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CHANGES IN CONSUMER BEHAVIOR IN B2B SALES

TPAHC®OPMANISA MOBEAITHKHU CIIO’)KNBAYIB
Y ITPOJJAJKAX B2B

I'noGanpumit puHok B2B mepexuBae cucTtemMHy TpaHchopMaliito mia
BIUIMBOM [HU(MPOBUX TEXHOJIOTIH Ta 3MIHM CIOXHMBYUX OUiKyBaHb [1].
TpamuuiiiHa Mozienb, y siKiii Toprosuii TPE/ICTAaBHUK OYB TOIOBHUM JUKEPEIIOM
1Hd)opMau11 TOCTYHAETHCS MICIIEM HOBI: CIIOKMBa4 CaMOCTIHHO d)opMye
BIIACHUH IUIX 10 PIIICHHS, a MPOXaBellb BHKOHY€E POJb CTPATEeriqHOro
koopauHaTtopa [2]. Lls 3Mina Mae peBOJ‘IIOI.[lI/IHI/II/I XapakTep 1 BHMarae
TepeoCcMHUCIIeHHS Beiei cTpykTypu B2B-B3aemoniii. Ha ocHOBI cucTematn3anii
aKTyaJIbHUX PUHKOBUX JIAHUX BUAICHO KIFOYOBI TCHICHIIIT TpaHchopMallii Ta
c(hopMyIIbOBaHO MPAKTUYHI PEKOMEH AL 111010 aganTaiii B2B-kommnawniii 10
HOBHX YMOB KYIiBEJIbHOT IIOBEIIHKH.

CrnokuBau y B2B nmenani Oinmbiine gie camoctiiiHo. 3a manumu Gartner,
quiie 17% dacy KyIiBeJIbHOTO IUKJTY BUTPAYAETHCS HA MPSIMY B3aEMOIIIO 3
MocTavaJIbHUKaMK — PeIlTa NUIIXyY BijOyBaeThes 0e3 yJyacTti mpoaaBus [3, 4].
McKinsey cBimuuTh, mo cepeaniii B2B-cnoxuBau 3BepTa€ThCs 0 JECATH
mUGPOBHUX JDKEeped Tepel NMPUAHATTAM pimeHHsA [5], ¢opMmyrodn BllacHY
CHUCTEMY 3HaHb IIle J0 MEepIIoro KOHTAKTy 3 KoMmmaHiero. Baxmuso, mo 83%
CITO’KMBAYiB BU3HAYAIOTH CBOI BUMOTH 0 3aKYIIiBII 1€ 0 MMOYaTKy PO3MOBH
3 MEHeKepoM 3 mpoaaxiB. HaBiTh He3BaXKal4M Ha TE, [0 TOYKA MEPIIOrO
KOHTaKTy 3 mpojiaBieM 3Mictuiiacs (3 69% 1m0 61% uuisxy mokyIs), paHHe
3aIyYCHHS BXKE HE J1a€ MOXKJIMBOCTI BIUTMHYTH Ha (OPMYBaHHS BUMOT — BOHH
copmoBaHi anpiopHo [6].

Minenianu cranoBisaTh 73% B2B-mokymmiB i 44% ocif, ki yXBaTiOOTh
KIHIIEB1 pillieHHs Mpo 3aKymiBio [7]. Lle mokomiHHS BHPOCIO Y IIU(GPOBOMY
CepeZOBUINI Ta MPUHIMIIOBO 1HAKIIE OI[IHIOE TOCTAYaJIbHUKIB. 332 TaHUMHU
Forrester Research, monam uyBepth mokymmiB a0 30 pOKiB OYIKYIOThH
MepcoHai3allii Ha OCHOBI IITYYHOTO 1HTENEKTY, MUTTEBOI MiITPHUMKHU Yepe3
4aT-00TH Ta 3pyYHUX MOOUTHHHMX clieHapiiB kymiBii [8]. [Toxonminus Z, sxe
MOCTYIIOBO BXOJHUTH Yy KOPIIOPATHMBHHUN MPOCTip, BHUCYBA€ IIE >XOPCTKIMIi
BUMOTH: HYJbOBa TOJIEPAHTHICTH IO 3acCTapiiMx IHTepQENCiB, MarnepoBHX
(hopM 1 TpaTUIIHUX 3aTPUMOK Y MPOIECcax MPOIaxiB.

