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Study Overview

Key Objectives
PROS tasked Hanover Research with conducting a study to understand how current market and socioeconomic conditions have affected
how (B2B) purchasing professionals view the commerce experiences delivered by their vendors in the U.S./Canada, Europe, and 
Australia/New Zealand.

Survey Administration & Survey Sample
• The survey was administered online and respondents were recruited via a panel.
• The analysis includes a total of 210 respondents following data cleaning and quality control.
• Survey was fielded from May 28th, 2020 to June 3rd, 2020

Respondent Qualifications
• A18+, works in USA/Canada, Europe (UK, Nordics, France, Germany), or Australia/New Zealand

• Employed full-time in industry of interest and in relevant role

• Participates in decision-making process for purchasing goods and services

• Organizational revenue of $250M+
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Key Segmentations
This analysis includes results segmented by continents in which buyers work. Statistically significant differences are calculated at the 95% 
confidence level and are denoted by superscript letters (e.g., A, B, C ). Corresponding letters indicate significant differences between groups.

Segmented findings are presented when applicable and noteworthy. The data supplement also includes a full list of aggregate and segmented results.

Region (n=210)

North America 54%

Europe 29%

Australia/New Zealand 17%

Industry (n=190)

Discrete Manufacturing 26%

Process Manufacturing 23%

Services 29%

Wholesale Distribution 22%

Country (n=210)

Australia 13%

Canada 16%

Denmark 1%

Finland 1%

France 7%

Germany 7%

Sweden 4%

United Kingdom 8%

United States 39%

New Zealand 4%

Norway 1%



GLOBAL
Perspectives on 

Purchasing In Covid-19
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The COVID-19 outbreak has had a mixed impact on purchasing behavior and budgets

• Slightly less than half of 
companies indicate that current 
conditions have accelerated 
purchasing behavior (40%), 
while nearly half indicate (45%) 
current conditions have 
decelerated purchasing. 

• Budgets for purchasing have 
increased at a third of 
companies (39%) and 
decreased for a third of 
companies (37%).

• Over half of companies (54%) 
anticipate that their budget for 
purchasing will increase in the 
next year, while very few 
companies expect a decrease 
(16%).

8%

37%

14%

23%

17%

0%

20%

40%

60%

80%

100%

Impact on Purchasing Behavior

Accelerated it
significantly

Accelerated it
moderately

Hasn’t changed it

Decelerated it
moderately

Decelerated it
significantly

34% 24% 27% 11%

0% 20% 40% 60% 80% 100%

Impact on Current Budget for Purchasing

Significantly decreased Somewhat decreased Stayed the same

Somewhat increased Significantly increased

16% 29% 42% 12%

0% 20% 40% 60% 80% 100%

Budget For Purchasing Over Next Year

Significantly decrease Somewhat decrease Stay the same

Somewhat increase Significantly increase

40%

45%

Top 2: 39%
Bottom 2: 37%

Significant Regional 
Differences in Top 2

• North America: 62%, 
n=114

• Europe: 45%, n=60

• AUS/NZ: 44%, n=36

Top 2: 54%
Bottom 2: 16%

Q: How have current conditions (i.e., COVID-19 outbreak) affected your company’s purchasing behaviors? (n=210)
Q: Since the COVID-19 outbreak, how has your company’s purchasing budget changed? (n=210)
Q: How do you anticipate your company’s budget for purchasing to change in the next 12 months? (n=210)
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Characteristics of buyers experiencing or anticipating budget changes

Buyers are more likely to anticipate an increase in purchasing budget if they are…

In the IT industry (95%) versus the automotive manufacturing (33%) and accommodations (33%) industries

A procurement officer (94%) compared to an operations manager (68%) or technical staff (64%)

Buyers are more likely to anticipate a decrease in purchasing budget if they are…
Purchasing goods and services from the automotive manufacturing sector (54%)

Buyers are more likely to observe an increase in purchasing budget if they are…

In the services (69%) industry

In the IT services (80%), medical distribution (100%), or pharmaceutical distribution (100%) industries

Purchasing goods from the biotechnology (70%), electronics distribution (63%), electronics manufacturing (68%), and financial services (61%) sectors

In a company with fewer than 500 employees (88%), compared to a company with 500-999 employees (45%) or 10,000 or more employees (43%)

Buyers are more likely to observe a decrease in purchasing budget if they are…
Working in the pricing (100%) or sales management/sales administration (85%) departments

Since the COVID-19 outbreak… 

Looking ahead (next 12 months)… 

Q: Since the COVID-19 outbreak, how has your company’s purchasing budget changed? (n=210)
Q: How do you anticipate your company’s budget for purchasing to change in the next 12 months? (n=210)
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Purchasing through digital, self-serve channels has increased 
since the COVID-19 outbreak

• This increasing trend via 
digital channels is likely to 
sustain post-COVID-19, 
with almost half of buyers 
(40%) expecting 51-100% 
of their company’s 
purchasing to run through 
digital channels. 

• Since the outbreak of 
COVID-19, significantly 
more North American 
(47%) buyers report that 
50 percent or more of 
their purchasing is run 
through digital, self-serve 
channels, compared to 
European (28%) and 
Oceanic (17%) buyers.

