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Introduction
A software product can offer a multitude of benefits to a wide swath 
of buyers, but a great software product will have little success 
if customers don’t include it — or even find it — as an option. 
Understanding the journey potential users take to find and research 
your product is a critical component to your company’s sales and 
marketing success.

The journey buyers embark on as they search for and ultimately 
purchase software continues to evolve into an increasingly nuanced 
process that differs by geography and market type. It can be 
challenging for vendors to stay on top of the latest buyer journey 
research, especially as vendors look to expand on a global scale.

Gartner Digital Markets conducted a comprehensive analysis of 
small and midsize business (SMB) software purchase behavior in 
the U.S., France and Germany. Gartner Digital Markets also analyzed 
technology adoption behaviors in those markets, in addition to 
Canada and Spain. This guide shares the findings of that research 
and provides guidance for software vendors looking to translate 
buyer journey insights into action. 

About Gartner Digital Markets
Gartner Digital Markets is the world’s premier source for software 
vendors to connect with in-market buyers, through research, reviews 
and lead generation. Digital Markets comprises the three leading B2B 
software search websites — Capterra, GetApp and Software Advice, 
serving more than 9 million monthly visitors from around the globe. 
Gartner Digital Markets is proud to partner as a quality,  
high-volume lead source for more than 40,000 software products.
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Buyer Journey Evolution
The buyer journey details how the buyer moves from being unaware 
that they have a problem to selecting your product as a solution to 
their problem. Think of the buyer journey as a sales funnel, but from 
the customer’s perspective.

While the buyer journey is highly individualized, Gartner Digital 
Markets experts have identified the five major stages in the software 
purchase process.

Can the Buyer Journey Map 
Effectively Gauge Buyer Behavior?
When trying to predict buyer behavior, sales and marketing teams can 
easily fall into the trap of believing that if a prospect has an intent to 
buy, that qualifies that potential customer as a high-quality lead.

That’s not always the case. By studying buyer behavior and the 
customer journey, and basing marketing and sales processes on 
those factors rather than strictly on the traditional sales funnel, 
teams may better differentiate whether a lead only intends to buy or 
will actually make a purchase.

Understanding the customer journey better equips teams to 
understand potential pain points along that journey — for example, 
where buyers might be led to another vendor, or why buyers might 
stop looking for a solution to the problem entirely.

Let’s focus on the first four stages of the buyer journey. Read on to 
better understand the amount of time, on average, that buyers spend 
in each stage, as well as key considerations throughout that journey.

A Basic Customer Journey Map
Identification
is the point at which a company identifies an 
issue that needs resolution in order for it to 
meet its goals.

Research
follows that company as it investigates various 
solutions to its problem, and identifies the 
risks of not addressing it immediately.

Research
follows that company as it investigates various 
solutions to its problem, and identifies the 
risks of not addressing it immediately.

Intent
covers the period of time where that 
company compares options and removes 
ones that don’t fit its needs or budgets.

Purchase
retains the same name as its counterpart 
in the sales funnel, as it’s a point of 
complete overlap.

Implementation
follows the company as it implements your 
product and tests to make sure its issues are 
fully resolved.
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Awareness and Identification
Awareness and identification is the point in time when a buyer 
recognizes that they have a business problem and realizes that 
problem could potentially be solved by a software tool. Software 
buyers in this stage are beginning their journey to find and purchase 
new software, and this phase is most often triggered by an event 
within the business.

Survey respondents indicate that productivity improvements 
overwhelmingly trigger the awareness of the need to invest in new 
software. France cites customer requests for new technology as its 
top reason for planning investment, while Spain and Canada say 
competitive pressures are their top trigger.

The top factors that trigger a technology investment are  
relatively consistent across geographies, with the exception of 
French respondents.

Key take-away: Software-buying triggers are 
broadly equitable, except in France.

Top factors that trigger 
software investment

Competitive pressures
IS A TRIGGER IS NOT A TRIGGER

0% 100%

Outgrew current tech
IS A TRIGGER IS NOT A TRIGGER

0% 100%

Needed productivity improvements

Canada

France

Germany

Spain

U.S.

Canada

France

Germany

Spain

U.S.

Canada

France

Germany

Spain

U.S.

IS A TRIGGER IS NOT A TRIGGER

0% 100%

52%

58%

49%

67%

61%

47%

34%

33%

47%

43%

37%

28%

28%

41%

53%

48%

42%

51%

33%

39%

53%

66%

67%

53%

57%

63%

78%

78%

59%

47%

Source: Gartner’s 2019 Top Technology Trends Survey, n varies.
Germany (n = 246), Spain (n = 240), France (n = 248), Canada (n = 249), U.S. (n = 539)
Q: Please select the top 3 factors that trigger your investment in new technology.

Customer Requested

Canada
France
Germany
Spain
U.S.

IS A TRIGGER IS NOT A TRIGGER

0% 100%

33%

63%

44%

38%

24% 

67%

37%

56%

62%

76%
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Evaluation and Research
The evaluation and research stage is when individuals identify 
which software providers are best able to provide a solution for their 
triggering issue.

The important take-away from our research is that buyers in the 
evaluation stage primarily access online research or a search 
engine as their first step, and user reviews play an important role in 
customer movement along their journey.

Selection and Intent
In the selection and elimination stage, who makes the final decision 
when choosing a software option?

While software buyers are often solely responsible for the 
software purchase decision in the U.S. and Germany (41% and 32% 
respectively), the overall results of the surveys indicate that most 
purchasers are leaders of a group.

Key take-away: While the U.S. is more likely than 
the other countries to have an individual decision-
maker, software buyers are predominantly members 
or leaders of stakeholder groups.

