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MEET OFFICE TECHNOLOGY BUYER 2.0  

OVERVIEW 

Buying anything for a business or corporation used to begin with the yellow pages or an in-person referral. That is 
not the case today. The first place most people go to make their purchasing decision is online. 92% of purchase 
decisions begin online. Buyers want informative data to aid in the decision making process.  
 
This report will explore the evolution of the buyer’s behavior and what your dealership can do to effectively reach 
this new buyer: Technology Buyer 2.0.  The end goal is to better understand Technology Buyer 2.0 and the 
journey they take in their decision making process.  
 
Let’s get started! 

BUYERS HAVE COME A LONG WAY 

10 years ago, the copier industry sales process looked a lot like this:  
 

A copier sales rep would pick up the phone and begin their day of “smiling and dialing.” It was a highly effective 

way to reach copier and MFP prospects. They were able to connect with CEOs and decision makers, discuss 

business goals and challenges, then offer a solution wrapped around the OEM manufacturer with which you 

partnered. The deal would be signed and the process would continue over and over again for the sales rep.  

 

This was Buyer 1.0 

The New Buying Process 
Today, that process is quite different. Sales reps who attempt to engage on the phone are met with gatekeepers 

and faced with sophisticated phone systems not allowing their call to ever make it to the decision maker.  

 

Why?  
Because the buyer has evolved. There’s been a shift in buyer behavior. The buyer's preferences have changed. No 

longer is the buyer willing to take calls from sales reps, interrupting an already busy day. When the buyer needs an 

answer he has a trusted source of information at his or her fingertips. The attention and focus turns to online 

sources: Google, LinkedIn and industry specific forums.  
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We call them “Technology Buyer 2.0”  

 

Technology Buyer 2.0 is an individual searching for immediate answers to 

questions and problems online.  

 

 

Technology Buyer 2.0 begins his search online.  

He seeks answers to questions.  

 

He prefers to discover these answers through independent 

research.  

 

This buyer has unprecedented access to information 

online. He has evolved into a dependent buyer no longer in 

need of sales to walk him through the buying process.  
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THE BUYER’S JOURNEY AND YOUR COPIER 

DEALERSHIP’S SALES PROCESS 

 

IF YOU’VE TRADITIONALLY FOCUSED ONLY ON BUYER 1.0, THEN YOU WILL HAVE TO 
MAKE ADJUSTMENTS TO THE WAY IN WHICH YOUR SALES TEAM INTERACTS WITH, AND 
ENGAGES WITH BUYER 2.0.  

Previously, sales reps shared valuable knowledge with prospects throughout the buying process.  However, if the 

buyer does research online, all of this valuable information and training you’ve deposited into your sales reps 

brains is not available to Buyer 2.0 since they now find this information online.   

Will buyers in your market find the information through your online content on your dealership’ web properties?  

Or will they get the answers from a competitor’s site?  

66% of buyers say the relevant information from your sales and marketing teams play a critical role in choosing a 

solution provider. If you’d like to increase conversion rates and close more sales, you need to adapt to the buyer.  

(They certainly will not adapt to you.) You need a strong presence online. You need to know Technology Buyer 2.0 

and the journey they typically will take.    

 

THE BUYER’S JOURNEY 

 

The Buyer’s Journey is the active research process Buyer 2.0 goes on leading 

up to a purchase. It’s a model to keep your buyer’s behavior, information, 

needs and problems central to anything sales and marketing does.  

 

This is not a new concept. Companies have been following this journey closely for the past few years. According to 

Aberdeen Research Group, 84% of executive marketers within businesses and corporations plan on developing a 

process for mapping content to the buyer’s journey in order to increase conversion rates.  
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THREE STAGES OF THE BUYER’S JOURNEY 

There are three stages this new and evolved Buyer 2.0 embarks on 

1. Awareness 

2. Consideration 

3. Decision 

 

Different strategies and tactics can be deployed for each stage of the buyer’s journey. Specific content and offers 

are more relevant to your buyers at specific times during their journey.   

66% of customers say that relevant communication from sales and marketing 

play a critical role in choosing a solution provider.  Creating a personalized 

and consistent experience for buyers will help increase conversion rates and 

close sales.1 

HOW TO QUICKLY IDENTIFY WHERE A PROSPECT IS IN THE BUYER’S JOURNEY 

One way to discover where your buyer is in their journey is to listen to the words they use to describe their 

problem.  In each of the three stages, buyers use different terms. 

AWARENESS CONSIDERATION DECISION 
The awareness stage focuses on 

issue and opportunity terms. 

The consideration stage focuses on 

solution type terms. 

The decision stage focuses on 

comparison and review terms.  

 Troubleshoot 

 Issue 

 Resolve 

 Risks 

 Upgrade 

 Improve 

 Optimize 

 Prevent 

 Solution 

 Provider 

 Service 

 Supplier 

 Tool 

 Device 

 Software 

 Appliance 

 Compare 

 Versus (or vs.) 

 Comparison 

 Pros and Cons 

 Benchmarks 

 Review 

 Test 

 

These are terms you can use in your content creation as you build out content for each stage of the buyer’s 

journey. It helps your sales reps know how far the prospect is in the sales funnel so they can have the right type of 

conversation with them.  

