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The European
SMB IT Market

Buyers’ Technology
Knowledge Level

SMBs Prefer Purchasing

ndirect |ﬂ EU I’Ope, B2B buyers, especially those at small and midsize businesses (SMBs), have

shifted from relying on salespeople to using digital tools to guide their purchasing decisions. While sales
SMB Buyers Approach

Purchasing Solo reps once controlled access to product details, pricing and supplier options, the internet now empowers

Ve buyers to research independently. Search engines, peer reviews and social media have become primary
arketlplaces

& E-Commerce sources of information, reducing the need for early engagement with sellers.

IQo FOCHONE Tnalt This digital-first mindset has led many SMBs to embrace marketplaces and e-commerce platforms for self-
Influence Purchasing

service procurement. These channels offer quick comparisons, transparent pricing and simplified

Why SMBs Avoid

transactions. According to McKinsey and Boston Consulting Group, more than half of SMBs now favour
Marketplaces

these models and plan to expand usage. However, this shift doesn't sideline traditional partners. It gives

oY

Marketplaces Don't
Diminish Value

managed service providers (MSPs) and resellers new opportunities to meet buyers where they are and offer

value-added services.
SMB Buyers Seek &

Appreciate Expertise Even with streamlined buying, SMBs often need help deploying, integrating and managing solutions.
SMB Buying Sources Trusted MSPs and resellers remain vital for this reason. By understanding how today’s buyers move through
Over Next 5 Years the digital journey, partners can intercept at key moments to deliver services, support and long-term value.

How MSPs Should

c This report by Channelnomics and Pax8 explores how to engage SMBs across these evolving sales channels.
egment Sales

SMB Pathways for
Purchasing

Disclosures &
Methodologies

About Channelnomics
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The European SMB IT market
is estimated at £49—£65 billion / €56—€73
billion annually, with some analyst firms

projecting the opportunity could exceed
£152 billion / €172 billion. This wide range
reflects both the complexity and potential
of the segment. For vendors, service
providers (MSPs) and channel partners,
SMBs represent a substantial and growing
opportunity to deliver IT products,
services and support tailored to the needs
of smaller businesses.

-uropean SMB |

Market

SMBs in Europe are significant consumers

of software, encompassing both
traditional on-premises solutions and
contemporary cloud-based offerings.
Software investments alone represent a
considerable share of total IT spending,
but they also generate subsequent
demand for services such as
implementation, integration and ongoing
management. This has created new
growth avenues for Managed Service
Providers (MSPs) and solution providers
specialising in meeting SMB requirements
across the continent.

N CHANNELNOMICS

Much of the IT value in the SMB segment
comes from services layered on top of

software and infrastructure. These
services include monitoring, maintenance,
cybersecurity, and user support. They
account for a large portion of the
addressable revenue opportunity. For
partners focused on delivering high-value
outcomes, the European SMB segment
remains one of the most accessible and
scalable markets in the IT channel.
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echnology Knowledge Level

{— 73% Extremely

Knowledgeable

25% Somewhat
Knowledgeable

‘— 2% Average
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Most SMB IT decision makers are making purchases
on behalf of their entire company or for their IT
departments that support their company. It’s a lot
of responsibility, but the vast majority consider
themselves “extremely knowledgeable” about the
technology products and services they’re charged
with evaluating, trialing and acquiring.
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Praefer

3S

Indirect B2B
48%

Purchasing Indirect

Indirect B2C
20%

Direct from
\V/=1gTe[e];

32%
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When it comes to where small and medium-sized businesses
(SMBs) in Europe acquire their technology products and services,
the overwhelming majority prefer to work through indirect
channels. Fewer than one-third of European partners choose to
source directly from technology vendors. Instead, most rely on B2B
or B2C partners, such as managed service providers, resellers and
systems integrators, to fulfil their technology needs.