Source: Gartner’s 2019 Top Technology Trends Survey, n varies.
Canada (n = 249), France (n = 248), Germany (n = 246), Spain (n = 240), U.S. (n = 539)
Q: What is your involvement in purchasing technologies for your organization?

Individual involvement in 
purchasing software for 
organization

Member of a group 
responsible for 
decisions

Leader of a group 
responsible for 
decisions

Solely responsible 
for decisions
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  41%

  37%

  26%

  39%

  30%

Canada

France

Germany

Spain

U.S.

  31%

  21%

  32%

  25%

  41%
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Respondents indicate that different challenges dominate different 
regions of the software-buying world. It is important to note that 
simply finding the right technology is not always the preliminary 
challenge that businesses face when progressing in the buyer journey.

For example, Canadian respondents indicate that identifying the 
right solution is their primary challenge, but French respondents say 
funding the investment is their biggest challenge.

Key take-away: The top challenges faced when 
planning an investment in new software differ 
dramatically by geography.

Top challenges when planning 
investment in new software,   
by country

Canada
• Identifying the right 

technology
• Compatibility with 

existing systems

• Funding the investment

Germany
• Compatibility with 

existing systems
• Identifying the right 

technology 

• Security concerns

U.S.
• Compatibility with 

existing systems
• Identifying the right 

technology 

• Security concerns

France
• Funding the investment 
• In-house skills to 

manage
• Disruption to current 

business practices

Spain
• Identifying the right 

technology
• Funding the investment
• Security concerns

Source: Gartner’s 2019 Top Technology Trends Survey, n varies. Canada (n = 249), France (n = 248),
Germany (n = 246), Spain (n = 240), U.S. (n = 539). Q: Select the top 3 challenges that your organization 
faces when planning investment in new technologies. Note: Sums of all respondent answers shown.
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Purchase
In the purchase phase of the buyer journey, the buyer has made 
a final decision on software and plans to purchase it. There are 
several reasons why a buyer might make it to the purchase stage and 
decide against an investment — likely price considerations and peer 
opinions on the software.

The final purchase stage can be thwarted by everything from 
aggressive sales tactics to confusing or contradictory information 
provided by vendors. However, the three biggest influencers that 
cause buyers to disqualify a software vendor are pricing, negative 
user reviews and low-quality sales pitches.

  31%
A guidelines for 
evaluation of vendors

A criterion for selection 
of vendors

A starting point for 
evaluation of vendors

The primary 
consideration in 
selection of vendors

Not important to all in 
the evaluation of vendors

The only consideration in 
selection of vendors

Source: Gartner’s 2018 Small Business Software Buying Trends Survey, n = 417.
Q: Select the statement which best reflects your organization’s approach in selection of different vendors 
on prices they provided for software recently purchased.

0 10 20 30 40

  7%

  17%

  24%

  17%

  4%

Vendor-quoted prices’ 
influence on software selection

76% of SMB respondents indicate that vendor-quoted pricing 
influenced their selection and ultimate purchase of a software 
product.

Key take-away: Negative user reviews can halt a 
purchase decision.

Prices that are not in line 
with expectations

Negative user reviews

Low quality sales 
presentation or pitch

Aggressive sales tactics

Lack of clear 
differentiation

Lack of references

Negative (or no) opinions 
from influencer

Confusing/contradictory 
information material

Source: Gartner’s 2018 Small Business Software Buying Trends Survey, n = 417.
Q: What would be the top 3 reasons for disqualifying or dropping service providers from your 
consideration in the purchase of any software?

  50%

  44%

  39%

  39%

  38%

  37%

  35%

  34%

0 10 20 30 40 50

Top 3 reasons for disqualifying 
service providers from 
consideration
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The Buyer Journey Should Inform 
Sales and Marketing Strategies
Understanding the motivations that lead buyers to purchase software 
is often a multiform issue that varies by industry and location. 
Several factors influence a software buyer’s motivation to progress 
through the software buyer journey.

The period when buyers define their budgetary requirements varies 
by location, regardless of industry type.

For example, roughly equal shares overall decided on budgets 
before software evaluation (39%) as decided during or after software 
evaluation (41%). Those in France (50%) were more likely than U.S. 
(34%) and German (29%) respondents to have decided on budgets 
before the evaluation phase.

This data indicates that software vendors hoping to sell their product 
to buyers in France or companies based in French markets should 
construct their first-touch sales efforts with budget sensitivity.

In order to optimize the sales funnel or cycle, vendors should plan to 
spend several months and an increasing amount of time during each 
stage of the buyer journey. 

Source: Gartner’s 2018 Small Business Software Buying Trends Survey, n varies. France (n = 175), 
Germany (n = 129), U.S. (n = 116). Q: Select your organization’s approach in budgeting for the software purchase.

France

Germany

U.S.

Budgets were decided before any evaluation of software or providers

Budgets were 
decided before 
any evaluation

50%

Budgets were decided after 
or while evaluating

35%

Budgets were decided before 
any evaluation

29%
Budgets were 
decided after or 
while evaluating

50%

Budgets were decided before 
any evaluation

34%
Budgets were 
decided after or 
while evaluating

41% Budgets were flexible
26%

Budgets were flexible
21%

Budgets were flexible
15%

Budgets were flexible to requirements and outlines after selection 
of software and provider

Budgets were decided after or while evaluating different software 
or providers

Average time spend in each 
phase of the buying cycle, 
by country

Sales and marketing take-away: The timing for 
budget creation differs by location.

