B2B Journey

-

N

Impulse Decisions

Purchases are often made quickly
based on convenience, price, or broad
advertising. They often rely on
what brands said.

LLMs now walk buyers through
pros/cons, alternatives, reviews, and
fit-for-purpose guidance personalised
to them. People listen to what other
people have to say, and have lower

Old Way New Way
Cold Outreach Warm, Pre-Educated
Buyers enter the funnel cold -
relying on gated PDFs, cold Le_ads
emails, search, and social. Prospects arrive pre-educated
The sales team educate prospects via awards, case studies,
k from scratch. and expert content.
Brand Messaging LLM Messaging
You set your brand messaging Brand messaging is
and how it is perceived by controlled and dictated
people. Users are forced to visit by LLMs across distributed
your website. credibility signals.
. - I ial Proof
with Little Validation by Social Proo
Platforms like Clutch, YouTube,
Buyers struggle to and podcasts compress
validate claims. the decision cycle.
Minimal Thought Thought L_eadershlp as
Thought leadership IF’S a core input for
is optional. Al engines - they need trusted
k topical voices to cite. /
4 Informed, Al-Assisted )
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New B2B Signals
YouTube
A\ Podcasts (niche-relevant)
X Awards & case studies
x_ Review platforms (e.g., Clutch, DesignRush)
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STUDIOHAWK

The New
Consicderation Era

Where credibility drives conversion.

Modern customers encounter multiple touchpoints before they
buy, and Al now surfaces all of it. LLMs answer the deeper
intent behind a query, not just the version. To avoid low-confidence
or incomplete answers, they pull from a far broader mix of offsite
sources than Google ever has.

What'’s crazy is that buying cycles are faster to
purchase from Al searches, both for B2B and B2C,
with data* suggesting people trust Al as much
or more than they do a referral from a friend.

Future Loop

o The new signals that are powering Al rankings: X

v Al now feeds these consideration signals back into awareness, )\
"4 Mmaking search results, content, and ads more credibility-weighted. b
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Signals That Matter to Both »
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B2C Journey
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Old Way New Way
Community-Generated
Traditional Ads Discovery
TV, radio, print, and Buyers rely on TikTok,

broad awareness campaigns. Instagram, and YouTube reviews

surfaced through LLMs.

One-Way Messaging Multi-Source Vallqlatlon
Brands broadcast: Buyers look for real experiences,
list ’ authentic discussions, and UGC
consumers listen. validation across platforms.
Rapid, Al-Assisted
Simple Decisions Comparisons
Buyers make quick decisions LLMs instantly compare alternatives,
based on basic information summarise pros/cons, highlight
provided such as, a product differentiators, and pull hyper-specific
page, pricing guide or a few insights from across the web.
standout reviews. Comparison has become a default
behaviour for buyers.
Peer Input as the
Little Peer Input Primary Influence
The average consumer LLMs automatically pull from Reddit,
rarely researches beyond community threads, and comparison
product pages. conversations, making all users
K power users. /
Active Ecosystems
No Brand Buyers Check
Communities Before Purchasing
Brand communities are rare LLMs prefer brands with
and barely used.. active discussion, social proof,
k and distributed presence.
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New B2C Signals N
Reddit cdiscussions
Social proof (TikTok & Instagram review searches) 4
Procduct FAQs & Al chat experiences v}
Review platforms (e.g. Trustpilot, Product Hunt)
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*Source: 2025 StudioHawk Conversion Rates Study



