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Executive Summary

Organizations today are drowning in content but starving for credibility. Buyers no longer frust vendor
claims — they demand evidence. In this environment, fraditional marketing is no longer enough.

The companies that win are the ones that stop leading with product pitches and start shaping
markets with their alignment to independent, third-party research.

At Apogee Insight, we turn rigorous market data into a strategic marketing engine that builds trust,
accelerates pipeline, and creates lasting category leadership.

Independent research offers a powerful alternative. When companies anchor their marketing and
strategic communications in credible, third-party data, they shift from promotion to education and
from claims to evidence.

This approach combines rigorous methodology, credible third-party validation, and targeted media
activation to tfurn market insight into influence, reach, and demand.

When executed effectively, research-driven marketing enables

organizations to: HOW MARKETING
EXECUTIVES MEASURE
VALUE

e Accelerate trust with senior decision makers

e Engage new audiences that were previously unreachable
e Support product strategy and market expansion decisions
e Generate high-quality demand and pipeline growth Increase in executive-level

e Build long-term brand authority within their industry SRR LIS MESHREE,
strategic briefings, board

discussions)

Growth in inbound inquiries and “first
conversations” initiated by
Trust is the new currency of marketing. prospects

Independent data is how you earn if. Acceleration of sales cycles due to

. improved credibility and clarity
-Apogee Insight

Share of voice improvement across
priority industry topics
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From Product Messaging to Market Insight

Buyers no longer begin their journey by evaluating products. They begin
by understanding the market. Before engaging vendors, they seek insight
intfo trends, risks, adoption patterns, emerging opportunities, competitive
benchmarks, and the frue cost of inaction.

This represents a fundamental—and accelerating—shift in the role of
marketing. Modern B2B buyers are conducting 60-70% of their journey
independently (Gartner 2025 data shows first seller contact now occurs
around 61% of the way through, roughly 6-7 weeks earlier than in recent
years, yet decisions are sfill largely locked in before that point). They
arrive at vendor conversations with shortlists already formed, preferences
shaped, and internal consensus building underway.
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Traditional

Marketing
0 Product claims
£} Features + specs

94 Vendor-led messaging

Research-Led
Marketing
" Market trends
f“ Benchmarks + data
@ Independent insights
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Marketing Impact
Metrics to Track

Top-of-funnel engagement lift
(unigue visitors, time-on-page, scroll
depth)

Content consumption depth
(downloads, report access
requests, return visits)

Webinar/event registrations and
afttendance rates

Brand recall / consideration signals
(surveyed awareness, direct traffic,
branded search)

Companies that lead with genuine market insight are invited into the earliest, most influential conversations—
the problem-definition stage—where requirements are shaped, success criteria are set, and mental shortlists
are built. Companies that lead only with product messaging, features, or vendor-centric claims are often
evaluated late (if at all), relegated to commodity comparison, or quietly eliminated during the silent research

phase.

Independent research changes the game here in three powerful ways:

1. Positions you in the problem-definition stage Buyers start by asking “What is really happening in our
markete” rather than “Which product should we buy?2"” Third-party studies, original surveys, and analyst-
backed reports answer those questions credibly and neutrally. When your brand is the one providing
(or prominently featured in) that early insight, you become part of the mental model before
competitors even appear. Forrester’s recent findings reinforce this: 2% of buyers start the formal
process with at least one vendor already in mind, and 41% have a single preferred provider selected
before evaluation begins. Insight-led organizations win that pre-evaluation mindshare.

2. Creates a credible, shared reference point across the buying committee Complex purchases involve
6-11 stakeholders (often more), each conducting parallel research and defending their view internally.

©2026 Apogee Insight LLC. All rights reserved.
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A single, authoritative, vendor-neutral source of tfruth—your research—gives sales, product, executive
sponsors, and even finance a common language and data foundation. It reduces internal friction,
shortens consensus-building time, and elevates the conversation from tactical feature comparison to
strategic business impact.

