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The 2024 SMB Technology Buying Journey Survey provides a detailed look at the purchasing behaviors and
preferences of small and medium businesses (SMBs) regarding technology. Survey findings will help vendors
to better align their sales and marketing strategies with SMB needs and expectations.
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Methodology “..'smiB Group

Methodology: Sample and Segmentation:
Data collected in June, 2024 * 9 employee size bands split between
« 738 completed interviews businesses with 3 — 2,500 employees*

o  Small: 1-4, 5-9, 10-19, 20-49, 50-99

o Medium: 100-249, 250-499, 500-999

o Midmarket: 1,000-2,500*

* Respondents are finance and related « Segmentation by industry (as sample size
technology solutions decision- permits)
makers/influencers

* Web-based survey
* Random sample of U.S. SMBs

* Additional segmentation available upon
* 57 questions request

*For brevity, we refer to the entire 1-2,500 group as
SMB throughout this report.
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Employee Size Distribution

1,000-2,500 employees
500-999 employees
250-499 employees
100-249 employees
50-99 employees
20-49 employees
10-19 employees

5-9 employees

3-4 employees

2 employees

1 employee

3) How many full-time employees, including yourself, work in your organization (not including external contractors)?, Sample Size = 738

6%
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Industry Distribution “..sMB Group

Professional Services (consulting, accounting, legal, etc.) 12%
Education 10%
IT Services/technology/VAR/ systems integrator 10% Note: Sample sizes were /OWfOf'
Other (listed) 9% <~ some industries specifically listed
Retail 9% on the survey. These are grouped
Construction/ Real Estate 9% together in “Other (listed)”:
Healthcare, Medical & Dental = Total respondents for “Other (listed): 63
Manufacturing 7% » Utilities/Communications/Telecom: 7
Hospitality (lodging, travel/transportation, casino, etc.) 6% ’ Min.ing: 4
Agriculture: 13
Wholesale/Distribution 6% « Independent Software Vendor
Financial Services/Banking/ Insurance 6% (ISV)/Developer: 8
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 5% * Government (fedeml and State): 13

* Life Science: 6
Other 2% * Media: 12

NGO/Not for Profit 2%

4) Which of the following best describes the industry in which your organization operates?, Sample Size = 738



Respondents’ Level of Decision-Making for el
Purchasing Technology Solutions

tionable Market Insight

Influence / m Sole decision-maker
recommend . .
but not a M Joint decision-maker
decision-

Influence / recommend but not a decision-maker
maker, 3%

Joint 1,000-2,500 employees 55% 34% 11%
decision- 500-999 employees 71% PAY 3%
maker, 28% 250-499 employees 74% 24% ¥
100-249 employees 76% 20% (&%
50-99 employees 58% 35% 7%
deiioslizn- 20-49 employees 64% 36% Do
maker, 69% 10-19 employees 62% 38% Db
5-9 employees 60% 40% Do
3-4 employees 70% 30% Do
2 employees 60% 40% Do
1 employee 98% 0%

1) Which of the following best describes your decision-making level for selecting and/or purchasing technology solutions for your organization?, Sample Size = 738
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Business Background and Trends .+'SMB Group

*SMBs are optimistic about growth: 62% of SMBs project 2024 revenues will rise vs. 2023

*A majority of SMBs with 10-2,500 employees expect revenues to increase

A *SMBs with 10 employees or less are more likely to expect revenues to remain flat

Outlook *Most optimistic industries: Financial Services/Banking/Insurance, Wholesale/Distribution, IT Services/Technology

*Tailor messaging to highlight how tech solutions can support growth; focus on cost-effectiveness for SMBs with
less than 10 employees; develop targeted industry strategies

*Inflation and recession dominate concerns: Inflation (65%); recession (41%); and supply chain interruptions (34%)
are the top 3 challenges; and are fairly consistent across employee size bands and industries

*Cybersecurity is #4 (32%)

Top Macro *SMBs with 50+ employees and respondents in IT Services/Technology are most likely to rank cybersecurity as a top

Challenges three challenge, while SMBs with less than 50 employees are least likely to

*Position solutions to mitigate the impact of inflation and supply chain issues, e.g., cost efficiencies or enhanced
supply chain visibility

*Tailored cybersecurity solutions for some industries

*Operational challenges vary markedly by employee size: SMBs with fewer than 50 employees are most likely to put
attracting new customers, controlling costs, and improving cash flow at the top of the list

*Key variations: Those with 50+ employees are more likely to cite keeping up with changing customer demand,
meeting hiring goals, and improving customer satisfaction as top challenges

*Top challenges also vary considerably by industry

*Highlight how solutions enhance customer acquisition and financial management for smaller SMBs; focus on how
they help manage customer expectations, recruiting, and improve service quality for larger ones
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Technology Background and Trends +'SMB Group

*Top 3 benefits: Productivity gains (35%); improved collaboration/communication (34%); and cost-savings
(31%); followed by better relationships with customers (30%); time-savings (30%)
. *Th latively mi iati I i i
Top Tech Benefits ere ar.e relatively m.mor var.latlons bY em‘p oyee size banf:ls and industry N
*Emphasize how solutions deliver tangible improvements in these areas and how they facilitate better

customer engagement and streamline processes; provide clear, quantifiable examples and case studies to
illustrate these benefits, with industry-specific scenarios.

*Top 3 challenges: Data privacy and security (47%); difficulty figuring out which solutions will work best
(45%); and integration (44%), followed by lack of budget (32%); takes too long to get productive (28%); and
not enough time to try/deploy new solutions (25%)

*SMBs with less than 20 employees are most likely to cite difficulty figuring out which solutions will work best
as a top challenge

*Companies with less than 10 employees rank lack of budget as a top challenge
*SMBs with 50+ employees are more to cite data privacy and security and integration as top challenges

*Provide clear guidance on how to choose the right solution; offer personalized consultations and trials to
help SMBs make decisions

*eCommunicate security capabilities and compliance with data protection regulations; offer detailed
information about data safeguards and management

*Highlight ease of integration and offer integration support and case studies or examples of successful
integrations

+Offer flexible pricing models/pay-as-you-go pricing for smaller businesses



e °
e ©

Technology Background and Trends "+ $MB Group

*1/3 of SMBs determine budgets based on prior spending with adjustments, followed by alighment with
specific requirements (25%); profitability (18%); ad hoc basis (16%); employee headcount (7%)

Tgcgnolf)gy *As employee size decreases, SMBs are increasingly likely to budget on an ad hoc basis

udgeting *Tailor proposals to meet specific needs; show how solutions can be adapted to meet unique demands
Methods *Provide easy-to-implement solutions that require minimal upfront commitment for ad hoc budgeters with

modular options they can add incrementally

* 55% of SMBs say they will increase spending; 36% expect spending to remain flat; 4% say it will decrease

*As employee size grows, the more likely SMBs are to expect spending to rise

*Industries most likely to increase spending: Financial Services/Banking/Insurance,. Manufacturing, IT
Services/Technology

Technology

Spendlpg Change *Least likely: Personal Services, Hospitality, NGO/Not for Profit

(neXt iNe] yea r) eTarget larger SMBs and industries with plans to spend more evidence of how solutions can drive business
expansion and efficiency improvements

eEmphasize cost-effectiveness and value-for-money for those with budget constraints

*SMBs use multiple methods to finance tech purchases: 58% use company-allocated funds; 40% use company
credit cards; 25% use special project funding/grants; 23% lease/finance; 17% use personal credit cards

*As companies grow, financing methods become more diverse
*Personal credit cards are the most frequently used option for SMBs with 1 to 2 employees

*Provide diverse payment options with clear payment terms; offer flexible payment plans and discounts for
upfront payments; provide information/guidance to help SMBs secure special funding/grants

T
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Technology Background and Trends o™ 5B Srae

¢60% of SMBs have FT salaried IT staff; 22% use MSPs; 16% use external consultants, 15% have no formal support;
12% use PT salaried employees, and 9% use non-IT staff

©81% of SMBs with 50+ employees have FT IT staff; in businesses with less than 50 employees, 21% have FT IT staff; 42%
have no formal IT support

and . o|T Services/Technology, Manufacturing, and NGO/Not for Profit are most likely to have FT IT staff
Implementation ePersonal Services, Professional Services, Construction/RE are least likely to have FT IT staff
Resources eTailor services/package to support customers with varying levels of IT resources
eEmphasize user-friendly features For those with limited IT support

IT Support,
Management,

eTwo-thirds of annual SMB IT budgets support existing solutions; 34% is allocated to implement new solutions
Budget for new eSpending allocations for new solutions rise slightly as SMBs grow
Vs. Existing oSMBs with 1-2 employees who only spend about one-quarter of their budget on new solutions

Solutions sEmphasize how new solutions can integrate with/enhance existing systems; highlight ROI and potential cost savings
and potential for growth and scalability

¢41% of SMBs reevaluate yearly; 22% on an as-needed basis; 17% more than once a year

oSMBs with less than 50 employees are most likely to reevaluate on an ad hoc basis, while those with 50+ are most
likely to reevaluate yearly

eIndustries most likely to reevaluate more than once/year: Financial Services/Banking/Insurance, IT
Services/Technology, Wholesale/Distribution

eleast likely: Retail, Professional Services, Construction/RE
*Time outreach strategies to align with reevaluation periods
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Key Factors in Technology Purchase Decisions b SRR R

*Technology is key to SMB business strategy: 65% of SMBs view tech as very important; 28% say it is
somewhat important to overall business strategy; the importance increases with company size
. *Industries most likely to rank it as very important: Wholesale/Distribution, IT Services/Technology, NGO/Not for
Tech to Business Profit, Professional Services
Strategy eLeast likely; Personal services, Healthcare, Medical & Dental, Retail
*Position products as essential tools to achieve broader business; demonstrate their strategic benefits

Importance of

*Macro-economic factors heavily influence tech investments: 83% say that macro-economic factors influence
tech investment timing and decisions: very decisively (21%); significantly (35%); and moderately (27%)

*Macro-economic factors influence larger SMBS more than smaller ones

*Industries most likely to cite macro-economic factors having a very decisive or significant influence:
Manufacturing, Financial Services/Banking/Insurance, IT Services/Technology

*Least likely: Personal services (36%), Professional Services (37%); Construction /RE (36%)

*Stay informed about trends and address how solutions can help SMBs navigate macro-economic challenges,
e.g. by enhancing resilience and adaptability

Al is accelerating SMB investments: Significantly accelerating (27%) somewhat (31%) slightly (35%), and
correlates markedly with employee size

*Industries most likely to accelerate significantly: Manufacturing (47%), Financial Services/Banking/Insurance
(45%), IT Services/Technology (42%)

eLeast likely: Personal services (13%), Education (17%); Hospitality (19%)

°For larger SMBs and accelerating industries, emphasize how solutions use Al to drive innovation and
growth, highlighting advanced Al features and benefits

*For smaller SMBs and laggard industries, emphasize the practical and incremental benefits of Al

SRR
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Key Factors in Technology Purchase Decisions g

*Top 3 factors: Most cost-effective (43%); better compatibility with existing systems (34%); easier to use
(33%), followed by superior tech and features (31%); easier to customize (24%); and easier/faster to deploy
(24%)

*The smaller the SMB, the more likely they are to rate easier to use and more cost-effective in the top 3

*The larger the SMB, the more likely they are to rank better compatibility with existing systems in the top 3

*The top 3 rankings are fairly similar across industries, although the order varies somewhat

*Provide clear cost-benefit analyses and how solutions can deliver financial savings; demonstrate how
solutions integrate with other systems;

*Highlight minimal training requirements and technological advancements and benefits that provide
differentiation

Top Reasons

Solutions Get on a
“Short List”

*Top 3 ways: Better explain how the solution helps improve business/tech goals ((56%); provide more
transparent pricing info on their site (46%); take more time to understand our requirements (44%), followed
by a consistent experience across channels (39%); better access to phone support (31%) and better real-time
chat support (29%)

*The top 3 rankings are fairly similar across employee size bands and industries, although the order varies
somewhat

*Employ a consultative, responsive approach to demonstrate an understanding of SMBs’ requirements and
illuminate how solutions help them with their goals

*Provide clear and readily available pricing information and tailed pricing options, including discounts or
promotions; and avoid hidden fees
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Information and Guidance Sources for Technology . =

Decisions

. .* SMB Group

*Top 3 info sources: Web search (54%); vendor application marketplaces (39%); and vendor websites (36%);
followed by business and tech publications (32%); tech analyst sites (29%); and social media sites (24%)

*The top three are mostly consistent across employee size and industry segments

*Enhance SEO strategies and investments to elevate web search rankings

*Increase active participation in complementary application marketplaces

*Ensure your website is informative and user-friendly; use such as live demos, and virtual tours

*Top 3 content preferences: Reviews in industry publications (35%); customer testimonials (29%); peer
reviews (27%); followed by virtual events (26%); KPI studies (26%) and GenAl platforms (25%)

*SMBs with fewer than 50 employees are more likely to rank customer testimonials in the top 3, compared
to those with 50+ employees

*SMBs with fewer than 50 employees are more likely to rank KPI studies in the top 3, compared to those
with 50+ employees

eContent preferences also vary by industry

e*Enhance PR outreach and paid partnership to garner exposure in with publications to boost awareness
and credibility

*Build a robust collection of customer testimonials; embed these in sales and marketing campaigns
eMaximize creativity and frequency of interactive events
eCustomize assets for different SMBs segments

15
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Information and Guidance Sources 'SMB Group

*The vast majority of SMBs do not pay for analyst services: 13% of SMBs say they pay for analyst subscription services;
almost all of these are SMBs with 50+ employees

*When asked what analyst firms they have paid subscriptions for, only 13 of 80 respondents listed an actual IT analyst
firm (the rest listed vendors, business advisors, consultants, etc.)

*Top industries for paid analyst services: IT Services/Technology (29%); Manufacturing (20%); Hospitality (14%)

*Consider alternative ways to augment credibility: e.g. consultants, experts, influencers, industry orgs, etc., and
sponsoring analyst research that you offer at no charge to SMBs

*Top 3 guidance sources: Tech-consultants (44%), business advisors (40%); and advisers from software vendors they
work with (38%), followed by advisors from hardware vendors they work with (32%); industry organizations (31%); and
employees (28%)

*This is fairly consistent across employee size bands

*SMBs with less than 50 employees are more likely to rely on friends and family than those with 50+ employees
*SMBs with 50+ employees are more likely to rely on investors compared to those with fewer than 50 employees
*Strengthen partner relationships, enablement resources and support services

*1/3 of SMBs complete 25%-49% of the process prior to contacting vendors; 1/3 complete 50%-75%; 17% complete
more than 75%; and 13% complete less than 25%

*SMBs with less than 50 employees are more likely to complete more than 75% of the process than larger ones

*Ensure websites, marketing, and social networks are easily accessible, consistent, and clear to support the decision-
making process

*Provide opportunities for live consultations and Q&A sessions to address specific concerns and questions SMBs might
have during the evaluation process

eTailor approaches by employee size;

16
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Software Purchase Criteria and Channels - *'SMB Group

*Rankings for “very important” criteria: Industry-specific functionality (45%); pre-built integrations (36%); fully-
enabled mobile interface (35%); incorporated Al capabilities (29%); available in the SaaS model (28%)

*The top 3 criteria are fairly consistent across size and industry

*As employee size grows, SMBs rate substantially more criteria as very or somewhat important

*Industries rating the most criteria as very important: Manufacturing; Wholesale/Distribution; and Financial
Services/Banking/Insurance

*Industries rating the fewest criteria as very important: NGO/Not for Profit; Professional Services; Hospitality
*Highlight in-demand capabilities and benefits

*For smaller SMBs: Focus on simplicity, ease of use, and cost-effectiveness

*For larger SMBs: Emphasize scalability, comprehensive feature sets, and integration capabilities

Purchase Criteria

»>Top 3 channels: Direct from SW site (50%); direct for SW sales rep (47%); application marketplace (33%);

followed by third-party etailer/retailer (32%) third-party VAR/MSP (32%); distributor (30%); local computer stores
(16%)

eThe top 3 channels are fairly consistent across size and industry
eSmaller SMBs are more likely to buy from local computer stores
eLarger SMBs are more likely to buy from distributors than smaller ones

*For smaller SMBs: Provide detailed product information and support on your website, via your sales team, and
through local channels

oFor larger SMBs: Invest more in training for distributors and direct sales representatives to cater to more
complex needs.
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PC, Laptop, and Tablet Purchase Criteria dly
and Channels

* Rankings for “very important” purchase criteria: Financing (33%); HWaa$ (31%); Leasing (22%);
Refurbished (12%)

*The top 3 criteria are fairly consistent across size and industry

*As employee size grows, SMBs rate substantially more criteria as very or somewhat important

eIndustries rating the most criteria as very important: IT Services/Technology; Manufacturing, and Retail
eIndustries rating the fewest criteria as very important: Professional Services, Hospitality, NGO/Not for Profit
*Prominently feature financing options in sales and web presence

*Feature HWaa$ options alongside purchase options

*Tailor proposals to address specific customer needs

Purchase Criteria

»Top 3 purchase channels: Direct from manufacturer’s sales rep site (51%); direct from
manufacturer’s website (51%); third party retailer/etailer (46%); followed by third-party VAR/MSP
(33%); distributor (27%); local computer stores (25%)

e The top 3 channels are fairly consistent across size and industry

e Smaller SMBs are more likely to buy from local computer stores

e Larger SMBs are more likely to buy from distributors than smaller ones

e Strengthen direct sales rep capabilities and optimize your website

¢ Enhance tools, training, and information for third-party sellers

« Collaborate with MSPs, VARs, and distributors to offer integrated/tailored solutions

* Provide a consistent purchase experience across channels, as most SMBs are multi-channel
shoppers

18



Technology Infrastructure Purchase Criteria
and Channels

*Rankings for “very important” purchase criteria: Private cloud (39%); financing (32%), public cloud (29%);
HWaas$ (28%); leasing (22%); refurbished (14%)

*The top 3 criteria are fairly consistent across size and industry
*As employee size grows, SMBs rate substantially more criteria as very or somewhat important

*Industries rating the most criteria as very important: Manufacturing; Financial Services/Banking/Insurance; and
Wholesale/Distribution

*Industries rating the fewest criteria as very important: Professional Services; Construction/RE; and Hospitality
*Provide both public and private cloud options when possible

* Prominently feature financing options in sales and web presence

*Emphasize hardware as a service (HWaa$) and leasing options

Purchase Criteria

* Top 3 purchase channels: Direct from manufacturer’s sales rep site (50%); direct from
manufacturer’s website (50%); third party retailer/etailer (35%); followed by third-party VAR/MSP
(34%); distributor (33%); local computer stores (19%)

* The top 3 channels are fairly consistent across size and industry

* As employee size grows, SMBs rate substantially more criteria as very or somewhat important

eStrengthen direct sales rep capabilities and optimize your website

*Enhance tools, training, and information for third-party sellers

sCollaborate with MSPs, VARs, and distributors to offer integrated/tailored solutions

*Provide a consistent purchase experience across channels, as most SMBs are multi-channel shoppers
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Post-Purchase Communication and Service ¢
Preferences

|

Communications

y
Preferences for
Ongoing Vendor
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Preferences for
Engaging with
Vendors to Resolve
Service Issues

-
Ways Vendors Can
Better Support

SMBs Post-
Implementation

®

.*'SMB Group

*Top 3 communication preferences: Customer portals (54%); email newsletters (48%); and community forums
(37%), followed by webinars/live streams (33%); SMS/messaging apps (31%); push notifications (27%); and social
media (27%)

*SMBs with less than 100 employees rate email newsletters as their #1 choice; while for SMBs with 100+
employees, email newsletters mainly disappear from the top 3

*Top preferences are fairly similar across industries

*Strengthen communications/outreach via customer portals with proactive messaging/push notifications; tailor
email newsletters to smaller SMBs

*SMBs prefer live support: Top 3 service resolution preferences: phone (51%); live chat (46%); help desks/ticket
systems (40%); onsite (34%); followed by remote desktop (34%); support in the application (33%); knowledge
bases/FAQs (21%); community forums (14%)

*SMBs with less than 20 employees rate phone support as their #1 choice, while larger SMBs are more likely to
rate live chat, onsite support, and help desks/ticketing systems as their top preference

*Top preferences re fairly similar across industries

*Augment phone and chat support with Al-assisted help for common issues so agents have more time to help
with complex issues

*Top 3 ways vendors can better support implementation: Easier access to customer support (52%); dedicated
account manager (51%); better training/resources (46%), followed by more proactive security monitoring
(45%); regular check-ins/feedback sessions (44%); better upgrade options (34%)

*SMBs with less than 20 employees rate easier access to support as the #1 way, while larger SMBs are most likely
to rate dedicated support manager as their #1 pick

*Top preferences are fairly similar across industries
* Streamline support services to speed responses to customer requests; offer dedicated support options

20
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Methods and Metrics to Gauge Success o SRS

o

Methods to
Assess the
Success of Tech
Solutions

-

/
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Metrics to
Measure How
Well Tech
Solutions Work

*Top 3 methods: Formal measurement programs (49%); review meetings (40%): internal audits (37%),

followed by informal user feedback (36%); user adoption/utilization (32%); structured user feedback
programs (32%); and benchmarking against industry standards (31%)

*SMBs with less than 20 employees rate informal user feedback as their #1 method; while SMBs with 20+

employees rank formal measurement programs as their top method

*Healthcare/Medical/Dental; Education, and Financial Services/Banking/Insurance are most likely to use

formal methods, while Retail, Wholesale/Distribution, and Construction/RE are most likely to use informal
methods

* Build measurement programs/capabilities and status check planning into the implementation

process to ensure alignment and improve outcomes

*Top 3 metrics: achievement of specific project goals (51%); increase in productivity (49%); ease of

integration with existing systems (46%); followed by improved user satisfaction (46%); reduced operational
costs (36%); time to get up and running (33%); fewer errors (30%)

*SMBs with 100+ employees rate the achievement of specific project goals as their #1 metric, while smaller

SMBs are more likely to place other metrics, including increased productivity, improved user satisfaction,
reduced errors, and reduced costs in the top spot

*The top 3 metrics are fairly similar across industries
*Provide guidance about relevant metrics at the outset of the project to help customers set realistic goals



Factors Influencing Contract Renewal/Termination .