4%

5%

25%

27%

34%

32%

32%

32%

23%

17%

21%

18%

20%

7%

0% 20% 40% 60% 80% 100%

Post-COVID

Since COVID

Pre-COVID

Percentage Of Purchasing Running Through Digital, 
Self-serve Channels

0% 1-25% 26-50% 51-75% 76-100% Top 2
• North America : 35%, n=114
• Europe : 27%, n=60
• AUS/NZ : 11%, n=36

Top 2
• North America : 47%, n=114
• Europe : 28%, n=60
• AUS/NZ : 17%, n=36

Top 2
• North America : 49%, n=114
• Europe : 37%, n=60
• AUS/NZ : 19%, n=36

Top 2:
29%

Bottom 2:
40%

Top 2:
37%

Bottom 2:
31%

Top 2:
40%

Bottom 2:
27%

Q: How much of your company’s purchasing was run through digital, self-serve channels prior to the COVID-19 outbreak? (n=210)
Q: How much of your company’s purchasing is run through digital, self-serve channels since the start of the COVID-19 outbreak (mid-March)? (n=210)
Q: How much of your company’s purchasing is expected to run through digital, self-serve channels after the COVID-19 outbreak? (n=210)
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Buyers consider market relevant pricing the most important factor 
when considering switching to self-serve channels

44%

45%

55%

55%

55%

0% 20% 40% 60% 80% 100%

Configuration capabilities

Contracting/payments options

Product information

Ease in customizing/configuring our orders

Market relevant pricing (i.e., no need to negotiate
prices)

Important Factors When Switching To Self-serve Channels
Product information (55%) and 
ease in customizing/configuring 
orders (55%) are also important 
factors. 

Q: Which of the following factors are most important in considering switching to self-serve channels when purchasing from your suppliers/vendors? 
Please select all that apply. (n=210)
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Most procurement teams were at least moderately 
prepared to support a virtual purchasing process

• About a quarter of 
procurement teams are well-
prepared (27%), and another 
quarter feels under-prepared 
(23%).

• The share of well-prepared 
procurement teams is higher in 
North America (32%) than in 
Australia and New Zealand 
(11%). 

• Procurement teams in 
Australia and New Zealand 
(42%) are more likely to be 
under-prepared (but adjusting 
quickly) compared to 
European (22%) and North 
American (18%) teams.

27%

48%

23%

2%

0% 20% 40% 60% 80% 100%

Well-prepared as we had been operating mostly
digitally for some time

Moderately prepared, as we had been operating
partially digitally for some time

Under-prepared, but we adjusted quickly

Under-prepared and it has severely affected our
ability to procure needed supplies

Preparedness Of Procurement Teams 

• North America  32%, n=114
• Europe : 25%, n=60
• AUS/NZ : 11%, n=36

• North America : 18%, n=114
• Europe : 22%, n=60
• AUS/NZ : 42%, n=36

Q: Which of the following best describes how prepared your procurement teams were to support a virtual purchasing process?
(n=210)
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A third of Buyers indicate that most of their existing vendors are 
well-prepared to support them in a virtual environment

• A plurality of companies 
reports that about half of 
their existing vendors are 
well-prepared (40%), while 
a quarter indicates most 
vendors are under-
prepared (23%). 

• Vendors in North America 
(40%) are more likely to be 
well-prepared to support 
buyers in a virtual 
environment than vendors 
in Australia and New 
Zealand (17%). 

34%

40%

23%

3%

0% 20% 40% 60% 80% 100%

Most were well-prepared and had already
enabled digital purchasing channels

About half were well-prepared and had already
enabled digital purchasing channels

Most were under-prepared, but adjusted
quickly to accommodate the new conditions

Most were under-prepared, and we had to
seek new vendors as a result

Preparedness Of Vendors

• North America : 40%, n=114

• Europe : 32%, n=60

• AUS/NZ : 17%, n=36

Q: Which of the following best describes how prepared your existing vendors were to support you in a virtual environment since the start of the COVID-19
outbreak? (n=210)
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The top challenge buyers face working with vendors 
is slow/ inefficient responses to inquiries

• Inconsistent & highly 
variable pricing (30%), 
lack of transparency 
into inventory (30%), 
non-competitive/non-
market relevant pricing 
(27%), and 
incomplete/insufficient 
product information 
(27%) are other most 
common challenges. 

Q3.7 What challenges are you facing working with your existing vendors? Please select all that apply. (n=210)

• North America : 15%, n=114

• Europe : 12%, n=60

• AUS/NZ : 39%, n=36

18%

20%

21%

24%

27%

27%

30%

30%

35%

0% 20% 40% 60% 80% 100%

No challenges with our existing vendors

Inability to place an order without the aid of a sales rep

Realistic prices are not available through digital channels

Inability to easily configure/customize our orders through
self-serve experiences

Incomplete/insufficient product information

Pricing is not competitive or market relevant

Lack of transparency into inventory

Pricing is inconsistent and highly variable

Slow/inefficient responses to inquiries

Top Challenges With Current Vendors
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Vendor preferences have changed for three-quarters 
of companies as a result of current conditions

• Competitive pricing (40%), 
supply availability (39%), 
and better digital purchasing 
experience (35%) are top 
drivers of change in vendor 
preferences.

• North American (25%) and 
European (18%) buyers are 
significantly more likely to 
cite that their vendor 
preferences have changed 
a great deal compared to 
oceanic buyers (3%). 

• North America : 25%, n=114
• Europe : 18%, n=60
• AUS/NZ : 3%, n=36

15%

22%

23%

25%

31%

33%

35%

39%

40%

0% 20% 40% 60% 80% 100%

Personalized offers

Ease in customizing/configuring
orders via self-serve experiences

Transparency into inventory

Effective coordination between
channels

Pricing models that better meet our
needs

Existing relationships

Better digital purchasing experience

Supply availability

Competitive pricing

Reasons For Preferring Other Vendors

Q: Have your vendor preferences changed as a result of the current conditions? (n=210)
Q: For what reasons do you prefer some vendors over others? Please select your top three reasons. (n=147)

51%

19%

30%

Change In Vendor Preferences 
Due To Current Conditions?

Yes, somewhere

Yes, a great deal

No, not t all
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Buyers are likely to switch to a vendor that offers personalized real-time, 
dynamically updated pricing reflecting market conditions

• Competitive pricing 
(40%), supply availability 
(39%), and better digital 
purchasing experience 
(35%) are top drivers of 
change in vendor 
preferences.