The value of established relationships drives this preference. SMBs
trust their channel partners to provide not only competitive pricing
and logistical convenience but also informed guidance and
responsive support. These long-standing relationships give decision
makers confidence that they’re receiving fair treatment and
recommendations tailored to their business, rather than being
routed through transactional, vendor-led sales motions.
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SMB Buyers Approach Purchasing as a Solo Exercise

Buyers’ Technology
Knowledge Level

SMBs Prefer

Purchasing Direct Equally self-service 39%
and guided by experts European SMB IT buyers increasingly prefer hybrid
purchasing journeys that allow them to maintain control
. . while still benefiting from expert input. A significant
Marketplaces Self-guided, but with 4% . o i :
& E-Commerce access to experts o proportion, 39% report splitting their process equally
Tos Fasiiors That between self-service research and expert guidance.
Influence Purchasing Another 24% follow a primarily self-guided path but want
. Guided by - . access to expert support when needed.
vty SIES Avele consultants/experts 17
Marketplaces : :
Only 11% say they are completely self-guided and just 3%
Marketplaces Don't rely solely on salespeople, highlighting a clear shift awa
Diminish Value 4 y _ PEOPIE, NSNS ° y
Completely self-guided 1% from traditional vendor-led sales engagement. Meanwhile,

SMB Buyers Seek &

, _ 17% lean on external consultants or experts to steer their
Appreciate expertise

buying process 6% say they use Al applications as part of

SMB Buying Sources

their decision-making. These findings suggest that
Over Next b Years Guided by Al apps 8 8 88

European SMBs value autonomy but still want assurance

How MSPs Should

and clarity from trusted sources, especially when
Segment Sales

navigating complex or high-stakes technology decisions.

SMB Pathways for Aided by a salesperson I 3%
Purchasing

Disclosures &
Methodologies

About Channelnomics
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What SMBs Buy Through Marketplaces & E-Commerce

Buyers’ Technology
Knowledge Level

e Bt “Self-service” purchasing often means sourcing through a Others are leveraging proprietary e-commerce platforms or private
S rrefer

PUrchasing Direct marketplace, whether hosted by a vendor, solution provider or offers facilitated through hyperscale marketplaces.

retailer. As demand grows for self-service options and vendors o o
SMBs Approach _ o . Marketplaces and digital sales outlets aren’t limited to cloud
Purchasing Solo continue shifting their go-to-market models to platform-based

, , , services. SMBs are increasingly using these platforms to procure a
selling, partners are adapting accordingly.

broad range of technology solutions, including software
Many now enable customers to transact digitally through their own subscriptions, hardware components, infrastructure products and

Top Factors That
Influence Purchasing

marketplaces, often with the support of intermediaries like Pax8. even professional services.

Why SMBs Avoid
Marketplaces

Marketplaces Don't
Diminish Value

SMB Buyers Seek &
Appreciate Expertise

§4

SMB Buying Sources

Over Next 5 Years 65% 67% 61% 45% 29% 27%

How MSPs Should Software-as- Hardware Managed & Cloud Peripherals Al Agents
segiment salse a-Service Professional Services & Supplies (agentic

' workflows
SMB Pathways for Services )

Purchasing

Disclosures &
Methodologies

About Channelnomics
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What

Convenience

Access to reviews

Purchasing management
[ history tracking

Speed

Better pricing

Self-service control

Centralised billing

Bundled offerings

Credit/financing
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3Ss to Marketplaces &

For European SMBs, marketplaces have become more
than just a convenient place to buy technology. They’re
now a critical part of the decision-making process.
These platforms offer the ease and transparency buyers
have come to expect from consumer experiences, with
features like peer reviews, product comparisons and
purchasing history all in one place.

Convenience tops the list of benefits, with 60% of SMBs
citing it as a key reason for using marketplaces. Many
also rely on them for user reviews (57%), faster
transactions (40%) and tools to track purchasing activity
(44%). While competitive pricing remains important, it’s
no longer the sole draw.