Sales and marketing take-away: European buyers 
spend increasing time at each step of the buyer 
journey after the awareness stage.
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Source: Gartner’s 2018 Small Business Software Buying Trends Survey, n varies. France (n = 173), Germany (n = 129), U.S. (n = 115). Q: Select the average amount of time your organization spent in each 
phase of the buying cycle for the new software.

Country-wise average time spent in each phase of the buying cycle

Post-awareness, the average time taken at each subsequent stage 
increases for organizations in France and Germany, but not for U.S.

1 YEAR 2 YEARS
0 2 4 6

Awareness

Evaluation

Selection

Purchase

Awareness

Evaluation

Selection

Purchase

Awareness

Evaluation

Selection

Purchase

Months 8 10 12 14 16 18 20 22 24 26 28 30

7.2
7.3
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5.7
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Awareness: 
Learning about ways to 
address a business need or 
opportunity with the software

Evaluation: 
Identifying which software 
providers are best able to 
provide a solution

Selection:
Determining which software 
provider is most appropriate 
for your organization

Purchase: 
Completing the transaction 
with the selected vendor and 
installing or deploying the 
software in your organization

Total time: 28.2 months

Total time: 22.7 months

Total time: 20.5 months
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The trustworthiness of the organization/sales team during 
the evaluation process (44%)

Responsiveness of the vendor (43%)

Product knowledge of the sales team during the 
evaluation process (39%)

Completeness of the software implementation plan (37%)

Flexibility to adapt the way they sell to the way you want to 
buy during the evaluation process (35%)

The trustworthiness of the organization/sales team during 
the evaluation process (44%)

Responsiveness of the vendor (43%)

Product knowledge of the sales team during the 
evaluation process (39%)

Completeness of the software implementation plan (37%)

Flexibility to adapt the way they sell to the way you want to 
buy during the evaluation process (35%)

-

- 

-

- 

-

-

- 

-

- 

-

Top most important 
process-related factors in 
selection of vendor

Base: All respondents, n = 420. Q: Rank the three most important process-related factors in your selection 
of the vendor for software recently purchased?

44% of all respondents say that the trustworthiness of the 
organization and sales team during the evaluation process 
influenced the process of moving through the buyer journey. 
Building report with the buyer or buying team, as well as being 
candid, can increase a vendor’s chance at closing a software sale.

Construction

Field Services

Human resource 
providers

Retail

Source: Gartner’s 2018 Small Business Software Buying Trends Survey, n = 417.
Q: Select your organization’s top three internal barriers to investing in any software?

 46%

  42%

  39%

  34%

0 10 20 30 40 50

Percent of people by industry 
who say user reviews are a top 
barrier to investing

Surprising Aspects of Today’s  
Buyer Journey
34% of all respondents, regardless of location and business type, say 
that user reviews are in their top 3 internal barriers to investing  
in software.

This finding indicates that buyers in all markets examined are 
interested in user reviews during the buyer journey. Online research 
on websites with user reviews accounted for the top “first-accessed” 
source in the U.S. (19%), Germany (15%), for healthcare providers 
(21%), and small and midsize construction businesses (18%).

The buyer journey is never complete, even when the purchase 
and onboarding have been confirmed. Buyers expect consistent 
and positive interactions with the vendor’s customer service, sales 
and help desk teams to ensure their goals are being met with the 
software they’ve selected.

Buyer journey take-away: User reviews powerfully 
influence purchase decisions in several industries.
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Vendors should remember that their content marketing collateral 
might not be reaching the eyes of their consumers. Focusing on 
building a reputation through influencer and user reviews and 
bolstering the sales relationship should be a top priority.

Buyer journey fact: General search and user reviews 
are the first-accessed source by most SMBs. Fewer 
than one in ten buyers access vendor content during 
the buyer journey.

Importance of various actions 
in maintaining an ongoing 
relationship (% of respondents)

Bottom 2 box (1, 2 rating)

Middle box (3, 4, 5 rating)

Top 2 box (6, 7 rating)

Following up to ensure that 
business outcomes are being 
met (n = 414)

Assigning dedicated 
resources to assist with 
onboarding (n = 415)

Asking what business 
outcomes are most important 
ensuring they are being 
measured (n = 418)

Offering a mechanism for 
providing roadmap input to 
product management (n = 416)

Providing online opportunities 
to interact with other 
customers (n = 415)

Providing in-person 
opportunities to interact with 
other customers (n = 415)

Holding regular (monthly or 
quarterly) business review 
meetings (n = 413)

Source: Gartner’s 2018 Small Business Software Buying Trends Survey, n varies. Q: Rate the importance 
of the following actions in maintaining an ongoing relationship with your software provider?

1 - Not at 
all important

7 - Very 
Important

0 20 40 60 80 100

36% 61%

41% 55%

44%

44%

42%

45%

53%

51%

52%

50%

44%

3%

3%

3%

5%

6%

6%

48%

7%
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Map the Strategy

How to Predict and 
Prepare for Buyer 
Behavior in Global Markets
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Adapt Strategy Wherever Necessary 
Businesses, by their very nature, wish to grow — expand, produce 
and sell to larger and larger communities. But what happens when 
you want to expand past the border of your home country?

New cultures, a new business landscape and unpredictable behavior 
can prove to be quicksand to a newly international company.

This is where it’s necessary to understand the international buyer 
journey. It will put you in the shoes of your potential leads and 
customers and help you understand why your marketing efforts 
might be failing you.

Building Your International  
Buyer Journey
In order to build out your buyer journey map, there’s a lot of research 
you need to collect: data analytics, reviews data, retention rates, 
customer lifetime value and customer feedback.

There are multiple points when you can collect this, but the best time 
to do so is when your leads aren’t yet customers. This way, you can 
trace their experiences in real time along the way, and they can speak 
more accurately to all of the touchpoints as they experience them.