• North American (25%) 
and European (18%) 
buyers are significantly 
more likely to cite that 
their vendor preferences 
have changed a great 
deal compared to 
oceanic buyers (3%). 

66%

Q: If all other components of your current service remained the same, how likely would you be to switch to a vendor that offered personalized real-time, dynamically updated pricing that reflects market conditions? (n=210)
Q: If all other components of your current service remained the same, how likely would you be to switch to another vendor that incorporated real-time, personalized pricing based on your buying history? (n=853) (2019 Buyer study)

• North America : 25%, n=114
• Europe: 18%, n=60
• AUS/NZ : 3%, n=36

6%
10%

27%

38%

20%

0%

20%

40%

60%

80%

100%

Likelihood Of Switching To Vendor 
Offering Personalized Real-time, 

Dynamically Updated Pricing (2020)

Extremely
likely

Somewhat
likely

Neither
unlikely nor
likely
Somewhat
unlikely

Extremely
unlikely

3%
10%

22%

45%

21%

0%

20%

40%

60%

80%

100%

Likelihood Of Switching To Vendor 
Offering Personalized Real-time Pricing 

(2019)

Extremely
likely

Somewhat
likely

Neither unlikely
nor likely

Somewhat
unlikely

Extremely
unlikely

58%
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Buyers consider multiple factors influential when evaluating 
the fairness of pricing

• Personalized incentives 
based on buying history 
(48%) are relatively less 
influential. 

• Compared to North 
American and European 
buyers, Oceanic buyers 
consider various factors 
less influential in 
evaluating the fairness 
of pricing.

• North America : 67%, n=114
• Europe : 60%, n=60
• AUS/NZ : 44%, n=36

• North America : 65%, n=114
• Europe : 63%, n=60
• AUS/NZ : 39%, n=36

• North America : 56%, n=114
• Europe : 52%, n=60
• AUS/NZ : 17%, n=36

• North America : 65%, n=114
• Europe : 60%, n=60
• AUS/NZ : 36%, n=36

Q3.7 How influential are the following factors when evaluating the fairness of pricing? (n=210)

48%

59%

60%

60%

61%

62%

0% 20% 40% 60% 80% 100%

Personalized incentives based on buying history

Based upon perceived value delivered in the past

Adjusted based on market conditions (e.g.,
supply/demand)

Based upon product costs (e.g., commodity
costs/labor costs)

In relation to competitor products

In relation to last purchased price

Factors Influencing The Fairness Of Pricing (Top 2 Box)
Top 2 Box Includes “Extremely” And “Very” Influential
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About half of companies replaced/stopped using certain 
vendors due to the COVID-19 outbreak

• The most common reason to 
terminate vendor 
relationships is the 
unavailability of supply 
(64%).

• North American (51%) 
buyers are more likely than 
Oceanic (31%) buyers to 
replaced vendors as a result 
of the COVID-19 outbreak. 

45%

55%

Have Buyers Stopped Using/Replaced 
Certain Vendors Due To COVID-19?

Yes

No

2%

32%

35%

36%

36%

64%

0% 20% 40% 60% 80% 100%

Other

Lack of transparency

Decreased Budget

Inability to accommodate new
needs / ability to pay

Pricing

Supply unavailable

Reasons For Terminating Certain Vendors 

• North America : 51%, n=114
• Europe : 42%, n=60
• AUS/NZ : 31%, n=36

Q: Has your organization had to replace or stop using certain vendors due to the COVID-19 outbreak? (n=210)
Q: For what reasons have you had to replace or stop using certain vendors? Please select all that apply. (n=94)



NORTH AMERICA
Perspectives On 

Purchasing In Covid-19
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Purchasing through digital, self-serve channels has increased 
since the COVID-19 outbreak in North America

Top 2: 35%
Bottom 2: 30%

Top 2: 47%
Bottom 2: 26%

Top 2: 49%
Bottom 2: 19%

Q: How much of your company’s purchasing was run through digital, self-serve channels prior to the COVID-19 outbreak? (n=114)
Q: How much of your company’s purchasing is run through digital, self-serve channels since the start of the COVID-19 outbreak (mid-March)? (n=114)
Q: How much of your company’s purchasing is expected to run through digital, self-serve channels after the COVID-19 outbreak? (n=114)

2%

4%

4%

18%

23%

25%

32%

26%

35%

30%

23%

29%

19%

25%

6%

0% 20% 40% 60% 80% 100%

Post-COVID

Since COVID

Pre-COVID

Percentage Of Purchasing Running Through Digital,
Self-serve Channels

0% 1-25% 26-50% 51-75% 76-100%
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15%

21%

25%

28%

29%

30%

31%

31%

44%

0% 20% 40% 60% 80% 100%

We are not encountering any challenges with our existing vendors

Inability to place an order without the aid of a sales rep

Realistic prices are not available through digital channels

Inability to easily configure/customize our orders through self-
serve experiences

Lack of transparency into inventory

Incomplete/insufficient product information

Pricing is inconsistent and highly variable

Pricing is not competitive or market relevant

Slow/inefficient responses to inquiries

Top Challenges With Current Vendors

Top Challenges With Current Vendors: North America

Slow/inefficient 
responses to 
inquiries (44%) 
is the top 
challenge faced 
by North 
American buyers.

Q3.7 What challenges are you facing working with your existing vendors? Please select all that apply. (n=114)
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Change In Vendor Preferences: North America

• Vendor preferences 
have changed for 
three-quarters 
(70%) of North 
American buyers as 
a result of current 
conditions.

• Competitive pricing 
(43%) is the top 
reason some 
vendors are 
preferred to others.