Today’s B2B marketplaces serve as flexible engagement
hubs. They allow SMBs to research and buy on their
terms. Often there is the option to connect with experts
or advisors when needed. It’s this blend of autonomy
and support that makes marketplaces such a valuable
part of the SMB buying experience.

—Commerce Sites
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43%

Budget and
Price

34%
Delivery Speed
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52%

Product
Availability

27%

Brand
Reputation

34%

Tech
Compatibility

Q.

33%

Access To
Expert Advice

N CHANNELNOMICS

op Factors Influencing Choice of Purchasing Source

European SMBs increasingly expect their IT purchasing
experience to mirror that of consumer transactions: fast,
flexible and informed. Four of the top five reasons these buyers
turn to marketplaces are convenience, better pricing, access to
peer reviews and speed. These platforms make it easy to
browse, compare and buy on demand, without waiting for
traditional sales processes.

Key decision drivers include price sensitivity (53%), product
availability (52%) and delivery speed (34%). However, functional
requirements also matter. Many buyers evaluate compatibility
with existing systems (34%) and appreciate access to expert
advice (33%) to ensure the right fit. Brand reputation (27%) also
plays a role in guiding choices.

Marketplaces satisfy these demands by offering SMBs a
practical balance of value, variety and support. Buyers gain
visibility into price and stock, assess technical alighment and
draw on advisor insights when needed. All of this is available
within a self-directed, user-friendly environment that fits their
limited time and resources.
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Redsons SMBs Avold Buying

Trust Issues

61%

Lack of
Personalised
Support

45%

Better
Pricing/Deals
Elsewhere

35%

© 2112 Enterprises LLC | Official Use Only

No One
To Talk To

21%

Too Many
Choices

23%

Vendor
Preference

System/ 24%
Solution
Complexity

33%
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hrough Marketplaces

Despite the growing popularity of digital sales
platforms, many European SMBs still hesitate to make
technology purchases through marketplaces. Trust
remains a major barrier. Sixty-one per cent of buyers
cite concerns about seller credibility or data security.
Others worry about the lack of personalised support
(45%) or fear they’ll miss out on better deals elsewhere
(35%).

Complex products add to the hesitation. A third of
buyers say they’re unsure how to evaluate solutions
without expert help and nearly a quarter prefer vendors
they already know. When integration or long-term
support is involved, SMBs often revert to traditional
sales channels that offer more tailored guidance.
Marketplaces may offer speed and convenience, but
SMBs still want human reassurance when making high-
stakes decisions.
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BT hiore Buying Through Marketplaces Doesn't Detract From Expert’'s Value

Buyers’ Technology
Knowledge Level

SMBs Prefer 37%
Purchasing Direct 34%
SMB Euvers A|O|pr elelely Frequency SMB Buyers
Purchasing Solo .

J Seek Professional
Marketplaces - .
. Assistance Durlnq or 20%

) After Purchasing

Top Factors That
Influence Purchasing Through Mquetplaces

9%

Why SMBs Avoid
Marketplaces

0% 1%

Always Often Sometimes Rarely Never Don’t know

SMB Buyers Seek &

Appreciate Expertise _ , _ , . , ,
European SMBs may feel confident in their IT knowledge, but many still turn to experts for help navigating the buying process. The market is

%MB BI\LIM?% iour@@s crowded with overlapping technologies and buyers often struggle to determine which products meet their specific needs, integrate with
ver NeX edrs

existing systems or align with total cost of ownership expectations.

How MSPs Should

Segment Sales More than 70% of SMB buyers say the guidance they receive, often through partners connected to marketplaces, helps them avoid costly
SMB Pathways for mistakes. Whether they’re validating a shortlist or clarifying compatibility, buyers say having access to expert advice improves outcomes and

Purchasing saves both time and money. Most SMBs seek support frequently or always, when making important purchasing decisions.

