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About this report 
This report provides an analysis and discussion of the IT decision cycle and the role of 
digital content in that context. Along the way, it presents results from a recent survey 
of 1,144 participants involved in technology-related buying activity. 

If you are relatively new to technology marketing, or are more experienced but 
interested in a different and very pragmatic (rather than theoretical) perspective, you 
should find this report a comfortable read from beginning to end. 

If you are confident in your knowledge of the way decisions are made, then you can 
skip or skim-read the parts of the document that are less relevant to you. We have 
organised the report into the following three parts to assist with this. 

 

 

Introduces the research presented in this report 
and recaps some important fundamentals such 
as the role of the CIO, how IT and business 
teams work together, and the activities that take 
place in the decision cycle. 

If you are an experienced marketer, you may 
wish to skip or skim-read this section.  
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Reviews the types of content prioritised by those 
involved in the technology buying process, and 
then maps specific content types onto key 
activities within the decision cycle.  

This section is highly recommended if you are 
looking to review and optimise your content 
portfolio. It will be particularly useful if you are 
trying to address sales and marketing cycle 
friction and/or sales funnel leakage. 
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Discusses buyer views of different content 
sources and inputs, e.g. the press, industry 
analysts, bloggers, consultants and so on. Also 
looks at specific subject-matter interests, 
covering topics ranging from emerging 
technologies and workplace transformation, 
through the datacentre and infrastructure 
services, to software delivery. 

Recommended reading if you are interested in 
working more effectively with the influencer 
ecosystem in a coordinated manner.  
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Introduction 
The technology used by any business has a big impact on how well it operates and 
competes. Against this background, those involved in IT strategy, planning and 
procurement take significant technology investment decisions very seriously. They go 
through various steps and activities as they define needs, explore options and 
ultimately select suppliers and solutions. This buying process typically involves a range 
of different disciplines and stakeholders from both IT and the business. 

If you work in a technology sales, marketing or PR role, whether in-house or agency-
based, it can be hard to prioritise your content investments to support such complex 
buying and selling activity. Focusing purely on generic messages and material rarely 
works effectively, yet the other extreme of producing hundreds of assets to deal with 
every angle in every scenario is both unmanageable and cost-prohibitive.  

The research laid out and discussed in this paper is designed to help. Based on input 
from 1,144 people involved either directly or indirectly in the investment cycle, we 
start out by reviewing some IT decision-making fundamentals. From there we go on to 
look at inputs into the process, and more specifically the kind of content seen as most 
valuable at each stage in the buying cycle from the buyer’s perspective. As the 
technology selling process is essentially the mirror image of this, the insights will help 
you make prioritisation calls when planning your next launch or campaign.   

Inputs to this paper  

The primary source of data for this paper is a recent survey conducted by Freeform 
Dynamics in collaboration with The Register. In line with the focus of our discussion, all 
figures relate to a subset of the overall study sample comprised of those who declared 
they were involved in technology decision-making activity (Figure 1). 

 

Figure 1   Overview of study and involvement of sample in decision-making activity 
 

The other big input to this paper, apart from the accumulated knowledge from literally 
hundreds of surveys conducted by Freeform Dynamics over the past decade, is a 
smaller but highly informative study performed towards the end of 2017. This has 
already been written up in a report entitled ‘The Politics and Practicalities of IT 
Procurement’. This is available for free download from www.freeformdynamics.com.  

Overview of study

▪ Research designed and analysed by 
Freeform Dynamics

▪ Executed via The Register (online survey 
of readership during Summer 2018)

▪ 1,144 respondents involved in the 
decision cycle (subset of larger group)

▪ Mix of enterprise, mid-market and SMB

▪ Emphasis on native English-speaking 
geographies (e.g. UK and USA)

38%

69%

45%

54%

Involved in this activity

Setting the investment agenda: 
Which ideas, opportunities and initiatives

should be considered?

Working through the practicalities: 
Which approaches, architectures and

types of solution make sense?