L A

Decisions; and Frequency of Posting Online Reviews

*Top 3 factors for “strongly influence”: Quality of customer support (52%); the degree to which the
solution helped meet goals (52%): solution cost relative to budget (48%), followed by ability to meet
contractual obligations/SLAs (44%); vendor responsiveness to feedback (43%); and availability of other

Factors Influencing alternatives (33%)

Contract Renewal *SMBs with less than 10 employees and those with 1,000-2,500 rate the degree to which the solution helps
or Termination them to meet goals as the #1 factor, while SMBs with 10-499 employees rank the quality of customer
Decisions support as the top factor
*The top 3 factors are fairly similar across industries

*Develop/strengthen proactive programs to measure customer satisfaction with key factors post-
/ implementation with action plans to remediate any areas which are sub-par

/ ‘ *SMB respondents are most likely to post online reviews 1-2 times/year, followed by never (23%); more
‘ than 2 times/year (22%); and less than once a year (18%)

*A majority of respondents from SMBs with 20+ employees say they post at least once/year, while a
majority of companies with fewer than 20 employees post less than once a year or never

Frequency of *Industries most likely to post more than twice/year: IT Services/Technology; Financial Services/Banking/

Posting Online Insurance; and Hospitality
Reviews *Industries most likely to never post: NGO/Not for Profit; Personal Services; and Retail and Healthcare

N /

*Offer non-monetary incentives to customer advocacy and to share their experiences in online reviews
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2024 Annual Revenue Projections e 2l SR

m Under $25,000 m $25,000 to $49,999 $50,000 to $99,999
Prefer not to say $100,000 to $249,999 W $250,000 to $499,999 m $500,000 to $999,999
m $1 million to $4.9 million ~ m S5 million to $9.9 million $10 million to $24.9 million

$500 million to $999 million

$100 million to $499 million $25 million to $49.9 million m $50 million to $99.9 million ® $100 million to $499 million

$50 million to $99.9 mill $500 million to $999 million = Prefer not to say
million to $99.9 million

$25 million to $49.9 million 1,000-2,500 employees | 13% 36% 6%
$10 million to $24.9 million 500-999 employees 19% 13% 18% 6%

250-499 employees 9% 16% IEZA 2o 2 984

S5 million to $9.9 million

$1 million to $4.9 million 100-249 employees 20% 11% PP
£500,000 to $899,999 50-99 employees S 28% 25% 5% 7R %
$250,000 to $499,999 20-49 employees [ 7% IRNEZIEREZAN 0 AB% T8N A %A%
10-19 employees  BA%AYIEC /NN CI7 0 3 8% 3 %NA%
5100,000 to $245,959 5.9 employees 8%
$50,000 to $99,999 3-4 employees 37% 7%
$25,000 to $49,999 2 employees 30% 26% | 14% 10% 34
Under $25,000 1 employee 38% 24% 7%

5) What is your organization's projected annual revenue for the year 2024?, Sample Size = 738
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2024 Annual Revenue Projections by Industry R

m Under $25,000 m $25,000 to $49,999 $50,000 to $99,999 $100,000 to $249,999 H $250,000 to $499,999
m $500,000 to $999,999 m $1 million to $4.9 million M S5 million to $9.9 million $10 million to $24.9 million = $25 million to $49.9 million
m S50 million to $99.9 million = $100 million to $499 million © $500 million to $999 million = Prefer not to say

Professional Services (consulting, accounting, legal, etc.) 16% 12% 7% 12% 10%  4%E1Z:172086
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 22% S 6% - 11% 7N 0%
Hospitality (lodging, travel/transportation, casino, etc.) A 12% 12% 5%%
Other 13% 13% 6% N37Z0%
Other (listed) % 6% 14% 10% WEGZANTEUTT2% 10%
Retail WEZ178% 5% 5% 8% 6% 2%
Construction/ Real Estate &17%5%  13% 10% 397 2%

Healthcare, Medical & Dental 9% 13% 6% 3%
NGO/Not for Profit ' § 27% OMEEIANGL 7% 7%
Wholesale/Distribution 4% 4% A" 11% 9% 6% 6%
Education 0BAZ/18% INIS% N 18% 10% 7% 8%
IT Services/technology/VAR/ systems integrator 74%3%EA/7 11% 3% 12% 9% 13% 0%
Manufacturing 0%4%=%,/18% 8% 18% 6% 10% 2%
Financial Services/Banking/ Insurance T 10% 5% 0710% 7% % 17% 5%9%

5) What is your organization's projected annual revenue for the year 2024?, Sample Size = 738



L)
©

Expected Change in Revenue from 2023 to 2024 "L s sroup

Unsure, 2% Decrease, M Increase M Staythe same 1 Decrease [ Unsure
| 7%
1,000-2,500 employees 70% 19% 6
500-999 employees 63% 30% 8%
250-499 employees 78% 18% %
100-249 employees 71% 24% %
50-99 employees 69% 22% I/o
20-49 employees 57% 39% %
10-19 employees 64% 28% 6
5-9 employees 38% 44%
3-4 employees 48% 37%
2 employees 36% 40%
1 employee 30% 60% )

6) Do you expect your organization's 2024 revenue to increase, decrease, or remain the same when compared to 2023 revenue?, Sample




s

Expected Change in Revenue from 2023 to 2024 . -
by Industry “

tionable Market Insight

M Increase M Stay the same Decrease Unsure

Financial Services/Banking/ Insurance 86% 10% EV2
Wholesale/Distribution 83% CI70 6%2%
IT Services/technology/VAR/ systems integrator 76% 17% 7%
Hospitality (lodging, travel/transportation, casino, etc.) 67% 19% 12% 2%
Retail 66% 28% 398%
Healthcare, Medical & Dental 64% 30% 6%
Manufacturing 61% 31% 8%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 56% 31% 11% 3%
Construction/ Real Estate 56% 41% 2 %%
Professional Services (consulting, accounting, legal, etc.) 54% 34% 11%
Other 50% 31% 6% 13%
Other (listed) 49% 43% 5%3%
Education 48% 38% 10% 4%
NGO/Not for Profit EETA 60% 7%

6) Do you expect your organization's 2024 revenue to increase, decrease, or remain the same when compared to 2023 revenue?, Sample Size = 738
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Top Macro Trends SMBs are Concerned About " +SMB Sroup

M Inflation B Supply chain interruptions

Inflation Talent shortage Extreme weather/climate change

. M Infectious diseases (e.g., COVID-19) m Cybersecurity threats
Recession

 Government/regulatory policies Il Recession

Supply chain interruptions Wars in Ukraine/Israel Other
Cybersecurity threats 1,000-2,500 employees 40% 9%FESANE W 19% I30%N 199
Government/regulatory 500-999 employees 30% 12%05A B 26% IN37%M15%%
policies 250-499 employees Il W 3% 20% W 31% INS1%IN 14%%
Talent shortage 100-249 employees N B 36% U%EAmE B 26% [ 34% 1108
Extreme weather/climate 50-99 employees 29% 15%NZMENZIM 35%  INA43% N8 %%
change 20-49 employees N N 9% 14%AETAT29% 68 % 1%%
Infectiocuos\(/:lliét_e;;;as (e-g. 10-19 employees N 32% 11%ERAEAT30%  NA7% N9 %%
5-9 employees I W 7% 19% FCTAER 48% A5
Wars in Ukraine/Israel
3-4 employees 22% 15% PR/ 30%  IINA8% NI 19% 7%
Other 2 employees IS % 28% TZ5/130%  IN54%IN1294.0%
1 employee INNTET5% 22% WAPIS7I T 28% IIN48% N 14%14%

7) What are the top macro trends that you are most concerned may negatively impact your organization in 2024?, Sample Size = 738 (Select up to 3 responses)



Top Macro Trends SMBs are Concerned About

Inflation

Recession

Supply chain interruptions

Cybersecurity threats

Government/regulatory
policies

Talent shortage

Extreme weather/climate
change

Infectious diseases (e.g.,
COVID-19)

Wars in Ukraine/Israel

Other

1,000-2,500
500-999
250-499

100-249

50-99
20-49
10-19

5-9

Inflation (53%)
Inflation (64%)
Inflation (58%)

Inflation (60%)

Inflation (63%)
Recession (68%)
Inflation (77%)
Inflation (79%)
Inflation (70%)
Inflation (84%)

Inflation (64%)

Cybersecurity (51%)
Cybersecurity (42%)
Cybersecurity (39%)

Cybersecurity (44%)

Recession (43%)
Inflation (61%)

Recession (47%)
Recession (48%)
Recession (48%)
Recession (48%)

Recession (48%)

flvb
® ©
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Talent shortage (40%)
Recession (37%)
Supply Chain (37%)

Supply Chain (36%)
Talent Shortage (36%)

Government / Regulatory (35%)
Supply Chain (43%)
Supply Chain (34%)
Supply Chain (33%)
Government / Regulatory (30%)
Government / Regulatory (30%)

Government / Regulatory (28%)

7) What are the top macro trends that you are most concerned may negatively impact your organization in 2024?, Sample Size = 738 (Select up to 3 responses)
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tionable Market Insight

Top Macro Trends by Industry

Extreme weather/climate change

M Inflation B Supply chain interruptions Talent shortage
M Infectious diseases (e.g., COVID-19) m Cybersecurity threats  Government/regulatory policies B Recession
Wars in Ukraine/Israel Other
Other I - /E38% 19% MEVZRE/A19% MN31% 6% %
Retail N R 23% 8%/ MPNETIET23% N5 6 %33,
Financial Services/Banking/ Insurance RN Y 731 4% 0V AP 7T 48% N4 3% N %
Construction/ Real Estate N 30%  22% VECIZAT24% N5 4% 1798 %
NGO/Not for Profit 13% 53% 27% TRYARATTTTNAT % 0% 20% 13%
Professional Services (consulting, accounting, legal, etc.) 19% 16% V7 - T 28% IN39%M 16% 9%
Healthcare, Medical & Dental | 23% | 44% 14%EWFZAMNETT7N " 38% " IN30% 8 %%
Education 24% 41%  11%ERZENEVE7ITT34%TN32% 0 N13%%
Other (listed) 22% 19% EEZ2MN - - NTT29% TN33% M 1%%
Manufacturing NN N 24%  129GY/ER T 24% N5 3 %1 0286
Hospitality (lodging, travel/transportation, casino, etc.) N Em 33%  19% ESAREWEZA1T7% WENA0% N7 % %
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) N7 25% 17% M - EEVEZAT22 % N5 0% M 1 %%
Wholesale/Distribution [ | s 26% 28% CIm I 26% [ 36%  17%
s e 22% 18% NTT26% IN32%MN 1498 %

IT Services/technology/VAR/ systems integrator

7) What are the top macro trends that you are most concerned may negatively impact your organization in 2024?, Sample Size = 738 (Select up to 3 responses)
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Top Operational Challenges “..'sMiB Group

. M Improving employee productivity and collaboration M Keeping up with changing customer demand/expectations
Attracting new customers
Getting/staying ahead of competitors Controlling/reducing costs
Controlling/reducing costs B Attracting new customers B Improving cashflow
. . . ] ing hiri i ] i i i i
Keeping up with changing Meeting hiring and retention goals Improving collaboration with customers, suppliers and partnel
customer demand/expectations Improving customer satisfaction and retention Ensuring compliance with government regulations

Improving customer satisfaction

and retention 1,000-2,500 employees

Bl 5% 43% W WSZ032% 126%1 32% 26%
Bl W22% 27% EAFETA36% W28%N 31% 21%
W21% 34% W 37% 25%
B B22% 36% W WMEEZA 30% W27%N 30% 25%
W24% 37% W WEEA26% 123% 29% 22%
25% 46% HH < WEFEA 36% 14%21%11%
T7MPETA 28% 0 47% HE - W WI7%1% 28% 11%
21% 17%pAEA 63% Bl B W 25%6%23%15%
B 37% 33% I W 9% 26% 15%
28% 50% [ NN wosg8%0%
Bl 0% 28% HE HEEN < W6%4%6%16%

8) What are the top operational challenges your organization faces? , Sample Size = 738 (Select up to 3 responses)

Improving cashflow 500-999 employees

Improving employee productivity 250-499 employees

and collaboration 100-249 employees

Meeting hiring and retention

goals 50-99 employees

Getting/staying ahead of

! 20-49 employees
competitors

Improving collaboration with 10-19 employees

customers, suppliers and partners
PP P 5-9 employees

Ensuring compliance with

government regulations 3-4 employees

2 employees XA

Other

RO,

1 employee

(]



Top Operational Challenges

Attracting new customers

Controlling/reducing costs
Keeping up with changing
customer demand/expectations

Improving customer satisfaction
and retention

Improving cashflow
Improving employee productivity
and collaboration

Meeting hiring and retention
goals

Getting/staying ahead of
competitors

Improving collaboration with
customers, suppliers and partners

Ensuring compliance with
government regulations

Other

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

52C)

3-4

Controlling/reducing costs (43%)

Employee Productivity (38%)

Customer Satisfaction and Retention
(37%)

Controlling/reducing Costs (36%)

Controlling/reducing Costs (37%)

Attracting New Customers (50%)

Attracting New Customers (49%)

Controlling/Reducing Costs (63%)

Employee Productivity (36%)

Hiring and Retention (36%)

Customer Demand,
Controlling/reducing Costs (34%)

Employee Productivity (33%)

Customer Demand (35%)

Controlling/reducing Costs (46%)

Controlling/Reducing Costs
(47%)

Attracting New Customers (54%)

Attracting New Customers, Improving Cashflow (44%)

Attracting New Customers (74%)

Attracting New Customers (54%)

Improving Cashflow (58%)

Improving Collaboration (48%)

8) What are the top operational challenges your organization faces? , Sample Size = 738 (Select up to 3 responses)
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Actionable Market Insight

Customer Demand, Attracting New
Customers, Hiring and Retention,
Customer Satisfaction (32%)
Customer Demand (33%)

Attracting New Customers (31%)

Customer Demand, Attracting New
Customers, Hiring and Retention,
Customer Satisfaction (30%)
Attracting New Customers (34%)

Employee Productivity (32%)

Improving Cashflow (32%)

Improving Cashflow (31%)

Controlling/Reducing Costs, Customer
Demand (33%)

Controlling/Reducing Costs (50%)

Improving Cashflow, Staying Ahead of
Competitors (40%)



Top Operational Challenges by Industry S BEER

B Improving employee productivity and collaboration B Keeping up with changing customer demand/expectations
Getting/staying ahead of competitors Controlling/reducing costs
B Attracting new customers B Improving cashflow
[ Meeting hiring and retention goals m Improving collaboration with customers, suppliers and partners
Improving customer satisfaction and retention Ensuring compliance with government regulations
m Other
NGO/Not for Profit Y% 40% . EENETZTTTA0%TAB%  33% 27%

- - E20% 38%  WPE/MNWEI/ENT24%IN30%M  29%  21%
IWE7E17%  38% HE  HENN  ENTT33%Tm20%0 25% 23%
27% 37% NS 29%  E35%0 43% 20%
EEEET7E 26% 36% HE ERVIT/ATT30%TN28%M 30%  23%
N 21%  35% WEVEWIZAT 37%  17%  34% 24%
26% 45% B EETTE1%TI% 29% 7%
 26% 31% 'l EENEFTENT26%W21%N 33% 21%
27% 41%  EEEET7EENNEYI7ANT21% 1A% 19%  30%
33% 38% I - IEERENET7EETT30%TW25%M 24% 10%
25% 33% N N EN7%m22%0 19% 19%
N 22% 39% HEE - EERVI7E13%020%0  32%  18%
34% 36% I TN m1e%18% 25% 17%
63% TS 7 Y7 T 25% 6% 3% 19%

IT Services/technology/VAR/ systems integrator
Healthcare, Medical & Dental

Manufacturing

Wholesale/Distribution

Education

Hospitality (lodging, travel/transportation, casino, etc.)
Financial Services/Banking/ Insurance

Other (listed)

Construction/ Real Estate

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)
Professional Services (consulting, accounting, legal, etc.)
Retail

Other

8) What are the top operational challenges your organization faces? , Sample Size = 738 (Select up to 3 responses)
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Top Benefits of Technology "5 Group

B Time savings from automation B Productivity gains
Expanded customer reach Better relationships with customers/partners/suppliers
o ) B Improved employee engagement B More flexibility to scale and innovate
Productivity gains 1 Access to better data for decision-making M Improved communication/collaboration
Cost-savings through automation Improved resource/supply chain management
Improved... = Other

Cost-savings through...

1,000-2,500... Bl Wi1% 28% FCGAEVAN19%0043%08  36% 13%
L7l 24% 28% M MPEZAN38%  WN33%MN 29%  23%

22%  25% BN 30% WW34%MN 35%  22%

Better relationships with...

500-999... A

Time savings from... 250-499

Access to better data for... 100-249... | B8% WIIAWLUA 22% 19% 33% 36%
Expanded customer reach 50-99 employees B 5%  27% EEEAAWEN 36%  TN32%0N 27%  22%
20-49 employees lm 43% VYN 21% 14% 29% 25% §

More flexibility to scale...

m 32% 49%  [EZEE/123% WINA7%MN 26% 11%
B 0% 33% EEEA17%1033% " 38% 8%
B 30% 37% TP 44%000 30% 19% E
48% 28% TAEA 28% IN36%MN 26% 1293
B 36% 42%  TLESA1IA%NNA0%NN 24% 16%

10-19 employees
Improved...
5-9 employees
Improved employee...
3-4 employees

Other

2 employees

1 employee

15) What are the top benefits that technology provides to your organization ?, Sample Size = 738 (Select up to 3 responses)



Top Benefits of Technology

Productivity gains

Improved...

Cost-savings through...
Better relationships with...
Time savings from...

Access to better data for...

Expanded customer reach

More flexibility to scale...
Improved...

Improved employee...

Other

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

34

Communication and
Collaboration (43%)

Data for Decision-making
(38%)

Time Savings (36%)

Communication and
Collaboration (33%)

Flexibility to Scale and Innovate, Communication and

Collaboration (34%)

Productivity Gains (38%)

Productivity Gains (37%)

Productivity Gains (54%)

Better Relationships (49%)

Productivity Gains (46%)

Communication and

Collaboration (44%)

Expanded Customer Reach
(48%)

Supply Chain Management
(36%)

Data for Decision-making
(36%)

Expanded Customer Reach
(43%)

Communication and
Collaboration (47%)

Expanded Customer Reach
(40%)

Better Relationships (37%)

Communication and
Collaboration (36%)

Better Relationships, Productivity Gains (42%)

15) What are the top benefits that technology provides to your organization ?, Sample Size = 738 (Select up to 3 responses)
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Actionable Market Insight

Productivity Gains (34%)
Employee Engagement (30%)
Time Savings (31%)

Time Savings (34%)
Communication and Collaboration
(32%)

Better Relationships (32%)
Productivity Gains (36%)
Automation Cost Savings (38%)
Productivity Gains, Automation
Cost Savings (30%)

Time Savings (34%)

Communication and Collaboration
(40%)
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Top Benefits of Technology by Industry

B Productivity gains

B Time savings from automation
Expanded customer reach Better relationships with customers/partners/suppliers
B Improved employee engagement B More flexibility to scale and innovate
1 Access to better data for decision-making ® Improved communication/collaboration
Cost-savings through automation Improved resource/supply chain management
H Other

I T24%N29% YT 0 40% 24% §
T 24%  29% WAVERRERUZE 36%  M26% T 33% 24%
s m 26%  26% 33%  21%

N N 24% 7 25% WEANCIATTN37%TN35%Mm 24%  19% F
PENVE7E 18% 26% WISZENWEIZAN 24% T037% 00 37% 24% |

Construction/ Real Estate
Financial Services/Banking/ Insurance

Hospitality (lodging, travel/transportation, casino, etc.)
Other (listed)

IT Services/technology/VAR/ systems integrator
Healthcare, Medical & Dental BN BN 23% @ 25% WPET/EEWPI/ETT33%Ims1%em 33% 19%

Manufacturing Bl 24% 35%  WESARWEEZIN 24% EN39% 39% 20%
Professional Services (consulting, accounting, legal, etc.) Bl 31% 33%  EFAPLYANN22% WN36%MM 29% 12%
Personal Services (beauty, pet care, dry cleaning,... 44% 36%  EWAZEENZ1T28% THNN39%MN 22%  25% T

Retail 38% 36%  EEAWET7INT28% TN30% 20%  33%

Education 23% 25% W EEE7ETT34%TINNAS%mEE . 30%  11%
NGO/Not for Profit | 53% 40%  WINVAWPLIZATTTN40%m20%0  27% 7%
Other M 31% 31% WPE73N | BNT25% WEN4A%WEN 19%  25% 7

34% 32% EEEVI/EENCIZA 28% U34% 34% 34%

Wholesale/Distribution

15) What are the top benefits that technology provides to your organization ?, Sample Size = 738



Top Challenges When Considering New o,
"ny® 2MVIB Group
Technology Solutions

B Concerns about data privacy and security

| Difficult to figure out which solutions will work best for us
Difficult to integrate new applications with existing ones
Lack of IT staff/skills

M Resistance from employees

M Lack of budget

™ Not enough time to try/implement new solutions

= Takes too long to get employees productive on new solution

Concerns about data privacy and
security

Difficult to figure out which solutions
will work best for us

Difficult to integrate new

applications with existing ones Other (list)
Lack of budget
1,000-2,500 employees 40% 32% 117%
Takes t0o long to get employees 500-999 employees 32% WPEZNEET7IN T 28% IN38% M
productive on new solutions 250-499 employees | B8% | 19% WIS WIS 3% 1%
Not enough time to try/implement 100-249 employees  B0% | WA 22% 26% C30%
new solutions 50-99 employees | #A9% | 29% I ANENTZ 132%1%
20-49 employees | 39% | 21% WEZAWE7 T 29% WN36% W4 %
Lack of IT staff/skills 10-19 employees — 77— PEU0% 30% 128%2%
5-9 employees L 40% | 13%FETANN - NT29%21%R %
Resistance from employees 3-4 employees L B3% | 159 570EVE7 "30% 159 1%
2 employees | 54% | 18% W37 - N 28% 16%%
Other (list) 1 employee _68% | 28% NT28% 8%0%

14) What are the top technology challenges your organization faces when considering new technology solutions?, Sample Size = 738 (Select up to 3 responses)



Top Challenges When Considering New

Technology Solutions

Concerns about data privacy
and security

Difficult to figure out which
solutions will work best for us

Difficult to integrate new

applications with existing...

Lack of budget

Takes too long to get

employees productive on...