Disclosures &
Methodologies

About Channelnomics
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SMB Buyers Seek & Appreciate True Expertise

Technology
Expertise &
Experience

2

Type &
Breadth of
Professional
Services
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5

History of
Successful
Projects/

Outcomes

3

Deployment,
Implementation
& Integration
Services
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4

Industry/
Vertical
Knowledge &
Expertise

More than two-thirds of SMBs regularly source products
through an MSP, reseller or other IT solution provider.
While they have a strong desire to act independently, they
tend to trust and value the services, support and expert
guidance they receive from their solution providers.

However, that trust is not always easy to earn. SMBs have
stringent requirements for how they select their expert
support. When they seek help, they want providers that
really understand the technology and can provide high-
quality professional support services.
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Buyers’ Technology
Knowledge Level

SMBs Prefer
Purchasing Direct

European SMBs increasingly rely on a mix of channels to source

SMB Buyers Approach
Purchasing Solo

Marketplaces Not Sure

55% 10%

IT products and services, with marketplaces (55%) and MSPs
(51%) emerging as the most frequently used. While direct

Marketplaces

& E-Commerce vendor sales and resellers still play a role, the purchasing

s Fereitene Tt VARS/ landscape is shifting toward models that offer more flexibility,

. Direct From
Influence Purchasing

Vendors

o
44%, 22% This marks a clear break from the past, when solution providers
controlled access to technology and procurement decisions.

Resellers transparency and support.

Why SMBs Avoid
Marketplaces

Marketplaces Don't : , : .
e Value Today, SMBs blend their buying paths based on their specific

Retail needs. They consider product complexity, timelines and the

SMB Buyers Seek & Outlets

. . level of internal expertise available. Few rely on a single route;
Appreciate expertise

24% most toggle between partners, platforms and advisors
depending on the situation.

- Agents &
Distribbutors Advisors The future of SMB purchasing in Europe will be defined by this

How MSPs Should

Segment Sales o hvbrid approach. It favours convenience and control without
35% 35% Y PP

SMB Pathways for sacrificing the expert guidance needed to make smart,

Purchasing confident decisions.

Disclosures &
Methodologies

About Channelnomics
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Buyers’ Technology
Knowledge Level

SMBs Prefer
Purchasing Direct

C
O
SMB Buyers Approach T
Purchasing Solo ~
E
Marketplaces 2
& E-Commerce g
O :
Top Factors That Hybrid Value-Add
|ﬂﬂU@ﬂC@ PUI’ChQSIﬂg Human-assisted sales Traditional direct and indirect
; through marketpkjces human-led sales models
V\/hy SMBs Avoid 9 & private offers
Marketplaces
Marketplaces Don't Low ~ Hign
Diminish Value value
SMB Buyers Seek &
Appreciate Expertise , _ , _ , , , ,
SMBs want purchasing options that combine self-service with expert As complexity and value increase, human involvement becomes
%MB BI\LIN”’Q% iOUVC@S support. Many prefer MSPs that offer both e-commerce portals and essential. Advanced solutions and integrated deployments need
ver NeX edrs
managed services, allowing them to complete simple transactions consultative sales, technical expertise and project oversight.
independently while relying on experts for more complex needs. Providers should align engagement models to these needs. They
This hybrid model is a growing competitive advantage for providers. should automate where possible and guide buyers through more
SMB Pathways for _ _ intricate decisions to maximise support and value.
Purchasing Marketplaces work well for low-complexity purchases like hardware,

Sleclosures & standard software and routine services. Automation delivers the

Methodologies speed and convenience SMBs expect, especially for repeatable,

clearly defined transactions that don’t require assistance.
About Channelnomics

© 2112 Enterprises LLC | Official Use Only m CHANNELNOMICS



Overview

The European
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Buyers’ Technology
Knowledge Level

SMBs Prefer E—— SMB Buyer Not every sale follows the same channel or purchasing process.
Purchasing Direct When acquiring products and services, SMBs typically engage

m through three distinct pathways, which closely align with the

Human- . . .
Assisted complexity, buyer involvement and need for external expertise.