Educating and motivating execs: 
What do stakeholders need to know to

make or support the right decisions?

Selecting suppliers and solutions:
Who can meet our needs in the right way

and deliver value for money?

Which of the following do you personally tend to get 
involved in when a significant technology-related 
decision needs to be made?

KEY TAKEAWAY 

The technology buying 

process typically 

involves a range of 

different disciplines and 

stakeholders from both 

IT and the business, 

with each player having 

their own perspective 

on what’s important 

and why. 
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Procurement fundamentals 
If you are an experienced marketing professional, some of what we are about to cover 
may be very familiar to you. We make no apologies for this because we have found 
from experience that some of the fundamentals we will be reviewing are often 
forgotten or overlooked in the cut and thrust of day-to-day marketing activities. Plus, 
quite frankly, there are some myths that circulate within technology marketing circles 
that we need to dispel, as they can easily trip you up if you are newer to the game. 

The role of the CIO 

Whether they are called the CIO, or more likely go under some other title, the head of 
IT is often the focus for messaging and marketing activity. This makes absolute sense, 
so long as it’s not at the expense of communicating with other IT roles, especially in 
larger organisations (Figure 2). 

 

Figure 2    The CIO is not the only important target, especially in larger organisations 
 

The important principle at work here is that of delegation. If you are running a large IT 
organisation, you rely on your people - function heads, team leaders, programme 
managers, project managers, architects, ops specialists, security experts, and so on - 
to get on and do what they’re good at. This includes assessing needs, evaluating 
options and making purchase recommendations. Even if an initiative is being driven 
top-down, responsibility for working through the detail is still typically delegated.  

If your direct marketing or sales approach to a CIO in an enterprise environment is 
rejected or referred to someone lower down the hierarchy, this is not necessarily 
because what you are promoting or selling isn’t relevant. The more likely explanation 
is simply that they don’t have the bandwidth, or often even the necessary skills, to get 
involved in every buying discussion. In many cases, it is often much more productive 
from a sales and marketing perspective to start conversations lower down the 
hierarchy in the first place. There is no shame in this! 

Of course if you are marketing into the SMB space where IT teams are much smaller, 
then whoever is running the IT organisation will, by definition, be very hands-on. Even 
then, the opinion of others in the team will often be sought, so the same principle 
applies of looking for different entry points into the buying cycle. 

18%

27%

63%

79%

31%

36%

25%

7%

51%

37%

12%

14%

5000+ employees

250 to 5000

10 to 250

Less than 10

Yes: they are actively involved in most projects and activities

Partially: they only get involved in the details of particularly key projects and activities

No: they almost exclusively focus on strategy, politics and overall management

Is the overall head of IT in your organisation  very ‘hands on’? 

KEY TAKEAWAY 

Practitioners working at 

the sharp-end often 

shape ideas, set buying 

criteria, evaluate 

solutions and make 

recommendations. 

 

 

KEY TAKEAWAY 

Targeting the CIO is 

necessary but 

insufficient. 
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The IT-business dynamic 

As industry analysts, we at Freeform Dynamics take a lot of briefings from IT vendors 
and the views we hear are often contradictory. Some spokespeople, for example, tell 
us with absolute certainty that the democratisation of technology means IT teams 
have lost power and influence, with business people now driving their own technology 
agendas and controlling their own IT budgets. Others, meanwhile, warn that IT teams 
have too much control of the technology agenda and are holding back the business. At 
the time of writing it is fashionable to claim that this is because IT professionals are in 
defensive mode as they run scared of cloud computing, the march of automation, 
artificial intelligence, and so on. 

In reality, it’s impossible to generalise, other than to say that neither of the above 
extremes is generally true. This research, for example, tells us that sometimes IT is 
driving, sometimes it’s the business, and on other occasions the two are working 
collaboratively. On the whole, though, it’s relatively unusual for either party to be 
acting unilaterally (Figure 3). 