I mepectaB OyTH KOHKYPEHTHOIO MEPEBArol0 i CTaB OOOB’SI3KOBOKO
YMOBOIO PHHKOBOI mpucyTHOCTI. 3a manumu 6Sense, 94% crnoxuBauiB
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BHKOPHCTOBYIOTh BEJIMKI MOBHI MOJIEIIi y TIpOIIeCi 3aKkyiBi, a 89% 3pemnitoro
o0uparoTh pimeHHs 3 BOymoBanuMu  (QyHkiismu III.  BogHouac
58% B2B-nokymnmis PO3IISAIOTH HasBHicTe II-moxmuBocTe Yy
MMOCTaYaJIbHUKA K KITFOYOBHUN KPUTEPil BH6opy [9].

B Il Ha Gi3Hec-pe3yibTaTd MiATBEPIKCHUI OCIIDKCHHAMH
McKinsey: xommaHii, mo BopoBagwiu [II-texHomnorii, (hikCyrOTh 3pOCTaHHS
npubytky Ha 13-15% Ta migBUIIECHHS pPEHTAOCIBHOCTI NPOJNAXIB Ha
10-20% [10-12]. III-incTpyMeHTH JiforeHepaiii 3abe3medyroTh yABivi
OijIbIlIe TOTOBHX [0 3aKyMiBII JIOIB 1 JO3BOJSIOTh 3HH3UTH BapTICTh
3airydeHHs kimieHta Ha 60% [13]. TIpu npomy tounicts HII-iporHO3yBaHHS
nponaxiB (79%) maibke BABIYI TEPEBUINYE TOYHICTh TPAJAHUIIHHAX METOIIB
(51%). HaBeneHi mani cBiguathk mpo Te, 110 BrpoBamkeHHs LI € He nuire
TEXHOJIOTIYHAM OHOBJICHHSM, a W CTPaTeridyHOI0 IepeBaroio, Mo
Oe3mocepeIHbO BILTMBAE HA (DiHAHCOBI PE3yNIbTATH KOMITaHil.

I'nobanmpumit  punok Il y cdepi mpomaxiB  OI[iHIOBaBCI Yy
24,6 wmapa. gon. CIIA y 2024 poui Ta 3a NOPOrHO3aMH  JTOCSTHE
145 mupa. gon. go 2033 poky [14, 15]. Lle cBiguuTh MpO CTpaTErivyHUM, a HE
TUMYACOBHHU XapakTep TpaHCchopMaIrii.

AHaii3 pHHKOBUX ITaHUX A€ MOMJIMBICTh BHIUIATH KITFOUOBI HANPSMHU
ajanranii:

1. imBectumii B II-iHdpacTpykrypy mpomaxkiB — mnpenuktuBHmEA 1111
migsuinye kousepcito Ha 20-30%. Kommawnii, 10 HepIIMMH BIPOBAIXYIOThH
komiutekcHi  IlI-pimenHs, GoOpMylOTh CTPYKTYpHY IepeBary, sKy
KOHKYPECHTaM CKJIaJHO BiITBOPHUTH;

2. TepeOCMHUCIICHHS POJIi TOProBOro nepcoHany — ananiz B2B-kommaniit
MOKa3aB: KOIHA HEe CKOpPOYyBaia mTat micis BrpoBamkeHHs LI, HaToMicTh
BUpY4Ka 3pocTtana Ooursin Hixk Ha 40% mpu He3MmiHHIH kKomarmi. [T mixcumoe
JIOJCHKUN KamiTal, a He 3aMiHIOE HOTo;

3. (dopmyBaHHs IOBIpH Yepe3 comialibHi Jokasu — 7 7% B2B-mokyniis
YUTAIOTh BIATYKM KOPUCTYBadiB, a TOHAA IIOJOBHHA 6e3nocepengo
CHUIKYIOTBCS 3 JUIOYMMH  CHIOKMBAYaMH  KOMIaHii nepes 3aKyn1Bne10
praBHIHHSI penyTaulem CTa€ BOKJIMBUM IHCTPYMEHTOM IIPOJIAKIB B YMOBax
ABTOHOMI30BaHOI'0 KYIMiBEJIbHOTO IIIJISIXY.

Tpanchopmariiss moBemiHkd  B2B-cnoxuBaviB €  CHCTEMHHM 1
HE3BOPOTHUM TiporiecoM. CIIOKMBa4 BHHIIOB Y IEHTP KYIMiBEIBHOI CHCTEMH,
CaMOCTIHO KOHCTPYIOIOUH OiJbIIy YAaCTHHY CBOTO MHUIAXY 3a JIOTIOMOTOIO
mudpoBux iHcTpyMeHTiB Ta III. Opranizamii, mo 30epiraroTh TpaauIlidHI
MOJENI  MPOJaXiB, HAKOMUYYIOTh CTPYKTYpPHE  BIiJICTaBaHHs, 5KE
MIPUCKOPIOBATUMETHCS PA30M 13 TEXHOJIOTIYHOIO JU(Y3i€TO.

