
of buyers would rather 
not communicate 
with sales reps as 
their primary 
information source.1

of buyers access digital 
channels even in the 
late purchasing stages.2

of buyers said they are 
spending more time 
researching purchases.3

of business buyers say 
B2B shopping is complex.4

Awareness

See what products are 
out there

Consideration

Research individual 
products and develop a 
short list. Have phone calls 
with several sales reps

Decision

Meet with sales reps in 
person, view proposals, 
and choose a vendor

of buyers agree or 
strongly agree that their 
purchase involved 
people from a wide 
variety of roles, teams 
and locations.5

�e typical buyers
group for a complex
B2B solution includes
6 – 10 people, each
with 4 – 5 pieces
of information.3

of B2B buyers said that 
they are relying on more 
sources to research and 
evaluate purchases.3

of B2B buyers report 
that the information 
they encountered during 
a recent successful 
purchase decision was 
high quality.3

of customers’ buying 
cycle time is spent 
decon�icting 
information.4

B. THE INFINITE CONTENT LOOP
B2B vendors are o�ering too much generic and undi�erentiated content, leaving 
buyers trapped in an “in�nite loop” of research

C. THE CHECKLIST
A modern approach to the 
buyer’s journey

5 ways to streamline and personalize your buying experience 
so prospects check all the boxes

 1. Create content for speci�c goals and roles.
Make sure every piece of content services a speci�c purpose for a buyer’s
persona, such as an ROI report for procurement, an infrastructure overview
for IT, etc.

 2. Use marketing automation to match each buyer with the right content.
By ensuring prospects see only the content that’s relevant for them, you help
limit the amount of information your prospects must consume.

 3. Use marketing automation to nurture leads.
Using automation to nurture leads and connect them with the right resources
can help produce, on average, a 20% increase in sales opportunities versus
non-nurtured leads.6

 4. Create highly personalized marketing programs.
B2B buying groups may encompass may di�erent roles. Make sure you can
o�er campaigns for common personas like IT, procurement, and more.

 5. Design your website to o�er a self-guided sales experience.
B2B prospects spend a lot of time on your website. It should o�er a simple, and
easy-to-use self-guided sales experience that prospects can access anytime.

Q: How can you help B2B buyers escape from the in�nite loop?

A: O�er more narrowly focused, personalized content.

76% of all B2B buyers who participated in the 2018 survey 
expressed a strong desire for “content that speaks directly to 
their company.”3
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CHANGING 
HABITS

TRADITIONAL BUYER’S JOURNEY

MORE 
INFORMATION

INCREASED 
COMPLEXITY

73% 88% 15%

�e B2B buyer’s journey used to
look like a straight line.

�e new buyer’s journey comes
in many shapes.

77% 75%
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A. THE SQUIGGLE
Bigger buyer’s groups doing more research
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A. THE SQUIGGLE B. THE INFINITE CONTENT LOOP C. THE CHECKLIST

But the journey’s changing a lot.

6 – 10

Squiggle, Loop, or Checklist?
What today’s B2B buyer’s journey really looks like. 
It’s not a straight line.
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Search online
Collect 
white papers

Read
white papers

Compare
white papers

Research con�icting 
information
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B2B buying steps

Gartner has identi�ed 6 jobs that must be done to complete the buyer’s 
journey. �ese jobs may be completed in any order — or in parallel — 
by multiple members of a buyers’ group.

Problem identi�cation

Solution exploration

Supplier selection

Validation

Requirements building Consensus creation

Learn how Marketo Engage 
from Adobe can streamline your 
buyer’s journey.

Get details

https://www.marketo.com/marketo-engage/

