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ARKET IN TRANSITION: ENDOR SWITCHING DRIVEN BY
THE MARKET IS PRIMED FOR SWITCHING VENDORS 0VERPROM|S|NG AND UNDER_DELIVERING

How satisfied are you with how your current vendors
support your organization in achieving its business
outcomes?

When current vendor solutions do not adequately
support business outcomes, which specific
outcomes remain unachieved?

Somewhat not satisfied Not at all satisfied: 1% Innovation _ 34%
Employee productivity _ 27%
Cost optimization — 26%
Business agility _ 24‘%
Reduction in time to value — 24%
Somewhat
o ' G 2+
s Time to market 24%
Customer experience — 230/0

Very
satisfied

<4 VOICE OF THE
INFUSE BUYER 2026
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RAND FAMILIARITY, TRUST, AND PROOF
MATTER

To what extent, if any, does existing familiarity with a vendor's brand reflect

whether your buying group shortlists them during the evaluation process? KEY TAKEAWAYS
EXTREMELY MODERATELY . Brandtfalr?iliarity(i‘s
OR VERY INFLUENTIAL el
LU LS 42 O/O - Be there early to compete

and win: GTM teams must
establish presence and add
SLIGHTLY NOT value where buyers

INFLUENTIAL INFLUENTIAL conduct anonymous
research

o » Technical fit with proof
4 reinforces brand value and
0 9% 4% trust

—<<—4 VOICE OF THE j
INFUSE | NP0
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Trendemon’s analysis reveals several defining shifts:

Al is now a meaningful acquisition channel

0 LLM-referred traffic surged 570% Yo,
while overall visiting accounts stayed
basically flat at +1%. The mix shifted

noticeably, with direct and-organic brands that aren't discoverable in Al

traffic down 79, and companies answers risk being filtered out before
compensating by leaning more the first click

heavily on email (+66%) and paid
channels (+19%).

So what: SEOis no longer the default
top-of-funnel entry point. Acquisition
is getting more expensive, and

' | TRENDEMON The Generative Journey:
New Data Signals the End
of Traditional B2B Buying
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EXECUTIVE SUMMARY

Three seismic shifts are reshaping how CMOs buy software in

2026

FINDING #1 FINDING #2

RANKED #1FACTOR

3.5XINCREASE

84% 65%

Of CMOs now use Al/LLMs Start vendor searches in peer
for vendor discovery. communities.
Up from 24% in 2025. Al has Word of mouth dominates
fundamentally disrupted how buyers consideration, scaled through private
find solutions. Slack groups and communities.
V}I_ynter How B2B SaaS CMOs Buy
Software in 2026

FINDING #3

DOUBLED YOY

80%

Arrive at sales calls
moderately or very familiar
with the vendor

SCRATCH
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UYERS EVALUATE VENDORS ON
BRAND TRUST AND TECHNICAL FIT, EARLY

Which of the following factors are most important
when shortlisting vendors for evaluation?

Strong alignment with our use case,
tectnical requrements,or exising - (D 55
technology stack
Demonstrated ROI or business value 0,
orcos: (D 37
Al-native capabilities and solutions _ 36%
Quality of customer references and — o
case studies 36%
Prior positive experience with the _ o,
vendor 33%
Market and brand visibility; industry — 0,
reputation 32 /°
Personalized outreach and tailored
content you received from the - 19%
vendor

Analyst validation - 18%

F T2 VOICEOFTHE
INFUSE ScRATCH
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Buying Pattern

Total Buying Cycle Length

Point of Fist Contact with Sellers (% of Journey)

Vendors Evaluated

Evaluated Vendors with Prior Experience

Average Purchase Cost

Number of Interactions per Person, per Vendor

Buying Group Size (Number of Indviduals)

Buyer-Initiated Contact

Contact with Winner First

Buyers Engaging External Resources
(analysts, consultants, investors, distributors, etc.)

e

2025

101 months

61%

51

3.8 (75% of shortlisted
vendors)

Low $300,000s

79%

77%

76%

Prior Years

1.3 months

69%

45

3.2 (69% of shortlisted
vendors)

Mid $200,000s

104

82%

83%

1%

Global Averages +

Trend Direction

Yes

Yes

Yes

Yes

Yes

Yes

Meaningful - Shorter
Cycle

Meaningful — Earlier
Engagement

Meaningful — More
Vendors

Meaningful — More
Familiarity

Meaningful — Higher
Cost

Trivial — Fewer
Interactions

Trivial — Smaller Groups

Minor — Less Initiation

Meaningful — Weaker
Trend

Small but statistically
reliable increase

2025

B2B Buyer

Experience

Report
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50%
40%
Buyers 30%
Leveraging Al
for...

20%
10%
0%

Compare Evaluate Analyze Create Summarize

Vendor Proposals/ Stakeholder Vendor Third-Party

Offerings RFPs Input Shortlist Content
Al Use Case

E.CU0ALE,%°a EI

ST °TE A A

Forecast Analyze Simulate Create
Timelines/ Reviews/ TCO Requirements
Risks Testimonials Models /RFP

2025

B2B Buyer

Experience

Report
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LLMs are widely used as atool + However, LLMs are not + High-stakes purchases still
within the buying journey. replacing vendor interactions. require direct validation.

94% of buyers report using LLMs during their Buyers still report double-digit interactions GenAl is not yet at a stage where it can be
buying process to do things like analyze with each vendor they evaluate (16 fully trusted to guide purchases of $200,000
sentiment in customer reviews and process interactions per person with the winning to $300,000. If you were making a purchase
information. vendor — one less than in 2024 and of that size for your organization, would you
statistically identical number to 2023). leave the decision solely to an LLM? Today’s
buyers show that while they are using LLMs,
these tools have not yet replaced the
traditional work of the buying journey.

2025

B2B Buyer

Experience

i SCRATCH
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Trendemon'’s analysis reveals several defining shifts:

Conversion rates skyrocketed because Al filters
out “noise”

Conversion to any deal stage jumped

+ So what: It's "survival of the fittest.”
’ from 1.05% to 3.61%, while conversion Fewer window-shoppers reach your
to Closed Won increased from 0.42% site. But there's a catch: you may also
to170%. be losing legitimate opportunities
before they ever visit, if an LLM
recommends a competitor.
b | TRENDEMON The Generative Journey:

New Data Signals the End
of Traditional B2B Buying
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=% Content
=y 1s King

Bill Gates 1996
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UYERS ARE NOT CONFIDENT DESPITE A
HEALTHY AMOUNT OF CONTENT CONSUMPTION

On average, how many unique content pieces
or information resources do you consume throughout

your purchase process?
3 19%
4-6 YAy < 34%

7-10 19% ) 29%

115 10%3D) 12%

More than 15 18%
Average number of content pieces is up YOY

8 pcs.E 9 pcs.
T T T T T T T T

3 pieces 6 pieces 9 pieces

KEY TAKEAWAYS

« 57% of buyers on buying teams consume >7

content pieces

- Research serves as defensive

documentation rather than looking for solutions

« Overwhelming buying groups with collateral

creates friction rather than momentum

« All content should anticipate and answer

buying group questions

=2 VOICE OF THE '
INFUSE | N7T90)
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