Q: Have your vendor preferences changed as a result of the current conditions? (n=114)
Q: For what reasons do you prefer some vendors over others? Please select your top three reasons. (n=80)

15%

21%

26%

28%

29%

33%

36%

40%

43%

0% 20% 40% 60% 80% 100%

Personalized offers

Ease in customizing/configuring
orders via self-serve experiences

Transparency into inventory

Pricing models that better meet our
needs

Existing relationships

Effective coordination between
channels

Supply availability

Better digital purchasing experience

Competitive pricing

Reasons For Preferring 
Other Vendors

45%

25%

30%

Change In Vendor Preferences Due 
To Current Conditions?

Yes, somewhat

Yes, a great deal

No, not t all
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Personalized, real-time, dynamically updated pricing: North America

Two-thirds of North 
American buyers are 
likely to take up an 
offer to switch to a 
vendor offering 
personalized real-time, 
dynamically updated 
pricing reflecting 
market conditions 
(67%). 

Q: If all other components of your current service remained the same, how likely would you be to switch to a vendor that offered
personalized real-time, dynamically updated pricing that reflects market conditions? (n=114)

4% 6% 23% 39% 27%

0% 20% 40% 60% 80% 100%

Likelihood Of Switching To Vendor Offering Personalized 
Real-time, Dynamically Updated Pricing

Extremely unlikely Somewhat unlikely Neither unlikely nor likely Somewhat likely Extremely likely
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Influence of Factors When Evaluating price fairness: North America

All of the listed 
factors are 
influential to more 
than half of North 
American buyers 
when evaluating 
the fairness of 
pricing.

Q3.7 How influential are the following factors when evaluating the fairness of pricing? (n=114)

56%

59%

62%

65%

65%

67%

0% 20% 40% 60% 80% 100%

Personalized incentives based on buying history

In relation to last purchased price

Based upon product costs (e.g., commodity costs/labor
costs)

Adjusted based on market conditions (e.g., supply/demand)

Based upon perceived value delivered in the past

In relation to competitor products

Factors Influencing The Fairness Of Pricing (Top 2 Box)
Top 2 Box Includes “Extremely” And “Very” Influential



EUROPE
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Purchasing through digital, self-serve channels has increased 
since the COVID-19 outbreak in Europe

Top 2: 27%
Bottom 2: 45%

Top 2: 28%
Bottom 2: 27%

Top 2: 37%
Bottom 2: 28%

Q: How much of your company’s purchasing was run through digital, self-serve channels prior to the COVID-19 outbreak? (n=60)
Q: How much of your company’s purchasing is run through digital, self-serve channels since the start of the COVID-19 outbreak (mid-March)? (n=60)
Q: How much of your company’s purchasing is expected to run through digital, self-serve channels after the COVID-19 outbreak? (n=60)

3%

2%

5%

25%

25%

40%

35%

45%

28%

15%

12%

13%

22%

17%

13%

0% 20% 40% 60% 80% 100%

Post-COVID

Since COVID

Pre-COVID

Percentage Of Purchasing Running Through Digital, Self-serve Channels

0% 1-25% 26-50% 51-75% 76-100%
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Top Challenges With Current Vendors: Europe

The top challenge 
faced by European 
buyers is lack of 
transparency into 
inventory (42%). 

Q3.7 What challenges are you facing working with your existing vendors? Please select all that apply. (n=60)

12%

18%

20%

20%

23%

23%

32%

33%

42%

0% 20% 40% 60% 80% 100%

We are not encountering any challenges with our existing
vendors

Inability to place an order without the aid of a sales rep

Realistic prices are not available through digital channels

Incomplete/insufficient product information

Pricing is not competitive or market relevant

Inability to easily configure/customize our orders through self-
serve experiences

Slow/inefficient responses to inquiries

Pricing is inconsistent and highly variable

Lack of transparency into inventory

Top Challenges With Current Vendors
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Change In Vendor Preferences: Europe

• Three-quarters 
(76%) of European 
buyers have 
changed their 
vendor preferences 
due to current 
conditions.

• Supply availability 
(41%) is the top 
driver of a change 
for vendor 
preferences.

Q: Have your vendor preferences changed as a result of the current conditions? (n=60)
Q: For what reasons do you prefer some vendors over others? Please select your top three reasons. (n=46)

59%
18%

23%

Change In Vendor Preferences 
Due To Current Conditions?

Yes, somewhat

Yes, a great deal

No, not t all

9%

17%

17%

30%

30%

30%

35%

39%

41%

0% 20% 40% 60% 80% 100%

Personalized offers

Transparency into inventory

Effective coordination between channels

Better digital purchasing experience

Competitive pricing

Ease in customizing/configuring orders
via self-serve experiences

Pricing models that better meet our needs

Existing relationships

Supply availability

Reasons For Preferring Other Vendors
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Personalized, real-time, dynamically updated pricing: Europe

Fifty-eight percent of 
European buyers indicate 
that they are likely to switch 
to a vendor offering 
personalized, real-time, 
dynamically updated pricing 
that reflects market 
conditions (58%).

Q: If all other components of your current service remained the same, how likely would you be to switch to a vendor that offered personalized real-time, dynamically updated
pricing that reflects market conditions? (n=60)

7% 8% 27% 43% 15%

0% 20% 40% 60% 80% 100%

Likelihood Of Switching To Vendor Offering Personalized 
Real-time, Dynamically Updated Pricing

Extremely unlikely Somewhat unlikely Neither unlikely nor likely Somewhat likely Extremely likely



©2020 PROS, Inc. All rights reserved. Confidential and Proprietary
page 29

Influence of Factors When Evaluating price fairness: Europe

Three-quarters of 
European buyers 
consider a price in 
relation to the last 
purchased price (73%) 
influential when 
evaluating the fairness 
of pricing.

