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Did you know a study by HubSpot shows that 

79% of B2B purchase decisions involve multiple 

stakeholders?  With buying groups playing such a 

pivotal role, it’s no longer enough to focus on just 

one decision-maker. To truly succeed, you need to 

understand the different perspectives and dynamics 

within these groups- and know how to engage them 

effectively.

Our eBook dives deep into the importance of buying 

groups, why they are key to modern B2B strategies, 

and provides actionable insights on how to connect 

with them in ways that resonate and drive real results 

for your organization.

Introduction
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In the B2B context, a buying group is a collective of 

individuals within an organization responsible for 

purchasing decisions. While some buying groups are 

formal teams established to evaluate purchases, many 

are informal networks. For instance, a Chief Marketing 

Officer (CMO) might consult a few team members to 

gather opinions about a software solution. 

Typically, buying groups include a variety of roles, each 

offering unique perspectives and levels of authority in the 

decision-making process. The composition of these 

groups can vary based on the organization and industry.

What is a Buying Group?

Buying Group Acquisition refers to 

the strategic process of identifying and 

engaging with the collective decision-making 

units within an organization. These units play 

a crucial role in determining whether to 

purchase your products or services.

What is Buying 
Group Acquisition?
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• Most B2B purchases 

now involve groups of 

decision-makers, each 

with their own unique 

priorities.

• Traditional models target 

individuals, but 

convincing one person 

isn’t enough anymore. 

You need to address the 

entire team’s concerns 

to close the deal.

It Overlooks the 
Buying Committee:

Disconnected 
Buyer Journeys:

Longer Sales 
Cycles:

Outdated Approaches 
for Modern Buyers:

Chasing Numbers, 
Not Quality:

• The old funnel-based 

approach assumes 

buyers follow a straight 

path, but in reality, they 

jump between various 

touchpoints before 

deciding.

• Lead-based models 

can’t keep up with this 

non-linear journey, 

leading to missed 

opportunities.

Focusing on individual 

leads often prolongs 

the sales process. You 

may win over one 

person, but the whole 

committee needs to 

be on board to move 

forward.

Today’s buyers are 

more informed and do 

their own research. 

Cold calls and generic 

emails don’t resonate 

with a generation that 

prefers to engage with 

content on their own 

terms.

• These models often 

focus on generating as 

many leads as possible, 

without considering how 

qualified those leads are.

• Actions like downloading 

a whitepaper don’t 

always indicate buying 

intent, leaving sales 

teams chasing leads that 

never convert.

In today’s fast-paced B2B world, sticking to traditional lead-based models can feel like trying to fit a square peg into a round hole. With buying 

processes becoming more collaborative and complex, it’s clear that the old way of capturing individual leads just isn’t cutting it anymore. 

Here’s why:

Why Traditional Lead-Based Models Fall Short
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As B2B sales continue to evolve, recognizing and effectively 

engaging buying groups is essential. These groups typically consist 

of multiple stakeholders involved in the decision-making process, 

often leading to more complex interactions. 

In fact, sales outreach can increase conversions by 3.4 – 4.4x if 

sales teams engage with 11+ people instead of just one (Influ2). 

By addressing the needs and concerns of each member within the 

buying group, sales teams can improve their chances of success and 

establish stronger relationships with potential clients. 

The Buying Group Concept
Understanding the Collective Decision-Making Process

Buying groups can look different depending on the organization 

and industry, but there are some key roles you’ll typically find:

These are the people who first spot the need for 

a product or service. They often feel the pain 

points your offering addresses.
Initiators
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Building strong relationships with each of these roles is crucial. 

In fact, studies show that there’s an average of 27 engagements 

with seller-related content (both known and anonymous) across 

a Buying Group (Forrester). 

This highlights the importance of engaging multiple stakeholders 

within the group, as each interaction contributes to the collective 

decision-making process.

“84% of B2B decision-makers kick off their buying process with a 

referral”- Harvard Business Review

So, it's essential to cultivate solid connections with the entire buying 

group- not just to help you through the sales process but also for 

future collaboration. 

These are the end users of the product or service 

who provide valuable feedback on what they 

need. They can become champions for your 

solution, advocating for its importance within 

the organization.

Users

These are the people who can sway the buying 

decision with their expertise or authority.

This is often a senior executive who has the 

final say on whether to move forward with a 

purchase.

These individuals manage the flow of information 

and control access to the other members of the 

buying group.
Influencers

Decision Makers:

Gatekeepers
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1. Lead-Based Marketing Lacks Depth

Traditional lead-based marketing overlooks modern B2B 

decision-making complexities. It often creates disconnects between 

sales and marketing. Buying groups provide a broader view, 

engaging entire committees rather than individual leads.

