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Content essentials for technology buying teams worldwide
Identifying the needs and demands of
global technology decision makers for
effective content marketing
After being presented with a technology problem,
IT departments around the world have teams that are
tasked with conducting research, evaluating vendors
and selecting the solution that will best satisfy their
organization’s needs. Because of the abundance and
accessibility of information available online, buyers
have become more independent and no longer need
to rely on engaging technology vendors directly to gain
an understanding of their solutions. Instead, global
technology buying teams are becoming more reliant
on content and media, including white papers, case
studies, and online videos, to effectively compare
vendors and get information on the solutions that will
best solve their technology problems. As buyers arm
themselves with the right tools and information to make
more educated decisions, buy cycles are accelerating
worldwide and marketers need to make sure their
content marketing strategy is keeping pace.

About the study
Content essentials for technology buying teams
worldwide aims to provide marketers with a complete
understanding of how technology buying teams from
different regions of the world consume content and
expect to engage with technology vendors during the
research and purchase process.
Fielded in over 74 countries and 6 languages,
this research brief features the data and open-ended
responses collected from more than 2,300 technology
buyers worldwide and segments the results from
North American, Latin American, European, and
Asia-Pacific respondents. Each highlight from the study
includes in-depth insight and suggested best practices
for marketers to leverage in their future strategies.

Highlights from this study include:
• Technology buying teams frequently include a variety
•

•
•
•
•

of titles and geographically dispersed members
The project research and decision making process
is moving rapidly for both established and emerging
markets
The need for both vendor and third-party content
for a complete perspective
The variety of media types required to move
through the buy cycle
The most effective and ineffective media types
to engage non-English speaking technology buyers
The information that technology buyers and
vendors need to know about each other prior to
engagement

This research brief does not include every question that
was asked in our survey. To receive the full report data,
please contact the TechTarget Market Research Team.

TechTarget’s Media Consumption Report
Published annually since 2008, TechTarget’s Media
Consumption Report is recognized as an authoritative
resource for examining global content marketing trends
and investigating the research and purchase behaviors
of technology buyers. Past reports can be found at
www.techtarget.com/research.
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Global study demographics
North America

EMEA

Latin America

APAC

Region breakdown

Region breakdown

Region breakdown

Region breakdown

United States: 		 89%

United Kingdom: 		 27%

Mexico: 		 22%

India: 		 31%

Canada: 		 11%

France: 		 14%

Colombia: 		 14%

China: 		 20%

Spain: 		 12%

Venezuela: 		 10%

Japan: 		 15%

Germany: 		 11%

Argentina: 		 9%

Australia/New Zealand: 		 14%

Midsize: 		 24%

Company size

Company size

Company size

Large: 		 45%

Small: 		 37%

Small: 		 32%

Small: 		 21%

Midsize: 		 23%

Midsize: 		 27%

Midsize: 		 30%

Large: 		 40%

Large: 		 41%

Large: 		 49%

IT Management: 		 19%

Job titles

Job titles

Job titles

Senior IT Management: 		 22%

IT Staff: 		 17%

IT Staff: 		 13%

IT Staff: 		 19%

Senior Non-IT Management: 		 4%

IT Management: 		 22%

IT Management: 		 14%

IT Management: 		 28%

Senior IT Management: 		 17%

Senior IT Management: 		 20%

Senior IT Management: 		 11%

Senior Non-IT Management: 		 5%

Senior Non-IT Management: 		 4%

Senior Non-IT Management: 		 5%

Financial: 		 10%

Industries

Industries

Industries

Education: 		 7%

Services: 		 22%

Telecommunications: 		 11%

Financial: 		 8%

Government: 		 6%

Financial: 		 9%

Financial: 		 9%

Education: 		 7%

Education: 		 6%

Education: 		 7%

Government: 		 5%

Government: 		 6%

Government: 		 7%

Company size
Small: 		 31%

Job titles
IT Staff: 		 19%

Industries
Healthcare: 		 17%

Total respondents

249

Total respondents 		 900
Total respondents 		 679

Total respondents 		 565
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What does this mean for you?
Technology buying teams are no longer defined by borders and locations
Over the past several years, it has been established
that technology purchase decisions are made by many
different members within the IT organization. Which
means that multiple opinions and perspectives are
required to make the most well-informed decision
about a vendor’s solution. Globally, 61% of technology
buying teams include 5 or more people involved in the
research process; 88% for companies with more than
1000 employees.
These teams continue to grow and involve members
with various titles and roles within the department.

More than 93% of IT Staff members and IT Managers
(97% in North America and 98% in Latin America)
indicated that they are involved in this research process,
either as a decision maker, influencer or implementer.
As buying teams expand, they are also becoming
more global in scale. More than 50% of buying teams
feature members in geographically dispersed locations
contributing to technology purchases of all sizes.
All members, regardless of location, are collectively
researching, collaborating and comparing technology
vendors and solutions related to their IT projects.

Buying teams are classified by IT project, not by location
More than half of technology buying teams include members in different geographies tasked with conducting research
and making decisions about vendors and solutions

The demand for content is coming from
all directions—customize it accordingly
The IT decision-making team has expanded
to incorporate more members with various
roles and responsibilities, all of whom
require information about your solution.
You need to produce various content types
and personas that speak to each member
and avoid a one size fits all approach. To
start, take a piece of content and repurpose
it so it appeals to IT Staff, IT Management,
and Senior IT Management.
Global organizations have global
decision-makers
If all of your prospects from a single account
are in one location, you may be missing
a significant piece of the decision-making
puzzle. Before passing leads to sales, look
at the account and see if they have multiple
locations. If so, you will want to promote
your content and identify the decision makers
in those locations so you can pass along
complete, well-informed decision-making
teams for the most effective follow-up.
Multi-regional content efforts must include
consistent messaging to be effective
To maximize influence with multi-regional
buying teams, it is key to maintain consistent
messaging and themes as you expand
content and marketing efforts to different
regions. Also, be sure to localize content as
needed to better engage in-country buyers.
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