Q3.7 How influential are the following factors when evaluating the fairness of pricing? (n=60)

52%

60%

60%

62%

63%

73%

0% 20% 40% 60% 80% 100%

Personalized incentives based on buying history

In relation to competitor products

Based upon perceived value delivered in the past

Based upon product costs (e.g., commodity costs/labor costs)

Adjusted based on market conditions (e.g., supply/demand)

In relation to last purchased price

Factors Influencing The Fairness Of Pricing (Top 2 Box)
Top 2 Box Incudes “Extremely” And “Very” Influential 



OCEANIA 
(Australia and New Zealand)
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Purchasing In COVID-19
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Purchasing through digital, self-serve channels has increased 
since the COVID-19 outbreak in OCEANIA

Top 2: 17%
Bottom 2: 53%

Top 2: 19%
Bottom 2: 50%

Top 2: 11%
Bottom 2: 61%

Q: How much of your company’s purchasing was run through digital, self-serve channels prior to the COVID-19 outbreak? (n=36)
Q: How much of your company’s purchasing is run through digital, self-serve channels since the start of the COVID-19 outbreak (mid-March)? (n=36)
Q: How much of your company’s purchasing is expected to run through digital, self-serve channels after the COVID-19 outbreak? (n=36)

0%

8%

8%

50%

44%

53%

31%

31%

28%

14%
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Top Challenges With Current Vendors: Oceania
• Oceanic buyers cite 

incomplete/insufficient 
product information (31%) 
as the top challenge they 
face with current vendors.

• Over one-third of Oceanic 
buyers are not facing any 
challenges with their 
existing vendors (39%). 

Q3.7 What challenges are you facing working with your existing vendors? Please select all that apply. (n=36)

39%

3%

11%

11%

11%

14%

17%

19%

22%

31%

0% 20% 40% 60% 80% 100%

No challenges with our existing vendors

Other

Lack of transparency into inventory

Slow/inefficient responses to inquiries

Inability to easily configure/customize our orders through self-…

Realistic prices are not available through digital channels

Inability to place an order without the aid of a sales rep

Pricing is inconsistent and highly variable

Pricing is not competitive or market relevant

Incomplete/insufficient product information

Top Challenges With Current Vendors
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Change In Vendor Preferences: Oceania
• Fifty-eight percent of 

Oceanic companies 
indicate a change for 
vendor preferences 
due to the current 
landscape.  

• Competitive pricing 
(52%) is the top 
reason for preferring 
certain vendors. 

Q: Have your vendor preferences changed as a result of the current conditions? (n=36)
Q: For what reasons do you prefer some vendors over others? Please select your top three reasons. (n=21)
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14%

24%

29%

29%

33%

38%

43%

52%

0% 20% 40% 60% 80% 100%

Ease in customizing/configuring orders via
self-serve experiences

Effective coordination between channels

Transparency into inventory

Better digital purchasing experience

Personalized offers

Pricing models that better meet our needs

Existing relationships

Supply availability

Competitive pricing

Reasons For Preferring Other Vendors 

55%
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42%

Change In Vendor Preferences Due 
To Current Conditions?

Yes, somewhat

Yes, a great deal

No, not t all
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Personalized, real-time, dynamically updated pricing: Oceania

• Just over a quarter 
of Oceanic buyers 
are likely to switch 
to a vendor offering 
personalized, real-
time, dynamically 
updated pricing 
reflecting market 
conditions (28%). 

Q: If all other components of your current service remained the same, how likely would you be to switch to a vendor that offered personalized real-time, dynamically
updated pricing that reflects market conditions? (n=36)

8% 25% 39% 25% 3%

0% 20% 40% 60% 80% 100%

Likelihood Of Switching To Vendor Offering Personalized 
Real-time, Dynamically Updated Pricing

Extremely unlikely Somewhat unlikely Neither unlikely nor likely Somewhat likely Extremely likely
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Influence of Factors When Evaluating price fairness: Oceania

These factors are less 
influential to Oceanic 
buyers overall than to 
buyers in North America 
and Europe.

Q3.7 How influential are the following factors when evaluating the fairness of pricing? (n=36)

17%

36%

39%

44%

50%

56%

0% 20% 40% 60% 80% 100%

Personalized incentives based on buying history

Based upon perceived value delivered in the past

Adjusted based on market conditions (e.g., supply/demand)

In relation to competitor products

Based upon product costs (e.g., commodity costs/labor
costs)

In relation to last purchased price

Factors Influencing The Fairness Of Pricing (Top 2 Box)
Top 2 Box Includes “Extremely” And “Very” Influential
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Purchasing through digital, self-serve channels has increased 
since the COVID-19 outbreak for Manufacturing Buyers

Top 2: 42%
Bottom 2: 27%

Top 2: 42%
Bottom 2: 19%

Top 2: 30%
Bottom 2: 37%

Q: How much of your company’s purchasing was run through digital, self-serve channels prior to the COVID-19 outbreak? (n=113)
Q: How much of your company’s purchasing is run through digital, self-serve channels since the start of the COVID-19 outbreak (mid-March)? (n=113)
Q: How much of your company’s purchasing is expected to run through digital, self-serve channels after the COVID-19 outbreak? (n=113)
Manufacturing Buyers: B2B purchasing professionals that buy from the following industries: industrial manufacturing, automotive manufacturing, medical manufacturing, pharmaceutical manufacturing, electronics manufacturing, etc.
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Top challenges with current vendors: Manufacturing Buyer

• Buyers cite 
slow/inefficient 
responses to 
inquiries (30%)    
& lack of 
transparency into 
inventory (30%) 
as the top 
challenges they 
face with their 
current 
manufacturing 
vendors.