2. The Limitations of Broad Account Focus

Account-based marketing (ABM) often misses nuanced needs of 

stakeholders. Buying groups allow for tailored strategies according 

to each member's journey. This approach aligns marketing with how 

businesses actually buy.

3. Buying Groups: The Optimal Approach

Buying groups consist of various stakeholders, from decision-makers 

to influencers. Recognizing these groups is essential, as B2B 

purchases rarely happen in isolation. This approach enhances 

competitive advantage.

The B2B landscape is evolving, and the emergence of buying groups is reshaping how organizations approach go-to-market strategies. 

Innovations in AI are enabling companies to capitalize on these groups, which represent the collective decision-making units in 

purchasing processes.

Buying groups engage entire committees rather than individual leads. By focusing on verified Buying Groups, organizations can see a 

20% to 50% improvement in conversion rates (Forrester), underscoring the effectiveness of this strategic shift.

Here are nine compelling reasons why buying groups are crucial for B2B success.

The Future of B2B Go-To-Market Strategies

The Rise of Buying Groups 
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4. Tracking the Buying Group Journey

Companies can now track buying group journeys, gaining insights 

into interactions. Understanding engagement stages allows for 

tailored marketing strategies. This ensures resonance with each 

group’s specific needs.

5. Qualified Buying Groups as a New Standard

Qualified Buying Groups (QBGs) advance the identification of 

engagement opportunities. QBGs provide a comprehensive view of 

buying committees. This enables prioritizing outreach to those 

influencing decisions.

6. Precision in Targeting

Buying groups provide clarity on whom to target, unlike Marketing 

Qualified Accounts (MQAs). This specificity helps sales teams focus 

their efforts effectively. It maximizes the likelihood of closing deals.

7. Enhanced Net-Revenue Retention (NRR)

Buying groups significantly contribute to NRR by improving retention 

and upsell opportunities. Understanding group dynamics helps 

maintain and expand customer relationships. This drives long-term 

growth.

8. AI as a Game-Changer for Operationalizing Buying Groups

AI technology aids in identifying and engaging all buying group 

members. Leveraging rich data sources operationalizes buying 

groups at scale. This transforms decision-making from guesswork to 

informed strategy.

9. The Foundation of Next-Generation Go-To-Market Platforms

Merging marketing automation with account-based marketing 

creates Go-To-Market Platforms. These platforms center around 

buying groups, transforming B2B marketing. They integrate 

engagement strategies tailored to specific roles.

10. Adapting to Evolving Buyer Behavior

With buyer behavior evolving, businesses must personalize their 

strategies. Engaging with buying groups enhances your chances of 

closing deals and positions your brand as a trusted partner in the 

buying journey.

Buying groups are redefining B2B marketing strategies by providing 

a nuanced understanding of decision-making within organizations. 

Embracing this model allows effective engagement and enhances 

competitive positioning.
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Informed Decision-Making:

Buying groups consist of individuals with varied expertise and 

viewpoints. Recognizing these groups allows your 

go-to-market team to tailor messages that specifically address 

each stakeholder's needs and concerns, ultimately enhancing 

the decision-making process.

Better prioritization and qualification of buying groups can 

lead to a 10% to 20% increase in new opportunities 

(Forrester 2024 B2B Summit – Embracing The Business Value 

Of Buying Groups). 

This shift highlights the necessity for businesses to engage a 

wider range of stakeholders to navigate the decision-making 

landscape effectively.  

Personalized Strategies:

Once you've identified the personas within a buying group, 

you can create tailored messaging that resonates with each 

stakeholder. This can be implemented as an integrated 

campaign developed collaboratively by both sales and 

marketing teams or as specific talking points for direct sales 

outreach. Understanding their unique pain points and 

preferences enables you to deliver content that directly 

addresses their needs.

Efficient Resource Allocation:

Knowing the makeup of your Ideal Client Profile’s buying 

groups allows for more efficient resource allocation. Rather 

than using a one-size-fits-all strategy, your go-to-market team 

can focus on creating highly targeted 1:1 campaigns and 

initiatives that concentrate efforts and resources on key 

decision-makers within the group, maximizing impact across 

the entire team.

Building Relationships:

Cultivating relationships with each persona within a buying 

group is vital for establishing trust and credibility. By 

acknowledging the key players and their roles, you can 

forge connections that extend beyond the immediate 

transaction, potentially leading to long-term partnerships.