Not enough time to
try/implement new solutions

Lack of IT staff/skills

Resistance from employees

Other (list)

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

Data Privacy & Security (53%)

Data Privacy & Security (43%)

Integrating New Applications
(53%)

Determining Best Solutions
(50%)

Integrating New Applications
(51%)

Integrating New Applications
(46%)

Integrating New Applications
(53%)

Lack of Budget (54%)

Determining Best Solutions
(63%)

Integrating New
Applications (45%)

Integrating New
Applications (43%)

Data Privacy & Security
(51%)

Data Privacy & Security
(47%)

Determining Best Solutions
(49%)

Data Privacy & Security
(43%)

Determining Best Solutions
(51%)

Data Privacy & Security
(40%)

Data Privacy & Security
(41%)
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Actionable Market Insight

Lack of IT Skills/Staff (40%)

Takes Too Long (38%)

Determining Best Solutions (38%)

Integrating New Applications

(46%)

Data Privacy & Security (46%)

Determining Best Solutions (39%)

Data Privacy & Security (47%)

Determining Best Solutions (40%)

Integrating New Applications
(41%)

Data Privacy & Security, Determining Best Solutions, Lack of Budget, (54%)

Determining Best Solutions
(68%)

Data Privacy & Security
(48%)

Lack of Budget (42%)

14) What are the top technology challenges your organization faces when considering new technology solutions?, Sample Size = 738 (Select up to 3 responses)



Top Challenges When Considering New el
Technology Solutions by Industry

| Difficult to figure out which solutions will work best for us

B Concerns about data privacy and security

Difficult to integrate new applications with existing ones Lack of IT staff/skills

H Resistance from employees M Lack of budget

m Not enough time to try/implement new solutions m Takes too long to get employees productive on new solutions
Other (list)

I I N34% 21% 0 8% %
____________44% 41% 25% = IPPI7EENNET V7N 14% N3 8%N0%
___________B85% | 51% 27%  EPYI/EERNE7ET24% T N29% 0%

____________B56% 44% 6% EIZIN NT19% 31N 13%

Professional Services (consulting, accounting, legal, etc.)
Healthcare, Medical & Dental

Manufacturing

Other

Hospitality (lodging, travel/transportation, casino, etc.) ____48% | 45% 36% NS S7 N 21% S T7%%
Financial Services/Banking/ Insurance __48% | 50% 31% 4% 14% %
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) __499% | 47% 8% DY/ NI 28% 28 %N11%
IT Services/technology/VAR/ systems integrator L 49% | 42% 29% " IO K729 % N33 %A %,
Education _________B8% | 45% 24% 0% 4% 6
Retail [ | || 36% 31% " LT/ e 27% 0 28% 3%
Other (listed)  40% | 56% 22% EUSANEEN 0 ENTTU32% 0 m21%2 %
Wholesale/Distribution 45% | 38% 19% EPET7ENNN | NTT28% INNA0% 0%,
Construction/ Real Estate 0% | [ ] 51% 19% EEL/9mmmn  19% 0 27% 0%
] 47% 33% " TAZNEEEN N33 % 27 %m0%

NGO/Not for Profit

14) What are the top technology challenges your organization faces when considering new technology solutions?, Sample Size = 738



Responsibility for IT Support, Implementation
“eo® SMB Group
and Management

B Full time dedicated IT salaried employees

M Part time salaried employee(s)
External (third-party) IT contractors/consultant(s)
Managed Service Provider(s) (MSP)

B Non-IT staff

Full time dedicated IT salaried

60%
employees

Managed Service Provider(s)

(MSP) 22% 1,000-2,500 employees

17%  34%
15% 29% U
23%  32%
16% 30% T
50-99 employees 23%  22%
14% 14% 7

ETT A 15% 15% EE A

23% 8%IoZ0)% 25% | 31% |

Gy 22%  44% |

2 employees |HEFATE1 020602 50%

1 employee FZ32%%YA 76%

500-999 employees

External (third-party) IT

0 250-499 employees
contractors/consultant(s) 0

100-249 employees

No formal IT support 15%

20-49 employees 39% 14%

10-19 employees
Part time salaried employee(s) FiPAA
5-9 employees

3-4 employees
Non-IT staff

e

16) Who is responsible for supporting, managing, and implementing technology solutions for your organization?, Sample Size = 738 (Select as many as apply)
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Responsibility for IT Support, Implementation i,
“eo® SMB Group
and Management

B Full time dedicated IT salaried employees M Part time salaried employee(s)

External (third-party) IT contractors/consultant(s) " Managed Service Provider(s) (MSP)

B Non-IT staff B No formal IT support
IT Services/technology/VAR/ systems integrator 83% e 20% 26%  E5%
Manufacturing 82% % 14% 37%
NGO/Not for Profit 80% 13% 27% 33%
Education 79% ETZSIM 11%  18% 3%
Financial Services/Banking/ Insurance 76% FA 14% 21%
Wholesale/Distribution 638% 74 13% 23%
Other (listed) 63% 7 17% 22%
Healthcare, Medical & Dental 58% 14% 28% 23%
Other 6% 5706 %6 % ) 1%
Retail 56% e 14% 30%
Hospitality (lodging, travel/transportation, casino, etc.) 45% 17% Ve 29%
Construction/ Real Estate 43% F% 19% @ 16%
Professional Services (consulting, accounting, legal, etc.) 7% A 13% 12%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 28% 78 14%  17% 25% 42%

16) Who is responsible for supporting, managing, and implementing technology solutions for your organization?, Sample Size = 738 (Select as many as apply)



How SMBs Determine Technology Budgets MBS

M Based on previous year’s spending with adjustments for projected needs
M Aligned with specific project requirements and initiatives
Based on previous year’s
spending with adjustments
for projected needs

33% Based on employee headcount

Based on profitability

|

M On an ad hoc basis, making investments as needed
25% H Other
. 1,000-2,500 employees

Based on profitability - 18% 500-999 employees

Aligned with specific project
requirements and initiatives

s e 17%
P e 10% 17%
I . 2% 18%
s e e%  18%
L B0%  TUARNUAN 8% |
s e 1% 15%
I o 17%» I
[ 21% 3 26% [
s 2% .
16% I
M 3% 20% .

250-499 employees
On an ad hoc basis, making 100-249 employees

0,
investments as needed .

50-99 employees
20-49 employees

Based on employee 7% 10-19 employees
headcount

5-9 employees

3-4 employees

Other | 1% 2 employees

1 employee

11) How does your organization determine its annual technology budget?, Sample Size = 735
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Actionable Market Insight

How SMBs Determine Technology Budgets

1,000-2,500 Previous Year’s Spending Specific Projects (32%) Profitability (17%)
Based on previous year’s (36%)
. . . o
spending leth adjustments 33% 500-999 Previous Year’s Spending Specific Projects (31%) Profitability (17%)
for projected needs | (36%)
) ) , . o . o - o
Aligned with specific project 250-499 Pre(\)nous Year’s Spending Specific Projects (25%) Profitability (18%)
i ts and initiatives 25% (38%)
requiremen
1 100-249 Previous Year’s Spending Specific Projects (27%) Profitability (18%)
(40%)
Based on profitability - 18% 50-99 Previous Year’s Spending Specific Projects (30%) Ad-Hoc Basis (18%)
(32%)
i 20-49 Previous Year’s Spending Specific Projects (19%) Profitability (15%)
On an ad hoc basis, making - 16% (44%)
investments as needed ?
10-19 Previous Year’s Spending Specific Projects (21%) Ad-Hoc Basis (26%)
- (28%)
Based on employee 7% 5-9 Previous Year’s Spending Profitability (26%) Ad-Hoc Basis (23%)
headcount (26%)
3-4 Specific Projects (30%) Profitability (22%) Ad-Hoc Basis (26%)
o 2 Previous Year’s Spending Profitability (16%) Ad-Hoc Basis (36%)
Other 1%
(26%)
1 Specific Projects (16%) Profitability (20%) Ad-Hoc Basis (34%)

11) How does your organization determine its annual technology budget?, Sample Size = 735



How SMBs Determine Technology Budgets o

" .'SMB Group
by Industry
M Based on previous year’s spending with adjustments for projected needs B Aligned with specific project requirements and initiatives
Based on employee headcount Based on profitability
M On an ad hoc basis, making investments as needed H Other
Wholesale/Distribution I EE  13% 19% | @8% O]
Financial Services/Banking/ Insurance - R 1A%
Construction/ Real Estate I 5 24%
Education - 80% A U [14% O
Manufacturing P e 8% 10%
Hospitality (lodging, travel/transportation, casino, etc.) | Py 21%
NGO/Not for Profit I - 7% 13% " -
Retail 9% 22% I
Professional Services (consulting, accounting, legal, etc.) T s 11% s
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) | 8% kA 19% [ ]
Healthcare, Medical & Dental I - 2% 14%
IT Services/technology/VAR/ systems integrator I - T13% 24%
Other (listed) . Po% NG 22%
Other . 6% 25% ||

11) How does your organization determine its annual technology budget?, Sample Size = 735
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oo

2024 Spending on Technology Solutions o 5 o

M Less than $1,000 m $1,000-$9,999 $10,000 - $24,999
$25,000 - $49,999 B $50,000 - $99,999 H $100,000 - $249,999
™ $250,000 - $499,999  m $500,000 - $999,999 $1 million - $4.9 million

Do not know

$10 million or more

S5 million - $9.9 million
$1 million - $4.9 million
$500,000 - $999,999

y S5 million - $9.9 million m $S10 million or more m Do not know
12%

1,000-2,500 employees 23% 26%

$250,000 - 499,999 500-999 employees ¢ 22% 19%
3100,000 - 5249,999 250-499 employees 6% 6% MECMENANIA%NNA%E  18%  10%
250,000 - 599,999 100-249 employees ﬂ44% 7% 17% 7%
ziz 222 z;z:zzz 50-99 employees ﬁ 13%  18% 23% 20% 10%2%

$1.000-$9,999 20-49 employees 25% 14% IR 790505 41%
10-19 employees 32% 15%

Less than $1,000

5-9 employees 19% 17% XX

3-4 employees

2 employees

Median spending: $175,000

1 employee

10) Approximately how much will your organization spend on technology solutions for 2024? (EXCLUDE salaries) , Sample Size = 738



2024 Spending on Technology Solutions by

o e
6° "aal®
“ «® SMB Group
M Less than $1,000 m $1,000-$9,999 $10,000 - $24,999 $25,000 - $49,999 W $50,000 - $99,999 m $100,000 - $249,999

[1$250,000 - $499,999  m $500,000 - $999,999

S1 million - $4.9 million

S5 million - $9.9 million m $10 million or more m Do not know

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)

6% 3%ME7IEY/3%06%0 6% 8% 7111%
Other 6% M 25% 0%

Professional Services (consulting, accounting, legal, etc.) 11% 10% NFA 11% 9%  719%
Retail 6% 5% HE7ENCTIN 9% 5% 16% 8% I14%

Construction/ Real Estate

11% 11% 11% 3% 65% 2% 6%
Financial Services/Banking/ Insurance 7% 29804 12% 5% 14%

Wholesale/Distribution 6% 13% 11% 4% 13%

6%
Other (listed) 8% 6% 16% 11% % 16% 11% EZ2711%
Hospitality (lodging, travel/transportation, casino, etc.) 7% 19% 17% 12% 5% 7% 2%

Education 3% 4% KL 14% 11% 8% /6% |
Healthcare, Medical & Dental 14% V8 6% 6%

19% 8%

IT Services/technology/VAR/ systems integrator 7% 5% IEVIZENETNTTT 1A% TN 14% 11%
NGO/Not for Profit 7% 7% IEEEL/ Y 7 3% 20 7m0 7%

Manufacturing TL6% by 12% 1 8%  BRNI0Za 07 24% 10% WEZANT6% |

10) Approximately how much will your organization spend on technology solutions for 2024? (EXCLUDE salaries) , Sample Size = 738



Expected Change in Technology Spending

Not sure,
5%

Decrease,
4%

Remain

Increase, flat, 36%

55%

1,000-2,500 employees
500-999 employees
250-499 employees
100-249 employees
50-99 employees
20-49 employees
10-19 employees

5-9 employees

3-4 employees

2 employees

1 employee

o
" .'SMB Group
M Increase M Remain flat Decrease Not sure
70% 26% 2%
66% 28% 492%
68% 26% %%
66% 29% 3%%
55% 34% 7% 4%
39% 50% 4% 7%
53% 36% 4% 6%
46% 38% 4% 13%
30% 63% AYA%
18% 70% 6% 6%
26% 56% % 16%

12) Do you expect your organization's overall technology spending to increase, decrease, or remain flat in the next fiscal year (as compared to the current one?

Sample Size = 738




e °

Expected Change in Technology Spending e
by Industry “

tionable Market Insight

M Increase M Remain flat Decrease Not sure

Financial Services/Banking/ Insurance 76% 21% DB6
Manufacturing 69% 22% 4% 4%
IT Services/technology/VAR/ systems integrator 68% 25% 5%1%
Wholesale/Distribution 66% 30% 4%%
Healthcare, Medical & Dental 64% 28% 3% 5%
Retail 53% 42% 298%
Professional Services (consulting, accounting, legal, etc.) 53% 38% 2% 7%
Construction/ Real Estate 46% 48% 6%
Education 46% 44% 6% 4%
Hospitality (lodging, travel/transportation, casino, etc.) 45% 48% 5%2%
Other (listed) 44% 30% 10% 16%
Other 38% 44% 6% 13%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 36% 58% 39%3%
NGO/Not for Profit 27% 60% % 13%

12) Do you expect your organization's overall technology spending to increase, decrease, or remain flat in the next fiscal year (as compared to the current one?
Sample Size = 738



How SMBs Finance Technology Purchases g T

Other, 2%

B Using allocated company funds

—\ Leasing or ‘ : . .
B Leasing or financing through a vendor or third party

financin
& Using special project funds or grants

through a .
Persor.1al vendor or Company creqlt cards
' credit third party, B Personal credit cards
Using cards, 17% o H Other
23%
allocated /
ORI 1,000-2,500 employees . BA% | 38% 30%
funds, 58%

500-999 employees L 83% 40% 29%
250-499 employees 32% 38%

U5|r!g| 100-249 employees I 2% 45%

specia

project 50-99 employees 27% 49%

Company funds or 20-49 employees BN W 8% ST
dit grants, 25% -
Credi 10-19 employees | [15% [EEA 60% %
cards, 40%
5-9 employees 7% 46% 9
3-4 employees 2% 41% [ |
2 employees E78% 34%
1 employee 8% 020% "I - T

20) Which of the following has your organization used to finance technology purchases in the last 2 years?, Sample Size = 738 (Select all that apply)



How SMBs Finance Technology Purchases

Other, 2%

_\

Personal
credit
Using cards, 17%
allocated
company

funds, 58%

Using
special
project

funds or

Compan
LI grants, 25%

credit
cards, 40%

Leasing or
financing
through a
vendor or

third party,

23%

l

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

3-4

Allocated Company Funds (62%)

Allocated Company Funds (67%)

Allocated Company Funds (73%)

Allocated Company Funds (60%)

Allocated Company Funds (64%)

Special Project Funds (38%)

Special Project Funds (40%)

Company Credit Cards (38%)

Company Credit Cards (45%)

Company Credit Cards (49%)

Allocated Company Funds, Vendor Leasing or Financing (50%)

Allocated Company Funds, Vendor Leasing or Financing (60%)

Allocated Company Funds (52%)
Allocated Company Funds (48%)
Personal Credit Cards (48%)

Personal Credit Cards (46%)

Company Credit Cards (46%)
Company Credit Cards (41%)
Company Credit Cards (34%)

Allocated Company Funds
(26%)

e ©
® ©

“e .°°Sl\/irB Group

Actionable Market Insight

Vendor Leasing or Financing
(34%)

Vendor Leasing or Financing
(33%)

Special Project Funds (32%)

Vendor Leasing or Financing
(33%)

Vendor Leasing or Financing
(27%)

Vendor Leasing or Financing
(21%)

Vendor Leasing or Financing
(15%)

Other (8%)

Personal Credit Cards (19%)

Allocated Company Funds (24%)

Company Credit Cards (20%)

20) Which of the following has your organization used to finance technology purchases in the last 2 years?, Sample Size = 738 (Select all that apply)



How SMBs Finance Technology Purchases s
by Industry

B Using allocated company funds B Leasing or financing through a vendor or third party
Using special project funds or grants Company credit cards
B Personal credit cards H Other
NGO/Not for Profit % ] 33% 20% B
Manufacturing 22% 35% 27%
Other (listed) 27% 32% 30%
Other I 13% 31% | 13% 6%
Education . DP8% | 41% 27% 7%9
IT Services/technology/VAR/ systems integrator 28% 32% 41% 18% 0
Hospitality (lodging, travel/transportation, casino, etc.) I - 19% 31% | 12% 5%
Construction/ Real Estate I 11% 57% ||
Professional Services (consulting, accounting, legal, etc.) 12% 41% |
Wholesale/Distribution 17% 23% 53%
Retail NV ET7 1 23% 52% L D% 20
Healthcare, Medical & Dental I E22% 41% | 14%0f
Financial Services/Banking/ Insurance D% | 26% 43%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) T 25% 44% | B1% 6%

20) Which of the following has your organization used to finance technology purchases in the last 2 years?, Sample Size = 738 (Select all that apply)



]

Annual Technology Budget Allocation SpentOn . <=
Existing vs New Solutions

nnnnnnnnnnnnn ket Insight

Q18_1: Supporting
and maintaining Q18_2: Implementing new

3: No. of employees . . . .
Q ploy existing solutions solutions

and services

1 employee 76% 24%
2 employees 74% 26%
3-4 employees 70% 30%
: Implementing 5-9 employees 69% 31%
new Z‘;ﬁonsr 10-19 employees 66% 34%
Supporting and 20-49 employees 69% 31%
maisr;tf:;‘o“ngszxr:j‘”g 50-99 employees 64% 36%
services, 66% 100-249 employees 60% 40%
250-499 employees 61% 39%
500-999 employees 62% 38%
1,000-2,500
- employees 60% 40%

18) What percentage of your annual technology budget does your organization typically allocate to each of the following::, Sample Size = 738



How Often SMBs Reevaluate Their Technology
Stack/Solutions

“ «® SMB Group

B More than once a year M Every year Every two years
Every three years or more M On an as needed basis B Other
More than
once a year,
17% 1,000-2,500 employees 23% 53% ZXeve 11% 29

/

500-999 employees 21% 50% 8% 7%
0: anaS_ 250-499 employees 21% 34% 19% 10%
neede asls,

22% 100-249 employees 18% 43% 11%  13%
E\;Zr;/rzhc:f ) 50-99 employees 19% 51% 16% 7%
more, 8% E"ezyl;ear' 20-49 employees [JIEEE 25% 21% 7%
10-19 employees 19% 49% oy 26% O
Every two 5-9 employees |3/ 40% 6% 8%

years, 11%
3-4 employees 15% 26% 7% s
2 employees S0} 30% 6% 4% !
1 employee [JFlifZ 28% 6% 47

19) How often does your organization re-evaluate its technology stack to consider new solutions or upgrades?, Sample Size = 738




How Often SMBs Reevaluate Their Technology

" .'SMB Group
Stack/Solutions by Industry
B More than once ayear M Every year Every two years Every three years or more ~ M On an as needed basis  ® Other
Other 31% 19% 6% 13%
Financial Services/Banking/ Insurance 31% EETA 10%  10%
IT Services/technology/VAR/ systems integrator 28% 45% 4% 11%
Wholesale/Distribution 26% 38% 11% 13%
Hospitality (lodging, travel/transportation, casino, etc.) 21% 50% oy 21% |
NGO/Not for Profit 20% 20% 13% 20%
Education 17% 51% 17% 6%
Healthcare, Medical & Dental 17% 41% 9%  11%
Manufacturing 16% 47% 27% 6%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 14% 28% 14% 11%
Construction/ Real Estate 13% 38% 13% 10%
Professional Services (consulting, accounting, legal, etc.) 13% 41% 9% 1
Other (listed) [IEEA 46% 6% 6%
Retail A EETA 14% 6%

19) How often does your organization re-evaluate its technology stack to consider new solutions or upgrades?, Sample Size = 738
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Technology Decision-Making

o
o
o



“

Importance of Technology in Overall Business

o e
“ «® SMB Group
H Very important B Somewhat important Neutral Unimportant
Unimportan Neutral,
1,000-2,500 employees 83% 13% 2
1% L\ | 6% ploy : i
500-999 employees 77% 21% ¥
250-499 employees 90% 10% 74
100-249 employees 69% 29% %
Somewhat 50-99 employees 62% 36% i
important, 28%
20-49 employees 54% 39% 7%%
Very
important, 10-19 employees 53% 36% 11%0%
65%
5-9 employees 46% 44% 8%2%
3-4 employees 26% 48% 19% 7%
2 employees 32% 46% 16% 6%
1 employee 44% 32% 14% 8%

9) Please indicate the importance of technology in your organization's overall business strategy:, Sample Size = 738



Importance of Technology in Overall Business .
“ +* SMB Group
Strategy by Industry

tionable Market Insight

B Very important M Somewhat important Neutral Unimportant B Unsure
Financial Services/Banking/ Insurance 88% 7% B0
Wholesale/Distribution 74% 23% 9%
IT Services/technology/VAR/ systems integrator 74% 24% 3%
NGO/Not for Profit 73% 27%
Manufacturing 67% 33%
Professional Services (consulting, accounting, legal, etc.) 66% 24% 7% 3%
Education 65% 32% 3%
Retail 59% 34% 398 %
Construction/ Real Estate 59% 27% 14%
Healthcare, Medical & Dental 59% 31% 9%
Hospitality (lodging, travel/transportation, casino, etc.) 57% 33% 10%
Other 56% 38% 6%
Other (listed) 56% 35% 5%3%&)
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 53% 31% 8% 8%

9) Please indicate the importance of technology in your organization's overall business strategy:, Sample Size = 738



Role of Macroeconomic Factors in Technology o

T U:SMB Group
Investments and Decisions
m Very decisive influence M Significant influence Moderate influence
No
influence Minor influence B No influence at all
. at all, 9%
Minor ? 1,000-2,500 employees 28% 9%
influence,
9% N Very 500-999 employees 25% 5%

decisive
influence, 250-499 employees

21%

22% 3%
100-249 employees 24% 5%
31% 8% %

32% 0 14% |
34% 11%

50-99 employees

20-49 employees

Significant
influence,

10-19 employees

35% 5-9 employees 29% 23%
3-4 employees 37% 33%
2 employees 28% 20%

1 employee [ 18%

26% 12%

17) What role do macro-economic factors play in influencing your organization's technology investment timing and decisions?, Sample Size = 738




9\-

Role of Macroeconomic Factors in Technology pldd
Investments and Decisions by Industry

B Very decisive influence  m Significant influence Moderate influence Minor influence B No influence at all
Wholesale/Distribution 45% 38% 9% 4%%%
IT Services/technology/VAR/ systems integrator 34% 39% 16% 49WFA
Financial Services/Banking/ Insurance 26% 40% 24% 2%FA
Other A 13% 31% 25%
Retail 25% 28% 28% 8%
Hospitality (lodging, travel/transportation, casino, etc.) 24% 26% 29% 10%
Manufacturing 22% 47% 27% 4%
Construction/ Real Estate 17% 29% 25% 22%
Healthcare, Medical & Dental 17% 31% 36% 9%
Other (listed) 16% 38% 30% 6% E A
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) [IFFEA 25% 22% 22%
Education |[IEEEZ 46% 31% 8% F
Professional Services (consulting, accounting, legal, etc.) [EIA 27% 39% 7%
NGO/Not for Profit [F&Z3 53% 20% 13%

17) What role do macro-economic factors play in influencing your organization's technology investment timing and decisions?, Sample Size = 738



How Al Requirements Have Influenced the Pace
of Technology Investments

i,
“ «® SMB Group

We are slowing the
pace technology
B, investments due to Al,
5%

Other, 1%

_\

We are slightly
accelerating

We are significantly
accelerating

technology technology
investments due to Al, investments due to
35% Al, 27%

Al requirements have had no
impact on the pace of our
technology investments, 31%

B We are significantly accelerating technology investments due to Al

B We are slightly accelerating technology investments due to Al
Al requirements have had no impact on the pace of our technology investments
We are slowing the pace technology investments due to Al

H Other

1,000-2,500 employees 13% 6%

500-999 employees 13% 29
250-499 employees 11% 2%
100-249 employees 18% 2%

50-99 employees 25% 2%

20-49 employees 32% 7%

10-19 employees 9%
5-9 employees 4%

3-4 employees 19%
2 employees 8% %
1 employee 8%

13) Which of the following statements best reflects how requirements to use artificial intelligence (Al) have influenced the pace of
technology investments in your organization?, Sample Size = 738




How Al Requirements Have Influenced the Pace

" .'SMB Group
of Technology Investments by Industry
B We are significantly accelerating technology investments due to Al B We are slightly accelerating technology investments due to Al
Al requirements have had no impact on the pace of our technology investments We are slowing the pace technology investments due to Al
B Other
Manufacturing 47% % 12% 6%
Financial Services/Banking/ Insurance 45% 1% 17% 29573
IT Services/technology/VAR/ systems integrator 42% 43% 12% 3%
Wholesale/Distribution 6% 40% 13% 11%
Healthcare, Medical & Dental 1% % 31% 5%
Retail 0% % 39% 5% ¥,
Personal Services (beauty, pet care, dry cleaning, HVAC,... 28% 3% 53% 78 6% |
NGO/Not for Profit 27% 13% 60%
Other % % 56% 6%
Construction/ Real Estate 22% 25% 44% 8%
Hospitality (lodging, travel/transportation, casino, etc.) 9% 43% 33% 5%
Education % 9% 21% 1%
Other (listed) 13% 43% 37% 6% ¥
Professional Services (consulting, accounting, legal, etc.) % 6% 47% 29%%

13) Which of the following statements best reflects how requirements to use artificial intelligence (Al) have influenced the pace of technology investments in your
organization?, Sample Size = 738



How Often SMBs Reevaluate Their Technology
Stack/Solutions

“ «® SMB Group

B More than once a year M Every year Every two years
Every three years or more M On an as needed basis B Other
More than
once a year,
17% 1,000-2,500 employees 23% 53% ZXeve 11% 29

