise IT buyers. The report also compares results to the first study conducted 

on the same topic in 2012. Of note, word of mouth reigns supreme on two fronts: 86 

percent of respondents say that word of mouth from peers was the most influential factor 

in their decision, and B2B word of mouth is having an equal impact on both ends of the 

funnel—lead gen and deal closure—with word of mouth cited by 83 percent of respondents 

as the primary driver of final selection of a vendor and their solution.

Also, B2B buyers are increasingly turning to digital channels to not only share information 

with each other, but to give each other advice. And while 63 percent said they share this 

information primarily via in-person conversations, a shift to digital word of mouth is 

happening, as 59 percent said they share content and insights over email, and together 

LinkedIn, Facebook, blogs, Twitter, text and other accounted for 78 percent of how B2B 

buyers share information—representing a massive shift toward digital word of mouth for 

B2B buyers. While individualism used to be the basis of purchase, since the previous 

report, sharing content has transformed into a more collaborative process. 

With the rise of social networks, the phenomenon of the “expert peer” has come into play; 

while professionals in an analog world relied on aggregators of peer knowledge, it’s much 

easier to find peers now with relevant experience and thus word of mouth has become 

a primary purchase driver.
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KEY INSIGHTS

 + As we saw in the 2012 study, B2B tech lead-gen is driven primarily by word of mouth, 

and good content should drive both engagement and word of mouth—and that influence 

is growing

 + And as we saw in the 2012 study, word of mouth is increasingly a result of integrated 

communications campaigns across traditional media, social media, industry analysts 

and influencers, and owned content

 + What’s new is that in 2015, word of mouth and good content marketing is having an 

equal impact on both ends of the funnel—lead gen and deal closure

 - We call it “Content + conversation = conversion”

 + In addition, we’re seeing the convergence of “industry analysts/experts” and “peers” 

into a new classification

 - We call it “the rise of the expert peers”—as expert peers are having a disproportionately 

high impact on sales via G2 Crowd and LinkedIn

 + People are motivated to contribute to word of mouth when they are given a chance 

to participate in a discussion — or a narrative

 - Viral questions are still a great technique to use to drive that positive word of 

mouth

 + Industry analysts continue to play a pivotal role in lead gen and deal closure
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SOURCES OF INFORMATION

How frequently do you access the following sources of information to stay educated on key issues 
and innovations in your sector?

 + Compared to ratings from the previous  study, people are accessing more sources but 

doing so less frequently.

 + Word of mouth information has increased in rank from 3 to 1.

 + Tech professionals use LinkedIn, Twitter and blogs to stay educated on sector news.

Percent reporting a few times per week or more

68% 

66% 

65% 

63% 

62% 

58% 

58% 

53% 

51% 

50% 

50% 

50% 

48% 

Word of mouth from peers 

Print news sources + online 

Broadcast news + online versions 

Industry analyst reports 

Corporate websites and blogs 

Financial analyst reports 

Facebook 

Independent blogs 

Private consultation with expert 

LinkedIn 

Twitter  

Online reviews from sites like Yelp 

Live events and conferences 

N = 808
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SOURCES OF INFORMATION for B2B PURCHASING

When considering a large business-to-business purchase, how valuable do you find the following 
sources of information in determining which vendors you will include in a request for proposal 
(RFP) or product pitch?

 + IT purchasers are leveraging word of mouth information more frequently when making 

purchase decisions. 

 + Tech workers list word of mouth as a valuable source of information but indicate live 

events are useful too.

 + Larger companies consider reports from industry and financial analysts more valuable.

86% 

84% 

83% 

82% 

81% 

81% 

79% 

72% 

71% 

62% 

57% 

52% 

49% 

Word of mouth from peers 

Industry analyst reports 

Private consultation with analyst 

Live events and conferences 

Financial analyst reports 

Corporate websites and blogs 

Print news sources + online 

Broadcast news + online version 

Independent blogs 

Online reviews from sites like 

LinkedIn 

Facebook 

Twitter  

Percent reporting that source is valuable

N = 808
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SOURCES OF INFORMATION for B2B PURCHASING

When considering a large business-to-business purchase, how valuable do you find the following 
sources of information in determining which vendors you will ultimately select?

 + Use of a private consultation is considered more valuable than industry analyst reports 

when purchasers make their final purchase selection.

 + Tech workers rate private consultations much higher than non-tech workers.

 + Larger companies indicate word of mouth information is most valuable for making 

final decisions by a wide margin compared to small companies.

