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One of the most persistent misconceptions in digital transformation work
is the belief that progress equals removing humans from the buying
journey. The Q4 Industrial Buyer Pulse data tells a much more nuanced,
and far more useful story.

Industrial buyers are absolutely doing more on their own. On average, they now
complete two complex buying tasks digitally before involving sales, including
availability checks, instant price and lead-time quotes, and configuration
activities. Senior leaders, not just managers, are among the heaviest users of
these tools.

But just as important is where buyers expect digital to stop.

Roughly half of buyers still want human involvement for final configuration
validation, pricing and commercial terms, and compliance or quality
documentation review. From a UX and human-experience design perspective,
this is not a contradiction. It is a map.

The opportunity for manufacturers is not to push digital further at all costs, but
to design high-continuity journeys where digital and human expertise reinforce
each other.

Download the full report here: kulapartners.com/IBP-Q4
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Stage 1: First touch is almost always digital—and often invisible

The Buyer Pulse shows that 83% of buyers ~ From a UX standpoint, the goal here is not

shortlist at least one supplier before any live  conversion, it's clarity:

contact, rising to 92% in Canada. For most

organizations, the first real “touch” is not a

salesperson or a campaign—it is a digital

surface being evaluated quietly. = Is the information structured enough to
be interpreted without guidance?

Can a buyer quickly understand what
you do and where you fit?

That surface might be your website, a
product page summarized by Al, or a
comparison pulled into an internal deck. At
this stage, buyers are not looking to engage; | this layer fails, the journey ends silently.
they are deciding whether you deserve

further attention.

Does the experience signal operational
credibility?

Stage 2: Digital engagement as decision rehearsal

Once a supplier survives initial filtering, Well-designed self-serve experiences share
buyers move into active self-serve three characteristics:

evaluation. The data shows strong adoption
of digital tools for pricing, lead times,
availability, configuration, and calculators.

Inputs are constrained and intentional,
not simple open-ended text boxes.

These interactions are not out «  Outputs feel deterministic, not

of convenience. They are tests to see “marketing-shaped.’

whether your organization behaves . Assumptions and limitations are visible.
predictably when real constraints are

applied. A poor experience here doesn't Each successful interaction increases

just frustrate, it could introduce doubt confidence that a future human

about downstream reliability. conversation will be worth the effort.

Stage 3: Information design that deepens trust

As buyers progress, their questions shift « Easy to find without sales assistance

i l)" i 9" . .
from “can you?” to “can | rely on you? Designed and structured for quick

The strongest reliability signals in the study interpretation

are not brand claims or testimonials. Buyers = Consistent with earlier digital outputs
prioritize historical on-time performance,
live or near-real-time lead-time visibility,
and third-party certifications. This is where
information design becomes essential. Trust
is built when critical data is:

Contextual to the products or solutions
being considered

Download the full report here: kulapartners.com/IBP-Q4
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Stage 3: Information design that deepens trust (cont...)

When this information is buried in PDFs,
fragmented across pages, or disconnected
from pricing and configuration tools, the
journey fractures—even if the underlying
performance is strong. The site pages

prospects will be visiting during this phase
should be extremely well-considered,
pulling content into a well-structured layout
that understands where they are.

Stage 4: The intentional stop: designing the human handoff

The Buyer Pulse makes it clear where digital
should pause. Final validation, commercial
terms, and compliance review are not failure
points; they are designed inflection points.

High-continuity journeys do three things:

1. Signal the boundary clearly - This step
requires expert validation.

2. Preserve context so buyers do not
repeat themselves.

3. Position humans as value-add, not
gatekeepers.

The worst experience is not talking to a
human. It is being handed off as if nothing
has happened yet. Prospect data should be
readily present in your CRM for confirmation
and to ensure that the solution is even
possible within the buyer’s constraints.

Stage 5: Human engagement as continuation, not restart

When done well, the human interaction
begins with shared context:

what the buyer configured,

which constraints they tested,

where uncertainty remains.

This is where UX, sales, engineering,

and operations converge into a single
experience. The buyer does not experience
“departments.” They experience coherence.

Why this matters for mid-market manufacturers

For these manufacturers, this is a strategic advantage. You do not need
to out-automate enterprise competitors. You need to design journeys that
respect buyer effort and signal competence at every step.

Human-in-the-loop UX is not about adding people at the end. It is about
designing digital experiences that know exactly when people matter most.

Download the full report here: kulapartners.com/IBP-Q4




