
Case Story: Business to Business

How businesses buy

Situation

Deutsche Telekom provides a comprehensive 
portfolio of ICT products and services for the 
German business market, including networking 
and internet access, fixed and mobile telephony 
and videoconferencing. Operating in a complex 
market built on a diverse and demanding 
business customer base, the company has 
developed specialized internal structures and 
procedures to meet the needs and expectations 
of customers. It has also invested in expert staff 
to provide account management, consultancy 
and post-sales support. 

Whilst separate pieces of research have 
traditionally been conducted into all aspects of 
the marketing mix, a holistic overview of the 
decision-making process of business customers 
was missing. Deutsche Telekom wanted to 
understand its performance at each stage of 
the purchase decision funnel in order to allocate 
marketing spend in the most efficient and 
effective manner. 

We were chosen for this challenging project 
because of our expertise in business markets, 
our long-standing relationship with the 
company, and the potential for synergy with 
other work that we conduct in the German 
business market.

Approach

The business market was classified according 
to product or service types (for example, 
networking and internet access, fixed and 
mobile telephony and videoconferencing) and 
product life cycles (for example, established 
mass market products, cross- and up-selling 
opportunities, new innovations). The result was 
a framework containing 17 single products. We 
conducted CATI interviews with 2,500 decision 
makers (500 in each of the 5 product/service 
categories), weighting each category subsample 
to be representative of the entire German 
business market.

In analysing the results we prepared separate 
purchase funnels for each of the 17 single 
products. This enabled us to quantify the 
proportion of customers converting from 
‘relevance’ to ‘consideration’ to ‘action’, to 
highlight areas of poor performance and 
to work with Deutsche Telekom to identify 
appropriate actions. We also developed a key-
driver analysis which showed the main reasons 
for and barriers to progress through the funnel.

The complexity of the project meant the 
analysis was an iterative process. Throughout 
this, we worked closely with the Deutsche 
Telekom market research team and their 
internal customers from all areas of the 
business.
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Analysing business ICT decision-making for Deutsche Telekom

Summary

Situation

Deutsche Telekom provides 
a portfolio of ICT products 
and services for the German 
business market. The company 
wanted to understand its 
performance at each stage of 
the purchase decision funnel co 
that imarketing spend could be 
allocated in the most efficient 
and effective manner. 

Approach

We conducted CATI interviews 
with 2,500 decision makers and 
prepared purchase decision 
funnels for 17 separate 
products. This enabled 
Deutsche Telekom to quantify 
the proportion of customers 
moving along the funnel, and 
to highlight areas of poor 
performance. 

Outcome

The research gave Deutsche 
Telekom insights into 
business decision-making, 
enabling the company to 
prioritise resources, improve 
sales and enrich marketing 
communications. This has 
led to changes to marketing 
strategy and allocation of 
budget, as well as to internal 
structures and processes.

“GfK’s project 
management was 
brilliant; always 
responsive, accessible 
and knowledgeable”

Sandra Meiers,
Marketing Operations, 
Deutsche Telekom
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Outcome

The research gave Deutsche Telekom unique 
insights into business decision-making, 
uncovering, for example, key differences in 
the purchase process between mass market 
products and innovative products. The purchase 
funnels were invaluable in enabling Deutsche 
Telekom to see where resources should be 
prioritised.  The key driver analysis identified 
the levers to apply to improve sales in each 
category and gave further insight into how to 
frame marketing communications.  

As a result of the research Deutsche Telekom 
has made changes to marketing strategy and 
allocation of budget, as well as to internal 
structures and processes to support the new 
strategy.

“GfK demonstrated that 
it not only understood 
the challenge but also 
brought new ideas about 
how to take the project 
forward. 

The complexity of the 
research demanded a 
bespoke approach and 
we felt that the team 
members were proactive 
in coming up with 
suggestions and were 
committed to finding the 
right approach to meet 
our needs.” 

“The findings were of great 
value and had a significant 
impact on the business. The 
analysis was complicated 
to do but the final results 
were very impressive. In 
particular the key-driver 
analysis was the golden 
nugget that gave us a 
deeper understanding of the 
whole purchase journey. Our 
internal colleagues really 
appreciated the outcome of 
the project.” 

Sandra Meiers,
Marketing Operations, 
Deutsche Telekom
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we ARe GFK
We are one of the world’s leading 
market research companies with 
over 13,000 experts in more than 
100 countries around the world.

We understand that your future is 
based on big thinking. And that’s 
our offer to you and every one of 
our clients. Whatever your size, 
and wherever you are.
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