3. Differentiates you from the noise and builds defensibility In a world where 75% of buyers prefer rep-free
experiences for general research (Gartner 2025), and where Al tools, peer reviews, and analyst content
dominate early discovery, pure product messaging gets ignored or dismissed as biased. Independent
research cuts through that skepfticism. It turns your marketing from “selling” into “educating,” earning
permission to stay in the dialogue longer and deeper. Organizations using this approach report higher
executive engagement, stronger pipeline influence, and larger average deal sizes because the
discussion shifts from price/features to risk mitigation, ROI, and future-proofing.

In short: insight-first marketing doesn’t just generate leads—it redefines who gets to set the agenda. The
companies winning foday aren’t the ones shouting loudest about their products; they're the ones quietly
shaping how buyers understand the very problems those products solve.

To capture that advantage, marketing must evolve from content factory to insight engine—delivering third-
party-validated perspectives that buyers actively seek, frust, and share internally long before a demo is ever
requested.

Insight gets you invited earlier. Evidence keeps you in the room.

Why Independence Matters

Trust is the new currency in B2B. You cannot declare it. You must earn it
— and the only way to earn it at the executive level is through
independent, third-party validation. Independent here is the key word.

Credibility KPIs

When research carries your brand name but not your bias, something
powerful happens: executives trust it, media cite it, analysts reference it, Earned media mentions and
and influence compounds. That is the credibility flywheel — and it is the syndication

single biggest advantage independent research delivers. The catch is, it
is best if you are not the “source” of the information in order to deliver
maximum credibility.

Analyst briefings or citations

Influencer “shares” and
commentary

Event speaking invitations and
panel requests

Credibility is reflected in the value
others place on your work

©2026 Apogee Insight LLC. All rights reserved.
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Here's why it matters: The credibility effect compounds:
executives trust the findings, media and analysts reference
Expands the work, and influencers amplify the conversation. This
Reach & creates a flywheel where credible data fuels visibility and
Visibility visibility fuels more engagement.

Brand

Independent research turns marketing
claims into industry evidence

Awareness

\
\
A
Trusted Media Builds
Distribution Credibility

-
-

Why Al Alone Is Not a Substitute for Independent Research

Here's a key question: “Can't I just use Al?" Great question! Undeniably, What Al Can DO:
the rise of generative Al has transformed how organizations create
content, analyze information, and accelerate process and marketing

workflows. Tools like ChatGPT are incredibly powerful for brainstorming, Generate ideas and messaging
summarization, and content development—however... (with a dramatic

fanfare) independent research serves a fundamentally different role. Summarize existing information
Herein lies the problem: Al systems are trained on existing information. Accelerafe content creation

They synthesize patterns from previously published knowledge, which
makes them excellent for speed and scale. But that also means Al
cannoft create new, defensible market evidence on its own. Market
leaders associate themselves with new trends, new solutions, supported
by new data. The battle ground in play is about what is next, not what Alis a powerful content accelerator
WGQs.

Help scale story telling

©2026 Apogee Insight LLC. All rights reserved.
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Not to sound rote, but this is where independent research is important _

because it produces original datasets gathered directly from qualified
audiences. If creates insights that did not exist before the study was
conducted—and provides a methodology that makes those findings
credible and citable. Now | get it! You might think, and you are right. What Al Can NOT DO:

—~ ~ ~\ Produce original market data
_ Generative Al '"gepe"df‘"t Deliver third-party validation
Ai esearc
= Idea generation ?‘F GD\Original market data Provide a defensible research
Drafting + summarizing Third-party credibility methodology
Scaling content output Defensible methodology
2 ﬁ Create citable industry evidence
. = M _J
These are the foundations of
What independent research provides that Al cannot: credibility in executive decision

making

¢ Sirategic alignment: evidence that unifies marketing, product,
and leadership around shared market fruth

¢ Maedia and event amplification: research is welcomed by editors,
conference organizers, and influencers

¢ Defensible methodology: professional sampling, unbiased survey
design, and statistical rigor

¢ Third-party credibility: findings that executives, analysts, and
media frust as independent evidence

e Original data: new insights gathered directly from qualified
audiences

All that said, the most effective approach is to combine both:
independent research creates the evidence, and Al helps scale the
storytelling across formats, channels, and audiences.