/

500-999 employees 21% 50% 8% 7%
0: anaS_ 250-499 employees 21% 34% 19% 10%
neede asls,

22% 100-249 employees 18% 43% 11%  13%
E\;Zr;/rzhc:f ) 50-99 employees 19% 51% 16% 7%
more, 8% E"ezyl;ear' 20-49 employees [JIEEE 25% 21% 7%
10-19 employees 19% 49% oy 26% O
Every two 5-9 employees |3/ 40% 6% 8%

years, 11%
3-4 employees 15% 26% 7% s
2 employees S0} 30% 6% 4% !
1 employee [JFlifZ 28% 6% 47

19) How often does your organization re-evaluate its technology stack to consider new solutions or upgrades?, Sample Size = 738




How Often SMBs Reevaluate Their Technology

" .'SMB Group
Stack/Solutions by Industry
B More than once ayear M Every year Every two years Every three years or more ~ M On an as needed basis  ® Other
Other 31% 19% 6% 13%
Financial Services/Banking/ Insurance 31% EETA 10%  10%
IT Services/technology/VAR/ systems integrator 28% 45% 4% 11%
Wholesale/Distribution 26% 38% 11% 13%
Hospitality (lodging, travel/transportation, casino, etc.) 21% 50% oy 21% |
NGO/Not for Profit 20% 20% 13% 20%
Education 17% 51% 17% 6%
Healthcare, Medical & Dental 17% 41% 9%  11%
Manufacturing 16% 47% 27% 6%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 14% 28% 14% 11%
Construction/ Real Estate 13% 38% 13% 10%
Professional Services (consulting, accounting, legal, etc.) 13% 41% 9% 1
Other (listed) [IEEA 46% 6% 6%
Retail A EETA 14% 6%

19) How often does your organization re-evaluate its technology stack to consider new solutions or upgrades?, Sample Size = 738



How SMBs Finance Technology Purchases g T

Other, 2%

B Using allocated company funds

—\ Leasing or ‘ : . .
B Leasing or financing through a vendor or third party

financin
& Using special project funds or grants

through a .
Persor.1al vendor or Company creqlt cards
' credit third party, B Personal credit cards
Using cards, 17% o H Other
23%
allocated /
ORI 1,000-2,500 employees . BA% | 38% 30%
funds, 58%

500-999 employees L 83% 40% 29%
250-499 employees 32% 38%

U5|r!g| 100-249 employees I 2% 45%

specia

project 50-99 employees 27% 49%

Company funds or 20-49 employees BN W 8% ST
dit grants, 25% -
Credi 10-19 employees | [15% [EEA 60% %
cards, 40%
5-9 employees 7% 46% 9
3-4 employees 2% 41% [ |
2 employees E78% 34%
1 employee 8% 020% "I - T

20) Which of the following has your organization used to finance technology purchases in the last 2 years?, Sample Size = 738 (Select all that apply)



How SMBs Finance Technology Purchases

Other, 2%

_\

Personal
credit
Using cards, 17%
allocated
company

funds, 58%

Using
special
project

funds or

Compan
LI grants, 25%

credit
cards, 40%

Leasing or
financing
through a
vendor or

third party,

23%

l

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

3-4

Allocated Company Funds (62%)

Allocated Company Funds (67%)

Allocated Company Funds (73%)

Allocated Company Funds (60%)

Allocated Company Funds (64%)

Special Project Funds (38%)

Special Project Funds (40%)

Company Credit Cards (38%)

Company Credit Cards (45%)

Company Credit Cards (49%)

Allocated Company Funds, Vendor Leasing or Financing (50%)

Allocated Company Funds, Vendor Leasing or Financing (60%)

Allocated Company Funds (52%)
Allocated Company Funds (48%)
Personal Credit Cards (48%)

Personal Credit Cards (46%)

Company Credit Cards (46%)
Company Credit Cards (41%)
Company Credit Cards (34%)

Allocated Company Funds
(26%)

e ©
® ©

“e .°°Sl\/irB Group

Actionable Market Insight

Vendor Leasing or Financing
(34%)

Vendor Leasing or Financing
(33%)

Special Project Funds (32%)

Vendor Leasing or Financing
(33%)

Vendor Leasing or Financing
(27%)

Vendor Leasing or Financing
(21%)

Vendor Leasing or Financing
(15%)

Other (8%)

Personal Credit Cards (19%)

Allocated Company Funds (24%)

Company Credit Cards (20%)

20) Which of the following has your organization used to finance technology purchases in the last 2 years?, Sample Size = 738 (Select all that apply)



How SMBs Finance Technology Purchases s
by Industry

B Using allocated company funds B Leasing or financing through a vendor or third party
Using special project funds or grants Company credit cards
B Personal credit cards H Other
NGO/Not for Profit % ] 33% 20% B
Manufacturing 22% 35% 27%
Other (listed) 27% 32% 30%
Other I 13% 31% | 13% 6%
Education . DP8% | 41% 27% 7%9
IT Services/technology/VAR/ systems integrator 28% 32% 41% 18% 0
Hospitality (lodging, travel/transportation, casino, etc.) I - 19% 31% | 12% 5%
Construction/ Real Estate I 11% 57% ||
Professional Services (consulting, accounting, legal, etc.) 12% 41% |
Wholesale/Distribution 17% 23% 53%
Retail NV ET7 1 23% 52% L D% 20
Healthcare, Medical & Dental I E22% 41% | 14%0f
Financial Services/Banking/ Insurance D% | 26% 43%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) T 25% 44% | B1% 6%

20) Which of the following has your organization used to finance technology purchases in the last 2 years?, Sample Size = 738 (Select all that apply)



“

Importance of Different Factors When Choosinga . :-
Technology Provider

29. Please rate the importance of the following factors when choosing a
technology solutions provider: (Move choices from Left to right in order
of importance)

Overall No. of
Item Rank Rank Distribution Score Rankings
Better pricing 1 | 4,087 755
Strong service/support 2 | 3.961 755
Expertise and consulting 3 | 3,639 755
capabilities
Better product availability s | 3,585 755
Convenient. efficient 5 | 3.458 755
purchase process
Existing relationship [S) | 3,285 755
Provides multiple brands to 7 | 3.048 755
choose from
Geographical proximity 8 | 2,117 755
|
Lowest Highest
Rank Rank

29. Please rate the importance of the following factors when choosing a technology solutions provider: (Select up to 3 responses)



o"®

Minor Shifts In Importance of Different Factors When Choosing a L s
Technology Provider By Size of Company

Actionable Market Insight

Top Factors NN R 20-49 empl. 50-99 empl. 100-499 empl. 500-999 empl. 1,000-2,000 empl.

Better pricing Strong Strong Strong Strong Strong

1 service/support  service/support service/support service/support service/support
Strong Better pricing Better pricing Better pricing Better pricing Better pricing

2 service/support
Expertise and Better product " Better product 7Expertise and Better product  Better producti

3 consulting availability availability consulting availability availability
capabilities capabilities
Better product 7Expertise and Convenient, Convenient, Expertise and Expertise and
availability consulting efficient purchase efficient purchase consulting consulting

“ capabilities process process capabilities capabilities
Existing Existing Expertise and Better product  Convenient, Convenient,

5 relationship relationship consulting availability efficient purchase efficient purchase

capabilities process process

Convenient, Convenient, Existing Existing Existing Existing

6 efficient purchase efficient purchase relationship relationship relationship relationship
process process
Provides multiple Provides multiple Provides multiple Provides multiple Provides multiple Provides multiplei

7 brands to choose brands to choose brands to choose brands to choose brands to choose brands to choose
from from from from from from
Geographical Geographical Geographical Geographical Geographical Geographical

8 proximity proximity proximity proximity proximity proximity

29. Please rate the importance of the following factors when choosing a technology solutions provider: (Select up to 3 responses)
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Top Reasons Solutions Get to a “Short List” " 'SMB Group

Most cost-effective 43%
Better compatability/integration wih existing systems 34%
Easier to use 33%
Superior technology and features 31%
Easier to customize 24%
Easier/faster to deploy 24%
Stronger customer service capabilities 23%
Higher ratings from industry analysts 22%
Stronger customer reviews/references 21%
Vendor has a strong record for sustainability/social responsibility 17%
Better pre-sales trial/demo 12%
Other [

27) What are the top reasons a specific solution typically gets to your organization's "short list" over competing solutions?, Sample Size = 738
(Select up to 3 responses)



Top Reasons Solutions Get to a “Short List”

o e
“ «® SMB Group
by Em ployee Size
M Easier to use B Most cost-effective
Stronger customer service capabilities Easier/faster to deploy
M Easier to customize M Stronger customer reviews/references
= Higher ratings from industry analysts M Better pre-sales trial/demo
Superior technology and features Better compatability/integration wih existing systems
m Vendor has a strong record for sustainability/social responsibility = Other
1,000-2,500 employees B 3% 21% EANCTZAN 26% 117% 47% 43% [ 13902
500-999 employees m 28% 23% IV 24% 39% 32% 27% 0
250-499 employees Bl 2% 19% EEIEZ A 31%  T18%N  30% 38% 26% 0
100-249 employees ml 27% 30% 22% 26% 14% 26% 39% 21% 0
50-99 employees I Bl 6% 18% A 22% 0% 27% 34% 18%0
20-49 employees I e 1% 32% PEEY A 14% MA%  32% 39%
10-19 employees I s 9% 30% 32%  13% 11% 30% 38% 4
5-9 employees I Bl 0% 27% 23%  15% 6 33% 31% T

3-4 employees

I s 0y 15%H N W1e%Nma% 15% 11%E0
s 2% 28% PP 16%2% 28% 18% HFZY)
I B 2% 24% Il 28% 30%

2 employees

1 employee

27) What are the top reasons a specific solution typically gets to your organization's "short list" over competing solutions?, Sample Size = 738 (Select up to 3 responses)



©

Top Reasons Solutions Get to a “Short List” e
by Employee Size

1,000-2,500 Superior Technology and Features (47%) More Cost-Effective (45%) Better Compatibility / Integration (43%)
500-999 Superior Technology and Features (39%) More Cost-Effective (37%) Better Compatibility / Integration (32%)
250-499 Better Compatibility / Integration (38%) More Cost-Effective (35%) Higher Ratings (31%)
100-249 Better Compatibility / Integration (39%) More Cost-Effective (33%) Easier/Faster to Deploy (30%)
50-99 More Cost-Effective (46%) Better Compatibility / Integration Easier to Use (30%)

(34%)
20-49 Easier to Use (43%) Better Compatibility / Integration, More Cost-Effective (39%)
10-19 More Cost-Effective (57%) Better Compatibility / Integration Easier to Use (36%)

(38%)
5-9 More Cost-Effective (52%) Easier to Use (48%) Superior Technology and Features (33%)
3-4 More Cost-Effective (67%) Easier to Use (59%) Customer Service, Easier to Customize,

Customer Reviews (22%)

2 Easier to Use (64%) More Cost-Effective (60%) Easier/Faster to Deploy, Superior Technology
and Features (28%)

1 Easier to Use (54%) More Cost-Effective (48%) Easier to Customize (36%)

27) What are the top reasons a specific solution typically gets to your organization's "short list" over competing solutions?, Sample Size = 738 (Select up to 3 responses)
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Top Reasons Solutions Get to a “Short List” s
by Industry |

H Easier to use B Most cost-effective
Stronger customer service capabilities Easier/faster to deploy
M Easier to customize B Stronger customer reviews/references
= Higher ratings from industry analysts m Better pre-sales trial/demo
Superior technology and features Better compatability/integration wih existing systems
m Vendor has a strong record for sustainability/social responsibility Other
Other I RRC31%19% EVE% % 44%  13%EL

I 19% 27% VI R 16%9% 22% 28% iElL
NN 1T7% 0 29%  WPNITEEEY/N22% W% 25% - 29% M
NN BN 26% 26% WEY/AWITW18%M% 31% 36% F
BN N 24% 17%WEAVERZN21%004% 19% - 38%  EWET
B E28% 36%  WPET/ENCIA17%8%14% 31% EY

Retail

Construction/ Real Estate

Professional Services (consulting, accounting, legal, etc.)
Hospitality (lodging, travel/transportation, casino, etc.)
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)

Education BN N 24% 21% /WX 23% 7% 35% 34% W74
Wholesale/Distribution BN 23%  26% 34% 36% 9%0)
IT Services/technology/VAR/ systems integrator Bl 25% 20% FESAWET7E 25% 13% 34% 36% IWPITAN]
Healthcare, Medical & Dental BN14% 20% EWFAWE7M 28% 14%  41% 36% 9%)
Manufacturing 33% 18% M WFETA 27% 12% @ 47% 35% WD)
Other (listed) N 19%  25% 33% 35% Y

B 36% 31%  WPIS7MEVEAT24%12% 26% 36%  WAVZ)
N 20% 20% W WWE7T27%09686 60% |__33% 0

Financial Services/Banking/ Insurance
NGO/Not for Profit

27) What are the top reasons a specific solution typically gets to your organization's "short list" over competing solutions?, Sample Size = 738 (Select up to 3 responses)
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Top Ways Vendors Improve the Purchasing
SeiaT §MB Group
Experience

tionable Market Insight

Better explain how the solution helps improve specific
business/technology goals

Provide more transparent pricing information on their site

Take more time to understand our requirements

Provide a consistent experience across online, mobile and phone
channels

Better access to phone support from their site

Better real-time online chat support from their site

Offer better financing options

Other

28) What are the top ways vendors can improve the purchasing experience?, Sample Size = 738 (Select up to 3 responses)



Top Ways Vendors Can Improve the Purchasing

" .*'SMB Group
Experience by Employee Size
M Better explain how the solution helps improve specific business/technology goals B Take more time to understand our requirements
Better real-time online chat support from their site Better access to phone support from their site
B Provide more transparent pricing information on their site M Provide a consistent experience across online, mobile and phone channels
m Offer better financing options m Other
20-49 employees . bA% | 32% 36% [
500-999 employees I N 25% 27% .
250-499 employees 38% 32% NN L s
1,000-2,500 employees 26% 34% I I 2870
100-249 employees A% 33% 26% ITTTT30% 0%
50-99 employees I I N30% 30% N T24% 0%
5-9 employees A0%  BEVERVLRVES B39 25% b vlpa o)
10-19 employees I I 26% 34% [
3-4 employees I - 15% 30 I WS e 2% 7%
2 employees I 22% 36% L Be%W | My LA
1 employee 38% . 32% 40% I

% Sample Size

28) What are the top ways vendors can improve the purchasing experience? Always, Sample Size = 738 (Select up to 3 responses)



Top Ways Vendors Can Improve the Purchasing Fe

Experience by Employee Size

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

3-4

Better Explain how Solution Improves Specific
Business/Technology Goals (57%)

Better Explain how Solution Improves Specific
Business/Technology Goals (65%)

Better Explain how Solution Improves Specific
Business/Technology Goals (60%)

Better Explain how Solution Improves Specific
Business/Technology Goals (57%)

Better Explain how Solution Improves Specific
Business/Technology Goals (55%)

Better Explain how Solution Improves Specific
Business/Technology Goals (68%)

Take more time to understand our requirements (60%)

Provide more transparent pricing information on their site

(63%)

Take more time to understand our requirements (63%)

Provide more transparent pricing information on their site

(56%)

Provide more transparent pricing information on their site

(58%)

Provide more transparent pricing information on their
site (53%)

Provide more transparent pricing information on their
site (47%)

Provide a consistent experience across online, mobile,
and phone platforms (46%)

Take more time to understand our requirements (47%)

Take more time to understand our requirements (48%)

Take more time to understand our requirements (54%)

Better Explain how Solution Improves Specific
Business/Technology Goals (51%)

Better Explain how Solution Improves Specific
Business/Technology Goals (54%)

Better Explain how Solution Improves Specific
Business/Technology Goals (48%)

Better Explain how Solution Improves Specific
Business/Technology Goals (46%)

Take more time to understand our requirements (42%)

©

“¢ ® SMB Group

Actionable Market Insight

Provide a consistent experience across online, mobile, and phone
platforms (51%)

Take more time to understand our requirements (45%)
Provide more transparent pricing information on their site (41%)
Provide a consistent experience across online, mobile, and phone

platforms (41%)

Provide a consistent experience across online, mobile, and phone
platforms (45%)

Provide more transparent pricing information on their site (46%)
Provide more transparent pricing information on their site (45%)
Take more time to understand our requirements (40%)

Better access to phone support from their site, Provide more
transparent pricing information on their site, Provide a consistent
experience across online, mobile, and phone platforms (30%),

Take more time to understand our requirements, Provide a
consistent experience across online, mobile, and phone platforms
(44%)

Better access to phone support from their site (40%)

28) What are the top ways vendors can improve the purchasing experience? Always, Sample Size = 738 (Select up to 3 responses)

G sE IR



Top Ways Vendors Improve the Purchasing £, “hi8 Group

Experience by Industry

H Better explain how the solution helps improve specific business/technology goals

B Take more time to understand our requirements

Better real-time online chat support from their site Better access to phone support from their site
M Provide a consistent experience across online, mobile and phone channels

B Provide more transparent pricing information on their site

m Offer better financing options m Other
NGO/Not for Profit N 7 %13 % N —"70s

IT Services/technology/VAR/ systems integrator I E29% 34% HEE EERRET7ENTT24%1%

Manufacturing =7 35% 22% IR/ 31 % %
Wholesale/Distribution L 4y% ] 36% 36% L B6%  30% L R[78 0
Healthcare, Medical & Dental [y | . 22% 44% 6% 9% )
Financial Services/Banking/ Insurance | A3% ] 38% 33% = EEETN21%0%
Other I 13% 44% L B3% | 38% V4

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) I E31% 36% L W95 33% B Lvecid
Hospitality (lodging, travel/transportation, casino, etc.) Y7 26% 36% N TN emT19%%
Education 7 31% 27% I 23,

Professional Services (consulting, accounting, legal, etc.) I 29% 22% I NN 16%%
Other (listed) I 21%27% ) T N3 72,

Construction/ Real Estate | s 27% 29% . L33 % 2%
Retail I E34% 30% N  EET7ANT33% 0%

28) What are the top ways vendors can improve the purchasing experience?, Sample Size = 738 (Select up to 3 responses)



Frequency of SMBs Needing Different Services i
When Buying a New Technology Solution o

nnnnnnnnnnnnnnnnnnnnnnn

m Always mFrequently Occasionally Rarely mNever mDon't know

Installation and configuration 27% 12% %
Testing and quality assurance 24% 9%
System integration 26% 12%

User/admin training and education 24% 33% 29% 9%

Data migration 27% 14%

Customization 29% 12%
Project management 25% 13%

30) How frequently does your organization require the following types of services from technology vendors when purchasing a new solution?, Sample Size = 738



“Always” and “Frequently” Required Services When - :
Buying a New Technology Solution

Always

Installation and configuration

Testing and quality assurance

System integration

User/admin training and education

Data migration

Customization

Project management

Customization

Project management

Testing and quality assurance

User/admin training and education

System integration

Installation and configuration

Data migration

“ «® SMB Group

tionable Market Insight

Frequently

30) How frequently does your organization require the following types of services from technology vendors when purchasing a new solution? Always, Sample Size = 738



“Always” Required Services When Buying a New pld
Technology Solution by Employee Size

Always
M Installation and configuration B Customization Data migration System integration
M User/admin training and education M Testing and quality assurance 1 Project management
1,000-2,500 employees 30% DA BA%  A0% L
500-999 employees 31% 34% [
250-499 employees 36% 44% - 87% 88%
100-249 employees 26% 30 HE N 18%

20% 217 I N Bl 1%
A 11% 7% 17%

Bl N 7% 15% IEAFEA 19%

DEEA 13%  17% F10%

7%7%1 0 111%

12% 12% Al  B%

9%ry N 1A% [19% A

50-99 employees
20-49 employees
10-19 employees
5-9 employees
3-4 employees

2 employees

1 employee

30) How frequently does your organization require the following types of services from technology vendors when purchasing a new solution? Always Sample Size = 738



“Always” Required Services When Buying a New <

o e
“ «® SMB Group
Technology Solution by Industry
Always
M Installation and configuration B Customization Data migration System integration
M User/admin training and education M Testing and quality assurance 1 Project management
Other (listed) 19% 16%0 W =~ 1%
Hospitality (lodging, travel/transportation, casino, etc.) 17% 21% W - N W14%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) TA14%14%1 W - B%
NGO/Not for Profit 53% 53% e 27%

Wholesale/Distribution 26% 40% M 26%
CIEA 27%  25% 1
24%  25%
A L17% 24% A
T12%13%1 - W - 19%
32% 32%
27% 33% H Il Wie%
B E 37% 39% [ 20%

21% 21% H17%

Retail

Construction/ Real Estate

Education

Professional Services (consulting, accounting, legal, etc.)
IT Services/technology/VAR/ systems integrator
Healthcare, Medical & Dental

Manufacturing

Financial Services/Banking/ Insurance

30) How frequently does your organization require the following types of services from technology vendors when purchasing a new solution? Always, Sample Size = 738



“Frequently” Required Services When Buying a New.: -
Technology Solution by Employee Size

Frequently
M Installation and configuration B Customization Data migration System integration
B User/admin training and education m Testing and quality assurance I Project management
1,000-2,500 employees B 2% 47% | M0%  30% L etva
500-999 employees B 3% 33% s s55%
250-499 employees B 34% 31% s 4%
100-249 employees B 34% 32% e a0
50-99 employees 0% 34% 37% | A% 34% . ERpA
20-49 employees 29% 43% [ 5%
10-19 employees |[IPEXA 28% 32% VNN A0% B8% LA

23% 21%» 1 HEE B 1%
% 19% l15%

14% 18% B WA 30%

Bl B 2% 183 0 HEEEA 16%

5-9 employees 21%  19%

3-4 employees
2 employees

1 employee

30) How frequently does your organization require the following types of services from technology vendors when purchasing a new solution? Frequently Sample Size = 738



“Frequently” Required Services When Buying a New: :
“ee® SMB Group
Technology Solution by Industry

Frequently

M Installation and configuration B Customization Data migration System integration
M User/admin training and education M Testing and quality assurance 1 Project management
NGO/Not for Profit 53% 53% B 27%
Manufacturing B 3% 39% 00 20%

32% 32% W
24%  25%

26% 40% N 26%
27% 33% H HE MNie%
21% 21% m17%

B¥A17% 21% 0 W W14%

BEA17% 24% A

19% 16%01 WW  W11%

27%  25% N
A14%14%1 W B%

J2%13% -/ 10%

30) How frequently does your organization require the following types of services from technology vendors when purchasing a new solution? Frequently, Sample Size = 738

IT Services/technology/VAR/ systems integrator
Construction/ Real Estate

Wholesale/Distribution

Healthcare, Medical & Dental

Financial Services/Banking/ Insurance

Hospitality (lodging, travel/transportation, casino, etc.)
Education

Other (listed)

Retail

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)

Professional Services (consulting, accounting, legal, etc.)
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Information and Guidance Sources
and Preferences for Technology
Decisions

o
o
o



Information Sources for Learning About New el
Technology Solutions '“

Web search (e.g., Google, Microsoft Edge, etc.)

Vendors’ application marketplaces (e.g. Salesforce AppExchange, QuickBooks
App Store, Google Marketplace, etc.)

Vendor website

Business/technology publications (e.g., WSJ, NY Times, Wired, etc.)

Technology analyst sites

Social media sites (e.g., LinkedIn, Twitter, TikTok, etc.)

Peer review sites (e.g., G2 Crowd, GetApp, TrustPilot, etc.)

