A gIobaI technology company conducted an annual project to
survey 3,000 IT decision-makers worldwide to gain insights into
the IT decision-making landscape across multiple countries.

OBJECTIVE

The goal was to gain a comprehensive
understanding of IT decision-makers'
attitudes, purchasing behaviors, and
emerging trends to inform strategic
planning, product development, and
marketing.

KEY FINDINGS

¢ |dentified emerging technologies and
trends affecting IT purchasing.

* Explored purchasing behaviors,
preferred channels, and decision-
making factors.

¢ Highlighted variations in IT needs and
priorities across regions.

¢ Collected data on desired features and
functionalities in tech products.
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Assisted in creating
region-specific
products for IT
decision-makers.

Customer insight
enhances marketing
effectiveness.
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4 STRATEGIC PARTNERSHIP
Identification of potential strategic

partners and collaborations based on

results gained from research.
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CONCLUSION

The technology company used market research
to enhance products and marketing, with
insights from 3,000 IT decision-makers
contributing to growth and competitiveness.

NEXT STEPS

The company plans to continue the annual
tracking project, expanding its scope to include
emerging markets and additional IT segments
to maintain its competitive edge.
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