86% 

84% 

83% 

83% 

82% 

81% 

76% 

72% 

71% 

61% 

57% 

52% 

48% 

Private consultation 

Industry analyst reports 

Word of mouth from peers 

Live events and conferences 

Financial analyst reports 

Corporate websites and blogs 

Print news sources + online 

Broadcast news + online 

Independent blogs 

Online reviews from sites like 

LinkedIn 

Facebook 

Twitter  

Percent reporting that source is valuable

N = 808
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WORD OF MOUTH: IT PURCHASERS OVERALL

Overall, IT purchasers are using word of mouth information much more frequently. 

Compared with previous research, the largest gains are from Tech workers.

How often does word-of-mouth information from people like yourself affect decisions 

you make regarding your top business priorities?

* 2012 results consisted of US and UK participants

N = 808

7% 

7% 

7% 

23% 

23% 

24% 

41% 

41% 

41% 

28% 

29% 

27% 

Total 

Tech 

Non-Tech 

Rarely Occasionally Frequently Very Frequently 

69% 

70% 

68% 

2012 Top 2 Box: 48%* 

2012 Top 2 Box: 54%* 

2012 Top 2 Box: 47%*
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REASONS FOR SHARING CONTENT

Please indicate which of the following reasons best describe why you share news you hear about a 
company with your peers.

N = 808

52% 

45% 

44% 

40% 

31% 

I share content that may impact a decision my peers 

are about to make 

I share content when it's part of a larger theme or 

trend my peers and I are discussing 

I share timely content about companies because it 

helps me network better 

I share content because I think company activities 

should be more transparent 

I share content because I like to look well-informed 
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REASONS FOR COMMENTING ONLINE

What are some of the reasons why you share relevant content with your peers?

 + IT purchasers are connecting most for more collaborative reasons:  

 - “gives me and my peers a new way to understand a challenge”

 - “a challenge my peers and I are currently facing”

 + In the previous research, purchasers listed more individual reasons: 

 - “a problem I am currently facing”

 - “easy for me to contribute”

 + Tech workers’ reasons include sharing content that contains hard data and statistics.

 + Results between US and UK workers is at parity.

53% 

48% 

43% 

42% 

37% 

34% 

28% 

23% 

16% 

It can provide additional 
information to clarify a point 

It gives me and my peers a new 
way to understand the challenge 

we face 

It features a challenge or problem 
my peers and I are currently facing 

It features hard data and statistics  

It poses a thought-provoking 
question around a popular topic 

It poses a question I feel credible 
DQG�TXDOLˋHG�WR�DGGUHVV�

It enhances my personal brand 

The content is entertaining and fun 
to read 

It features a famous brand, 
celebrity or some name I recognize 

N = 808
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METHODS OF SHARING CONTENT

When you share relevant content with your peers, what is your preferred method for sharing it?

63% 

59% 

26% 

14% 

13% 

12% 

10% 

3% 

In-person conversation 

Email 

Facebook 

Text 

Twitter 

LinkedIn 

Blog 

Other 

N = 808
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ANALYST INTERACTION

How influential is an analyst’s opinion on your decision to purchase technology when your 
interaction with the analyst is...*

* Asked among respondents who indicated ‘Industry Analysts’ are somewhat or very 

valuable

Percent reporting somewhat or very influential

79% 

74% 

70% 

55% 

54% 

51% 

43% 

Live consultation 

Commissioned research project 

Syndicated research 

Quote in an article or press release 

Standalone endorsement or quote on a 

web site 

Independent blog post 

Comment on social media 

N = 675
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CONCLUSION

Since the last study conducted in 2012, word of mouth has only increased as a primary 

driver of sales for B2B tech companies and the evolving dynamics of B2B tech buyers’ 

influence over each other. While both the 2012 study and the 2015 study reflect the 

growing importance of word of mouth as a driver of sales, the 2015 study highlighted 

that word of mouth and good content marketing have an equal impact on both ends of 

the funnel: lead gen and deal closure.

A new classification called “expert peers,” the convergence of “industry analysts/experts” 

and “peers” is rising due to the increase of social networks and these expert peers are 

having a disproportionately high impact on sales. These expert peers are excited to 

participate in “viral storytelling” and contribute to a narrative whenever given the chance. 

Individualism used to be the basis of purchase, but since the 2012 report, expert peers 

have shaped content sharing into a more collaborative process.

As the number and accessibility of social media networks continues to climb, the expert 

peer will only become more influential and have a bigger impact on the driving of B2B 

Tech Purchase decisions.



For more information, please contact:

techinfluence@blancandotus.com

www.blancandotus.com/techinfluence