Online associations/communities

Vendor email newsletters

21) What online information sources do you visit most often to learn about new technology solutions and trends?, Sample Size = 738



“

Top Information Sources for Learning About New . <
Technology Solutions by Employee Size "

B Web search (e.g., Google, Microsoft Edge, etc.) H Vendor website
Technology analyst sites Social media sites (e.g., LinkedIn, Twitter, TikTok, etc.)
B Business/technology publications (e.g., WSJ, NY Times, Wired, etc.) M Online associations/communities
1 Peer review sites (e.g., G2 Crowd, GetApp, TrustPilot, etc.) m Vendors’ application marketplaces
Vendor email newsletters Other
1,000-2,500 employees 45% 21% 40% 4% N5 1% 13%%
500-999 employees | Be% 40% 21% 29% PR 28%  IIIN38% N 20%0%
250-499 employees 33% 30% HEE EENFE7EET27% INs0% M 15%1%
100-249 employees I e 2 32% 32% 19% 42% 00N 149 %
50-99 employees P EE k0% 21% W EENENTE 0 22% IN35%MN 18%1%
20-49 employees . 36% 39% A 18%  25% 36%MIN11%11%
10-19 employees D Bl 3% 13% R 28% IN40%N 19% 2%
5-9 employees | M EUAREA 21%  23% 42%000N  21% 0%
3-4 employees 15% 7%~ WRNCIE%NN37%0N 26% 7%
2 employees P e o16% 32% 26%  20% 10%%
1 employee DS Bl 2%  22% I TN 16% T18%N 129%%

21) What online information sources do you visit most often to learn about new technology solutions and trends?, Sample Size = 738 (Select up to 3



Top Information Sources for Learning About New . - :
Technology Solutions by Employee Size

1,000-2,500

500-999
250-499

100-249

50-99

20-49

10-19

5-9

Vendors’ Application Marketplaces (51%)

Web Search (47%)
Vendors’ Application Marketplaces (50%)

Web Search (49%)

Web Search (53%)

Web Search (61%)

Web Search (60%)

Web Search (56%)
Web Search (74%)
Web Search (82%)

Web Search (78%)

Technology Analyst Sites (45%)

Vendors’ Application Marketplaces (38%)
Web Search (42%)

Vendors’ Application Marketplaces (42%)

Vendor Website (36%)

Technology Analyst Sites (39%)

Vendor Website (53%)

Vendor Website (44%)
Business/Technology Publications(41%)
Vendor Website (42%)

Vendor Website (38%)

“

“6 o° SMB Grou

tionable Market Insight

Web Search (43%)

Vendor Website (36%)
Business/Technology Publications (38%)
Vendor Website (34%)
Business/Technology Publications, Vendors’

Application Marketplaces (35%)

Vendors’ Application Marketplaces, Vendor
Website (36%)

Vendors’ Application Marketplaces (40%)

Vendors’ Application Marketplaces (42%)
Vendors’ Application Marketplaces (37%)
Social Media (32%)

Business/Technology Publications, Vendors’
Application Marketplaces (32%)

21) What online information sources do you visit most often to learn about new technology solutions and trends?, Sample Size = 738 (Select up to 3

responses) NG .



o"®

Top Information Sources for Learning About New . <
Technology Solutions by Industry |

B Web search (e.g., Google, Microsoft Edge, etc.) m Vendor website
Technology analyst sites Social media sites (e.g., LinkedIn, Twitter, TikTok, etc.)
M Business/technology publications (e.g., WSJ, NY Times, Wired, etc.) M Online associations/communities
11 Peer review sites (e.g., G2 Crowd, GetApp, TrustPilot, etc.) m Vendors’ application marketplaces
Vendor email newsletters Other
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) DNNETT7AN14%  33% PRSI 22% WN36%0N14%%
Other NP ET7M13% T 44% T SN T3 %A 4% 19%6%
Retail N N 20% 36%  EEENTANNEYN23% WN33%W5286
Construction/ Real Estate BN EE 33%  17% WPNS/REV 19% WN32%N 21%3%
Professional Services (consulting, accounting, legal, etc.) I N 24% 17% A ERITT22% TN34% WL 1 %%
Manufacturing 39% 27% WPETIENS7A " 24% N5 3 % 0286
IT Services/technology/VAR/ systems integrator 43% 22% Il ERVITAT20% WN32%N 2 %%
Other (listed) NN W 27% 22% I ERVETA19%WN41%mm 29% 3%
Financial Services/Banking/ Insurance 29% 21% HE = EEWIT7N 21% TIN50 %N 19%9%
NGO/Not for Profit Il % 20% IEEEZ 33% 40%00 20%0%
Wholesale/Distribution 19% 43%  IPETZANEVI7AN 23% NS5 %0 19%2%
Healthcare, Medical & Dental N E33% 20% WPYFZRNVIT7022% WN34%MN 22%3%
Hospitality (lodging, travel/transportation, casino, etc.) I Wl 31%  19% EEEETZEEA21% W45 %N 19%9%
Education 37%  15%HM- - EEET/NTTTN39% N N35 %N 149%

21) What online information sources do you visit most often to learn about new technology solutions and trends?, Sample Size = 738 (Select up to 3



Content Preferences for Learning About s
Technology Solutions

Reviews in industry publications 35%
Customer testimonials 29%
Peer reviews 27%
Virtual events (e.g. webinars, LinkedIn Live, etc.) 26%
Key performance indicator (KPI) studies 26%
Return on investment (ROI) studies 26%
Generative Al platforms (e.g. OpenAl, Gemini, Claude etc.) 25%
Vendor sales reps 22%
Survey study reports 22%
Reports/eBooks from IT industry analyst firms 17%
Infographics 9%
Podcasts 9%

Tweet chats 5%

Other PLA

22) What types of content do you prefer for learning about technology solutions?, Sample Size = 738 (Select up to 3 responses)



s

Content Preferences for Learning About s
Technology Solutions by Employee Size "

tionable Market Insight

B Customer testimonials M Reports/eBooks from IT industry analyst firms
Virtual events (e.g. webinars, LinkedIn Live, etc.) Survey study reports
M Peer reviews B Key performance indicator (KPI) studies
1 Return on investment (ROI) studies M Podcasts
Tweet chats Infographics
M Reviews in industry publications 1 Vendor sales reps
Generative Al platforms (e.g. OpenAl, Gemini, Claude etc.) Other
1,000-2,500 employees 26% 23% B 30% 11%6%11% 1 28% 0%
500-999 employees 38% 16% B 24% 11%7%13% WM BT 29% 1%
250-499 employees 26%  15% N 34%T6%9% 10% A 42% 1%
100-249 employees 30% 26% N 30% 8%os%Im 38% 1%
50-99 employees 24% 16% HE VY7 24% 1% %12% MRENANTT T 15%%
20-49 employees 21% 14% N WETC032% 0 T%7%7%MN - W T 25% 4%
10-19 employees 21%  26% 30% 6% 7% BT e %%
5-9 employees G 21% 27% 31% 19% e N et
3-4 employees 15%  30% [ o 119%%
2 employees 14% 30% N T 16% 116%28%M W UU6%12%
1 employee NGz 30% 30% - TTAT16% 8%%% N NS 14%4%

22) What types of content do you prefer for learning about technology solutions?, Sample Size = 738 (Select up to 3 responses)



Content Preferences for Learning About o

V~

e
“¢ ® SMB Group

Technology Solutions by Employee Size

1,000-2,500
500-999

250-499

100-249
50-99
20-49
10-19
5-9

3-4

2

1

KPI Studies (32%)
Virtual Events (38%)

Industry Reviews, GenAl Platforms (42%)

GenAl Platforms (38%)
Customer Testimonials (35%)
Peer Reviews (39%)
Customer Testimonials (47%)
Industry Reviews (46%)
Industry Reviews (44%)

Peer Reviews (48%)

Customer Testimonials (44%)

ROI Studies, Industry Reviews (30%)
KPI Studies (30%) Industry Reviews, GenAl Platforms (29%)

KPI Studies (37%)

KPI Studies (33%) Industry Reviews (31%)

Vendor Sales Reps (32%) Peer Reviews (31%)

ROI Studies (32%) Industry Reviews, Vendor Sales Reps (29%)
Industry Reviews (45%) Vendor Sales Reps (38%)

Vendor Sales Reps (40%) Customer Testimonials (38%)

Customer Testimonials (41%) Peer Reviews (37%)

Customer Testimonials (46%) Industry Reviews (32%)

Peer Reviews (36%) Industry Reviews (34%)

22) What types of content do you prefer for learning about technology solutions?, Sample Size = 738 (Select up to 3 responses)
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Content Preferences for Learning About i

Technology Solutions by Industry

B Customer testimonials
Survey study reports
@ Return on investment (ROI) studies

Infographics
Generative Al platforms (e.g. OpenAl, Gemini, Claude etc.)

Personal Services (beauty, pet care, dry cleaning, HVAC,...

Retail

Other (listed)

Hospitality (lodging, travel/transportation, casino, etc.)
Professional Services (consulting, accounting, legal, etc.)
Construction/ Real Estate

Education

Wholesale/Distribution

Financial Services/Banking/ Insurance

IT Services/technology/VAR/ systems integrator
Manufacturing

Healthcare, Medical & Dental
NGO/Not for Profit

M Reports/eBooks from IT industry analyst firms Virtual events (e.g. webinars, LinkedIn Live, etc.)
M Peer reviews B Key performance indicator (KPI) studies
M Podcasts Tweet chats

 Reviews in industry publications = Vendor sales reps

25% T19% NN EEERNCT7N6%W22%03%8 M - Y 19%
A 28%  17% NEIZNPNE/ENT20% 11%8%13% M- T 27%

27% '16% H - BN/ T24% 1A%6%1 1% - TR 19%
26% 17% IEIZERNIS/ETTN36% TS24 TR 17%

20% 28% 'HEE - EEVETETT28% 3O NN 18%
EYA719% 32% IS ERNVN 7T 27% T 10%3 8 %M TR 17%
VL7 30% 1 7% - RN 2T 7NN 1 1 v 07 15%
30% 26% AP/ I3 2 %0499 %11 v 7N 38%
29% 24% WPV WETTN38%N10% % N TN 24%
B 22%  25% INTT24% 129 90 % MR AT A 34%

33%  116% NEZENNPLET7NTTN 33 %2840 - - A 43%
42% 17% W77 20% 0% Y8 %Ml - - I 30%

%13% -/ W07 % 27% NN N13%

22) What types of content do you prefer for learning about technology solutions?, Sample Size = 738 (Select up to 3 responses)



Whether SMBs Pay for Industry Analyst

“..*'SMB Group
Subscriptions
HYes HMNo © Don't know
1,000-2,500 employees 13% 64% 23%
Don't 500-999 employees 26% 65% 9%
know, 9% Yes, 13%
250-499 employees 18% 74% 8%
100-249 employees 14% 78% 9%
50-99 employees 16% 68% 15%
20-49 employees [ 82% 11%
10-19 employees [k 83% 6%
No, 78% 5-9 employees 3 96% %
3-4 employees 100% Do
2 employees ¥4 96% %
1 employee |4 92% %

23) Does your organization pay for a subscription to any industry analyst services?, Sample Size = 738



Whether SMBs Pay for Industry Analyst e
Subscriptions by Industr

HYes HNo Don't know

IT Services/technology/VAR/ systems integrator 29% 67% 4%
Manufacturing 20% 67% 12%
Hospitality (lodging, travel/transportation, casino, etc.) 14% 76% 10%
Construction/ Real Estate 14% 83% 3%
Financial Services/Banking/ Insurance 14% 74% 12%
Other 13% 81% 6%
Professional Services (consulting, accounting, legal, etc.) 13% 80% 7%
Other (listed) 11% 83% 6%
Wholesale/Distribution 11% 87% 2%
Education 10% 73% 17%
Healthcare, Medical & Dental 9% 72% 19%
Retail |WEFA 89% 3%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) tfZ4 97% Db
NGO/Not for Profit A 60% 40%

23) Does your organization pay for a subscription to any industry analyst services?, Sample Size = 738



]

Firms SMBs that Say They Pay for Industry Analyst. £
Services Say They Subscribe To

nnnnnnnnnnnnnnnnnnnnnnn

azure Data Analytics Services Educational analysis
Frost and Sullivan IBM Technology Solutions construction
AWS Accenture Deloitte
Goldman Sachs Analysis Infotech
Microsoft Microsoft Amazon
Google Microsoft Netflix

Sale force cbw Infotech
Forrester Microsoft Juniper
Oracle IBIS Meyers
QuickBooks SAP Microsoft
IDC KPMG Microsoft
Cisco ADP Gartner

IDC Gartner Gartner

IBM D&B ADP

Gartner, Inc Nielsen ADP

Ai Ernst and Young Paycom
Gartner IBM Aragon research
STAR IBM IDC
Microsoft Keymapping 451 Research
Morgan and morgan Educational analysis

Microsoft

Q24: What analyst firm(s) does your organization pay for subscription services? (Open-ended question)



Top Guidance Sources When Evaluating New el
Technology

tionable Market Insight

Technology consultants 44%
Business advisors (e.g., consultants, accountants, attorneys, etc.) 40%
Advisor(s) from software vendors we work with 38%
Advisor(s) from hardware vendors we work with 32%
Industry organizations 31%
Employees 28%
Customers 22%
Friends/family 18%
Federal/state/local government agencies 14%
Investors 12%

Other I

25) Whose personal guidance are you most likely to consider when evaluating new technology solutions?, Sample Size = 738 (Select up to 3 responses)



Top Guidance Sources When Evaluating New g2

“..*'SMB Group
Technology by Employee Size
B Employees m Customers
Technology consultants Advisor(s) from hardware vendors we work with
B Advisor(s) from software vendors we work with M Business advisors (e.g., consultants, accountants, attorneys, etc.)
1 Friends/family H Investors
Federal/state/local government agencies Industry organizations
m Other
1,000-2,500 employees 55% 36% N NN e %13%l 13%  21%
500-999 employees 46% 39% [ 24% 33% i
250-499 employees 49% 33 I RN em12%hae%nn 14%  28% i
100-249 employees 42% 37% B PN WwI3%mIs%n 15% - 30%
50-99 employees 52% 3% N NN WE%Ms%w 15% 0 32% |
20-49 employees 46% 1% TN 25% 1% % 39% 7%
10-19 employees 36% 36% 13% 38% g
5-9 employees 29% 40% B 38% 10%%  25%
3-4 employees 44% 30% B 33% 0% 22%
2 employees s 22% 26%  INEZNNEYTZNTT36%29%0% 38% 19
1 employee 46% 14% 38% 6% 12% 30%

25) Whose personal guidance are you most likely to consider when evaluating new technology solutions?, Sample Size = 738 (Select up to 3 responses)
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Top Guidance Sources When Evaluating New et
Technology by Employee Size -

1,000-2,500 Technology Consultants (55%) Business Advisors (47%) Software Vendor Advisors (45%)
500-999 Software Vendor Advisors , Technology Consultants (46%) Hardware Vendor Consultants (45%)
250-499 Technology Consultants (49%) Software Vendor Advisors (42%) Business Advisors (41%)

100-249 Business Advisors (45%) Technology Consultants (42%) Software Vendor Advisors (38%)
50-99 Technology Consultants (52%) Software Vendor Advisors (38%) Employees, Business Advisors (34%)
20-49 Software Vendors (54%) Technology Consultants (46%) Industry Organizations (39%)

10-19 Employees (45%) Industry Organizations, Software Vendor Advisors (38%)

5-9 Hardware Vendor Advisors (40%) Friends and Family (38%) Business Advisors (35%)

3-4 Business Advisors, Technology Consultants (44%) Friends and Family (33%)

2 Customers (42%) Industry Organizations (38%) Friends and Family (36%)

1 Business Advisors, Technology Consultants (46%) Friends and Family (38%)

25) Whose personal guidance are you most likely to consider when evaluating new technology solutions?, Sample Size = 738 (Select up to 3 responses)



Top Guidance Sources When Evaluating New o

" .'SMB Group
Technology by Industry
M Employees B Customers
Technology consultants Advisor(s) from hardware vendors we work with
B Advisor(s) from software vendors we work with M Business advisors (e.g., consultants, accountants, attorneys, etc.)
1 Friends/family M Investors
Federal/state/local government agencies Industry organizations
m Other
Education 44% 31% N = EERVIVS15%8% 20%  37%
Retail 48% 31% EEEET/EENN - 1A% 3% 22%
IT Services/technology/VAR/ systems integrator | 29% | 46% 33% HE W 29%9%16% 28% ¥
Construction/ Real Estate 48% 35% HE HEENN  W19%11%0% 37%
Other Bl W19%  31% ' EEE7ET25%0%8% 0 44% W

Other (listed)
Professional Services (consulting, accounting, legal, etc.)

33% 33% - EENPYVI7E22% 9% 24% 40% °F
47% 19% - N ENT23% 1% % 29%
B 39% 22% IR/ WTT31% 9%114%  28%

36% 31% 'HE N EN17%020%0 20%  31%

Personal Services (beauty, pet care, dry cleaning, HVAC,...
Healthcare, Medical & Dental

Hospitality (lodging, travel/transportation, casino, etc.) 45% 40%  EPEIZZENNN O NC24%1%%  33%
Financial Services/Banking/ Insurance 48% 36% I = N N14%21%014% 21%
Manufacturing 59% 39% N I e%n% 31%
Wholesale/Distribution 38% 45% EEYT7N . NT21% m21%M 1% 28%
NGO/Not for Profit ¥ 40% 40% - N em13%% 20%  20%

25) Whose personal guidance are you most likely to consider when evaluating new technology solutions?, Sample Size = 738 (Select up to 3 responses)



Proportion of the Research, Evaluation, and Selection Process: ;A;Gmup
SMBs Complete Before Contacting a Vendor

nnnnnnnnnnnnnnnnnnnnnnn

M Less than 25% M 25% to 49% 50% to 75% More than 75%

Less
than
1,000-2,500 employees 38% 15%
500-999 employees 36% 12%
'\7/':; ;*;;‘ 250-499 employees 39% 13%
' 100-249 employees 38% 12%
50-99 employees 36% 12%
o
5;);;,0 25%; to 20-49 employees 29% 21%
34% 2970/;0' 10-19 employees 34% 17%
5-9 employees 27% 23%
3-4 employees 37%
2 employees 22% 26%
1 employee 32%

26) In general, what proportion of the research, evaluation, and selection process does your organization complete internally before contacting a technology vendor or
provider?, Sample Size = 738

100




Proportion of the Research, Evaluation, and Selection Procevggi ;Ai;mmup
SMBs Complete Before Contacting a Vendor by Industry

nnnnnnnnnnnnnnnnnnnnnnn

M Less than 25% W 25% to 49% 50% to 75% More than 75%
Construction/ Real Estate 22% 30% 32% 16%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 22% 28% 28% 22%
NGO/Not for Profit 20% 40% 33% 7%
Financial Services/Banking/ Insurance 19% 40% 24% 17%
Manufacturing 18% 45% 29% 8%
Professional Services (consulting, accounting, legal, etc.) 16% 33% 28% 23%
Other (listed) 14% 25% 44% 16%
Education 13% 49% 30% 8%
Other 13% 13% 38%
Hospitality (lodging, travel/transportation, casino, etc.) 10% 38% 29% 24%
Healthcare, Medical & Dental [NFA 41% 31% 22%
IT Services/technology/VAR/ systems integrator [EA 34% 45% 16%
Retail [EZ 41% 38% 17%
Wholesale/Distribution |/ A 45% 11%

26) In general, what proportion of the research, evaluation, and selection process does your organization complete internally before
contacting a technology vendor or provider?, Sample Size = 738
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SMB Software Purchase Criteria
and Channels




s

Importance of Capabilities in Business s
and Collaboration Software

tionable Market Insight

B Very important M Somewhat important Neutral Not very important B Not importantatall ® Don't know

Provides industry-specific functionality 45% 35% 14% 3'7%

Provides pre-built connectors to solutions you already use 36% 42% 16% 3‘7&

Has a fully mobile-enabled interface 35% 36% 18% 6%%

Incorporates Al capabilities 29% 31% 22% 8%

Is available in the SaaS model 28% 35% 23% 5%

Column %

32) When considering new business and collaboration software solutions, how important is that the solution:, Sample Size = 738




“Very Important” Capabilities in Business and s
Collaboration Software '“

M Provides industry-specific functionality
M |s available in the SaaS model

) ) - Incorporates Al capabilities
Prov'dijr::gz;:‘i:;pec'ﬂc Has a fully mobile-enabled interface
B Provides pre-built connectors to solutions you already use
Provides pre-built
connectors to solutions you 1,000-2,500 employees i 4% N
already use 500-999 employees 47% 48% ' Il
sl i e 250-499 employees B B 5% 40%
as a fully mobile-enable
interface 100-249 employees 37% 43%"WIH- 'l
i 50-99 employees 2% 29% B W
Incorporates Al capabilities 20-49 employees T1s% 20% 0 W
10-19 employees IEEY15% 28% 'H-~/A
| 5-9 employees IEEZ3%19%0 - W
Is available in the SaaS o
odel 28% 3-4 employees 1% 33% W W
2 employees 2920%

1 employee } [F1 0149

32) When considering new business and collaboration software solutions, how important is that the solution: Very important, Sample Size




“Very Important” Capabilities in Business and s
Collaboration Software by Industry

B Provides industry-specific functionality M |s available in the SaaS model

Incorporates Al capabilities Has a fully mobile-enabled interface

B Provides pre-built connectors to solutions you already use

IT Services/technology/VAR/ systems integrator . 43% | 43% 42%
Manufacturing 47% 55%
Healthcare, Medical & Dental I ET20% 25% "IN '
Financial Services/Banking/ Insurance  Be% | 33% I/ B6% |
Construction/ Real Estate 29% 33% "IN
Hospitality (lodging, travel/transportation, casino, etc.) 17% 33% | B39 |
Wholesale/Distribution 38% 43% ~ 53% |
Other I W 1% 25 EE .
Other (listed) 21 % 38%
Education 25% 32% N
Professional Services (consulting, accounting, legal, etc.) 20% 30% 1 e
Retail 30% 33% | B8% |
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 22% 31% "INl
NGO/Not for Profit Iz 27% 27%"WIEN .

32) When considering new business and collaboration software solutions, how important is that the solution: Very Important, Sample Size




]

“Somewhat Important” Capabilities in Business g
wyr IG Group
and Collaboration Software

M Provides industry-specific functionality M |s available in the SaaS model

Incorporates Al capabilities Has a fully mobile-enabled interface
Provides industry-specific W Provides pre-built connectors to solutions you already use
functionality

1,000-2,500 employees 0% 3 1 1
Bl E 0% 38% I /I
Bl 37% 43% | A |
Bl 36% 33 HH HH
3% 4% HEE
43% 36%
| 26% WPILANVEUAN 450 |
23% 35% "IN /I
. B3% NEAwrA  83% |
Bl Niix 2% HEH
20% 26% HH T

% Sample Size

Provides pre-built
connectors to solutions
you already use

% 500-999 employees
250-499 employees

Has a fully mobile-enabled 36% 100-249 employees

interface ° 50-99 employees

7 20-49 employees

Incorporates Al
p

% 10-19 employees
capabilities

5-9 employees

Is available in the Saa$ 3-4 employees
model 2 employees

1 employee
Column % ploy

32) When considering new business and collaboration software solutions, how important is that the solution: Somewhat important, Sample Size = 738
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Top SMB Software Purchase Channels " sM8 Group

Directly from the software developer’s (e.g. Intuit, Sage, Zoho, etc.)
website

Directly from the software developer’s (e.g. Intuit, Sage, Zoho, etc.)
sales rep (phone or in-person)

From an application marketplace (e.g. Salesforce AppExchange,
Shopify App Store, etc.)