©2026 Apogee Insight LLC. All rights reserved. Pg. 6
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Independent Research Methodology & Survey Design

Here is where the magic starts — professional research lives and flies through skillful design to reach the right
audiences, ask the questions in the right way, collect and analyze the data intelligently, and visualize the
results properly. It's not as complicated as it may sound. The commissioning organization defines the strategic
objectives and key questions. The research partner ensures methodological rigor and neutrality. This
collaboration ensures the research is both strategically relevant and scientifically credible.

A typical research program follows these steps:

1.

Insight Market

Development

Analysis Media
Findings Events
Story Campaigns

The sponsor selects the segment, persona(s), geography, and the
strategic themes to explore.

Sponsor and research partner co-develop the survey topics,
question set, response scales, and hypotheses to test.

The research partner finalizes methodology, sampling approach,
and unbiased wording fo reduce leading questions.

Fielding occurs with professional audience targeting—often
leveraging partner ecosystems (e.g., Future B2B audiences) to
reach qualified roles.

Collation and analysis is applied to the raw data.

Interpretation and visualization of results into trends, assumptions,
rankings, and scale.

Compared to many
awareness-only marketing
investments, research delivers
Audience
Eliruey reusable assets (charts,
pastvon benchmarks, narrative) that
can support campaigns for
months—sometimes years—
while also strengthening
executive messaging,
investor narratives, and
product planning.

Research Design

Activation

Best practices for thorough

Major cost considerations

Study design and survey
architecture

Audience access (sampling) and
fielding — usually a cost per sample,
so choose your demographics and
scale appropriately. Costs
accelerate when accessing
specialty segments.

Analysis, interpretation, and
reporting

Activation of content — webinars,
editorial, social campaigns

Research/data for strategic
marketing projects take less time
than many think. 8-10 weeks on
average when designed and
executed well.

research going forward are using multi-source data blending (surveys + behavioral analytics + secondary
sources) for richer insights, with ethical Al-assisted analysis—under professional oversight—to accelerate
interpretation while preserving neutrality.

The benefit to the client is finding new insights efficiently and cost effectively that are vetted and supported by
experienced research partners.

©2026 Apogee Insight LLC. All rights reserved.
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Amplification Through Partnerships

The impact of research multiplies when results are jointly shared by both the sponsor and the research partner.
We can all agree that messages multiply when coming from multiple sources. Here is where the alignment with
an independent research firm getfs additional fraction. Research firms carry established credibility and can
often acftivate channels that sponsors cannot—editorial audiences, analyst networks, event stages, and
influencer communities. We take great pride in being independent in our research practices, and our
unbiased voice in the market.

Independent
research

Amplification KPIs

Y Did the research resonate?¢
Evidence

. Thought leadership
Webinar registrations, attendance

rate, and watch time
Claims

Media impressions and
engagement (shares, saves,

Awareness comments)

Report downloads / request-to-
access conversion rates

At Apogee Insight, amplification frequently includes speaking
engagements, editorial commentary, webinars, keynotes at your events,
and briefing sessions.

Growth of newsletter subscribers or
community followers

Because the research is independent, it fravels farther and is received
more openly than brand-led messaging.

When research is shared by both the sponsor and the research
firm, credibility and reach multiply

©2026 Apogee Insight LLC. All rights reserved. pg. 8
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Targeted Media Activation

Taking this further, research becomes a demand-generation engine
when paired with a highly targeted outreach strategy. This typically
involves close collaboration with a specialized PR firm or if scale is
sufficient, a major media company to leverage content programs,
editorial education, digital and print platforms, webinars, and ongoing
engagement capabilities.

This approach creates topic aligned campaigns that educate and
inspire audiences. Access to deeper reports, benchmarks, or segment
cuts becomes a natural “next step” call to action that drives action,
conversion, and lead capture.

In practice, impact tends to scale with the size and specificity of the
addressable audience reached—especially when outreach can be
targeted to the people who care most about the topic and are actively
evaluating solutions.

Business Impact & ROI

Impact Formula
Did it make a difference?

Impact = Audience Exposure x

Audience Relevance

Targeted reach (the right roles)
outperforms broad reach
(everyone) for B2B outcomes

Research-driven marketing delivers both immediate lift and lasting advantage. Short-term outcomes include
increased visibility, event engagement, and lead generation. Long-term outcomes include brand authority,

category leadership, and improved sales effectiveness.