As an added bonus, as you show a more vested interest in your leads 
and their pathway to choosing your software, you’ll more effectively 
win them over.

So how do you build the most accurate map possible?

• Take note of any obstacles buyers face or concerns they raise.
• After conversion, check in from time to time to see if their 

perspective has changed.
• Hold workshops to review the map with members of your 

customer advocacy team, customers you’ve reached out to 
already and ones you haven’t.

• Hire external consultants to provide an unbiased third-party 
view and offer advice on ways you can improve your  
touchpoints.

Recontextualizing the sales funnel from the perspective of the 
customer might seem like a major transition, and it is, but it’s a 
worthwhile effort that can save you time, money and leads.

After all, your business depends on customers and 54% say they’ll no 
longer work with a company after a single negative experience.

Set a Baseline by Looking at the 
U.S. Buyer Journey
Before we start looking internationally, let’s set a baseline 
understanding of what the buyer journey in the U.S. looks like. We’ll 
look at two things: how long it takes for buyers to move through their 
journey and where their primary interests lie.
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For now, we’re going to focus on the first four stages of the buyer 
journey. This way we can see how your leads think, rather than your 
customers, as we want to target your marketing rather than focus on  
customer retention and churn.

According to Gartner Digital Markets 2018 Small Business Software 
Buying Trends Survey, it can take almost two years for a buyer to 
purchase software in the United States. That might seem like a long 
time, but U.S. software buyers tend to have large teams of people 
who need to weigh in on any major business decisions.

Now let’s take a look at U.S. buyer actions. There’s a stark difference 
between a company saying it’s interested in your software and 
actually budgeting for it.

While some companies will hold off on budgeting until they’re further 
along their buyer journey (usually during the research or elimination 
stages), the expectations and reality still don’t always line up.

Key take-away: U.S. software buyers spend the most 
time in the research phase of their buyer journey.

Average time spent at each stage of the U.S. buyer’s journey, in months
0 2 4 6

Identification

Research

Intent

Purchase

Months 8 10 12 14 16 18 20 22

5.3

4.6

5.5

5.1

1 YEAR

Source: Gartner’s 2018 Small Business Software Buying Trends Survey. Base varies in each phase.
Q: Select the average amount of time your organization spent in each phase of the buying cycle for the new software.
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The graph at left gives us a stronger understanding of both U.S. 
buyer interests and buyer behavior, and therefore, the buyer journey 
as a whole.

Whether it’s emergent tech such as Internet of Things (IoT) software, 
blockchain technology, or more established products such as 
customer relationship management or cloud computing software, 
there’s very little interest without an intent to buy.

But how does that compare to European nations?

We’re going to look at two countries for which we have survey data 
and then two countries for which we don’t, to see just how predictive 
of a model the buyer journey can be.

Percentage of U.S. SMBs 
interested in vs. budgeting for 
different software types 

Artificial Intelligence 
and Machine Learning

Blockchain

Cloud Computing

Conversational User 
Interface

Customer Relationship 
Management

Internet of Things

Mobile Business 
Applications

Business Intelligence 
and Analytics

0% 25% 50%

3D Printing or Additive 
Manufacturing

Application Integration

  14%
  21%

  24%
  26%

  16%
  25%

  21%
  23%

  34%
  30%

  49%
  19%

  14%
  25%

  42%
  20%

  23%
  20%

  25%
  26%

Currently Using and Planning to Use

Funding Budget Planned — Currently Using and Planning to Use

Source: Gartner’s 2019 Top Technology Trends Survey, n = 539.
Q: Which of the following technologies is your organization using or planning to use in the next 1-2 years?
Q: Over the next 1-2 years, which of the following technologies do you have budget set aside for?

Key take-away: There’s not a strong correlation 
between interest and action for U.S. buyers.
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How Do Global Buyer Timelines and 
Interests Differ?
France
If you want to sell your software in France, you should expect a much 
longer time between the lead and conversion stages.

On average, it will take almost 2.5 years for a French company to 
become your customer. This means there is plenty of additional time 
for it to be led away from your product, and it will take a lot more 
effort and targeted marketing to make the sale.

Part of the reason behind this is that French businesses are 
statistically slower to adopt new technology and make any changes 
to existing technology in place.

Average time spent at each stage of the French buyer’s journey, in months

Source: Gartner’s 2018 Small Business Software Buying Trends Survey. Base varies in each phase.
Q: Select the average amount of time your organization spent in each phase of the buying cycle for the new software.

1 YEAR 2 YEARS

0 2 4 6

Identification

Research

Intent

Purchase

Months 8 10 12 14 16 18 20 22 24 26 28 30

7.2

7.3

7

6.7

Key take-away: The further French buyers move 
within the buyer journey, the longer it takes them to 
progress toward a purchase.
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For example, while there’s an expressed interest in various types of 
emergent technology (such as conversational UI and blockchain), 
they often don’t yield actual investments until they’re significantly 
more established (such as cloud computing).

There are two ways to address these issues:

1. Wait until your software or technology is more established on a 
global scale before entering the French market.

2. Employ intent-based marketing. You should be able to increase 
your chance of nurturing those leads into high-quality converts.

