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. https://www.demandgenreport.com/resources/research/2021-b2b-buyers-survey-as-buying-committees-expand-unique-
patterns-emerge-among-different-stakeholders/ (BE&ER)

. https://on.emarketer.com/rs/867-SLG-901/images/B2B%20Accenture%202019%20Final%20PDF.pdf

. https://www.demandgenreport.com/resources/reports/2020-b2b-buyer-behavior-studypurchase-plans-still-progressing-
despite-disruption-but-with-increased-expectations-for-relevance-personalization/ (EE %)

. https://formation.ai/brand-loyalty-2020-the-need-for-hyper-individualization/ (B%&%%)

. https://smarterhg.com/millennials-where-they-shop-how-they-shop-why-it-matters (E&ER)

. https://www.trustradius.com/vendor-blog/b2b-buying-disconnect-2021
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