Many organizations find that research assets improve sales conversations by replacing claims with evidence.
This can shorten cycles, increase confidence among buying committees, and expand deal sizes by elevating

the conversation to strategic outcomes.

Short-term wins * Higher executive engagement
» Sfronger event and webinar atfendance «

Business
Better-qualified leads Impact &ROI
Long-term advantage ¢ Elevated brand o
authority » Category leadership positioning ¢ AR wluence
Shorter sales cycles and larger deal sizes

Qualified leads

Most importantly, research replaces “trust me”
with “here’s the data.” Sales conversations Ereative
move from defense to collaboration. Buying engagement
committees gain confidence. Deal sizes expand
because the conversation shifts from features fo Audience exposure

strategic outcomes.

©2026 Apogee Insight LLC. All rights reserved.
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Differentiate with evidence, not adjectives
The ultimate value of independent research is differentiation. Instead of competing on features, organizations
compete on insight and authority. This positions the company as a trusted advisor rather than just another

vendor—and builds durable brand equity over time.

Research-powered marketing enables highly credible alignment around
specific use cases and quantified trends, rather than general product

categories.

When buyers see that a company understands
the market dynamics shaping their decisions,
trust and preference increase

©2026 Apogee Insight LLC. All rights reserved. pg. 10



APOGEE INSIGHT
A DATA, RESEARCH, ANALYTICS

Why Partner with Apogee Insight

Apogee Insight is a specialized market intelligence and analytics firm focused on the professional AV and
technology sectors—delivering independent research that turns complex market data into confident strategic
decisions.

What sets us apart is our proven ability to transform raw data into actionable insight—and insight into reall
business influence. By combining rigorous, neutral research methodologies with multi-source data blending
and ethical Al-assisted analysis (always under professional oversight), we produce findings that are credible,
citable, and trusted by executives, analysts, and media alike.

Our close partnership with Future B2B Inc.
amplifies this impact exponentially. Future B2B
operates some of the world's most influential
technology and professional AV media
properties, giving our research programs direct
access to highly engaged, qualified audiences
across the ecosystem. This collaboration moves

Research partner

beyond static reports to spark genuine industry ¥
conversations through: R < *
Maximum market
e Editorial features and commentary " impact
e Webinars, virtual events, and briefing :
SEssIons ) o Media partner Sponsor
e Largest audience portfolio in the ProAV
industry

¢ Newsletters, social media programs,
and targeted oufreach

¢ Ongoing editorial and audience
engagement initiatives

The result is precision, noft just scale. Campaigns reach the exact roles, industries, and regions that matter most
to you—dramatically improving demand generation efficiency, visibility, engagement, and pipeline impact.

Clients partner with Apogee Insight because independent research, powered by trusted media distribution,
creates a flywheel of credibility and application: original evidence earns trust, frusted channels multiply reach,
and sustained authority drives long-term differentiation and growth.

To explore how a tailored research program can accelerate your market position in 2026 and beyond,
contact us for a no-obligation strategy discussion. www.apogeeinsight.com

©2026 Apogee Insight LLC. All rights reserved. pg. 11
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Appendix A

Real-World Example - AVIXA/Logitech Higher Education Study

This 2026 higher education AV technology report, driven by Apogee Insight principals during their AVIXA
tenure and conducted in collaboration with Logitech, surveyed over 1,800 faculty, AV/IT professionals, and

students. Key findings include:

e One-third of faculty and one-fourth of students have considered leaving their institutions due to

inadequate AV technology.
o 82% of institutions prioritize classroom investments; 80% prioritize meeting rooms.
e Faculty satisfaction ranks as the top IT success metric, underscoring AV's direct tie to retention,

reputation, and ROI.

The research has informed Logitech's education messaging, retention-focused positioning, and advocacy for
smarter, scalable AV investments.

Full report: hitps://xchange.avixa.org/documents/highereducation research reportfinal

New data from AVIXA and Logitech
reveals how technology investments
shape institutional ROl — and why
the stakes are high to get
technology right, today.
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