Percentage of French SMBs 
interested in vs. budgeting for 
different software types 

Artificial Intelligence 
and Machine Learning

Blockchain

Cloud Computing

Conversational User 
Interface

Customer Relationship 
Management

Internet of Things

Mobile Business 
Applications

Virtual or Augmented 
Reality

Business Intelligence 
and Analytics

0% 10% 20% 30%

3D Printing or Additive 
Manufacturing

Application Integration

  17%
  20%

 17%
  25 %

  14%
  26%

  11%
  25%

  18%
  24%

  28%
  25%

  9%
  28%

  25%
  16%

  15%
  23%

  16%
  25%

Currently Using and Planning to Use

Funding Budget Planned — Currently Using and Planning to Use

Source: Gartner’s 2019 Top Technology Trends Survey, n = 248.
Q: Which of the following technologies is your organization using or planning to use in the next 1-2 years?
Q: Over the next 1-2 years, which of the following technologies do you have budget set aside for?

  16%
  29%

  

Key take-away: While French buyers are interested 
in numerous emergent tech types, few companies 
actually budget for them.
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Germany
Germany, in terms of its business practices, is very similar to the U.S. 
It makes sense, therefore, that a German company’s average time 
spent at each stage would be similar to those of the U.S.

The only stage that takes significantly longer is the identification 
stage. That means that by focusing the majority of your German 
marketing on increasing your brand awareness, you should have a 
much bigger impact.

Whether you’re working in blockchain or data and information 
security, German companies are liable to invest in your product:

Average time spent at each stage of the German buyer’s journey, in months
0 2 4 6

Identification

Research

Intent

Purchase

Months 8 10 12 14 16 18 20 22 24

5.5

5.7

5.5

6

1 YEAR 2 YEARS

Source: Gartner’s 2018 Small Business Software Buying Trends Survey. Base varies with each stage.
Q: Select the average amount of time your organization spent in each phase of the buying cycle for the new software.
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There’s something important to note about these graphs on action 
and intent, though: You might face stiff competition among the more 
established vendors in your market.

So how can we take what we’ve learned, contextualize it and use it to 
better understand buyer behaviors in other countries?

Percentage of German SMBs 
interested in vs. budgeting for 
different software types 

Artificial Intelligence 
and Machine Learning

Blockchain

Conversational User 
Interface

Customer Relationship 
Management

HR Software

Mobile Business 
Applications

Virtual or Augmented 
Reality

Wearables

Business Intelligence 
and Analytics

0% 10% 20% 30%

Application Integration   17%
  24%

  24%

  29%

  19%
  23%

  20%
  29%

  27%
  8%

  17%
  24%

  24%
  23%

  25%
  28%

  12%
  27%

Currently Using and Planning to Use

Funding Budget Planned — Currently Using and Planning to Use

Source: Gartner’s 2019 Top Technology Trends Survey, n = 246.
Q: Which of the following technologies is your organization using or planning to use in the next 1-2 years?
Q: Over the next 1-2 years, which of the following technologies do you have budget set aside for?

  11%
  24%

Key take-away: While there’s still a disparity 
between interest in and budgeting for emergent 
tech in Germany, companies invest in emergent 
tech at a higher rate than in France.
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Understanding Unknowns in the 
Global Buyer Journey
At the time this chapter was written, Gartner Digital Markets had not 
yet collected data from Spain or the U.K. on the time spent in each 
phase of the software buying cycle. 

That provides an opportunity to apply lessons from the previous two 
countries and how they compare to those in the U.S.

First, we’ll examine what sets France and Germany apart from the 
U.S., and then try to discern where along that spectrum of practices 
and behavior Spain and the U.K. might fall.

Breakdown of Business Size
The U.S. has 28 million small businesses, which make up about 
99.7% of all businesses in the country. France, which has a smaller 
population of 67 million inhabitants, has 4 million businesses, of 
which 99.84% are classified either as very small businesses (3.7 
million with less than 10 employees) or small businesses (148.000, 
with 10 to 249 employees).

Germany has 3.45 million small and midsize businesses. That number 
also reflects 99.6% of the entire business population of the country. 

Remember that since smaller businesses are the predominant 
software buyers in the U.S., Germany and France, marketing should 
target them. That being said, U.S. and German buyers are more likely 
to make software purchases based on needs and wants, as opposed, 
for example, to French buyers in more established companies 
(10-249 employees, or even larger businesses) that require more 
time, conversations and major business decisions to change 
software suppliers or make investments in software and technology. 
Therefore, it’s critical to create a buyer journey map that accounts for 
different buyer types. 

Spain, by comparison, has more than 3 million SMBs, which tops out 
at 99.8% of the total businesses. In the U.K. there are 5.7 million SMBs 
as of 2018, which is more than 99% of the entire business population. 

That is, by no means, the only type of data teams should use to break 
down and predict buyer behavior in new global markets. Teams 
should also examine: 

• Breakdown of GDP by industry 

• Rate of industry investments in specific software 

• Age of working population 

• Breakdown of companies by size of profit/annual budget

https://www.fundera.com/blog/small-business-statistics
https://www.insee.fr/fr/statistiques/4277836?sommaire=4318291
https://www.gtai.de/gtai-en/invest/business-location-germany/economic-profile/economic-backbone-small-and-medium-sized-enterprises-81856
https://www.statista.com/statistics/502368/number-of-enterprises-in-spain-by-number-of-employees/
https://researchbriefings.files.parliament.uk/documents/SN06152/SN06152.pdf
https://researchbriefings.files.parliament.uk/documents/SN06152/SN06152.pdf
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Can a Marketing Campaign 
Effectively Appeal to All Regions?
There is no catch-all approach to global sales and marketing 
expansion, but buyer journey data can inform a predictive model 
for buyer behavior distinctions in new countries based not just 
on business practices but cultural or societal ones. To properly 
address those differences, teams must get even more specific with a 
combination of these three tactics:

1. Localize Marketing

Not every country has a single cultural identity. People from New 
York City are drastically different from people from Valdosta, 
Georgia, even though both live in the United States.