From a third-party retailer or etailer (e.g., Amazon, BestBuy,
NewEgg, etc.)

From a third-party value-added reseller, consultant or managed
service provider (MSP)

From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)

Local computer stores

Don’t know

Other

31) How does your organization usually purchase business and collaboration software?, Sample Size = 738 (Select up to 3 responses)



SMB Software Purchase Channels by S
Employee Size

M Directly from the software developer’s (e.g. Intuit, Sage, Zoho, etc.) website M Directly from the software developer’s (e.g. Intuit, Sage, Zoho, etc.) sales rep (phone or in-person)
From an application marketplace (e.g. Salesforce AppExchange, Shopify App Store, etc.) From a third-party value-added reseller, consultant or managed service provider (MSP)
M From a third-party retailer or etailer (e.g., Amazon, BestBuy, NewEgg, etc.) M From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)
[ Local computer stores M Don’t know
Other
1,000-2,500 employees . 60% 38% 38% e
500-999 employees 5% | 36% 43% 35% 37% 115%00%
250-499 employees . 59% 42% 28% 30% 33% - 14%0%
100-249 employees - @% | 44% 35% EA 37% 9%D%
50-99 employees IR BN 6% 42% 34% 35% %
20-49 employees L 43% 46% 29% 32% 32% %
10-19 employees I 3% 45% 40% 17% %
5-9 employees L BO%  BWLIS 21% [l
3-4 employees s e 19% 0 19% 26% 7% 30% 0866
2 employees 24% 20% N N7 A2% s
1 employee DN 2% 12% - EEENTEC26% 6% %

31) How does your organization usually purchase business and collaboration software?, Sample Size = 738 ((Select up to 3 responses)




SMB Software Purchase Channels by
Employee Size

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

3-4

Directly from the software developer’s website
(62%)

Directly from the software developer’s sales rep
(52%)

Directly from the software developer’s sales rep
(59%)

Directly from the software developer’s website
(51%)

Directly from the software developer’s website
(58%)

Directly from the software developer’s sales rep
(60%)

From a third-party value-added reseller,
consultant, or managed services provider (43%)

Directly from the software developer’s website
(48%)

From an application marketplace (44%)

Directly from the software developer’s sales rep
(49%)

Directly from the software developer’s website, From an application marketplace (46%)

Directly from the software developer’s website
(55%)

Directly from the software developer’s website
(44%)

Directly from the software developer’s website
(67%)

Directly from the software developer’s website
(46%)

Directly from the software developer’s website
(44%)

Directly from the software developer’s sales rep
(51%)

Directly from the software developer’s sales rep
(40%)

Directly from the software developer’s sales rep
(41%)

°v~
® ©

V:SMB Group

tionable Market Insight

From a distributor (40%)

Directly from the software developer’s website (40%)
From an application marketplace (42%)

Directly from the software developer’s sales rep (42%)
From a third-party value-added reseller, consultant, or

managed services provider (42%)

Directly from the software developer’s sales rep (43%)

From a third-party value-added reseller, consultant, or
managed services provider (45%)

From a third-party retailer or e-tailer (31%)

Local computer stores (30%)

From a third-party retailer or e-tailer, Local computer stores (42%)

From a third-party retailer or e-tailer (36%)

Directly from the software developer’s sales rep (30%)

31) How does your organization usually purchase business and collaboration software?, Sample Size = 738 ((Select up to 3 responses)
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tionable Market Insight

SMB Software Purchase Channels by Industry

M Directly from the software developer’s (e.g. Intuit, Sage, Zoho, etc.) sales rep (phone or in-person)

M Directly from the software developer’s (e.g. Intuit, Sage, Zoho, etc.) website
From an application marketplace (e.g. Salesforce AppExchange, Shopify App Store, etc.) From a third-party value-added reseller, consultant or managed service provider (MSP)

M From a third-party retailer or etailer (e.g., Amazon, BestBuy, NewEgg, etc.) M From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)

[ Local computer stores M Don’t know

Other
Manufacturing L 49% 43% 33%
Professional Services (consulting, accounting, legal, etc.) s e 20% 26%
Wholesale/Distribution L B3% 51% 28% TSN 13%
Education I 21% 27% N15%4%
Retail 36% 39% 33% - EENNEANT22% 2%
Other I % 25% [ 19%
Other (listed) I I N33% 30%
IT Services/technology/VAR/ systems integrator  B0% | 38% 36%
Construction/ Real Estate I I N37% 32% 35% 21% 5%
Hospitality (lodging, travel/transportation, casino, etc.) N - 01% 38% N 14%%
Financial Services/Banking/ Insurance . Boog | 48% 40% 2T 17%5%
Healthcare, Medical & Dental L AA% | 38% 33% 28% 28% 5%
NGO/Not for Profit I 20% 47%

I 25% 42% 7 NE 16 %

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)

31) How does your organization usually purchase business and collaboration software?, Sample Size = 738 (Select up to 3 responses)




nnnnnnnnnnnnnnnnnnnnnn

PC, Laptop and Tablet Purchase
Criteria and Channels




Importance of Purchasing Options in ' iy
“ee® SMB Group
PCs, Laptops, and Tablets

B Very important B Somewhat important Neutral Not very important B Not important at all
Financing 33% 30% 17% 18% E
Hardware as a service (HWaaS) | 31% 39% 16% 12% %
Leasing | 22% 26% H
Refurbished 30% 29% i

34) When evaluating new PCs, laptops, and tablets, how important are the following purchasing options to your decision-making process? Very important, Sample Size =
738



“Very Important” Purchase Criteria for PCs,

o e
d bl “ «® SMB Group
Ve ry Im po rtant W leasing M Financing Hardware as a service (HWaas) Refurbished
1,000-2,500 employees 45% 11%
Financing 500-999 employees 38% 23%
i 250-499 employees 47% 17%
Hardware as a service 100-249 employees 46% 15%
()
(HWaas) 50-99 employees 35% 31%  10%
7 20-49 employees PN 18% 4%
Leasing 22% 10-19 employees ¥4 32% 17% 9%
5-9 employees /L4 %%
3-4 employees (t4%%
Refurbished 12% 2 employees ¥ 14% 6%
1 employee % 12%6%

34) When evaluating new PCs, laptops, and tablets, how important are the following purchasing options to your decision-making process? Very important, Sample Size =
738

113




“Very Important” Purchase Criteria for PCs,
Laptops and Tablets by Industry

Very Important

M Leasing M Financing Hardware as a service (HWaa$) Refurbished
IT Services/technology/VAR/ systems integrator 42% 45% 34%
Manufacturing 31% 51% 53%
Retail 28% 31% 30% 6%
Financial Services/Banking/ Insurance 26% 36% 45% 14%
Other 25% 25% 31% 25%
Healthcare, Medical & Dental 25% 44% 30% 11%
Wholesale/Distribution 23% 57% 38%
Education 20% 41% 35% 13%
Other (listed) 19% 25% 24% 8%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 17% 14% 25% 19%
Construction/ Real Estate 17% 19% 29% 11%
NGO/Not for Profit 13% 20% 13% 7%
Hospitality (lodging, travel/transportation, casino, etc.) |[IEEZA 33% 33% 10%
Professional Services (consulting, accounting, legal, etc.) [EFA 17% 19% 4%

34) When evaluating new PCs, laptops, and tablets, how important are the following purchasing options to your decision-making process?

very imp, Sample Size = 738

o e
“ «® SMB Group

26%
12%

15%




“Somewhat Important” Purchase Criteria for PCs, .-

o e
Lapt d Tablet
Somewhat Important
M Leasing M Financing Hardware as a service (HWaa$) Refurbished
1,000-2,500 employees 45% 11%
Financing

500-999 employees 38% 23%

250-499 employees 47% 17%

100-249 employees 46% 15%

Hardware as a service
(HWaaS)

50-99 employees 10%

4 20-49 employees 18% 18% 18% 4%

10-19 employees
Leasing 22%
5-9 employees
4 3-4 employees 'gw%%
2 employees ¥ 14% 6%

Refurbished
1 employee ®:512% 6%

17% 9%

34) When evaluating new PCs, laptops, and tablets, how important are the following purchasing options to your decision-making process? Somewhat important, Sample
Size =738
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“Somewhat Important” Purchase Criteria for PCs,
Laptops and Tablets by Industry

Somewhat Important

M Leasing M Financing

IT Services/technology/VAR/ systems integrator
Manufacturing

Retail

Financial Services/Banking/ Insurance

Other

Healthcare, Medical & Dental

Wholesale/Distribution

Education

Other (listed)

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)
Construction/ Real Estate

NGO/Not for Profit

Hospitality (lodging, travel/transportation, casino, etc.)

Professional Services (consulting, accounting, legal, etc.)

Hardware as a service (HWaaS) Refurbished
42% 45% 34% 26%
31% 51% 53% 12%
28% 31% 30% 6%
26% 36% 45% 14%
25% 25% 31% 25%
25% 44% 30% 11%
PE 57% 38% 15%
20% 41% 35% 13%
19% 25% 24% 8%
17% 14% 25% 19%
17% 19% 29% 11%
13% 20% 13% 7%
12% 33% 33% 10%
8% 17% 19% 4%

34) When evaluating new PCs, laptops, and tablets, how important are the following purchasing options to your decision-making process?
Somewhat imp, Sample Size = 738

i,
“ «® SMB Group
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SMB PC, Laptop, and Tablet Purchase Channels  “-“svesrow

Directly from the manufacturer (e.g. Dell, HP, Lenovo, etc.) through
a sales rep (phone or in-person)

Directly from the manufacturer’s (e.g. Dell, HP, Lenovo, etc.)
website

From a third-party retailer or etailer (e.g., Amazon, BestBuy,
NewEgg, etc.)

From a third-party value-added reseller, consultant or managed
service provider (MSP)

From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)

Local computer stores

Other

Don’t know

33) How does your organization usually purchase PC, laptops and tablets?, Sample Size = 738 (Select up to 3 responses)




SMB PC, Laptop, and Tablet Purchase Channels

“.*'SMB Group
by Employee Size
m Directly from the manufacturer’s (e.g. Dell, HP, Lenovo, etc.) website H Directly from the manufacturer (e.g. Dell, HP, Lenovo, etc.) through a sales rep (phone or in-person)
From a third-party value-added reseller, consultant or managed service provider (MSP) From a third-party retailer or etailer (e.g., Amazon, BestBuy, NewEgg, etc.)
B From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.) B Local computer stores
= Don’t know m Other
1,000-2,500 employees I I 32% 30% .
500-999 employees ________________54% 48% 36%
250-499 employees 6% 42% 34%
100-249 employees . 58% 44% 43%
50-99 employees I 24% 49%
20-49 employees ] 29% 46% A
10-19 employees I - 17 % 60%
5-9 employees 19% 63% e,
3-4 employees 15% 67% %%
2 employees 18% 62% e,
1 employee 22% 48% T8 %%

33) How does your organization usually purchase PC, laptops and tablets?, Sample Size = 738 (Select up to 3 responses)




SMB PC, Laptop, and Tablet Purchase Channels
by Employee Size

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

Directly from the manufacturer through a sales rep
(62%)

Directly from the manufacturer through a sales rep
(54%)

Directly from the manufacturer through a sales rep

(67%)

Directly from the manufacturer through a sales rep
(58%)

Directly from the manufacturer’s website (57%)

Directly from the manufacturer’s website (52%)

“¢ ® SMB Group

tionable Market Insight

From a distributor (38%)

From a third-party value-added reseller, consultant, or
managed services provider (48%)

Directly from the manufacturer’s website, From a third-party value-added reseller, consultant, or managed

services provider (42%)

Directly from the manufacturer’s website (55%)

Directly from the manufacturer through a sales rep, directly from the manufacturer’s website (56%)

Directly from the manufacturer through a sales rep
(64%)

From a third-party retailer or e-tailer (60%)

From a third-party retailer or e-tailer (63%)

From a third-party retailer or e-tailer (67%)

From a third-party retailer or e-tailer (62%)

Directly from the manufacturer’s website (50%)

From a third-party value-added reseller, consultant, or
managed services provider (44%)

From a third-party retailer or e-tailer (49%)

From a third-party retailer or e-tailer, Local computer stores (46%)

Directly from the manufacturer through a sales
rep (49%)

Directly from the manufacturer’s website (50%)

Directly from the manufacturer’s website (56%)

Directly from the manufacturer’s website (52%)

From a third-party retailer or e-tailer (48%)

Directly from the manufacturer’s website (45%)

Local computer stores (31%)

Local computer stores (52%)

Local computer stores (44%)

Local computer stores (38%)

33) How does your organization usually purchase PC, laptops and tablets?, Sample Size = 738 (Select up to 3 responses)




SMB PC, Laptop, and Tablet Purchase Channels

o"®
© ©

b U:SMVB Group

tionable Market Insight

by Industry

M Directly from the manufacturer’s (e.g. Dell, HP, Lenovo, etc.) website

From a third-party value-added reseller, consultant or managed service provider (MSP)

M From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)

= Don’t know
Retail

Professional Services (consulting, accounting, legal, etc.)
IT Services/technology/VAR/ systems integrator
Financial Services/Banking/ Insurance

Other

Manufacturing

Healthcare, Medical & Dental

Education

Personal Services (beauty, pet care, dry cleaning,...
Wholesale/Distribution
Construction/ Real Estate
Other (listed)

Hospitality (lodging, travel/transportation, casino, etc.)
NGO/Not for Profit

M Directly from the manufacturer (e.g. Dell, HP, Lenovo, etc.) through a sales rep (phone or in-person)

From a third-party retailer or etailer (e.g., Amazon, BestBuy, NewEgg, etc.)

M Local computer stores

m Other

I - 23% 58% | 03% _D2/% )

I 29% 44% 0% 0% )
559 | 37% 41% 0% 4
__________________62% | 36% 45% 0 09007
/5% | 38% 56% 6% 0%
_______________B59% | 41% 43% A /0%
I 33% 38% 0% 0%
I . 30% 28% HEE EEENIA%
I 25% 64% 11%379% /5%
______________57% | 47% 51% 6% 4% 6
I ) 30% 56% L 21% _33% )7
I - I 30% 44% L 27% __27/% )
9% I 36% 50% | 33% _____31% (7
I ERTN33% 27% HE - EETA13%%

33) How does your organization usually purchase PC, laptops and tablets?, Sample Size = 738 (Select up to 3 responses)
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Technology Infrastructure Purchase
Criteria and Channels




Importance of Purchasing Options for "
“ee® SMB Group
Infrastructure Solutions

B Very important B Somewhat important Neutral Not very important M Not important at all

Private cloud 11% 8% E

Financing 17% I
Public cloud 13% B2
Hardware as a service (HWaa$) 11%
Leasing 24% I
Refurbished 30% 29% g

Column %

36) When evaluating new servers, storage, networking, security, and other infrastructure solutions, how important are the following
purchasing options to your decision-making process? Very important, Sample Size = 738




“Very Important” Purchasing Criteria for -8

o™
“ «® SMB Group
Ve ry Im po rtant M Leasing M Financing Hardware as a service (HWaaS$) Refurbished ® Public cloud ® Private cloud
Private cloud
1,000-2,500... 45% 40% 15% 38% 49%
Financing  [ERRg 500-999 employees 40% 26% 44% 46%
250-499 employees 41% 20% 46% 52%

Public cloud 29%

41% i 38%  50% |
32% 27% 1197
7Y 18% 18% |

I 19% 3% e EY A

P ¥6% 25% |

$6%614% |

%% 56 %14%)|

26%

100-249 employees 32%

50-99 employees 24%

Hardware as a service

0,
(HWaas) R

18% 18%

20-49 employees
10-19 employees [P

Leasing 22% 5-9 employees

3-4 employees

Refurbished 2 employees

LI

1 employee

36) When evaluating new servers, storage, networking, security, and other infrastructure solutions, how important are the following purchasing options to your
decision-making process? Very important, Sample Size = 738 (Select up to 3 responses)




“Very Important” Purchasing Criteria for i
Infrastructure Technology by Industry

Very Important

M Leasing M Financing Hardware as a service (HWaa$) Refurbished  ® Public cloud  ® Private cloud
IT Services/technology/VAR/ systems integrator 3% 43% 34% 25% 42% 43%
Manufacturing 37% 51% 43% 22% 45% 51%
Financial Services/Banking/ Insurance 29% 40% 48% 26%
Other % % 19% 25% 10% 9%
Education 24% 2% 30% 17%
Wholesale/Distribution 23% % 53% 11 Yy 7
Other (listed) 22% 30% 16% 13% WX 35%
Healthcare, Medical & Dental 22% 41% VLN 28%  44% |

NGO/Not for Profit 0% 0% Wl WE%13%.  67% |

Retail 0% 8% 28%  13% PYi7ENNEET/N
Hospitality (lodging, travel/transportation, casino, etc.) |[IEFZNMPLYZ VAT 17% L 33% |

Construction/ Real Estate [NEIZEEYA 24% 67WZS7NNEET AN

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) [HEZEEIZA 22% 11%ENCT7N.Y 75

Professional Services (consulting, accounting, legal, etc.) TANFA12%%FANER

36) When evaluating new servers, storage, networking, security, and other infrastructure solutions, how important are the following purchasing options to
your decision-making process? very imp, Sample Size = 738 (Select up to 3 responses)




“Somewhat Important” Purchasing Criteria for ot
Infrastructure Technology e

Somewhat Important

M Leasing M Financing ' Hardware as a service (HWaaS) = Refurbished ® Public cloud ™ Private cloud

Private cloud 1,000-2,500 employees 34% 32% 45% 23% BEIV 40%
b 500-999 employees 32% 33% 42% 24% BRI 45%
Hardware as a service o
39% 250-499 employees 38%  32% 42% 29% BN 40%
(HWaas)
| 100-249 employees 43% 45% 40% 31% 37% 37%
Public cloud
° 50-99 employees 35% 35% 44% 33% 47% 43%
20-49 employees 32% 39% 50% 29% 43% 50%
10-19 employees |/ el 40%  15%0ElVz 45%
Loasi 5-9 employees ARV 31% 17%BeE 42%
easing b
| 3-4 employees SCA¥YA 44%  15%iEbz 44%
Refurbished m 2 employees (EYAWETAN 20% 22% el =Pk
1lemployee [PAZAEI0AN 26% 24% BEPYA 32%

36) When evaluating new servers, storage, networking, security, and other infrastructure solutions, how important are the following
purchasing options to your decision-making process? Somewhat important, Sample Size = 738 (Select up to 3 responses)
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“Somewhat Important” Purchasing Criteria for pldd
Infrastructure Technology by Industry

Somewhat Important

M Leasing M Financing Hardware as a service (HWaa$) Refurbished  ® Public cloud ™ Private cloud
Wholesale/Distribution 30% 32%
IT Services/technology/VAR/ systems integrator 41% 36% 36% 41%
Retail 39% 42% 47% 47%
Financial Services/Banking/ Insurance 21%  21%
Healthcare, Medical & Dental 34% 27%
Other (listed) 46% 29% 32% 43%
Manufacturing 37% 27% 31% 7%
Hospitality (lodging, travel/transportation, casino, etc.) 31% 26% 55% 8%
Education 45% aNkbZ  34% . 41% |
Professional Services (consulting, accounting, legal, etc.) 44% 17% 43% 50%
Construction/ Real Estate 51% 22% 40% 8%
NGO/Not for Profit 33% " ETAWI7E

36% 19% WWEYS 28%
25% WA 44%

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)
Other

36) When evaluating new servers, storage, networking, security, and other infrastructure solutions, how important are the following
purchasing options to your decision-making process? Somewhat imp, Sample Size = 738 (Select up to 3 responses)
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Infrastructure Purchase Channels “..'sMB Group

tionable Market Insight

Directly from the infrastructure vendor’s (e.g. Amazon Web Services,
Dell, Crowdstrike, etc.) through a sales rep (phone or in-person)

Directly from the infrastructure vendor’s (e.g. Amazon Web Services,
Dell, CrowdStrike, etc.) website

From a third-party retailer or etailer (e.g., Amazon, BestBuy, Newegg,
etc.)

From a third-party value-added reseller, consultant or managed service
provider (MSP)

From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)
Local computer stores
Don’t know

Other

35) How does your organization usually purchase servers, storage, networking, security, and other infrastructure solutions (for on premise
and/or cloud deployment)?, Sample Size = 738 (Select up to 3 responses)
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Infrastructure Purchase Channels by Employee Size:-“svecw

H Directly from the infrastructure vendor’s (e.g. Amazon Web Services, Dell, CrowdStrike, etc.) website

M Directly from the infrastructure vendor’s (e.g. Amazon Web Services, Dell, Crowdstrike, etc.) through a sales rep (phone or in-person)
From a third-party value-added reseller, consultant or managed service provider (MSP)
From a third-party retailer or etailer (e.g., Amazon, BestBuy, Newegg, etc.)

B From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)

M Local computer stores

= Don’t know

m Other
1,000-2,500 employees I 45% 28% I
500-999 employees By ] 41% 35% |
250-499 employees . B% | 42% 26% .
100-249 employees I 36% 34% ]
50-99 employees . B5% | 36% 35% [
20-49 employees I - E25% 36% | 4839% 5% WiV
10-19 employees  B8% | 30% 47%
5-9 employees 31% 40% T
3-4 employees N 22% 41% | 15%  19% WAZVS
2 employees 18% 44% [ 10%%
1 employee | D8%  wtA 30% 18% L 24% LRSS

35) How does your organization usually purchase servers, storage, networking, security, and other infrastructure solutions (for on premise
and/or cloud deployment)?, Sample Size = 738 (Select up to 3 responses)
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Infrastructure Purchase Channels by Employee Size"-stsexe

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

34

Directly from the infrastructure’s vendor through a sales From a third-party value-added reseller, consultant, or
rep (62%) managed services provider (45%)

Directly from the infrastructure’s vendor through a sales Directly from the infrastructure’s vendor’s website
rep (57%) (52%)

Directly from the infrastructure’s vendor through a sales Directly from the infrastructure’s vendor’s website
rep (61%) (60%)

Directly from the infrastructure’s vendor through a sales Directly from the infrastructure’s vendor’s website
rep (62%) (60%)

Directly from the infrastructure’s vendor through a sales Directly from the infrastructure’s vendor’s website
rep (55%) (51%)

Directly from the infrastructure’s vendor through a sales rep, From a distributor (43%)

From a third-party retailer or e-tailer (47%) Directly from the infrastructure’s vendor’s website

(40%)
Directly from the infrastructure’s vendor’s website (44%) From a third-party retailer or e-tailer (40%)
Directly from the infrastructure’s vendor’s website (56%) From a third-party retailer or e-tailer (41%)

Directly from the infrastructure’s vendor’s website, from a third-party retailer or e-tailer (44%)

Directly from the infrastructure’s vendor’s website (34%) From a third-party retailer or e-tailer (30%)

From a distributor (40%)

From a third-party value-added reseller, consultant, or managed
services provider (43%)

From a distributor (43%)

From a distributor (39%)

From a third-party value-added reseller, consultant, or managed

services provider, From a distributor (36%)

Directly from the infrastructure’s vendor’s website (39%)

Directly from the infrastructure’s vendor through a sales rep (38%)

Local computer stores (35%)

Directly from the infrastructure’s vendor through a sales rep, From a
third-party value-added reseller, consultant, or managed services
provider (22%)

Local computer stores (40%)

Directly from the infrastructure’s vendor through a sales rep, Don’t
know (28%)

35) How does your organization usually purchase servers, storage, networking, security, and other infrastructure solutions (for on premise
and/or cloud deployment)?, Sample Size = 738 (Select up to 3 responses)
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tionable Market Insight

Infrastructure Purchase Channels by Industry

H Directly from the infrastructure vendor’s (e.g. Amazon Web Services, Dell, CrowdStrike, etc.) website

M Directly from the infrastructure vendor’s (e.g. Amazon Web Services, Dell, Crowdstrike, etc.) through a sales rep (phone or in-person)
From a third-party value-added reseller, consultant or managed service provider (MSP)
From a third-party retailer or etailer (e.g., Amazon, BestBuy, Newegg, etc.)

