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Our Superpowers Research Indicates That Excellent Customer Experience
Is An Unmet Need In Engineering

Key Decision Drivers in the Engineering Space (e.g., high-tech manufacturing, machinery, hardware, cloud, telecoms)
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e Products and services just work and are not prone to fail
Improves our productivity, saving us time and resources
, *2 key decision drivers are market-wide performance gaps and related to providing a great buyer experience, indicating that customer
Performance Across Brands In Category: Good Fair Poor o o . . .
experience is an unmet need in this category and represents an opportunity for brands to differentiate.

The Leading Brands Enjoy A Significant
Commercial Impact In Delivering On Key
Unmet Needs In The Engineering Space

Key unmet needs for relevant brands...

T “Provides the support,
information and
expertise we need”

“Approachable &
transparent in their
dealings with us”

60%

higher likelihood of
customers increasing
spend in the near future

11%

increased likelihood to be the
primary brand in consideration
for the next decision cycle

PASLY:

more cross-selling /
up-selling

10%

shorter buying
cycles



https://www.b2binternational.com/publications/the-2023-b2b-superpowers-index/
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- Our Deep Experience In Engineering

We have researched engineers in a variety of industries and functions (e.g., design, research & development, quality control, production, software, hardware, electrical) for many of our clients.
Engineers are a complex audience to research given their busy schedules and technical work. B2B International’s extensive experience researching engineers means that we know how best to
engage with these hard-to-reach audiences, what questions to ask and how to ask them, in order to drive high quality, actionable insights.
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Get in touch to discuss how we can help your brand achieve a
competitive advantage in the engineering buyer journey.



https://www.b2binternational.com/contact-us/