They differ in terms of cultural history, linguistic choices and their 
general approach to business. The same is true around the globe.

Focus data collection on specific regions within target countries or 
markets. Source data from local partners your business has engaged 
with and through the various marketing channels that you see leads 
and businesses using in that market.

Teams may also invest in translation software, which provides the 
opportunity to localize sales and marketing messages to specific 
dialects, resulting in a more comprehensive and natural marketing 
message that won’t label your company as an outsider.

2. Use Buyer Personas

Personalization is crucial to succeeding in today’s market, whether 
you’re selling in your home market or globally. Personas are a cost-
effective way to get started.

Use the research and market breakdowns you’ve gathered or pulled 
together through your data collection efforts to assess more general 
business trends. 

To build effective personas, teams should also collect the  
following information:

• Name
• Age
• Primary language
• Country (and region of country for localization)
• Education level
• Industry and position
• Size and annual revenue of company
• Involvement in software purchases

Buyer personas better equip teams to engage in global intent-
based marketing. Personas will help teams segment buyers at 
various stages of the purchase journey, which will enhance lead 
nurturing efforts and improve rates of conversion.

3. Take Advantage of Intent-Based Marketing

Intent-based marketing doesn’t just focus on specific individuals or 
teams within companies based on certain buyer segments, it focuses 
on where those buyers are in their journey and helps teams target 
marketing efforts based on that.

For example, when marketing to a middle-aged IT executive who 
just started the buyer journey, and is one of two members of a team 
making software decisions at a small Spanish business, your team 
can focus their efforts on increasing brand awareness through 
channels frequently visited by that specific persona.

The strategy saves organizations significant time and money that 
may otherwise have been spent focusing on moments later in the 
funnel that may otherwise prove ineffective.

https://blog.capterra.com/international-b2b-buyer-personas/
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Build a Global Buyer Journey Map
Once your organization decides that it’s time to grow into a 
multinational entity, the first question it needs to answer about 
expansion is “Where?”

Perform due diligence research on which country’s businesses act 
and exist in climates most similar to yours. Try to find several that 
fit that description, because chances are great that the competition 
has already undertaken the same research. From there, take a 
deeper dive into different regions, the business and company 
cultures of each, the marketing styles of local businesses and more. 
Teams should not begin marketing to those countries without 
understanding the distinct buyer journeys their customers and 
businesses follow.



Inside the Global Software Buyer’s Journey 25

Make the Journey

Insights on the Global 
Small Business Market
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Noteworthy Regional Distinctions
By now, readers should understand what the buyer journey looks 
like and how to predict and prepare for buyer behaviors in global 
markets. This section highlights the latest market research on the 
small-business landscapes in the U.S., Germany, France, Spain 
and Canada, including key information about the respondents’ 
organizations, from their size and industry to their approach to 
addressing IT matters.

What follows is a breakdown of descriptive information on the 
organizations in each country surveyed, followed a country-by-
country recap of key statistics. Use this information to guide your 
strategy and buyer persona creation, and to identify meaningful 
marketing or sales opportunities.

Type of Organization
Most of the SMB companies surveyed are privately held, for-profit 
businesses. This is true across all five countries (81% on average).

Yet when it comes to publicly traded, for-profit businesses, the 
United States and Canada have a higher share than the three 
European countries (18% vs. 12%).

European countries, on the other hand, have a somewhat higher 
proportion of government entities compared to Canada and the 
U.S. (6% vs. 3%), with France and Spain standing out at 8% and 5% 
government organizations, respectively. 

Key take-away: Vendors that target government 
entities may find success in France.

France
8% 
Government entity

13% 
For-profit enterprise 
(publicly listed/traded)

79% 
For-profit enterprise 
(privately held)

13% 
For-profit enterprise 
(publicly listed/traded)

Germany
4% 
Government entity

82% 
For-profit enterprise 
(privately held)

Small business organization 
type, by country

Canada
2% 
Government entity

19% 
For-profit enterprise 
(publicly listed/traded)

79% 
For-profit enterprise 
(privately held)

Spain
5% 
Government entity

11% 
For-profit enterprise 
(publicly listed/traded)

84% 
For-profit enterprise 
(privately held)

U.S.
3% 
Government entity

17% 
For-profit enterprise 
(publicly listed/traded)

80% 
For-profit enterprise 
(privately held)

Source: Gartner’s 2019 Top Technology 
Trends Survey, n varies. Canada (n = 249), 
France (n = 248), Germany (n = 246), 
Spain (n = 240), U.S. (n = 539). S4. Which of 
the following best describes your organization?
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Number of Employees
Most of the companies surveyed (62%) have between 50 to 249 full-
time employees.

For the largest employee category (100 to 249 employees), the U.S. 
and France have the highest shares at nearly 40% each. At least 
three in 10 businesses in Canada, the U.S. and Spain have 50 to 99 
employees, the second-largest employee category.

Very few companies overall have 10 or fewer employees, though 
Germany has a notably high share of companies with just 5 to 10 
employees (16%).

Key take-away: Vendors looking to strategically 
target larger companies should look to France, 
Canada, the U.S. and Spain.

Canada

France

Germany

Spain

U.S.

25% 35% 25% 10%

3%

2%

31% 25% 18% 9% 16% 1%

100 to 249 50 to 99 20 to 49 11 to 19 5 to 10 2 to 4
Number of 
employees

Source: Gartner’s 2019 Top Technology Trends Survey, n varies. Canada (n = 249), France (n = 248), 
Germany (n = 246), Spain (n = 240), United States (n = 539). Q: How many full-time equivalent (FTE) 
employees work for your organization worldwide?