The Importance of Identifying Buying Groups
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1. Data Cleansing & Enrichment

We ensure your data is not only accurate but also actionable. Our 

meticulous cleansing processes lead to 98% data accuracy, setting 

the foundation for effective engagement. 

2. Advanced Audience Targeting

By combining AI analytics with human insights, we achieve over 90% 

accuracy in audience segmentation, allowing you to connect with 

the right buying groups and address their specific pain points.

4. Personalized Outreach & Appointment Setting

Our tailored outreach strategies, fueled by in-depth lead insights, 

achieve a 25% higher response rate compared to traditional methods. 

We secure quality conversations with over 60% of targeted leads, 

accelerating your sales pipeline and enhancing conversion rates. 

As buying groups become essential players in the B2B landscape, having the right support to engage them effectively is crucial. However, 

many organizations struggle with the challenge of pinpointing decision-makers and understanding their unique needs. A staggering 63% of 

B2B marketers cite lead quality as their top challenge, highlighting the gap between potential and actual sales success. 

This is where Datamatics comes in. We leverage our 40+ years of expertise and advanced AI-driven technology to streamline your demand 

generation process, from data cleansing to appointment setting. 

Partnering for Success: Why Datamatics? 
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3. BANT Lead Qualification

Our proven methodology delivers 97% BANT-qualified leads, 

empowering your sales team to focus on high-potential prospects. 

By rigorously evaluating each lead’s Budget, Authority, Need, and 

Timeline, we help you prioritize efforts that yield results. 

Now that we understand the importance of partnering with a demand generation services provider, let’s dive into how to effectively navigate 

each stage of the buying group journey to drive meaningful engagement and results. 



The buyer’s journey in B2B is generally divided into four key stages:

Navigating the B2B Buying Group Journey:
Four Key Stages

At this stage, buyers 

recognize that there’s a 

problem within their 

organization that needs 

addressing.

Next, buyers assess the 

extent of their problem and 

explore various solutions 

available in the market.

In this final stage, buyers 

select the solution that best 

fits their needs, taking into 

account factors like budget, 

technology stack, and other 

relevant organizational 

criteria.

After the purchase, clients 

undergo onboarding to 

maximize the use of the 

solution, supported by ongoing 

initiatives from the Client 

Success (CS) team. This stage is 

vital for building brand loyalty 

and reducing churn.

Awareness

Stage

Consideration

Stage

Decision

Stage

Post-Purchase

Stage
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1. Research the Buying Committee

Start by identifying and thoroughly researching the members of the 

buying committee for each target account. Gather insights into their 

preferences regarding content types and the channels they engage 

with. Understanding their psychographics can be particularly 

beneficial.

Additionally, gather information about their roles within the 

organization and their influence on buying decisions. This 

understanding will help tailor your messaging and targeting 

strategies effectively.

Better prioritization and qualification of buying groups can lead 

to a 10% to 20% increase in new opportunities (Forrester 2024 

B2B Summit Embracing The Business Value Of Buying Groups).  

2. Create Buyer Personas

It's crucial to determine if your buyers align with your Ideal Client 

Profile (ICP). Developing multiple buyer personas for various roles 

can help identify the best product fit and inform your outreach 

strategy for maximum relevance.

3. Align with the Sales Team

The sales team has direct interactions with nurtured buyers, making 

them a valuable resource for feedback on campaign messaging. 

Their insights can confirm whether the pain points you’ve identified 

align with those experienced by your target audience.

Establishing clear communication between marketing, sales, and 

other demand professionals is essential for effectively targeting a 

B2B buying group.

When targeting a buying group, it’s essential to have a solid understanding of its members and their organization, especially for 

account-based marketing efforts like Account-Based Experience (ABX). Here are some guidelines to ensure the success of your campaigns:

Preparing to Market to 
a B2B Buying Group
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Navigating the buyer's journey can be complex, especially with the rise of buying groups. Here’s a breakdown of the key steps your team 

can take to create a targeted and effective strategy:

Marketing Team:

At this stage, focus on creating awareness. Use demand generation 

content that highlights your products and services, emphasizing the 

benefits that matter to your prospects. Addressing their pain points 

can significantly resonate with them at the top of the sales funnel.

Sales Team: 

ailor your outbound materials to reflect the common challenges your 

prospects face, supported by relevant industry insights. Instead of 

pushing sales messages, present yourself as a knowledgeable 

expert ready to discuss their business challenges.

1. Recognizing the Need

This is the moment buyers realize they have a problem and start 

considering if it's worth addressing. They also begin to explore 

potential solutions.