 

Figure 3    Most decisions ultimately involve input from both business and IT people, regardless of who drives 
 

Other studies show that more mature organisations, who are also the ones generally 
achieving the best business outcomes, have a prevailing culture in which collaborative 
decision-making is the norm. Conversely, when activity is repeatedly taking place at 
one or both of the two extremes, this is likely to be an indicator of something being 
wrong. There are legitimate situations in which unilateral decision-making makes 
sense, but if either IT or the business is habitually acting alone on significant 
technology initiatives, this often means the organisation is dysfunctional from a 
cultural or management perspective. Such entities tend not to make the best 
customers over the longer term, so in most cases it doesn’t make sense to target your 
marketing at this group.  

If you are looking for business that’s both profitable and sustainable, almost by 
definition you will be marketing and selling to accounts in which it is safe to assume 
that any large or strategically important deal will ultimately involve both IT and non-IT 
stakeholders, influencers and decision makers. 

This is clearly important when considering your digital content and engagement 
strategy, particularly when set against the backdrop of the buyer’s decision-making 
process. In the next section, we take a step back and look at the process side of things 
a little more closely. 

28%29%30%32%
18%

43%49%47%45%

34%

Frequently happens Sometimes happens

How often does technology-related investment and decision-making follow these patterns?

Business controlled
Stakeholders identify the 

need, then select the 
solution unilaterally

Business driven
Stakeholders identify the 
need, then engage IT to 

work it into the plan

Collaborative
Business stakeholders and 
IT collaborate to define the 

need and solution

IT driven
IT team identifies the 

need, then ‘sells’ an idea 
to business stakeholders

IT controlled
IT team identifies the need, 
then makes a decision and 

acts unilaterally 

KEY TAKEAWAY 

Regardless of who is 

driving, it is safe to 

assume that any large 

or strategic deal will 

ultimately involve input 

from both IT and non-IT 

stakeholders. 

 

KEY TAKEAWAY 

Beware the myths 

about either IT or the 

business having total 

control.  
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The buying/selling process 
There are many ways to define what goes on in the decision cycle; indeed thousands 
of books have been written on the topic. The framework used to shape our research 
draws upon this body of knowledge but is deliberately not based on any particular 
methodology. We wanted a simple, generic structure within which to consider the 
different activities and perspectives in a very pragmatic manner (Figure 4). 
 

 

Figure 4   It often helps to look at the world from the buyer’s perspective 
 

It’s worth highlighting a few key points when looking at the above framework: 

• The buying process starts way before anyone begins to think about selecting 
suppliers and solutions. This means a lot of decision-making activity has 
already taken place before various quadrants, waves, product reviews and 
other analyst selection aids become relevant. 

• Problems and opportunities are framed, and mindsets are shaped, early on in 
the process. As a marketer or seller, the more you can influence this 
upstream shaping of thoughts, the better. Engage early, and downstream 
selling becomes much easier – i.e. more deals convert, deals close more 
quickly, and the cost of sale is lower. Enter late in the process and you are 
likely to encounter thinking and selection criteria that may not sit well with 
your proposition, especially when a competitor has been engaged for a while. 

• A frequent problem expressed by IT professionals is that once they have done 
their homework, and figured out what’s best for the business, they often 
have to ‘sell’ their recommendation internally to senior management and/or 
business stakeholders.  

A challenge in relation to that last point is articulating the rationale for spending 
additional money on a more modern, future proof, flexible and/or functional 
solution rather than just buying the cheapest. Differences between IT and 
business people in terms of their perspective, frame of reference, knowledge, 
experience and even the language they use often gets in the way here.  

Enterprise 
buying process

Set/shape the 
investment agenda

Work through the 
practicalities

Educate and 
motivate execs

Select supplier(s) 
and solution(s)

Implement and 
operate the solution

Influence the 
investment agenda

Lay the groundwork 
for the sell

Build advocacy 
across the account

Drive the deal to a 
close

Develop the 
account

Vendor
selling process

Which ideas, opportunities and initiatives 
should be considered/prioritised?