Number of full-time employees 
by country

39% 17% 23% 12% 2%

8%

31% 30% 20% 8% .4%

10%

1%37% 33% 17% 7%

5%

0 20 40 6060 80 100
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Company Revenue
Nearly half of the businesses (47%) surveyed across the five countries 
had an annual revenue between $10 million and less than $50 million 
U.S. dollars in 2018.

About one-third (32%) had an annual revenue between $5 million to 
less than $10 million USD, while roughly one in five businesses across 
the five countries (21%) were in our highest revenue category of $50 
million to less than $100 million USD in 2018.

There are no significant differences between the five countries on 
annual revenue.

Key take-away: All five countries were largely 
similar in companywide revenue for fiscal 2018.

Source: Gartner’s 2019 Top Technology Trends Survey, n varies.
Canada (n = 249), France (n = 248), Germany (n = 246), Spain (n = 240), U.S. (n = 539)
Q: Which of the following ranges represents your organization’s enterprisewide annual revenue for fiscal year 2018?

0 10 20 30 40 50

  32%
  33%

  29%
  35%

  49%
  43%

  49%
  46%

  47%

  19%
  24%

  22%
  18%

  21%

  32%

Small business annual revenue, by country

$5 million to less than 
$10 million USD

$10 million to less 
than $50 million USD

$50 million to less 
than $100 million USD

Canada
France
Germany
Spain
U.S.

Canada
France
Germany
Spain
U.S.

Canada
France
Germany
Spain
U.S.



Inside the Global Software Buyer’s Journey 29

Primary Industries
Information technology and manufacturing are the most common 
industries among the companies surveyed (19% and 15%, respectively).

Roughly one in five (22%) U.S. respondents work in information 
technology, higher than the 15% in information tech in Germany. 20% 
of German respondents, on the other hand, work in manufacturing, 
higher than the shares in the U.S. and France (13% each).

The next most common industries include services and financial 
services (10% each). France is higher than all other countries 
surveyed in the share of companies working in financial services 
(18%), while the U.S. is highest for the share of general service 
companies (14%).

See the chart below for the top 10 respondent options 
internationally. Smaller industries not shown include media, 
government and energy (2% each), as well as utilities, natural 
resources and insurance (1% each).

Key take-away: U.S. businesses are notable for the 
prevalence of information technology and service 
organizations, while France stands out for financial 
services and Germany stands out for its focus on 
manufacturing.

Source: Gartner’s 2019 Top Technology Trends Survey, n varies, only top 10 response options shown. Canada (n =  249), France (n =  248), Germany (n = 246), Spain (n =  240), U.S. (n =  539)
Q: What is your organization’s primary industry classification?

Small business primary industry, by country
Canada France Germany Spain U.S.

Other

Other

17%

16%

14%

Financial
Services

18%

18%

13%

Information 
Technology

Manufacturing

Information
Technology

Manufacturing

15%

20%

12%

Information
Technology

Manufacturing

Manufacturing

Other

16%

18%

12%

Information
Technology

Services

Manufacturing

14%

22%

13%

Information
Technology
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Digging into the information technology industry, about half of the 
respondents (49%) working in the industry are at companies focused 
on IT software, followed by a third working in IT services. Nearly one 
in five (17%) of information technology respondents work primarily in 
IT hardware and equipment.

There is more variation within the manufacturing industry. One 
in five respondents working within the industry across the five 
countries work in consumer durable products (20%) or industrial 
equipment (17%). These are followed by consumer nondurable 
products (13%), automotive manufacturing (9%) and healthcare and 
equipment supplies (8%).

Who Handles IT?
More than half of the surveyed companies (58%) have a formal IT 
department to handle tech matters. Smaller shares say IT matters are 
handled by business staff (19%), external contractors (12%) or a mix 
of business staff and external contractors (12%).

German companies are more likely than any of the other four countries 
to have IT handled by external contractors, while American companies 
are more likely to use a mix of business staff and external contractors.

Key take-away: Most companies have a formal IT department to handle all information 
technology matters. Vendors should start by seeking out IT department contacts.

Source: Gartner’s 2019 Top Technology Trends Survey, n varies.
Canada (n = 249), France (n = 248), Germany (n = 236), Spain (n = 240), U.S. (n = 539)
Q: Who handles IT matters in your organization?

Canada

France

Germany

Spain

U.S.

56%

54%

64%

59%

53%

   17%

   23%

   15%    11%

   13%

   19%

   13%    8%

   8%

   10%

   10%

   26%

   16%    8%    17%

Who handles IT, by country

0 20 40 60 80 100

We have a formal IT department

All IT matters are handled by our business staff

All IT matters are handled by external IT contractors

Some IT matters handled by business staff and others by external contractors
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Respondents’ Role With IT
The respondents are fairly evenly divided on whether their role is 
primarily IT-focused (36%), business-focused (32%) or a blend of 
the two (32%).

On this question, there are noticeable differences between the 
North American and European countries. American and Canadian 
respondents are more likely to have IT-focused roles compared 
with the European respondents (43% vs. 29%).

The European respondents, on the other hand, are more likely than 
American and Canadian respondents to have blended business-IT 
roles (37% vs. 27%).

Source: Gartner’s 2019 Top Technology Trends Survey, n varies. Canada (n = 249), France (n = 248), 
Germany (n = 236), Spain (n = 240), United States (n = 539). QS10: Which statement best describes 
your role?

My role is primarily IT focused

My role is a fairly even blend of business and IT

My role is primarily business focused

Business and IT role division, 
by country

Germany Spain

IT 
focused

22%

Business focused
36%

Blend
43%

IT focused
35%

Business 
focused

27%

Blend
38%

Canada France

IT focused
45%

Business focused
28%

Blend
27%

IT focused
31%

Business
focused

38%
Blend
31%

U.S.

