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No. 1: Understand which of your customers are more versus less likely to

experience regret

Most technology purchase decisions are made by large buying teams. Buying team size growth has
been slowed by the pandemic and operating virtually, yet teams still typically have between eight

and 15 people involved in purchases.

In many cases, the purchase funding comes from multiple groups, which creates the first driver of
regret — consensus challenges. For respondents with high regret, 89% of them cited team
members have different, often conflicting, objectives for the purchase versus 9% for those with no

regret — that means they are almost 10 times more likely to experience this type of conflict.
How do you make sure that the overriding goal of the purchase and the core value scenario is well

received across the team versus appealing to each individual? You need to understand the

customer and help get them focused.

No. 2: Take ownership of your customers’ buying challenges



More effective targeting can help you anticipate which customers will face challenges in the buying
process and offer support accordingly. Develop buyer enablement content, tools (calculators,
diagnostics, checklists, etc.) and programs that help buyers follow an optimized path and build

confidence in their decision process.

e No-regret customers are more thorough, more focused and more disciplined. They
crave content.
e High-regret customers need encouragement. Make the process as easy as possible for

them, presented in clear, simple steps.

Customers need assistance with navigating the influx of information and complex choices. Think
beyond your core product/service and connect it to partnerships, programs and tools to provide

support.

No. 3: Build change confidence
Surface and understand the difficulties buyers face and provide them with targeted assistance.
Focus on change enablement to make buyers more confident that once they have made their tech

purchase, they will be able to move from current state to future state during adoption.

Aim to collaborate so you share power with customers and your entire ecosystem to ensure

maximum impact from tech investments with minimal regret and frustration.

Customers can then complete their buying cycles faster, experience less friction on expansion
efforts and avoid cases where they fail to reach a decision — thus developing a more collaborative,

trusting relationship with you.

No. 4: Improve the whole product



What does it mean to improve the whole product? You and the customer assess everything
involved with the experience, not a sum of each part. How do you develop the whole product to
meet customer expectations and enhance their experience? The whole product evolves as markets
mature, products mature and targeted customers change. Take into account all aspects of the
customer’ s experience and consider all of the touchpoints your customer will have with your

product.

A whole product experience provides the customer with all that is needed for them to see
compelling value with less risk to buy.
In short:
o Enterprise technology customers have access to more options and information than ever
before but often regret their decisions.
e Enterprises that had a high level of regret for a major purchase took seven to 10 months

longer, on average, than enterprises that had no regret.

e Enterprise tech product leaders can use their understanding of regret to shorten deal

cycles and improve sales effectiveness.
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