Which tactics/approaches, architectures 
and types of solution make sense?

What do stakeholders need to know to 
make or support the right decisions?

Who can meet our needs in the right way 
and deliver value for money?

How do we put the solution in and run it 
effectively, safely and efficiently?

Cultivate a thought-leading role and get 
relevant initiatives prioritised

Educate, shape mindsets, define the problem 

in your terms, influence buying criteria

Turn gatekeepers into heroes & champions 
and get stakeholders on board

Detailed solution/value sell, make proposal, 
neutralise competition/objections

Consolidate account control, drive 
repeat/incremental business

Buyer considerations Seller objectives

KEY TAKEAWAY 
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starts way before 

anyone begins to think 

about selecting 

suppliers and solutions. 
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Here is a chart from the Freeform Dynamics report mentioned earlier (entitled 
“The Politics and Practicalities of IT Procurement”), which illustrates why internal 
communication and the ‘internal sell’ are so important (Figure 5). 

 

Figure 5    The importance of the internal sell 
 

As per previous comments, some of the communication gaps that lead to these kinds 
of outcomes are easier to bridge if a progressive management style and collaborative 
culture are in place. That said, even where there’s a will to work together effectively, 
IT professionals still often need help in articulating technology-related principles and 
benefits in a way business people can understand and appreciate.  

Empathising with your primary audience 

We are frequently told by IT vendors that they’re looking to engage more directly with 
business audiences. While we would never discourage this objective, the natural entry 
point for most technology vendors and service providers is the IT team. This is where 
you’re most likely to find those who will listen, engage, then champion your cause. 

And you have something very important in common with this audience. Just like you, 
those working in an enterprise IT environment are also looking to influence the 
investment agenda. A frequent complaint is that IT teams too often get to hear about 
important business initiatives very late in the internal process. They are then 
presented with a fait accompli, and have to deal with requirements and expectations 
that haven’t taken full account of technology-related considerations. When this 
happens, it frequently translates to false economies, increased costs, unnecessary 
risks and/or missed opportunities to exploit technology in new and different ways.  

So, as you look to drive engagements and create champions in accounts, it makes 
sense to help IT teams elevate their position internally, and for you to facilitate that 
all-important internal sell where necessary. Providing them with content that can 
coach them on how to drive the technology discussion in more meaningful ways with 
business people is a good way of doing this, as is making business-friendly content 
available that they can forward to their internal non-technical stakeholders in order to 
educate and motivate them to support the ‘right’ investments. 

This tip provides us with a good lead-in to the content discussion more broadly. 

When making IT investments, how often do the following happen?

35%

30%

26%

17%

13%

43%

39%

34%

51%

39%

22%

30%

39%

31%

48%

Senior management get involved,
and skew decisions toward cost, regardless of value

Procurement/finance gets involved,
and skews decisions towards cost, regardless of value

We are forced to buy from an incumbent supplier,
regardless of whether it’s the right choice

We buy something off-the-shelf,
when we really need a bespoke solution

We build or commission something,
when an off-the-shelf solution would be better

Frequently

Sometimes

Rarely never

Unsure

50%

46%

39%

47%

9%

5%

Unwillingness of business people
to engage or provide support

Unrealistic expectations
on the part of business people

Frequently

Sometimes

Never

Unsure

When IT is perceived to fall short, how often is it down to the following?

KEY TAKEAWAY 

IT teams are looking to 

influence the internal 

investment agenda as 

much as you are. 

Enabling them to 

elevate their position 

will increase your 

chances of driving 

sustainable, high-quality 

business.  
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The role of content 
One dimension of the content discussion is concerned with formats and media. Should 
information be provided in long-form or short-form, as graphics or text, online or 
downloadable, via interactive or on-demand streaming media?  

We have made a deliberate choice not to tackle this ‘form-factor’ and ‘delivery’ aspect 
of the content discussion in this paper because there are too many dependencies on 
demographics, context, devices, geography, culture, fashion and a range of other 
factors. 