IT focused
42%

Business focused
31%

Blend
27%

Key take-away: Business leaders involved in tech 
purchasing decisions could have roles focused on 
IT, business, or both. Vendors should be able to 
speak both languages.
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Influence of Trends
Across the five countries surveyed, half of respondents (49%) say 
that technology trends and advancements are considered and are 
an important factor in their business strategic planning. About 3 in 
10 (31%) say technology trends drive strategic planning, while half 
as many as that (16%) say trends are considered but are not a major 
factor. Very few respondents do no strategic planning.

German respondents were least likely to say trends drive strategic 
planning (17%). Yet German respondents, along with those from 
Spain, were more likely than Canadian and American business 
leaders to say trends are still an important factor.

Key take-away: Most businesses say technology 
trends are an important factor in or drive strategic 
planning. Vendors with cutting-edge technology 
should appeal to business strategy benefits when 
pitching companies.

Source: Gartner’s 2019 Top Technology Trends Survey, n varies. Canada (n = 249), France (n = 245), 
Germany (n =  242), Spain (n =  239), U.S. (n =  537). Q: Do you factor technology trends and 
advancements into your business strategic planning?

The influence of technology 
trends, by country
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  0%
  1%
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  1%

  16%

Technology trends 
drive strategic 
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Trends are 
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A Country-by-Country Recap
We’ve covered the buyer journey, how to prepare for it and key 
organizational information about the small and midsize businesses in 
each of the countries we’ve studied. Here are the key take-aways for 
those countries in an easy-to-use summary.

United States
• 61% of respondents say needed productivity improvements 

are a top software investment trigger.

• 50% say compatibility with existing systems is one of 
the biggest challenges when planning investments in  
new technologies.

• 41% say budgets are decided after or while evaluating 
different software providers.

• 19% conducted online research on websites with user 
reviews as their top first-accessed information source.

• 37% have 100 to 249 full-time employees, the largest 
employee category in our study.

• 22% work in the information technology industry.

• 14% work in the services industry, higher than any other 
country surveyed.

• 17% say some IT matters are handled by a combination of 
business staff and external contractors, the highest share of 
the surveyed countries.

• It can take almost two years for a buyer to purchase software 
in the U.S.

Germany
• 49% say needed productivity improvements are a top 

software investment trigger.

• 53% say compatibility with existing systems is one of  
the biggest challenges when planning investment in 
new technologies.

• 50% say budgets are decided after or while evaluating 
different software providers.

• 15% conducted online research on websites with user reviews 
as their top first-accessed information source.

• 16% have just 5 to 10 full-time employees, a higher share than 
most other countries.

• 20% work in the manufacturing industry.

• 19% have all IT matters handled by external IT contractors, a 
higher share than any of the other four countries.

• 17% say technology trends and advancements drive strategic 
planning, the lowest share of the countries surveyed.

• It can take almost two years for a buyer to purchase software 
in Germany.
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France
• 63% of respondents consider customer requests a top 

software investment trigger.

• 45% say funding the investment in new software is their 
biggest challenge.

• 50% determine a budget before the evaluation of software 
even begins.

• 39% have 100 to 249 full-time employees, the largest 
employee category in our study.

• 18% work in organizations whose primary industry is financial 
services, higher than any other country surveyed.

• It will take almost 2.5 years on average for a French company 
to become your customer.

Canada
• 47% of respondents say competitive pressures are a top 

software investment trigger.

• 46% say identifying the right technology is one of the biggest 
challenges when planning investment in new technologies.

• 35% have 50 to 99 employees, the second-largest 
employee category.

• 16% work in the information technology industry.

• 45% of respondents have roles primarily focused on IT.

• 44% say technology trends and advancements are 
considered and are an important factor in strategic planning.

Spain
• 67% of respondents say needed productivity improvements 

are a top software investment trigger.

• 53% say identifying the right technology is one of the biggest 
challenges when planning investment in new technologies.

• 61% have 50 to 249 employees, representing the two largest 
employee categories.

• 18% work in the information technology industry.

• 53% have a formal IT department.

• 56% say technology trends and advancements are 
considered and are an important factor in strategic planning.
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Methodology
Gartner’s 2019 Top Technology Trends Survey

Results presented are based on a Gartner study to understand small 
business challenges and approaches to technology investments. The 
primary research was conducted online between June and August 
2019 among 539 respondents in the U.S., 246 in Germany, 248 in 
France, 249 in Canada and 240 in Spain.

Companies were screened for number of employees (2 to 249) 
and enterprisewide annual revenue (less than 100 million USD in 
fiscal 2018) to arrive at small and midsize businesses. Respondents 
were required to be involved in purchasing technologies for the 
organization and hold a position of manager or above in the company. 

Gartner’s 2018 Small Business Software Buying Trends Survey

Results presented are based on a Gartner study to understand 
software buying behaviors of small and midsize business owners 
in the past 12 months. The primary research was conducted online 
during July to August 2018 among 420 respondents in the U.S., 
Germany, and France.

Companies were screened for number of employees and revenue 
in fiscal 2017 to arrive at small and midsize businesses. They were 
also required to have purchased at least one software system for 
$5,000 or more, in the immediate past 12 months. Respondents 
were required to be at least at the office manager level, influencing 
software purchase decisions in their organizations.

The study was developed collaboratively by Gartner experts and the 
Primary Research Team who follow Digital Markets.

Disclaimer

Results do not represent “global” findings or the market as a whole but 
reflect the sentiment of the respondents and companies surveyed.
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