TIpakTHYHUMHU KPOKAMH I KOMIIaHIN €: BITPOBAKCHHS MPEAMKTHBHUX
II-iHcTpyMeHTIB y  mpolecw  JifgoreHeparii Ta  NPOTHO3YBaHHSA,
MIEPEOPIEHTAIIIS] TOPTOBOTO MEPCOHANY 3 iHQOPMYBaHHS Ha KOHCYJIETYBaHHS,
a TaKoX CHCTeMHa po0oTa i3 COLIATEHUMH JOKa3aMH SK KIIOYOBUM
IHCTPYMEHTOM JIOBipH.

111



Jlireparypa:

1. Cemennma O.B. Tpancdopmariis MapKeTHHTOBHX CTpaTerii Ta IIOBEIIHKH
CIIOXKHMBaviB B YKpaiHi B yMOBaX BOEHHOTO 4acy. Exonomixa ma cycninbemeo. 2025.
Ne75. DOI: https://doi.org/10.32782/2524-0072/2025-75-51

2. Makymok O.B., Kopman LI, Cemenma O.B. Crparerii uudposoi
Tpanchopmauii B2B-mapkeTHHTy: (OpMyBaHHs KIIEHTOOPIEHTOBAaHHX MoJeieH B
yMOBax TJO0anbHOI JikWTamizanii. 30ipHux Haykoeux npayb Ymaucekoeo
Hayionanvroz2o yuigepcumemy. Cepis «Exonomiuni naykuy. 2025. Nel06. U 2.
C. 45-55. DOI: https://doi.org/10.32782/2415-8240-2025-106-2-45-55

3. B2B Buying: How Top CSOs and CMOs Optimize the Journey. Gartner.
URL.: https://www.gartner.com/en/sales/insights/b2b-buying-journey

4. Myers K. The Evolution of the B2B Buyer Journey: Strategic Implications of a
Decade of Change. JTN Group. URL: https://jtn.group/articles/changes-in-the-b2b-
buyer-journey

5. Five Fundamental Truths: How B2B Winners Keep Growing. B2B Pulse
Survey 2024. McKinsey & Company. URL: https://www.mckinsey.com/capabilities/
growth-marketing-and-sales/our-insights/five-fundamental-truths-how-b2b-winners-
keep-growing

6. B2B Buyer  Experience Report. 6Sense  Research. 2025
URL: https://6sense.com/science-of-b2b/buyer-experience-report-2025/

7. B2B Marketing Benchmark. LinkedIn. 2025
URL: https://business.linkedin.com/content/dam/business/marketing-solutions/global/
en_US/site/pdfiwp/2025/2025-b2b-marketing-benchmark-trust-is-the-new-kpi.pdf

8. Generational Shifts Are Disrupting Traditional Business Buying Behaviors And
Necessitate Reevaluating Go-To-Market Strategies Forrester Research. 2023.
URL: https://www.forrester.com/press-newsroom/changing-b2b-buying-behaviors/

9. 68 B2B Buyer Statistics and Insights for 2025.  Sopro.
URL: https://sopro.io/resources/blog/b2b-buyer-statistics-and-insights/

10. The state of Al in 2025: Agents, innovation, and transformation. McKinsey &
Company. URL: https://www.mckinsey.com/capabilities/quantumblack/our-
insights/the-state-of-ai

11. An unconstrained future: How generative Al could reshape B2B sales.
McKinsey & Company. 2024. URL: https://www.mckinsey.com/capabilities/growth-
marketing-and-sales/our-insights/an-unconstrained-future-how-generative-ai-could-
reshape-b2b-sales

12. Unlocking Profitable B2B Growth Through Gen Al. McKinsey & Company.
2025. URL: https://mww.mckinsey.com/capabilities/growth-marketing-and-sales/our-
insights/unlocking-profitable-b2b-growth-through-gen-ai

13. Al-Powered Marketing and Sales Reach New Heights with Generative Al.
McKinsey & Company. 2023. URL: https://www.mckinsey.com/capabilities/growth-
marketing-and-sales/our-insights/ai-powered-marketing-and-sales-reach-new-heights-
with-generative-ai

14. State of Sales Report 2025. HubSpot. URL: https://blog.hubspot.com/
sales/hubspot-sales-strategy-report

15. Al in Sales Market Size & Share Report, 2025-2033. Grand View Research.
URL: https://www.grandviewresearch.com/industry-analysis/artificial-intelligence-ai-
sales-market-report

112





