
Typical B2B Technology Buying Journey
The buyer’s journey is the process your buyers go through to make purchase decisions. 
It represents the touch points and interactions with various players during this process.

TEMPLATE WITH EXPLANATION

DISCOVER INVESTIGATE EVALUATE SELECT

DECISION MAKER/ 
ECONOMIC BUYER

The economic buyer includes the 
need for technology as part of 
strategic planning. This is the person 
who holds the budget and is the 
ultimate approver of the decision.

Gains support 
across teams to 
align everyone on 
goals and 
guidelines. 

Gathers vendor proposals and 
interviews. Gains consensus on 
top vendors for consideration 
and alignment on selection 
criterion. 

Gets IT buy-in to assess risk, scalabili-
ty, ease of integration and interoper-
ability. Estimates internal resource 
available for timely training or 
deployment.

Hires vendor

HEAD OF 
DEPARTMENT

END USERS 

Pains and potential 
gains are typically
identified by end-users. 

At least one end-user 
typically joins the task 
force in evaluating 
vendors. 

Tip: Companies want partners, not vendors. 
Know competitors, o�erings and price. 

Tip: Companies want to feel a part of it, not 
have it done to or for them.

*60% of the decision-making 
process happens prior to 

vendor engagement

*On ave. 6-8 people are 
involved in the 

decision-making process

*Ease of use + ease of 
deployment + training are 

major consideration factors

*Be aware of detractors at 
any stage. Make it easy to 

get factual information
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Writes the business case 
for what is needed, why, 
along with expected 
outcomes.

Communicates what vendor was 
selected, why and what the plan is 
for deployment and training for all 
teams that will be impacted by the 
new technology.

DEFINITIONS

Decision Maker/ Economic Buyer: Person responsible for making the purchase and holds the budget. Their primary con-
cerns are e�ciency and financial performace. 
Recommenders | Influencers: Individuals or groups who the decision maker relies on for their expertise. They do all the 
heavy lifting in the search and evaluation phases, and make a final recommendation.
End-Users: The beneficiaries of a new solution. Typically they are key in the requirements definition and evaluation stages 
of the proess. 
Detractors: Any person or group that can stall or derail any stage of the process. 

PRODUCT:
CREATED BY:
DATE:
VERSION:

MARKETING & SALES 
INSIGHTS

Tip: Companies want partners who challenge 
ther thinking.
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