Given that content can be repurposed relatively easily nowadays, the more critical 
discussion is around actual substance. On this, our study respondents see a role for a 
whole range of content types in the decision-making process (Figure 6). 

 

Figure 6    Many different content types are sought after in the decision-cycle 
 

While the above might be useful to act as a convenient checklist when performing a 
content audit, a much more interesting perspective is looking at content relevance in 
relation to specific decision-cycle activities.  

When we do this, we can see some very striking differences between content 
priorities at each stage in the process, from setting/shaping the investment agenda, 
ultimately through to selecting suppliers and solutions (Figure 7). 

Are the following content types particularly relevant to the technology 
investment and decision-making process?

65%

72%

81%

79%

67%

57%

63%

59%

59%

74%

70%

62%

67%

60%

70%

65%

66%

Blue sky visioning material

Strategy-level advice and guidance

Introductory ‘explainers’ of emerging tech

Architecture/design/best-practice guidance

Buyer/assessment guides for IT pros

Buyer/assessment guides for business execs

Business case guides/frameworks

Vendor strategy/viewpoint material

Vendor product/service literature

Hands-on technical guides & walkthroughs

Independent product/service reviews

Vendor-related news coverage

Issues-related news and discussions

Findings of market research surveys

Studies of peer insights/experiences

Short, high level case studies

Longer, in-depth case studies

Education, 
orientation & 
motivation

Decision 
guidance

Vendor and 
product material

Independent 
perspectives

Market and 
peer input (1:n)

PART 2 
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Figure 7    Mapping of content types onto decision-cycle activities 
 

As indicated on the chart itself, the font size used to present a content type under a 
particular decision-cycle activity reflects its importance and relevance in that context. 
So, the rule of thumb is, if you can read it easily it’s probably important at that stage in 
the process. If you can’t, it’s probably not relevant at this stage. 

So why does this kind of mapping matter? Well it can be invaluable when you are 
looking to optimise the performance of your marketing and sales activities – 
particularly if you are currently experiencing issues. A useful analysis, for example, is 
to consider the point at which most friction and/or leakage from the sales funnel 
occurs. Here are some questions you might ask when looking at this: 

• Are customers and prospects not prioritising the kind of needs and opportunities 
you can address with your solution?  

• Are they prioritising relevant needs, but then buying more of the same from an 
incumbent, or going in a different technical direction that favours a competitor?  

• Are IT buyers frequently telling you they would love to go with what you are 
offering, but wouldn’t be able to get it approved?  

• Are your sales teams or channel partners spending lots of time in deals, only to 
get beaten by the competition at the closing stages?  

The answers to these and similar questions will help you identify at which point in the 
cycle you are having trouble or can gain more leverage, and therefore which content 
to prioritise to help at that stage. Also remember the internal sell, and that IT 
professionals typically embrace with open arms anything suppliers can give them to 
help with this. Indeed, some of the best performing content in lead generation 
campaigns is often material that IT pros can download and pass on internally. 
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Blue sky visioning material
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Introductory ‘explainers’ of emerging tech
Independent product/serv ice rev iews
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Issues-related news and discussions
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onto the deal-cycle
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Longer, in-depth case studies
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It’s probably worth highlighting at this stage that the decision-making framework we 
have been discussing doesn’t necessarily map totally onto the traditional marketing 
funnel view of the world. This is because the funnel reflects where the buyer is in 
*your* process rather than in theirs. In a B2C environment, particularly for one-off 
purchases, this will often not make a difference. In a more complex B2B decision cycle, 
however, a prospect can enter your funnel at any stage in *their* process (Figure 8). 

 

Figure 8    The decision-cycle vs the traditional marketing funnel 
 

Of course it’s perfectly legitimate to target campaigns at buyers at different points in 
their buying cycle, so you can then make assumptions about the stage they are at as 
they come into the top of the funnel.  