Q3.7 What challenges are you facing working with your existing vendors? Please select all that apply. (n=113)
Manufacturing Buyers: B2B purchasing professionals that buy from the following industries: industrial manufacturing, automotive manufacturing, medical manufacturing, pharmaceutical manufacturing, electronics manufacturing, etc.
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0%

18%

20%
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27%

27%

29%

30%

30%
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No challenges with our existing vendors

Other

Inability to place an order without the aid of a sales rep

Realistic prices are not available through digital channels

Pricing is inconsistent and highly variable

Pricing is not competitive or market relevant

Inability to easily configure/customize our orders through
self-serve experiences

Incomplete/insufficient product information

Lack of transparency into inventory

Slow/inefficient responses to inquiries

Top Challenges With Current Vendors
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Change in vendor preferences: Manufacturing Buyer

Q: Have your vendor preferences changed as a result of the current conditions? (n=113)
Q: For what reasons do you prefer some vendors over others? Please select your top three reasons. (n=81)
Manufacturing Buyers: B2B purchasing professionals that buy from the following industries: industrial manufacturing, automotive manufacturing, medical manufacturing, pharmaceutical manufacturing, electronics
manufacturing, etc.

53%

19%

28%

Change In Vendor Preferences Due 
To Current Conditions?

Yes, somewhat

Yes, a great deal

No, not t all

16%

20%

23%

26%

28%

30%

42%

44%

47%

0% 10% 20% 30% 40% 50%

Personalized offers

Transparency into inventory

Ease in customizing/configuring
orders via self-serve experiences

Pricing models that better meet our
needs

Existing relationships

Effective coordination between
channels

Competitive pricing

Supply availability

Better digital purchasing experience

Reasons For Preferring Other Vendors • Vendor preferences 
have changed for 7 out 
of 10 Manufacturing 
buyers as a result of 
current conditions.

• A better digital 
purchasing 
experience (47%) is 
the top reason some 
Manufacturing vendors 
are preferred to others.

• The other top reasons 
include supply 
availability (44%) and 
competitive pricing 
(42%).
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Personalized, real-time, dynamically updated pricing: 
Manufacturing Buyer

Q: If all other components of your current service remained the same, how likely would you be to switch to a vendor that offered personalized real-time, dynamically updated pricing that reflects market conditions? (n=36)
Manufacturing Buyers: B2B purchasing professionals that buy from the following industries: industrial manufacturing, automotive manufacturing, medical manufacturing, pharmaceutical manufacturing, electronics manufacturing,
etc.

6% 13% 23% 38% 20%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Extremely Likely Somewhat Unlikely Neither Unlikely nor Likely Somewhat Likely Extremely Likely

LIKELIHOOD OF SWITCHING TO VENDOR OFFERING PERSONALIZED 
REAL-TIME, DYNAMICALLY UPDATED PRICING

• 3 out of 5 
Manufacturing 
buyers are likely to 
take up an offer to 
switch to a vendor 
offering personalized 
real-time, 
dynamically updated 
pricing reflecting 
market conditions.
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Influence of factors when evaluating price fairness: 
Manufacturing Buyer

Q3.7 How influential are the following factors when evaluating the fairness of pricing? (n=113)
Manufacturing Buyers: B2B purchasing professionals that buy from the following industries: industrial manufacturing, automotive manufacturing, medical manufacturing, pharmaceutical manufacturing,
electronics manufacturing, etc.

FACTORS INFLUENCING THE FAIRNESS OF PRICING (TOP 2 BOX)
TOP 2 BOX INCLUDES “EXTREMELY” AND “VERY” INFLUENTIAL

49%

58%

59%

62%

63%

63%

0% 10% 20% 30% 40% 50% 60% 70%

Personalized incentives based on buying history

Adjusted based on market conditions (e.g.,
supply/demand)

Based upon percieved value delivered in the past

Based upon product costs (e.g., commodity costs/labor
costs)

In relation to last purchase price

In relation to competitor products

• All of the listed 
factors are 
influential to about 
three-fifths of 
Manufacturing  
buyers when 
evaluating the 
fairness of pricing, 
with the exception 
of personalized 
incentives based 
on buying history 
(49%).
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Purchasing through digital, self-serve channels has increased 
since the COVID-19 outbreak for Distribution Buyers

Top 2: 31%
Bottom 2: 34%

Top 2: 39%
Bottom 2: 31%

Top 2: 30%
Bottom 2: 46%

Q: How much of your company’s purchasing was run through digital, self-serve channels prior to the COVID-19 outbreak? (n=71)
Q: How much of your company’s purchasing is run through digital, self-serve channels since the start of the COVID-19 outbreak (mid-March)? (n=71)
Q: How much of your company’s purchasing is expected to run through digital, self-serve channels after the COVID-19 outbreak? (n=71)
Distribution Buyers: B2B purchasing professionals that buy from the following industries: industrial distribution, automotive distribution, electronics distribution, medical distribution, pharmaceutical distribution, etc.
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Top challenges with current vendors: Distribution Buyer

Q3.7 What challenges are you facing working with your existing vendors? Please select all that apply. (n=71)
Distribution Buyers: B2B purchasing professionals that buy from the following industries: industrial distribution, automotive distribution, electronics distribution, medical distribution, pharmaceutical distribution, etc.

20%

1%

18%

20%

23%

28%

28%

31%

32%

35%

0% 5% 10% 15% 20% 25% 30% 35% 40%

No challenges with our existing vendors

Other

Inability to easily configure/customize our orders through
self-serve experiences

Realistic prices are not available through digital channels

Inability to place an order without the aid of a sales rep

Incomplete/insufficient product information

Lack of transparency into inventory

Pricing is not competitive or market relevant

Slow/inefficient responses to inquiries

Pricing is inconsistent and highly variable

Top Challenges With Current VendorsBuyers cite pricing & 
quoting challenges as 
the top challenges they 
face with their current 
distributors:
1. Inconsistent and 

highly variable 
pricing (35%)

2. Slow/inefficient 
responses to 
inquiries (32%)

3. Non-competitive or 
market relevant 
pricing (31%).
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Change in vendor preferences: Distribution Buyer

Q: Have your vendor preferences changed as a result of the current conditions? (n=71)
Q: For what reasons do you prefer some vendors over others? Please select your top three reasons. (n=52)
Distribution Buyers: B2B purchasing professionals that buy from the following industries: industrial distribution, automotive distribution, electronics distribution, medical distribution, pharmaceutical distribution, etc.