                                                                            

1 HubSpot research 
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FINDING AND MAPPING CONTENT FOR TECHNOLOGY BUYER 2.0  

What does “mapping content” mean? It’s not all that different from what you would think of as a traditional map. 

You need to get to a destination, so you look at a map (or today use Google Maps) and trace out the best route to 

get there.  

With content, it’s similar. Your buyer needs to get to a solution. You have a good idea of the pain and challenges 

they’re experiencing. So if you create the path for them to follow, it will lead to your solution. Think of how a sales 

rep would walk a prospect through the sales funnel 10 years ago. They would let the prospect talk about the pain, 

ask them leading questions, then explore possible solutions. It’s the same with your content. Think of those 

prospect’s questions - broad at first, then gradually more focused. It’s the same with content. Begin with by 

answering the broad questions in the form of a blog or eBook, then drill down into the specifics, guiding the 

prospect to the final destination - your product or service.  

 



 

 

 

 

Find more helpful resources online: 

www.dealermarketing.net 

214.224.0050  

BUYER’S JOURNEY 

You presently have content throughout your entire organization. You use sales presentations in the field, 

diagrams of how document management can improve workflow and case studies to show the value in your 

managed services solutions.  

 

Begin collecting that information and repurpose it into educational content that your buyer can resonate with at 

certain stages of their decision making process…broad at first, then diving into more granular topics, all the while 

guiding them in finding the answer to their question on their own.  

 

 

 

Specific content offers are more relevant to buyers at specific times during the 

Buyer’s Journey. 
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EXAMPLE BUYER’S JOURNEY 

AWARENESS STAGE 

Brent is the CIO of an insurance company in the mid-west. He wants to discover how to buy more time for his IT 

team to work on the big projects that will make insurance company run more smoothly and less time on the 

endless help desk tickets. He’s reviewed the work orders and discovered that many of the most time consuming 

issues are with the copiers and laser printers across the company. They’re constantly fixing jams and network 

connectivity issues. It is taking up 40% of their time. Brent begins to search online to see how others have 

corrected the issue. He’s not sure if he needs to hire more people, find software to help monitor the issues or what 

other things could be done.  

He begins with Google, typing in a long-tail keyword search: "IT team spending too much time on paper jams." He 

finds a relevant web page talking about “Managed Print Services” but it is from a copier dealership in California, 

and he is in the mid-west, so he continues his search. 

CONSIDERATION STAGE  

Now, he has a name for a potential solution based upon that first discovery. Managed Print Services. As he carries 

on in his search, he finds other keywords to use to get more detailed in his query. He eventually comes across a 

Texas copier dealership with a case study on their website, which walks him through how outsourcing a printer 

fleet can achieve operational and cost efficiencies. He’s identified his problem and is ready to search or the 

solution.  

DECISION STAGE  

Now he can begin to narrow down providers. These providers are in his area and he’s making his decision based 

upon how well they provide him with information to help him make a decision. Brent is looking for thought 

leaders to help him solve a business problem, and more than likely, a post or piece of content about how great a 

provider feels they are, and how fantastic their customer service is, doesn’t help him. So at this stage, he may be 

ready to reach out to those providers with helpful content, or, one of the providers may know that Brent has been 

downloading resources and visiting the website, and has timed out the best opportunity to call and engage with 

Brent. Who do you think will have the best shot at winning Brent’s business?  
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WHY IS IT SO IMPORTANT TO MAP OUT THE 

BUYER’S JOURNEY? 

Here’s a harsh fact: 

Only 4% of buyers are ready to buy when they first engage with you.  

That means that 96% of your prospects who are visiting your site are not ready to buy. They want to research. 

They want to run through their process and begin to identify their symptom. Its difficult to do, but you should let 

them work through their process. Engaging at the right time is crucial.  

PRESENT THE RIGHT CONTENT AT THE RIGHT TIME 

When it comes to your content, timing is here as well. You’ll need to understand where they are in their buying 

cycle so you can appropriately target them.  

56% of US email users unsubscribe from a business or nonprofit email 

subscription because of content that is no longer relevant or it is 

inappropriately timed.2  

This means that you should constantly be monitoring and looking out for trends and patterns in your buyer’s 

behavior. Sending irrelevant information is detrimental to your unsubscribe rate as well as your close rate.  

  

                                                                            

2 ChadwickMartinBailey 
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KEY TAKEAWAYS  

 Your buyers are researching online and following the journey that is provided to them by online sources. 

If you’re not a source, you’re not on the short list of potential providers to evaluate.  

 There are three stages to the buyer’s journey that you need to be aware of: Awareness, Consideration 

and Decision, and they take place primarily online.  

 Use key terms to discover which stage the buyer is currently in, then offer them content relevant to their 

next stage.  

 Taking an inventory of all the content in your organization and mapping it out according to the stage 

your buyer is in will help you gain credibility with the buyer and bring in leads. 

THE NEXT STEP 

Learn how to utilize social channels to follow along with your buyer on their journey. Download The Office 

Technology Dealer’s Social Prospecting Workbook. You will discover the best ways to find and connect with your 

target buyers online as they’re researching.   

 

 
 

 

 

ABOUT DEALER MARKETING 
Dealer Marketing provides managed marketing services to office equipment dealers across North America and 

Australia.  We combine together rich experience in the industry with powerful marketing strategies driven by a 

company with a heart to serve.   
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