H From a distributor (e.g. Ingram Micro, Tech Data, Synnex, etc.)

M Local computer stores

 Don’t know

m Other
Other D EN13% 0 25% - T 7e0ss
IT Services/technology/VAR/ systems integrator _______B55% | 36% 36% | 34% ik
Financial Services/Banking/ Insurance - B/% ] 36% 24% V755086
Manufacturing . 63% | 37% 24% NN - EOTAY
Personal Services (beauty, pet care, dry... I E22% 44% | 17% | 29% MLV
Wholesale/Distribution . 51% | 53% 55% L3200 | 21% (7
Professional Services (consulting, accounting,... I E31% 32% 6% A o
Healthcare, Medical & Dental I 31% 23% NN VETES06
Other (listed) I EE29% 41% IET 7N 892%
Education [ | | 42% 28% . 78
NGO/Not for Profit L 13%)] 40% 33% PN/ 139%%
Retail I 30% 44% 0% A
Hospitality (lodging, travel/transportation,... 529 | 38% 33% 0 6%
Construction/ Real Estate N . 29% 37% | B89 33% i/}

35) How does your organization usually purchase servers, storage, networking, security, and other infrastructure solutions (for on premise
and/or cloud deployment)?, Sample Size = 738 (Select up to 3 responses)
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Post-Purchase Communication and
Service Preferences
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Preferences for Ongoing Vendor Communications “-“sveeow

Customer portals that provide account info, blogs, articles and other
resources

Email newsletters

Community forums where you can interact with other customers
and the company

Webinars and live streams

SMS and messaging App (e.g. WhatsApp, Telegram, etc.)

Push notifications via mobile apps or web browsers

Social media (e.g., Twitter, LinkedIn, Facebook, etc.)

Other

37) What are the top ways you prefer to receive ongoing communications from technology vendors?, Sample Size = 738 (Select up to 3 responses)




“

Preferences for Ongoing Vendor Communications . :g““ﬁv;mup
by Employee Size |

B Email newsletters M Social media (e.g., Twitter, LinkedIn, Facebook, etc.)

Push notifications via mobile apps or web browsers Webinars and live streams
B Customer portals that provide account info, blogs, articles and other resources B Community forums where you can interact with other customers and the company
1 SMS and messaging App (e.g. WhatsApp, Telegram, etc.) m Other

1,000-2,500 employees 19% 40% L 6e% 4 LU
500-999 employees 31% 39% I I N NE2%ems
250-499 employees 30% 34% L B0% 3% L L
100-249 employees 28% 30% I NN T sy
50-99 employees 35% 40% A6 33% L
20-49 employees I el 9% 29% I < TERRETE7EERN 2%,

26% 28% (NN D wo26% 4%
25%  15% I BEEmNTE 27% 6%

19% 33% N EEEENNEAN 26% 0 7%
16% 40% L A8 30% B A
22% 32% N EmNwr7EE 26% 6%

10-19 employees
5-9 employees
3-4 employees

2 employees

1 employee

37) What are the top ways you prefer to receive ongoing communications from technology vendors?, Sample Size = 738 (Select up to 3 responses)




Preferences for Ongoing Vendor Communications . - :

by Employee Size

1,000-2,500
500-999
250-499
100-249
50-99

20-49

10-19

5-9
34
2

1

Customer portals (66%)
Customer portals (56%)
Customer portals (60%)
Customer portals (54%)
Email newsletters (51%)
Email newsletters (50%)

Email newsletters (68%)

Email newsletters (69%)
Email newsletters (67%)
Email newsletters (68%)

Email newsletters (70%)

Community forums (47%)
Community forums (42%)
Community forums (43%)
Community forums (48%)

Customer portals (47%)

©

e
“¢ ® SMB Group

Webinars and live streams (40%)
Webinars and live streams (39%)
Email newsletters (37%)

SMS and messaging apps (41%)

Webinars and live streams (40%)

Social media, customer portals (46%)

Customer portals (60%)

Customer portals (50%)
Customer portals (44%)
Customer portals (48%)

Customer portals (46%)

Webinars and live streams, community
forums (28%)

SMS and messaging apps (27%)
Webinars and live streams (33%)
Webinars and live streams (40%)

Webinars and live streams (32%)

37) What are the top ways you prefer to receive ongoing communications from technology vendors?, Sample Size = 738 (Select up to 3 responses)

G sE ISR



Preferences for Ongoing Vendor Communications . L
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by Industry

M Email newsletters
Push notifications via mobile apps or web browsers

B Customer portals that provide account info, blogs, articles and other resources

M SMS and messaging App (e.g. WhatsApp, Telegram, etc.)

Other

Hospitality (lodging, travel/transportation, casino, etc.)
Construction/ Real Estate

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)
Other (listed)

Professional Services (consulting, accounting, legal, etc.)
Retail

Manufacturing
Education
IT Services/technology/VAR/ systems integrator
Wholesale/Distribution
Healthcare, Medical & Dental
NGO/Not for Profit

Financial Services/Banking/ Insurance

M Social media (e.g., Twitter, LinkedIn, Facebook, etc.)

Webinars and live streams
m Community forums where you can interact with other customers and the company

m Other

31% 19% "I I EENT9%0%

26% 17% I ERNIE7EETT29% 0%

27% 35% I - o7 N3 2 VN5,

19% 33% I

22% 37% NN W71 %05,

20% 36% I Y7 TT28% 6%

I 27 % 30% N < EYI7TTN39% 0%

NNV yL7317 % N33% - N - I 35 6N0%,
20% 32% 37% I TN ET20%0%

34% 46% 26% NN =~ NN ETTE3T%Y%

28% 38% < HEEEE  EERRNETI7EERNTTTA9 %%

2% 47% L B5% A99% | iAo
60% I R0 %T%

24% N T T

36%

37) What are the top ways you prefer to receive ongoing communications from technology vendors?, Sample Size = 738 (Select up to 3 responses)




Preferences for Engaging with Vendors to Resolve .
° “ «¢ SMB Group
Service Issues
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Phone Support 51%
Live chat support 46%
Help desks and support ticket systems 40%
On-site support 38%
Remote desktop assistance 34%
Support within the application 33%
Knowledge bases and FAQs 21%
Community forums 14%

Other |
J

38) What are the top ways that you prefer to engage with technology vendors to resolve service issues?, Sample Size = 738 (Select up to 3 responses)




Preferences for Engaging with Vendors to Resolve
Service Issues by Employee Size

M Help desks and support ticket systems M Live chat support Phone Support
Remote desktop assistance B Knowledge bases and FAQs B Community forums
= On-site support m Support within the application Other

1,000-2,500 employees 40% 40% 34% 17% %

500-999 employees | 439 | 43% 34% 25% | 20% %

250-499 employees 44% 30% AN 46% L 43% 0%
100-249 employees . sy | 41% 34% FEANETA S 36% A% 1%
50-99 employees . ms% | 45% 34%  HEEANNEEZN36% T IN29%m0
20-49 employees [ ] 46% 61%
10-19 employees [ 66% 30% EZFEATTU51% T IN26%N0%
5-9 employees 69% 42% FETZL/17135% 1 IN239%610%
3-4 employees [ 59% 30% EEIANEZ 37% 0 19%0%
2 employees | BA% 78% LU0 18% 6% 1%
1 employee [ 68% 38%  WEAAY  34% | 28% 0%

o @
o e

;y ,,°°SMB Group

tionable Market Insight

38) What are the top ways that you prefer to engage with technology vendors to resolve service issues?, Sample Size = 738 (Select up to 3 responses)




Preferences for Engaging with Vendors to Resolve . ::
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Service Issues by Employee Size

1,000-2,500

500-999
250-499
100-249
50-99
20-49
10-19
5-9

3-4

2

1

Help desks and support ticket systems
(49%)

Live chat support, Phone support (43%)
On-site support (46%)

Live chat support (45%)

Live chat support (48%)

Remote desktop assistance (61%)
Phone support (66%)

Phone support (69%)

Phone support, live chat support (59%)
Phone support (78%)

Phone support (68%)

Phone support, Remote desktop assistance (40%)

Help desks and support ticket systems (41%)
Phone support (44%) Support within application (43%)
Help desks and support ticket systems, support within application (42%)
Help desks and support ticket systems, phone support (45%)
Live chat support (54%) Phone support (46%)
Live chat support, support within application (51%)
Help desks and support ticket systems, remote desktop assistance (42%)
On-site support (37%)
Live chat support (54%) Help desks and support ticket systems (32%)

Live chat support (56%) Remote desktop assistance (38%)

38) What are the top ways that you prefer to engage with technology vendors to resolve service issues?, Sample Size = 738 (Select up to 3 responses)
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Preferences for Engaging with Vendors to Resolve . e o
Service Issues by Industry '“

H Help desks and support ticket systems M Live chat support Phone Support
Remote desktop assistance B Knowledge bases and FAQs B Community forums
1 On-site support m Support within the application Other

Wholesale/Distribution 57% 28% ENEAEWEATTT45%TINE0%10%
Education 46% 34% WA A5% T N2T7%0%
Financial Services/Banking/ Insurance 3% 52% | 24% 121% BRCHEZaNL) 7S
Retail A7 % 31% WPEZAEZTTNA2%IN33%00%
IT Services/technology/VAR/ systems integrator N ENA2% L 28%  26% %
Construction/ Real Estate . 52% | 63% 27% WETZEY/T40%  NE7%00%

s e 40% 33%  WRNETEITTNA0% T N27%0%
B 35% 41% PR 78 35% TINA1%M0%
| A5% 57% 38% TN/ N38% N26%00

NGO/Not for Profit
Manufacturing

Hospitality (lodging, travel/transportation, casino, etc.)

Professional Services (consulting, accounting, legal, etc.) | ] 54% 39%  EEFANDTT40% T 28%1%
Healthcare, Medical & Dental 56% 33% BIZST42% T N4A2% 2%
Other Bl 50% 38% HH - EEE/N31% IN31%10%
Other (listed) || 51% 35% EWAARECATT40%  INA1%2%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) I 64% 31% WEZENZ28% W25%0%

38) What are the top ways that you prefer to engage with technology vendors to resolve service issues?, Sample Size = 738 (Select up to 3 responses)
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Ways Vendors Can Better Support SMBs Post- i
Implementation "

tionable Market Insight

Easier access to customer support

Access to a dedicated account manager

Better training programs/resources

More proactive security monitoring and updates

Regular check-ins/feedback sessions

Better upgrade options

Other

39) What are the top ways technology vendors can better support your organization post-implementation to ensure ongoing satisfaction?
Sample Size = 738 (Select up to 3 responses)
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Ways Vendors Can Better Support SMBs Post- o

" .'SMB Group
Implementation by Employee Size
M Better training programs/resources B More proactive security monitoring and updates Access to a dedicated account manager
Easier access to customer support M Better upgrade options m Regular check-ins/feedback sessions
[ Other
1,000-2,500 employees . B53% | 60% 53%
500-999 employees 52% 48% L A
250-499 employees - 50% | 54% 43% L 34% ___45% ]
100-249 employees 56% 35% e
50-99 employees 54% 54%
20-49 employees 54% 54%
10-19 employees 53% 64% A
5-9 employees 71% LA
3-4 employees 48% 78%
2 employees 38% 66% G
1 employee 36% 64% I

39) What are the top ways technology vendors can better support your organization post-implementation to ensure ongoing satisfaction?
Sample Size = 738 (Select up to 3 responses)
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Implementation by Employee Size

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

Dedicated account manager (60%)

Better training, proactive security monitoring and updates, easier access to customer support
(53%)

Dedicated account manager, regular check-ins (52%) Easier access to customer support (48%)

Better training (55%) Dedicated account manager (54%) Proactive security monitoring and updates (50%)
Dedicated account manager (56%) Regular check-ins (51%) Proactive security monitoring and updates (50%)
Dedicated account manager, easier access to customer support (54%) Better training (52%)

Dedicated account manager, easier access to customer support (54%) Better training (50%)

Easier access to customer support (64%)
Easier access to customer support (71%)
Easier access to customer support (78%)
Easier access to customer support (66%)

Easier access to customer support (64%)

Dedicated account manager, regular check-ins (53%)

Regular check-ins (48%) Better training (46%)
Dedicated account manager (48%) Proactive security monitoring and updates (41%)
Regular check-ins (46%) Proactive security monitoring and updates (42%)
Better upgrade options (42%) Better training (40%)

39) What are the top ways technology vendors can better support your organization post-implementation to ensure ongoing satisfaction?
Sample Size = 738 (Select up to 3 responses)




Ways Vendors Can Better Support SMBs Post- i
Implementation by Industry

B More proactive security monitoring and updates

M Better training programs/resources Access to a dedicated account manager
M Regular check-ins/feedback sessions

Easier access to customer support M Better upgrade options

1 Other
Wholesale/Distribution 49% 57% 49% 45% VETZ30%
NGO/Not for Profit - 60% | 47% 33% o,
Construction/ Real Estate | 350 | 52% 56% 35% 46% 7
Professional Services (consulting, accounting, legal, etc.) L B50% | 48% 48% 0% 4% %
IT Services/technology/VAR/ systems integrator . B53% | 45% 43% 3%
Manufacturing  43% | 63% 45% A
Hospitality (lodging, travel/transportation, casino, etc.) . 45% | 40% 62% s
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) s el 36% 61% | #9%  39% A
Retail  45% | 56% 45% 6% 42% 6
Education 52% 51% oo
Healthcare, Medical & Dental 59% 59% . 30%  50% A
Other 38% 69% s
Other (listed) 46% 62% %
] 55% 55% 40% 43% Yo

Financial Services/Banking/ Insurance

39) What are the top ways technology vendors can better support your organization post-implementation to ensure ongoing satisfaction?

Sample Size = 738 (Select up to 3 responses)
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Methods and Metrics to Gauge
Success




Methods SMBs Use to Assess the Success of New . =
Technology Solutions "

tionable Market Insight

Formal measurement programs using analytics tools (e.g.,
measuring return on investment, key performance indicators

Post-implementation review meetings

Internal audits or reviews

Informal user feedback

User adoption and utilization rates

Structured user feedback/metrics programs

Benchmarking against industry standards

Don’t know

40) What methods does your organization use to assess the success or impact of a new technology solution within your organization?
Sample Size = 738 (Select all that apply)



Methods SMBs Use to Assess the Success of New . <

“..*'SMB Group
Technology Solutions by Employee Size
m Informal user feedback B Structured user feedback/metrics programs Formal measurement programs using analytics tools
Benchmarking against industry standards M Internal audits or reviews B User adoption and utilization rates
1 Post-implementation review meetings m Don’t know
1,000-2,500 employees 74% 34% HEE - IEERNEITINTA0% 2%
500-999 employees 56% 41% | 29%  33% LRSI
250-499 employees 62% 41% I
100-249 employees 60% 36% | BO%  34% B A
50-99 employees 52% 7B 40% 23% BV )
20-49 employees [FVNNET 54% 21% N EERNNFTT7EE 39% 1%

30% 21% Il NN B 0% 11%
27%  21% I EEETAN 2% 6%
30% 2% Il BEETE e 30%  11%

26% 22% I N W 32% 12%

2% 1%l BN B 28% | 24%

10-19 employees
5-9 employees
3-4 employees

2 employees

1 employee

40) What methods does your organization use to assess the success or impact of a new technology solution within your organization?,
Sample Size = 738 (Select all that apply)



Methods SMBs Use to Assess the Success of New . =
Technology Solutions by Employee Size

Actionable Market Insight

1,000-2,500 Formal measurement programs using analytics tools Post-implementation review meetings (40%) Structured user feedback programs, internal audits (38%)
(74%)

500-999 Formal measurement programs using analytics tools Post-implementation review meetings (42%) Structured user feedback programs, benchmarking against industry
(56%) standards (41%)

250-499 Formal measurement programs using analytics tools Benchmarking against industry standards (41%) Internal audits (40%)
(62%)

100-249 Formal measurement programs using analytics tools Post-implementation review meetings (46%) Internal audits (39%)
(60%)

50-99 Formal measurement programs using analytics tools Post-implementation review meetings (47%) Informal user feedback (44%)
(52%)

20-49 Formal measurement programs using analytics tools Post-implementation review meetings, internal audits (39%)
(54%)

10-19 Informal user feedback (49%) Post-implementation review meetings (40%) User adoption and utilization rates, internal audits (32%)

5-9 Informal user feedback (56%) Post-implementation review meetings (42%) Internal audits (35%)

3-4 Informal user feedback (59%) Internal audits (37%) User adoption or utilization rates (33%)

2 Informal user feedback (52%) Internal audits (36%) User adoption or utilization rates, post-implementation review

meetings (32%)

1 Internal audits, user adoption and utilization rates (34%) Informal user feedback (30%)

40) What methods does your organization use to assess the success or impact of a new technology solution within your organization?,
Sample Size = 738 (Select all that apply)




o"®

Methods SMBs Use to Assess the Success of New . =
Technology Solutions by Industry

B Informal user feedback W Structured user feedback/metrics programs Formal measurement programs using analytics tools

Benchmarking against industry standards H Internal audits or reviews B User adoption and utilization rates

[ Post-implementation review meetings m Don’t know
Retail 45% 28% MM - IEENNEETSNTTN39% 0%
Wholesale/Distribution 66% 26% M - IEEENNEyI7EENTTN38% 0%

41% 27% "W 7NN 5 1% s
31%  19% = WEWPIZEC 44% 0 7%

Construction/ Real Estate

Personal Services (beauty, pet care, dry cleaning,...

Other (listed) 35% 43% 27% < EEVI7ENNEE7IN T A1% 8%
NGO/Not for Profit 20% 67% 13% Y790 N33% I%
Professional Services (consulting, accounting, legal,... 37% 32%  IES7NEENNEVIZINTT A% 0%
IT Services/technology/VAR/ systems integrator L 32% | 51% 43% e 3% 7%
Hospitality (lodging, travel/transportation, casino,... 55% 24% e 43% 0 2%
Education [ | 61% 21%
Healthcare, Medical & Dental 58% 36%
Financial Services/Banking/ Insurance 55% 50% | 29% | 38% VLT
Manufacturing 53% 43% | W99 | 39% LA L

40) What methods does your organization use to assess the success or impact of a new technology solution within your organization?,
Sample Size = 738 (Select all that apply)




Methods SMBs Use to Assess the Success of New . =
Technology Solutions by Industry "

tionable Market Insight

B Informal user feedback W Structured user feedback/metrics programs

Other 0% %
Retail I — v 7
Wholesale/Distribution . 30% |
Construction/ Real Estate . 33% |
Personal Services (beauty, pet care, dry cleaning,...
Other (listed) . 35% |
NGO/Not for Profit 0% |
Professional Services (consulting, accounting, legal,...
IT Services/technology/VAR/ systems integrator . 32% |
Hospitality (lodging, travel/transportation, casino,... % %
Education 2% |
Healthcare, Medical & Dental % ]
Financial Services/Banking/ Insurance % 6%
Manufacturing 16% 29%

40) What methods does your organization use to assess the success or impact of a new technology solution within your organization?,
Sample Size = 738 (Select all that apply)



Metrics SMBs Use to Measure How Well a New . =
Technology Solution Works

tionable Market Insight

Achievement of specific project goals (e.g., increased customer
satisfaction, increase in sales, compliance with regulations, etc.)

Increase in productivity

Ease of integration with existing systems

Improved user satisfaction

Reduced operational costs

Time it takes to get up and running

Fewer errors

Don’t know [E¥/4

41) What metrics does your organization typically use to measure how well a new technology solution is working for your organization?
Sample Size = 738 (Select all that apply)
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Metrics SMBs Use to Measure How Well a New . =
Technology Solution Works by Employee Size

M Increase in productivity B Reduced operational costs Fewer errors
Improved user satisfaction B Achievement of specific project goals B Ease of integration with existing systems
= Time it takes to get up and running m Don’t know

1,000-2,500 employees 11% 53% L B6%W B85 LAV
500-999 employees 29% 41% L B9% W% RS
250-499 employees 20% 50% [ B9% B9 B ehba A
100-249 employees 19% 44% L B6% BP9 kA
50-99 employees 51% 37% [ 32% 2%
20-49 employees 29% 46% L B0% 439 =l
10-19 employees 26% 53% s 3% 6%
5-9 employees L B8% 38% 54% T 7 29% A%
3-4 employees I 26% 52% L 30% | 30% BeyrS ]
2 employees 38% 52% | 36% | 28%  BNEpIA Y
1 employee 50% 42% L 32% | 32% B ehPA

41) What metrics does your organization typically use to measure how well a new technology solution is working for your organization?
Sample Size = 738 (Select all that apply)
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Metrics SMBs Use to Measure How Well a New . &
Technology Solution Works by Employee Size “

tionable Market Insight

1,000-2,500 Achievement of specific project goals (66%) Ease of integration (55%) Improved user satisfaction (53%)

500-999 Achievement of specific project goals (59%) Increase in productivity (49%) Ease of integration (47%)

250-499 Achievement of specific project goals (69%) Ease of integration (52%) Improved user satisfaction (50%)

100-249 Achievement of specific project goals (56%) Ease of integration (52%) Increase in productivity (51%)

50-99 Increase in productivity (60%) Fewer errors, ease of integration (51%)

20-49 Achievement of specific project goals (50%) Improved user satisfaction (46%) Increase in productivity, ease of integration (43%)
10-19 Improve user satisfaction (53%) Increase in productivity, ease of integration (47%)

5-9 Increase in productivity (60%) Improved user satisfaction (54%) Reduced operational costs, fewer errors (38%)
3-4 Reduced operational costs (59%) Increase in productivity (56%) Improved user satisfaction (52%)

2 Improved user satisfaction (52%) Increase in productivity (44%) Fewer errors (38%)

1 Fewer errors (50%) Increase in productivity (44%) Improved user satisfaction (42%)

41) What metrics does your organization typically use to measure how well a new technology solution is working for your organization?
Sample Size = 738 (Select all that apply)
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Metrics SMBs Use to Measure How Well a New . =
Technology Solution Works by Industry

B Reduced operational costs Fewer errors

M Increase in productivity

Improved user satisfaction B Achievement of specific project goals M Ease of integration with existing systems

= Time it takes to get up and running m Don’t know

Construction/ Real Estate 32% 59% [ 35% 5%
Wholesale/Distribution 23% 53% I DN TT34%00%
Professional Services (consulting, accounting, legal, etc.) 39% 43% Il
Hospitality (lodging, travel/transportation, casino, etc.) 31% 43% I N mTT31%00%
Other (listed) I E32% 38% I

27% 52% B9 49% __ Lkpsid

23% 7739% HEEE . NN T2y
Y173 19 % 38 %I - I - 3670
36% 50% .