SMB Buyers Approach

. Research Vendor-Led Partner-Led
Purchasing Solo

Automated, Hybrid and Value-Add segments of the broader

Marketplaces sales model. Each pathway reflects varying degrees of

& E-Commerce Research Partner Sale Human-Led

Top Factors That
Influence Purchasing

_ Human
Direct Sale Assisted

Automated
Marketplace

To support these models, MSPs should:

Why SMBs Avoid
Marketplaces

Automated * Provide self-service resources covering use cases, product

capabilities and services.

Partner- B Automated * Offer multiple purchasing options, from self-service to expert-
Fulfilled Fulfiiment

led engagement.

Marketplaces Don't

Diminish Value Fulfilment vendor-

Fulfilled

SMB Buyers Seek &

Appreciate Expertise Support Co-Managed * Ensure support is available across the entire buyer journey,

Service

including post-sale.

SMB Buying Sources

Over Next 5 Years * Enable add-on purchases of services and support, regardless

Supported T Supported Administered

How MSPs Should of the original sales channel.

Segment Sales * Focus on delivering high-quality, value-added services that
Improve outcomes.

Disclosures &
Methodologies

About Channelnomics
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Disclosures & Methodologies

Pax8 commissioned Channelnomics to conduct this survey as part of a series of sponsored research projects aimed at tracking
the evolving needs and trends of SMB technology buyers. While Pax8 commissioned this research, the company did not
influence the analysis, findings or reporting contained in this document.

The survey includes responses from 615 small and midsize businesses across North America, Europe and the

Asia-Pacific region. All respondents represented companies with 10 to 500 employees, with the majority concentrated in the
100- to 500-employee range. Each participant held IT purchasing responsibilities within their organisation and had made
technology purchases within the past six months.

The survey was conducted between April 15 and May 15, 2025, using an online, self-completed questionnaire with aided
response options. The results carry a margin of error of +/-5.5% with a 95% confidence level. Channelnomics believes that the
data and insights presented in this report accurately reflect the prevailing experiences and sentiments of the SMB community
at the time of the survey. Channelnomics reserves the right to revise or amend the analysis and reporting without notice.

N CHANNELNOMICS
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About Channelnomics

Channelnomics is a global analyst and research firm that
helps technology vendors and service providers fine-tune
their channels, win customers and sharpen their competitive
edge. The company offers a portfolio of best-

in-class products and services, including research, market
analysis, thought-leadership content and expert guidance.
Our innovative analysts leverage data to develop

customised route-to-market strategies for any client that
wants to translate vision into value.

Visit: channelnomics.com

Follow: @channelnomics

Contact: info@channelnomics.com

About Pax8

Pax8 connects partners, vendors and SMBs through Al-
powered insights and comprehensive product support. With
a global ecosystem of 40,000+ managed service providers,
Pax8 empowers businesses to grow securely by provisioning,
deploying and optimising agent-ready solutions. Its modern
cloud marketplace simplifies procurement and consumption-
based billing, while expanding into the Managed Intelligence
Provider (MIP) space to enable partners to deliver
intelligence-driven services that unlock the full potential of
the agentic future.

Visit: pax8.com
Follow: @pax8
Contact: info@pax8.com

N CHANNELNOMICS
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This report is presented by Pax8 and Microsoft.
Together, we are empowering small and
medium-sized businesses with Al-driven

technology.

Microsoft

For information about Channelnomics research, strategy and
consulting services, contact us:

www.channelnomics.com | info@channelnomics.com

This publication is by, and may contain the opinions of, 2112 Enterprises LLC (trading as Channelnomics), and is
subject to change. All rights are reserved and copyrighted by 2112 Enterprises LLC. Unauthorised reproduction,
distribution or sharing, in any format, without explicit consent is prohibited and may result in civil damages and

potential criminal prosecution. For permissions or enquiries, contact us at info@channelnomics.com.
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