52%

21%

27%

Change In Vendor Preferences Due 
To Current Conditions?

Yes, somewhat

Yes, a great deal

No, not at all

17%

17%

25%

29%

29%

37%

38%

40%

40%

0% 10% 20% 30% 40% 50%

Personalized offers

Transparency into inventory

Effective coordination between
channels

Ease in customizing/configuring
orders via self-serve experiences

Existing relationships

Pricing models that better meet our
needs

Competitive pricing

Supply availability

Better digital purchasing experience

Reasons For Preferring Other Vendors • Vendor preferences 
have changed for 7 out 
of 10 distribution buyers 
as a result of current 
conditions.

• A better digital 
purchasing 
experience (40%), 
supply availability 
(40%) and competitive 
pricing (38%) are the 
top 3 reasons some 
distributors are 
preferred to others.
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Personalized, real-time, dynamically updated pricing: 
Distribution Buyer

Q: If all other components of your current service remained the same, how likely would you be to switch to a vendor that offered personalized real-time, dynamically
updated pricing that reflects market conditions? (n=71)
Distribution Buyers: B2B purchasing professionals that buy from the following industries: industrial distribution, automotive distribution, electronics distribution, medical
distribution, pharmaceutical distribution, etc.

7% 4% 21% 41% 27%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Extremely Likely Somewhat Unlikely Neither Unlikely nor Likely Somewhat Likely Extremely Likely

LIKELIHOOD OF SWITCHING TO VENDOR OFFERING PERSONALIZED 
REAL-TIME, DYNAMICALLY UPDATED PRICING

• Two-thirds of 
Distribution buyers 
are likely to take up 
an offer to switch to 
a vendor offering 
personalized real-
time, dynamically 
updated pricing 
reflecting market 
conditions.
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Influence of factors when evaluating price fairness: 
Distribution Buyer

Q3.7 How influential are the following factors when evaluating the fairness of pricing? (n=71)
Distribution Buyers: B2B purchasing professionals that buy from the following industries: industrial distribution, automotive distribution, electronics distribution, medical distribution, pharmaceutical distribution, etc.

FACTORS INFLUENCING THE FAIRNESS OF PRICING (TOP 2 BOX)
TOP 2 BOX INCLUDES “EXTREMELY” AND “VERY” INFLUENTIAL

45%

58%

62%

63%

66%

69%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Personalized incentives based on buying history

Based upon percieved value delivered in the past

In relation to competitor products

Based upon product costs (e.g., commodity costs/labor
costs)

Adjusted based on market conditions (e.g.,
supply/demand)

In relation to last purchase price

• All of the listed 
factors are 
influential to more 
than half of 
Distribution  
buyers when 
evaluating the 
fairness of pricing, 
with the exception 
of personalized 
incentives based 
on buying history 
(45%).
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Purchasing through digital, self-serve channels has increased 
since the COVID-19 outbreak for Technology Buyers

Top 2: 34%
Bottom 2: 27%

Top 2: 46%
Bottom 2: 25%

Top 2: 30%
Bottom 2: 37%

Q: How much of your company’s purchasing was run through digital, self-serve channels prior to the COVID-19 outbreak? (n=128)
Q: How much of your company’s purchasing is run through digital, self-serve channels since the start of the COVID-19 outbreak (mid-March)? (n=128)
Q: How much of your company’s purchasing is expected to run through digital, self-serve channels after the COVID-19 outbreak? (n=128)
Technology Buyers: B2B purchasing professionals that buy from the following industries: Software, Hardware, IT Services, Telecommunications, etc.
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Top challenges with current vendors: Technology Buyer

Q3.7 What challenges are you facing working with your existing vendors? Please select all that apply. (n=71)
Technology Buyers: B2B purchasing professionals that buy from the following industries: Software, Hardware, IT Services, Telecommunications, etc.
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21%
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25%

27%

33%

34%

0% 5% 10% 15% 20% 25% 30% 35% 40%

No challenges with our existing vendors

Other

Inability to place an order without the aid of a sales rep

Inability to easily configure/customize our orders through
self-serve experiences

Realistic prices are not available through digital channels

Incomplete/insufficient product information

Pricing is not competitive or market relevant

Lack of transparency into inventory

Slow/inefficient responses to inquiries

Pricing is inconsistent and highly variable

Top Challenges With Current VendorsTechnology buyers 
cite pricing & quoting 
challenges as the top 
challenges they face 
with their current 
vendors:
1. Inconsistent and 

highly variable 
pricing (34%)

2. Slow/inefficient 
responses to 
inquiries (33%)
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Change in vendor preferences: Technology Buyer

Q: Have your vendor preferences changed as a result of the current conditions? (n=128)
Q: For what reasons do you prefer some vendors over others? Please select your top three reasons. (n=92)
Technology Buyers: B2B purchasing professionals that buy from the following industries: Software, Hardware, IT Services, Telecommunications, etc.

47%

25%

28%

Change In Vendor Preferences Due 
To Current Conditions?