However, from an overall engagement strategy perspective, it’s important to make 
sure that content is both available and discoverable at relevant contact points to meet 
prospect needs, whatever their current situation or focus.  

The trick here is don’t try to be exhaustive, but make sure that you have at least one 
or two strong assets relevant to each point in the customer buying cycle for each of 
your product or service lines. 

A note on Account-Based Marketing (ABM) 

At the time of writing, many technology vendors and service providers targeting the 
midmarket and upwards are considering or adopting an account-based marketing 
(ABM) approach.  

Executed well, ABM can lead to superior and more sustainable performance as a 
result of building, strengthening and leveraging relationships to enhance cross-selling 
and up-selling potential, and generally to develop and retain accounts more 
effectively.  

The challenge of building contacts and relationships directly from the ‘outside in’ for 
target accounts is clear, however, so the more you can do to expand your visibility and 
presence internally through content, the better. The kind of content that is aligned 
with the internal sell is particularly relevant in this context. 

Top of funnel

Middle of 
funnel

Bottom of 
funnel

Account 
management

Marketing 
Funnel 
View

Enterprise 
buying process

Influence the 
investment agenda

Lay the groundwork 
for the sell

Build advocacy 
across the account

Drive the deal to a 
close

Develop the 
account

Vendor
selling process

Set/shape the 
investment agenda

Work through the 
practicalities

Educate and 
motivate execs

Select supplier(s) 
and solution(s)

Implement and 
operate the solution

Particularly useful view
when considering Account 

Based Marketing (ABM) 
requirements
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The origin of content 
Some of the content types listed earlier will be naturally aligned with specific sources. 
Vendor viewpoints, product literature, and hands-on technical guides for example, will 
likely be produced and published directly by the supplier. Industry analysts are then a 
common source of independent viewpoints and assessments, and perhaps strategy 
documents and market research. And when it comes to vendor-related news, the 
press community is the obvious primary source. 

But the alignment between content types and sources is not fixed, e.g. a case study 
could be produced by a marketing agency, an analyst firm or independent journalist.  

Overlaying everything is the interplay between different inputs and channels. With 
this in mind, we asked study respondents their views on the origin of content. Here 
are the results with an overlay illustrating how industry analysts like Freeform 
Dynamics and publishers like The Register work together with sponsors to feed 
relevant and compelling input into the decision cycle (Figure 9). 

 

Figure 9    Sources matter, and the trick is to get the various inputs working together 
 

The important principle here is not to consider each input in isolation, but to think 
more in terms of an influencing ecosystem. Our analysts at Freeform Dynamics, for 
example, have strong relationships with IT buyers, journalists, consultants, vendors, 
resellers, integrators, and so on, not to mention other analysts and the community of 
bloggers and other commentators. Each of these other parties then has a diverse set 
of relationships of their own, e.g. reporters at The Register maintain trusted 
relationships with individuals working in pretty much every part of the industry, on 
both the buyer and seller side of the equation. 

On a specific point, some may find the relatively low prominence of social media buzz 
and chatter surprising given that social outreach is receiving so much attention in 
marketing circles. In order to understand this, you need to bear in mind that there’s a 
big difference between B2C and B2B influence and engagement. Social media is 
absolutely critical in any B2C strategy, but when it comes to professional groups in a 
business context, e.g. those working in enterprise IT, then other inputs are regarded 
as far more important. 

98%

92%

84%

74%

69%

62%

61%

58%

58%

39%

37%

26%

25%

20%

Colleagues and peers
The IT press

Technical consultants
IT vendors (manufacturers, cloud providers, etc)

Industry analysts (via free-to-view material)
Regulators

Bloggers and commentators
The business press

IT channel (e.g. resellers, VARs, integrators, etc)
Industry analysts (via paid-for events/services)

Management consultants
Governments and politicians

Social media buzz and chatter
Other

When thinking about the source or origin of content, 
which of the following do you find useful?

