2022 Media Consumption Study - UKI

Characteristics of the Buying Team

Conducted for the past 15 years, TechTarget’'s Media Consumption Study gives invaluable insights
on technology buyers’ research solutions for purchases based on the latest market trends.
Discover the results from more than 260 professionals from around UKI, with a brand new
component this year — ‘marketer perception vs buyer reality’.

In this infographic, we share insights on the ever-growing IT buying team and give practical
advice on how to engage the whole purchasing team throughout a complicated buying process.

Get started early in the journey

Research cycles are lengthy
How much time does your company typically take to make a major technology purchase
beginning when you first identify a problem and ending when you sign a contract with a provider?
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Many opportunities to penetrate an account
IT buying teams are large
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People trump personas
Personas and their involvement in tech purchases
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Need content to address unique buyer considerations
What content do you service to each user?

What does Staff What does Manager What does Director What does C-Level

Level want? Level want? Level want? want?
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Don’t limit leads per company
Don’t discount the power of tech staff

They play a role in purchasing at nearly all companies They tend to contribute 40% are involved
earlier in the process in shortlising
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Email corpmarketingemea@techtarget.com to get the full survey
results and to schedule a meeting with our experts.

Get the Results
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