2. Exploring Options

Once buyers identify their needs, they’ll dive into researching 

possible solutions. This exploratory phase involves evaluating 

several options.

Marketing Team:

Provide educational content to support their research—think 

whitepapers, case studies, and how-to guides. Cater to different 

content preferences among buyer personas and showcase your 

expertise to help nurture leads over time.

Sales Team:

Use this opportunity to understand the buying group’s needs 

deeply. Personalize your sales strategies based on insights 

gathered, or develop tailored solutions that directly address their 

requirements—a key aspect of Account-Based Experience (ABX).

Essential Steps to Implement a Buying Group Acquisition Strategy
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3. Committing to Change

At this stage, buyers have clearly defined their needs and are 

ready to explore viable solutions. They may revisit their 

research and narrow down their options.

• Marketing Team: 

Utilize lead scoring and buyer intent data to track brand 

interactions. This helps you qualify leads and tailor 

strategies to maintain their interest. Share relevant 

content that engages each member of the buying group.

• Sales Team:

Build trust with potential buyers by sharing client reviews, 

feedback, and relevant accolades. Instead of generic 

stats, be specific about what makes your product 

valuable.

• Marketing Team:

Create content that speaks directly to the buying group, focusing on 

tangible, revenue-driven results. Make information accessible, such 

as product comparisons and one-pagers highlighting key features.

• Sales Team:

Approach this stage consultatively. Your role is to answer questions, 

address objections, and clearly demonstrate why your solution 

stands out from the competition. Equip your sales team with 

updated competitor comparisons to support their discussions.

4. Choosing a Solution

Now, buyers are looking for approval from stakeholders or 

upper management to move forward.
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• Marketing Team: 

At this point, credibility is key. Use case studies and client 

testimonials to reinforce your value proposition. Highlighting 

the success of existing clients who chose your solution can 

be a powerful motivator.

• Sales Team: 

Keep in mind the unique agendas of the decision-makers in 

the buying group. Provide a clear breakdown of costs 

associated with each option, including competitor solutions, 

to facilitate negotiations in your favor. Tailor your messaging 

to meet the specific needs of each account.

• Marketing Team:

Nurture these bottom-of-funnel buyers by sharing valuable 

content that prepares them for onboarding. Offering insights 

into what to expect can increase their lifetime value and 

help them avoid common challenges.

• Sales Team:

Focus on addressing any final concerns from the buying 

committee. Personalizing your offering to meet all buyer 

needs while achieving ROI goals is crucial at this stage.

With decision-makers on board, the buying group is ready to 

finalize their purchase details and consider budget options.

5. Validating the Choice 6. Closing the Deal

As buyers enter the negotiation phase, they may look for ways to lower 

costs and maximize benefits. Meanwhile, those who will use your solution 

are likely to research best practices to ensure a smooth implementation.

By following these steps, you can effectively guide your B2B buying group strategy and ensure that your marketing and sales efforts 

align seamlessly. Happy strategizing!
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As we wrap up, let’s take a moment to reflect on the power of 

buying groups in the B2B world. Gone are the days when one 

person made the call—today, it’s all about teamwork. Each member 

of the buying group brings unique insights and perspectives that 

can shape the decision-making process.

By recognizing these roles and tailoring your approach to resonate 

with each stakeholder, you’re not just making a sale; you’re building 

connections that can last long after the deal is done. This isn’t just 

about closing a transaction; it’s about fostering trust and creating 

lasting partnerships.

So, as you dive into your next sales strategy, remember the 

importance of these collaborative dynamics. Embrace the buying 

Conclusion 

group mindset and watch how it transforms your approach. 

When you prioritize the needs of these groups, you set the 

stage for not only meeting your goals but exceeding them. 

Here’s to your success in navigating this exciting landscape!
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About Datamatics Business Solutions

Datamatics Business Solutions is a leading B2B Data Solutions provider to over 2,000 

organizations worldwide, including Fortune 1000. Datamatics Business Solutions has an 

extensive database of over 50 million contacts spanning 120+ countries worldwide and 

covering 256+ industries, giving them a 360-degree view of the targeted market and 

the solutions needed to succeed. 

Our Data Solutions are completely GDPR CCPA compliant, which makes them 

high-quality, reliable, and actionable data providers for its clients’ marketing campaigns, 

lead generation campaigns, and overall business success. Datamatics Business 

Solutions is your one-stop solution for all AI and ML-based B2B Data Solutions with 

extensive data coverage, advanced technologies, and expertise to fuel your business 

growth. 

EMAIL: marketing@datamaticsbpm.com  WEBSITE: www.datamaticsbpm.com

Connect with us
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