25% 58% .
32% 39% "W EEEEENEY7ENN33%M5%

31% 51% L BI% | 53% b oLyl
20% 733% NN NN EmTmmme0% %

Education

Retail

Financial Services/Banking/ Insurance

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)
Healthcare, Medical & Dental

IT Services/technology/VAR/ systems integrator
Manufacturing

NGO/Not for Profit

41) What metrics does your organization typically use to measure how well a new technology solution is working for your organization?
Sample Size = 738 (Select all that apply)



Factors Influencing Contract Renewal/Termination oy
. o Sioun
Decisions with Technology Vendors

m Strongly influences B Somewhat influences Minimally influences Does not influence H Don't know

The quality of customer support provided 9% 2'.%

10%1%

The degree to which the solution helps us to meet our goals

The cost of the solution relative to budget 11% 35{

The vendor's ability to meet contractual obligations, SLAs, etc. 12% 4‘%§

The vendor's responsiveness to our feedback 10%2‘.’%

The availability of better alternatives 16% 399

Column %

42) To what extent do the following factors influence your organization’s decision to renew or terminate a contract with a technology vendor? Strongly influences
, Sample Size =738



Factors “Strongly” Influencing Contract RenewaI/TerminatiQUru!{ - oo
Decisions with Technology Vendors

nnnnnnnnnnnnn ket Insight

Strongly Influences

The quality of customer support provided 52%
The degree to which the solution helps us to meet our goals 52%
The vendor's adherence to security standards 49%
The cost of the solution relative to budget 48%
The vendor's ability to meet contractual obligations, SLAs, etc. 44%
The vendor's responsiveness to our feedback 43%
The solution's ability to scale as we grow 38%
The vendor's ability to innovate 33%
The availability of better alternatives 33%

The alignment of vendor values and ethics with our own 29%

42) To what extent do the following factors influence your organization’s decision to renew or terminate a contract with a technology vendor? Strongly influences
Sample Size = 738
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Factors “Strongly” Influencing Contract RenewaI/Terminatiqr!{ ;AII;GmUp
Decisions with Technology Vendors by Employee Size

Strongly Influence

B The degree to which the solution helps us to meet our goals B The cost of the solution relative to budget

The quality of customer support provided The vendor's ability to meet contractual obligations, SLAs, etc.
B The availability of better alternatives B The vendor's responsiveness to our feedback
1 The vendor's ability to innovate m The vendor's adherence to security standards

The alignment of vendor values and ethics with our own The solution's ability to scale as we grow

1,000-2,500 employees
500-999 employees

53% 55% EYL7ET 7 36% NS5 7 %N 43% 55%
9% 51% 40% 50% 63 %MN  36% 53%

250-499 employees 58% 55%  IESTZENNYI7NTTA2% T IINSA%MN 41% 50%
100-249 employees 54% 48%  EEZZNNNST7 T 35% INA8% WM 33% 43%
50-99 employees 48% 37%  WETRNEVEZANT32% WNAA%N 23%  34%
20-49 employees 57% 36% ESZNNEZAN32% IN50%M14%21%
10-19 employees L B0% 62% 43% 26%  40%
5-9 employees 54% 35% PN17% 0 46%"15%19%

N - N 30%  26% ERZNEVIZN19%NA8% NN 22%15%
BN e 2% 34% EENZENETT7IN 22% W36% W1 4%4.4%
AN ETT40%N32% N R I36%M14%4%

3-4 employees
2 employees

1 employee

42) To what extent do the following factors influence your organization’s decision to renew or terminate a contract with a technology




Factors “Strongly” Influencing Contract Renewal/Termination: :

Decisions with Technology Vendors by Employee Size

“e «® SMB Group

tionable Market Insight

1,000-2,500

500-999

250-499

100-249

50-99

20-49

10-19

5-9

3-4

The degree to which the solution helps us meet our goals, vendor’s adherence to security standards The solution’s ability to scale, vendor’s ability to meet

(57%)

Vendor’s adherence to security standards (63%)

Quality of customer support provided (58%)

Quality of customer support provided (54%)

Quality of customer support provided (48%)

Quality of customer support provided (57%)

Quality of customer support provided (62%)

The degree to which the solution helps us meet
our goals (58%)

The degree to which the solution helps us meet
our goals (67%)

contractual obligations (55%)

The degree to which the solution helps us meet Cost of the solution relative to budget (54%)
our goals (56%)

Vendor’s ability to meet contractual obligations Vendor’s adherence to security standards (54%)
(55%)

Vendor’s ability to meet contractual obligations, vendor’s adherence to security standards (48%)

The degree to which the solution helps us meet Cost of the solution relative to budget, vendor’s adherence
our goals (47%) to security standards (44%)

The degree to which the solution helps us meet our goals, vendor’s adherence to security standards (50%)

Cost of the solution relative to budget (60%) The degree to which the solution helps us meet our goals
(55%)

Quiality of customer support, vendor’s responsiveness to feedback (54%)

Cost of the solution relative to budget, vendor’s adherence to security standards (48%)

The degree to which the solutions helps us meet our goals, cost of the solution relative to budget, quality of customer support (52%)

The degree to which the solution helps us meet
our goals (50%)

Cost of the solution relative to budget (44%) Quality of customer support (40%)

42) To what extent do the following factors influence your organization’s decision to renew or terminate a contract with a technology

vendor? Strongly influence, Sample Size = 738 e T —



Factors “Strongly” Influencing Contract RenewaI/Terminatiqngi ;AiI;Gmup
Decisions with Technology Vendors by Industry

Strongly Influence

M The degree to which the solution helps us to meet our goals M The cost of the solution relative to budget The quality of customer support provided

The vendor's ability to meet contractual obligations, SLAs, etc. B The availability of better alternatives B The vendor's responsiveness to our feedback

1 The vendor's ability to innovate m The vendor's adherence to security standards The alignment of vendor values and ethics with our own

The solution's ability to scale as we grow

Manufacturing Bl B 53% 55%  IEVF/SENNVE/SNTA5% W65 %M 43%  45%
NGO/Not for Profit 67% 73% O/ NEET7 0% N7 3% 33% 27%
Professional Services (consulting, accounting, legal, etc.) - EN57% 43%  WPESARTYE/SN24% 0N A8% 1 8%28%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) B W 47%  31% PEVAEN- - EN25%W42%W 36% 25%
Hospitality (lodging, travel/transportation, casino, etc.) Y 73 55% 55% = 7ERZENT0729% W57 %M 29%  38%
Retail N . 1% 36% EXZANELI7M33% WA8% ™ 34% 33%
Construction/ Real Estate 78 60% 49% = IEV/IENNET7SN38% WA0%N21% 38%
Other Bl W31%19%E - WEA31% M38%13%5%

s 50% 47% ENVARYE/AN 34% WN53%00 30%  50%
70 57% 48% EEYNCT7AN 38% W43%W 31%  52%
B W 44%  38% PEVANI7M25%IN52%W022% 38%
VG738 46%  44% PRSARETI/31% IN51%W18% 38%
Wholesale/Distribution | B 49% 45% < IET/SRNT07MT40% W38 %M 36%  40%
IT Services/technology/VAR/ systems integrator IWE7E 45%  43% IEZENCZT39% WN50%M 42% 38%

42) To what extent do the following factors influence your organization’s decision to renew or terminate a contract with a technology vendor? strongly infl., Sample
158

Healthcare, Medical & Dental
Financial Services/Banking/ Insurance
Other (listed)

Education




Frequency of Posting Reviews/Rating of Technology £
Solutions on Online Forums |

B More than twice a year B One to two times a year I Less than once a year " Never

1,000-...
More than twice a year
500-999...

26% 11%

12% 14%
| 250-499... 13% 11%
One to two times a year 100-249... 14% 12%
] 50-99... 11% 21%
Less than once a year 20-49.- —
10-19... 30%
| 5-9... 44%
Never m 3-4... 37%
2... A 20% 50%
1 employee [l S0l 34% 46%

43) How often do you post reviews/ratings of technology solutions on online forums? Sample Size = 738




Frequency of Posting Reviews/Rating of Technology : -
Solutions on Online Forums by Industry

B More than twice ayear B One to two times a year Less than once a year Never
IT Services/technology/VAR/ systems integrator 38% 38% 13% 11%
Financial Services/Banking/ Insurance 33% 33% 12% 21%
Hospitality (lodging, travel/transportation, casino, etc.) 29% 38% 21% 12%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 28% 25% 14% 33%
Wholesale/Distribution 28% 45% 17% 11%
Other 25% 25% 19% 31%
Healthcare, Medical & Dental 23% 34% 13% 30%
Manufacturing 22% 55% 10% 12%
Construction/ Real Estate 21% P 29% 22%
Retail 17% 45% 8% 30%
Other (listed) 16% 30% 25% 29%
Education 13% 52% 20% 15%
Professional Services (consulting, accounting, legal, etc.) 11% 31% 24% 33%
NGO/Not for Profit [z 27% 20% 47%

43) How often do you post reviews/ratings of technology solutions on online forums?, Sample Size = 738




Actionable Market Insight

Demographics




Employee Size Distribution

1,000-2,500 employees
500-999 employees
250-499 employees
100-249 employees
50-99 employees
20-49 employees
10-19 employees

5-9 employees

3-4 employees

2 employees

1 employee

3) How many full-time employees, including yourself, work in your organization (not including external contractors)?, Sample Size = 738

6%
14%
17%
17%
12%
4%
6%
7%
4%
7%
7%

@ L
o (%
* e
“ «® SMB Group

tionable Market Insight




Industry Distribution “..sMB Group

Professional Services (consulting, accounting, legal, etc.) 12%
Education 10%
IT Services/technology/VAR/ systems integrator 10% Note: Sample sizes were /OWfOf'
Other (listed) 9% <~ some industries specifically listed
Retail 9% on the survey. These are grouped
Construction/ Real Estate 9% together in “Other (listed)”:
Healthcare, Medical & Dental = Total respondents for “Other (listed): 63
Manufacturing 7% » Utilities/Communications/Telecom: 7
Hospitality (lodging, travel/transportation, casino, etc.) 6% ’ Min.ing: 4
Agriculture: 13
Wholesale/Distribution 6% « Independent Software Vendor
Financial Services/Banking/ Insurance 6% (ISV)/Developer: 8
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 5% * Government (fedeml and State): 13

* Life Science: 6
Other 2% * Media: 12

NGO/Not for Profit 2%

4) Which of the following best describes the industry in which your organization operates?, Sample Size = 738




e °
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Industry Distribution by Employee Size L L

M Financial Services/Banking/ Insurance B Manufacturing
Healthcare, Medical & Dental IT Services/technology/VAR/ systems integrator
B Professional Services (consulting, accounting, legal, etc.) B Education
1 Construction/ Real Estate M Retail
Wholesale/Distribution NGO/Not for Profit
m Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 1 Hospitality (lodging, travel/transportation, casino, etc.)
Other (listed) Other
1,000-2,500 employees 15% 21% D% 21% 2008 0 6% 0%
500-999 employees 11% 23% D% 16% 4% 4% 7% 10% 1%
250-499 employees 10% 10% A 15% 12%  3%EDATE 9% 0%
100-249 employees 12% 8% 7% 10% 10%  3%%L 0T 6% 2%

8% 15% 9% 4% 19 11% 2%
21% 7% AR TS 7% 0%
2% 15% 4% 6% 20NN 11% 2%
8% 4% 23% 0% 8% 20T 4% 6%
4% 19% 0% 4% 19% 0 19% 7%
8% 6% 18% 2% 4% 12% 240 6% 8%

2R % 42% 2% 10% s 8% 0%

4) Which of the following best describes the industry in which your organization operates?, Sample Size = 738

50-99 employees
20-49 employees
10-19 employees

5-9 employees
3-4 employees 0
2 employees

1 employee



Respondents’ Level of Decision-Making for el
Purchasing Technology Solutions

m Sole decision-maker

Influence / M Joint decision-maker

recommend
but not a Influence / recommend but not a decision-maker
decision-

maker, 3%

1,000-2,500 employees 55% 34% 11%
Joint 500-999 employees 71% 26% 3%
mc:i(::jozg% 250-499 employees 74% 24% %
100-249 employees U 20% &%

50-99 employees 58% 35% 7%
Sole 20-49 employees 64% 36% 7
By 10-19 employees 62% 38% %

maker, 69%

5-9 employees 60% 40% Db
3-4 employees 70% 30% Do
2 employees 60% 40% Do
1 employee 98% 0%

1) Which of the following best describes your decision-making level for selecting and/or purchasing technology solutions for your organization?, Sample Size = 738
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Respondents’ Level of Decision-Making for el
Purchasing Technology Solutions by Industry "

M Sole decision-maker

M Joint decision-maker Influence / recommend but not a decision-maker

Retail 81% 16% 78
Financial Services/Banking/ Insurance 81% 17% ¥4
IT Services/technology/VAR/ systems integrator 78% 22% %
Professional Services (consulting, accounting, legal, etc.) 74% 24% %
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 72% 25% 3%
Construction/ Real Estate 71% 27% %
Healthcare, Medical & Dental 69% 30% %
Wholesale/Distribution 68% 28% A%
Hospitality (lodging, travel/transportation, casino, etc.) 64% 31% 5%
Manufacturing 63% 33% 4%
Other (listed) 59% 37% 5%
Education 58% 39% 8%
NGO/Not for Profit 53% 20% 27%
Other 50% 50% 7

1) Which of the following best describes your decision-making level for selecting and/or purchasing technology solutions for your organization?, Sample Size = 738
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Respondent Role “..sMB Group

Owner/President/Chief ®m Owner/President/Chief Executive Officer (CEO) M Partner
Executive Officer (CEO) Chief Information Officer (CIO) Chief Financial Officer (CFO)
VP/Director/Manager for line M Chief Operating Officer (COO) m Chief Technology Officer (CTO)
of business (LOB, e.g., sales,... = Controller m VP/Director/Manager for line of business
VP/Director/Manager VP/Director/Manager Information Technology (IT) Treasurer
Information Technology (IT)
1,000-2,500... 13% 4% A% 4% 40%
Partner
500-999 employees 16% 207982 %5% N/ P 31%
Chief Technology Officer (CTO) 250-499 employees 18% 39N LNV N 4% 9% 20%

100-249 employees 25% 6% LSS 9% 6% 15% 2%

Chief Operating Officer (COO) 50-99 employees 20% 11% YW 8% 2% 14% 1%

20-49 employees 68% 4% 7% 4%
Chief Information Officer (CIO)

10-19 employees 60% (ET7 0 252 % 6% 6% 2%
Controller 5-9 employees 71% 13% 2% 6%
3-4 employees 78% 22%

Chief Financial Officer (CFO

(CFo) 2 employees 78% 16% ) BB%

1 employee 98% 2%

Treasurer

2) Which of the following best describes your role in your organization?, Sample Size = 738
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Respondent Role by Industry "5 Group

m Owner/President/Chief Executive Officer (CEQ)
Chief Information Officer (CIO)

B Chief Operating Officer (COO)

= Controller

VP/Director/Manager Information Technology (IT)

Professional Services (consulting, accounting, legal, etc.)
Construction/ Real Estate

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)
Retail

Other (listed)

Financial Services/Banking/ Insurance
Wholesale/Distribution

Healthcare, Medical & Dental

Hospitality (lodging, travel/transportation, casino, etc.)
IT Services/technology/VAR/ systems integrator
Manufacturing

Education

NGO/Not for Profit

M Partner
Chief Financial Officer (CFO)
H Chief Technology Officer (CTO)

m VP/Director/Manager for line of business (LOB, e.g., sales, marketing, HR, etc. )

Treasurer
70% 70 939N I0% D%
62% 57 2T 1PY%NI3% M 10% 0%
61% 14% 6%0E13%INT1%N0%%
55% (7B OET7E0%N22% N 6%0%
33% 778 5% 3%X%Y/ 6% N22% 17% 3%
33% s 17% 12% 0%
32% 9% Fbi14% 13% 690%
28% 8% elvb 11% 15% BV vl 19% 0%
24% Vi78 5% 7% F72% NS 10% 2%
21% 78 4% 4% 7EEY /M0 %N 1A% 36% 0%
18% T 8% A% MENA 7] 6% 29 16% 0%
(ET7MEY. 7% 4% WE7EEV 2 37 38% 1%
7% 0%A710} /7% 073807 20% 0%

2) Which of the following best describes your role in your organization?, Sample Size = 738




Goods/Services SMBs Provide

Services from a
commercial
location(s)

Products /physical
goods from a
commercial
location(s)

Products/physical
goods from a
website(s)

Services from a
website(s)

B

1,000-2,500 employees

500-999 employees
250-499 employees
100-249 employees
50-99 employees
20-49 employees
10-19 employees
5-9 employees

3-4 employees

2 employees

1 employee

m Products /physical goods from a commercial location(s)

B Products/physical goods from a website(s)

Services from a commercial location(s)

Services from a website(s)

18%

40%

31%
41%

32%

45%

18%

44) Which of the following does your organization provide?, Sample Size = 738 (Select all that apply)

27%

26%

21%

46%

54%

51%

53%

41%

46%

32%

30%
38% 25%
46%
52% 29%
45% 26%
61% 21%
23%
15%
22%
24%

30%

»ice®
“ «® SMB Group




Goods/Services SMBs Provide by Industry NSRS

m Products /physical goods from a commercial location(s) ® Products/physical goods from a website(s)

Services from a commercial location(s) Services from a website(s)

Manufacturing

Wholesale/Distribution

Retail

Hospitality (lodging, travel/transportation, casino, etc.)
Other

Other (listed)

IT Services/technology/VAR/ systems integrator
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.)
Construction/ Real Estate

Financial Services/Banking/ Insurance

Healthcare, Medical & Dental

Education

NGO/Not for Profit

Professional Services (consulting, accounting, legal, etc.)

80% 61% 20%  12%
79% 70% 26% 9%
75% 61% 23% 20%
57% PAV 57% 33%
50% 38% 50% 13%
48% 33% 43% 35%
45% 51% 34% 30%
44% 31% 44% 31%
44% 27% 62% 27%
40% 45% 52% 36%
34% 23% 69% 23%
32% 30% 54% 34%
27% 20% 53% 27%
19% 24% 68% 28%

44) Which of the following does your organization provide?, Sample Size = 738 (Select all that apply)




Types of Customers SMBs Sell To

® Small and medium businesses B Government/Education/Non-profits
Consumers/individuals Large businesses

Small and medium

businesses 1,000-2,500 employees 40% 23% 51% 40%
500-999 employees 44% 27% 51% 40%
o 250-499 employees 52% 46%
Consumers/individuals
100-249 employees 45% 38%
50-99 employees 55% 59% 41%
Large businesses 20-49 employees 21% 50% 43%
| 10-19 employees 51% 62% 38%
- () 0,
Government/Education >-9 employees b3 21%
/Non-profits 3-4 employees 70% 41%
2 employees 18% 66% 22%
1 employee 54% 34%

45) What type of buyers do you provide your products/services to?, Sample Size = 738 (Select all that apply)

»ice®
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Types of Customers SMBs Sell To by Industry " +'SMB Group

® Small and medium businesses B Government/Education/Non-profits Consumers/individuals Large businesses
Professional Services (consulting, accounting, legal, etc.) 81% 14% 39% 50%
Financial Services/Banking/ Insurance 79% 17% 50% 52%
Wholesale/Distribution 77% 15% 40% 47%
Other 75% 31% 63% 38%
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 64% 14% 64% 22%
Construction/ Real Estate 62% 16% 67% 33%
Other (listed) 59% 25% 59% 52%
Manufacturing 55% 14% 47% 55%
IT Services/technology/VAR/ systems integrator 54% 26% 39% 47%
Retail 52% 14% 77% 34%
Hospitality (lodging, travel/transportation, casino, etc.) 50% 12% 74% 14%
Healthcare, Medical & Dental 36% 16% 69% 27%
Education PRV 42% 44% 17%
NGO/Not for Profit [EIA 40% 47% 20%

45) What type of buyers do you provide your products/services to?, Sample Size = 738 (Select all that apply)
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Age of Business “..’sMB Group

M Less than 1 year MW 1-2 years = 3-5years 7 6-10 years
W 11-15 years W 16-19 years M 20 years or more
20 years or
more 1,000-2,500 employees % 9%  13%
16-19 years 500-999 employees ¥/ 21% 14%
250-499 employees ¥ 13% 14%
11-15 years
100-249 employees "FA 26% 8%
6-10 years 50-99 employees kA 12% 8%
20-49 employees B2 14% 11%
3-5 years
10-19 employees & 11% @ 9%
1-2 years 5-9 employees %324 15% 8%
Less than 1 3-4 employees L% 11% 7%
ear
y 2 employees ¥ 10%  12%
1 employee [EyAnNA4 1% 10%

46) How long has your organization been in business?, Sample Size = 738
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Age of Business by Industry ", 5MB Group

M lessthanlyear ®1-2years [ 3-5years [ 6-10years M11-15years M 16-19years 20 yearsor more

Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) El%0 ¢ 14% 11%

Construction/ Real Estate EJZ// 13% 14%
Hospitality (lodging, travel/transportation, casino, etc.) JASA 12% 17%
Retail X7 27% 3%
Healthcare, Medical & Dental T4 16% 9%
Financial Services/Banking/ Insurance 7% 14% 14%

Professional Services (consulting, accounting, legal, etc.) E5Z
Other
Other (listed) 8% 8% 5%
NGO/Not for Profit ZEA0NE LY
Wholesale/Distribution %
Education 734
IT Services/technology/VAR/ systems integrator ¥ 25% 20%
Manufacturing 734 14% 14%

46) How long has your organization been in business?, Sample Size = 738
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Geographic Regions Companies Operate In S SLe. 0

muU.S.
M Canada
Europe, Middle East, Africa

Asia Pacific
U.S. M Latin America (Mexico, Central and South America, Caribbean)

m % Sample Size (Mentions / Sample Size)

7 1,000-2,500 employees 98% 21% AP
Canada I o0 500-999 employees 99% WA 8% T%F2
(o]
250-499 employees 99% 10%529
) 100-249 employees 98% CI72%%
Europe, Middle East, 0 )
Africa 4% 50-99 employees 100% 5%/ 38
i 20-49 employees 100% 7% 7%
Latin America (Mexico, 10-19 employees 100% 9% .99
Central and South 3%
America, Caribbean) 5-9 employees 1002 2k
7 3-4 employees 100% VAT VAL
Asia Pacific 3% 2 employees 98% R
| 1 employee 98% 6%N7Y6%)

47) In what geographic regions does your organization operate?, Sample Size = 738 (Select all that apply)




Geographic Regions Companies Operate In e
by Industry "

tionable Market Insight

muU.S. H Canada Europe, Middle East, Africa Asia Pacific M Latin America (Mexico, Central and South America, Caribbean)
Other 100% 6% &
Personal Services (beauty, pet care, dry cleaning, HVAC, etc.) 100% 8% N¥/*B%
NGO/Not for Profit 100% A 7% 13%
Wholesale/Distribution 100% 12984
Construction/ Real Estate 100% 507
Education 100% VEPAY AV
Professional Services (consulting, accounting, legal, etc.) 00% 7 8% 2%
Healthcare, Medical & Dental 100% 226K
Financial Services/Banking/ Insurance A
Other (listed) 98% 13%  EYAV73%
Hospitality (lodging, travel/transportation, casino, etc.) 98% E.5%°F)
Retail 98% 6%:¥:23%
Manufacturing 98% 16% 20 6%]
IT Services/technology/VAR/ systems integrator 96% 25% 9% 8% eI

47) In what geographic regions does your organization operate?, Sample Size = 738 (Select all that apply)




Thank You!

For more information, please contact:

Lisa Lincoln
Director, Client Services & Business Development
SMB Group | 508.734.5658 | www.smb-gr.com
lisa.lincoln70@smb-gr.com
SMB Group
information@smb-gr.com

Follow us:
Website: www.smb-gr.com
Twitter: @smbgroup@Ilauriemccabe@sanjeevaggarwal
Blogs:
http://lauriemccabe.wordpress.com
http://sanjeevaggarwal.wordpress.com

o"®
®

T U:SMVB Group
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mailto:information@smb-gr.com
http://www.smb-gr.com/
http://lauriemccabe.wordpress.com/
http://sanjeevaggarwal.wordpress.com/
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