Peer 
research 
studies

Thought leadership papers
Primers / idiot’s guides
Issues-based feature pieces
Buyer guides (for execs and IT pros)
Business-fit papers
Analyst supported webcasts

Research reports/articles
Attention-grabbing stats

KEY TAKEAWAY 

An important principle 

is not to consider each 

source or input in 

isolation, but to think 

more in terms of an 

influencing ecosystem. 

 

 

PART 3 
Leveraging 

diverse sources 

and channels to 

achieve reach 

coverage and 

impact 
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Subject matter priorities 
So far, we have been talking about content types generically, i.e. independent of 
specific themes. Let’s round things out now by taking a look at the topics that readers 
have asked the The Register to prioritise (Figure 10). 

 

Figure 10    Topic area priorities of readers of The Register 
 

The topics you see listed above are self-explanatory and you can judge for yourself 
where some of your propositions would fit. And don’t be put off by the rankings if the 
topic relevant to you is relatively low down the list. Given that The Register has 
upwards of 10 million unique monthly readers, even the lowest ranking topic maps 
onto a cohort of at least 2.4 million pairs of interested eyes. 

Final thoughts  
In today’s digital marketing context, relevant content from trusted sources is critical. 
The big challenge, however, is not getting content and messages out there, it’s making 
sure that your material stands out and reaches the right people at the right time. To 
be fully effective, it must be designed to support buying cycle activities. Obvious, 
perhaps, but clearly a principle not broadly applied given the amount of content we 
see that lacks substance and purpose and simply adds to the digital noise. 

The reason why organisations like Freeform Dynamics and The Register are successful 
in helping sponsors stand out, is because everything we do in terms of content and 
delivery is conceived from the buyer or user perspective, and produced with their 
objectives in mind. Putting the buyer’s agenda front and centre in this way might 
sound counterintuitive, but it’s actually the best way to get results for sellers. 

When it comes to the subject matter itself, would you like us to particularly prioritise 
content in any of the following areas over the coming year?

75%

68%

62%

52%

50%

50%

46%

27%

24%

23%

30%

35%

43%

42%

44%

46%

58%

61%

Yes Don't care Less of this please

Emerging technologies
e.g. Machine learning, AI, advanced analytics, IoT, 

quantum computing

Risk management
e.g. security, privacy, compliance, data protection

and business continuity solutions or services

Digital workplace 
e.g. desktop/end-user equipment, productivity & 

collaboration systems or equivalent cloud services

Infrastructure services
e.g. Cloud services (IaaS or PaaS), traditional

hosting/co-lo services, managed services

Software delivery
e.g. Development, testing or DevOps tooling,

third-party development or integration services

Datacentre systems
e.g. servers, storage, networking, platform software, 

integrated systems, automation/management

Telecommunications
e.g. Voice and/or data networking services,
including comms-related managed services

Business applications
e.g. ERP, CRM, HCM, and other business-level

packaged solutions or equivalent cloud services

Supplier management
e.g. Evaluation, selection, commercial and legal,

ongoing management

KEY TAKEAWAY 

Putting the buyer’s 

agenda front and centre 

might sound a bit 

counterintuitive, but it’s 

actually the best way to 

get results for sellers. 
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About Freeform Dynamics 
Freeform Dynamics is an IT industry analyst firm. Through our research and insights, 
we aim to help busy IT and business professionals get up to speed on the latest 
technology developments, and make better-informed investment decisions. 

For more information, and access to our library of free research, please visit 
www.freeformdynamics.com or follow us on Twitter @FreeformCentral.  

 

About The Register 
The Register (www.theregister.co.uk) started life as a daily news operation on the web 
in May 1998. On the first day, 300 readers visited; today over 10 million unique 
readers visited the site every month. The Register’s blend of breaking news, strong 
personalities, and its accessible online execution, has made it one of the most popular 
authorities on the IT industry.  

With an international team of journalists and columnists, The Register reports on the 
IT industry from the inside out – covering everything from enterprise software to chip 
developments. 
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