Yes, somewhat

Yes, a great deal

No, not at all

16%

25%

26%

26%

30%

33%

36%

37%

40%

0% 10% 20% 30% 40% 50%

Personalized offers

Transparency into inventory

Ease in customizing/configuring
orders via self-serve experiences

Effective coordination between
channels

Pricing models that better meet our
needs

Better digital purchasing experience

Existing relationships

Supply availability

Competitive pricing

Reasons For Preferring Other Vendors • Vendor preferences 
have changed for 7 out 
of 10 Technology 
buyers as a result of 
current conditions.

• Competitive pricing 
(40%) is the top driver 
of a change for vendor 
preferences for 
technology buyers.
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Personalized, real-time, dynamically updated pricing: 
Technology Buyer

Q: If all other components of your current service remained the same, how likely would you be to switch to a vendor that offered personalized real-time, dynamically
updated pricing that reflects market conditions? (n=128)
Technology Buyers: B2B purchasing professionals that buy from the following industries: Software, Hardware, IT Services, Telecommunications, etc.

9% 10% 23% 34% 25%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Extremely Likely Somewhat Unlikely Neither Unlikely nor Likely Somewhat Likely Extremely Likely

LIKELIHOOD OF SWITCHING TO VENDOR OFFERING PERSONALIZED 
REAL-TIME, DYNAMICALLY UPDATED PRICING

• 3 out of 5 of 
Technology buyers 
are likely to take up 
an offer to switch to 
a vendor offering 
personalized real-
time, dynamically 
updated pricing 
reflecting market 
conditions.
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Influence of factors when evaluating price fairness: 
Technology Buyer

Q3.7 How influential are the following factors when evaluating the fairness of pricing? (n=128)
Technology Buyers: B2B purchasing professionals that buy from the following industries: Software, Hardware, IT Services, Telecommunications, etc.

FACTORS INFLUENCING THE FAIRNESS OF PRICING (TOP 2 BOX)
TOP 2 BOX INCLUDES “EXTREMELY” AND “VERY” INFLUENTIAL

72%

82%

83%

85%

90%

96%

0% 20% 40% 60% 80% 100% 120%

Personalized incentives based on buying history

Based upon percieved value delivered in the past

Adjusted based on market conditions (e.g.,
supply/demand)

Based upon product costs (e.g., commodity costs/labor
costs)

In relation to competitor products

In relation to last purchase price

• Almost all 
technology buyers 
evaluate price 
fairness by 
considering their 
last purchase price
(96%) and 
competitor 
products (90%).

• All of the listed 
factors are influential 
to more than 72% of 
Technology buyers 
when evaluating the 
fairness of pricing. 
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Respondent Characteristics (1/3)

Age (n=210)

18-29 9%
30-39 45%
40-49 31%
50-59 12%
60-69 3%

Country (n=210)

Australia 13%
Canada 16%
Denmark 1%
Finland 1%
France 7%
Germany 7%

Industry (n=210)

Accommodations 1%

Automotive Distribution 4%

Automotive Manufacturing 4%

Biotechnology 5%

Chemicals 5%

Computer – Hardware 2%

Computer – Software 5%

Construction Services 2%

Electronics Distribution 3%

Electronics Manufacturing 2%

Financial Services 4%

Food Services 2%

Role in Selecting/Purchasing Goods (n=210)

Primary Decision Maker 51%
Share in Decision-Making Authority 49%

Country (cont’d)

Sweden 4%
United Kingdom 8%
United States 39%
New Zealand 4%
Norway 1%

Industry (cont’d)

Freight and Logistics <1%

Healthcare Services 4%

Industrial Distribution 3%

Industrial Manufacturing 14%

Information Technology Services 12%

Insurance Services <1%

Medical Distribution 4%

Medical Manufacturing 1%

Oil & Gas 8%

Pharmaceutical Distribution 6%

Pharmaceutical Manufacturing 3%

Telecommunications 3%
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Respondent Characteristics (2/3)
Level Within Organization (n=210)

Administrative 4%
Associate/Analyst 1%
Manager/Sr. Manager 48%
Director 23%
Vice President/Sr. Vice President 7%
C-Suite Executive 10%
President/CEO 6%
Owner 1%

Job Role (n=210)

Procurement Officer 20%
Business Unit Leader 19%
Operations Manager 28%
Sales manager/director/executive 20%
Technical staff 14%

Department (n=210)

Administration 8%
Accounting/Finance 5%
Digital Strategy 2%
Human Resources 3%
IT or Systems Administration 35%
Marketing 5%
Pricing 3%
Product Management 13%
Procurement/Purchasing 16%
Sales Management or Sales Administration 9%

Number of Employees (n=210)

Fewer than 500 5%
500 to 999 16%
1,000 to 4,999 45%
5,000 to 9,999 16%
10,000 or more 19%

Annual Revenue (n=210)

$250 million to < $500 million 26%

$500 million to < $1 billion 29%

$1 billion to < $5 billion 23%

$5 billion to < $10 billion 9%

$10 billion + 14%

Location of Headquarters (n=210)

Asia-Pacific 17%

Eastern Europe 6%

Middle East 1%

North America 51%

South America 3%

Western Europe 22%
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Respondent Characteristics (3/3)

Industries From Which Goods And Services are Purchased 
(n=210)

Automotive Distribution 4%

Automotive Manufacturing 12%

Biotechnology 12%

Chemicals 14%

Computer – Hardware 27%

Computer – Software 35%

Electronics Distribution 18%

Electronics Manufacturing 18%

Financial Services 22%

Freight and Logistics 24%

Industrial Distribution 9%

Industries From Which Goods And Services are Purchased 
(cont’d)

Industrial Manufacturing 22%

Information Technology Services 47%

Insurance Services 18%

Medical Distribution 7%

Medical Manufacturing 9%

Oil & Gas 10%

Pharmaceutical Distribution 9%

Pharmaceutical Manufacturing 10%

Rental Services 22%

Telecommunications 35%

Utilities 32%
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