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Executive Summary




B2B Research Experiences

The survey indicates that prior participation in B2B
marketing research surveys is concentrated among
higher-ranking executives, particularly those in C-
suite roles. Middle management represents the
largest share of overall respondents but appears
underrepresented among those with past survey
experience. Notably, none of the specialist-level
respondents have participated before, highlighting
an opportunity to engage this overlooked group.
These insights suggest a need to diversify future
outreach efforts to include mid-level and specialist
professionals to gain a broader perspective.

The survey clearly suggests that individuals with prior experience in
B2B marketing research are significantly more motivated to
participate in future surveys. Over half of experienced respondents
fall into the "Motivated” or "Highly mofivated” caftegories,
compared to just under a quarter of those without experience.
Conversely, inexperience is closely associated with low motivation,
with nearly 40% expressing little to no willingness to engage. These
findings emphasize the importance of fostering initial participation,
as it appears to positively influence future engagement and inferest.
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Importance of Senior Management’s Approval
and Hierarchical Structure

The importance of obtaining senior management approval
before participating in B2B surveys varies based on prior
experience. Experienced participants are significantly more
likely to regard such approval as important, potentially due
to greater familiarity with internal corporate procedures. In
contrast, those new to survey participation are more likely to
see approval as unnecessary. While a consistent minority in
both groups view it as “Extremely important,” the broader
data points to the need to clarify and support internal
approval requirements, especially for less experienced
participants.

The survey reveals that a maijority of respondents believe
their company’s hierarchical structure influences their
willingness to participate in B2B surveys. This effect is
especially pronounced among those with prior survey
experience, 80% of whom report being impacted. In
comparison, just over half of inexperienced participants feel
the same. These results suggest that hierarchical constraints
are a meaningful factor in survey engagement and may
need to be addressed when designing outreach strategies—
particularly for more senior or seasoned professionals.
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Survey Length Tolerance

Survey length tolerance varies significantly based on
participants’ prior experience.

While nearly half of inexperienced respondents are only willing to
engage in surveys under 10 minutes, experienced participants
demonstrate far more flexibility—most are open to spending 20
mMinutes or more.

Despite this, short surveys remain the general preference across
the total sample. These findings highlight the imnportance of
tailoring survey length expectations, particularly when targeting
first-time participants, to prevent early dropouts and boost
response rates.
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Motivations for and Barriers to Participation in
B2B Marketing Research

The findings reveal a cautiously receptive but highly selective audience when it comes to B2B
research participation.

While a slight majority (563.4%) of respondents show moderate willingness to
engage, a significant 34.3% remain generally unwilling, indicating that
participation cannot be taken for granted and must be actively earned
through thoughtful survey design and outreach.

Trust and perceived value are the most influential drivers of participation.
Respondents prioritize anonymity, fair compensation, and a clear
understanding of the research purpose, far more than convenience or
technical ease. This highlights the importance of positioning B2B research as
credible, confidential, and worthwhile to the respondent.

In terms of methodology. online formats are clearly preferred. Face-to-face
methods, especially group discussions and in-person inferviews at facilities,
encounter noticeable resistance. In contfrast, remote options—such as online
interviews and virtual group discussions—are seen as more acceptable,
reinforcing the need to prioritize digital engagement channels.
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While 42.8% of respondents prefer surveys under 10 minutes, nearly one-
quarter (22.7%) are willing to engage for 30 minutes or more when the topic is
relevant or sufficiently incentivized. This suggests a dual-path strategy: keep
standard surveys brief, while reserving longer formats for high-value, high-
trust participants.

‘ 0 Beyond time concerns, respondents express worry over privacy, fear of

‘ follow-up spam, survey complexity, and skepticism toward the research

\ sponsor. These concerns reflect an overarching need for tfransparency,
simplicity, and professionalism at every stage of the research process.

In summary, effective B2B survey design must prioritize trust-building, concise structure, digital
accessibility, and value communication. Organizations that address these concerns directly will see
stronger engagement and higher-quality responses from their farget audiences.
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Recommendation

1. Prioritize Trust and Transparency
. Clearly communicate anonymity guarantees and data protection measures in all
recruitment and survey materials.
. Disclose the purpose of the study and the firm conducting the research to reduce
skepticism and build legitimacy.

2. Adopt a Digital-First Approach
- Use online interviews and virtual group discussions as primary methodologies to
align with participant preferences.
. Avoid face-to-face methods unless specifically required, as they pose a
participation barrier for many.

3. Design for Time-Efficiency
. Aim to keep most surveys under 10 minutes to match the preference of the majority.
. Forin-depth research, provide clear value or incentives to secure participation in
longer sessions.
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4. Communicate Value Clearly
- Explain how participation will benefit the respondent or their business, even if
indirectly.
. Consider sharing executive summaries or aggregated insights as post-survey value-
adds.

5. Simplify the Experience
- Ensure straightforward, jargon-free survey design that minimizes cognitive load.
« Test survey logic and question clarity in advance to avoid confusion or drop-offs.

6. Build a Participant-Friendly Recruitment Process
- Avoid excessive follow-up or unclear opt-in terms to mitigate fear of spam or
misuse.
. Offer clear opt-out options and honor communication preferences to build long-
tferm goodwiill.

7. Segment and Target Strategically
- Use short surveys for broad outreach, and longer, more detailed engagements for
pre-qualified or high-trust participants.
- Match incentive levels and messaging to the partficipant’s profile and expected
effort.
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Respondents’ Profile
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« A total of 517 individuals participated in the survey. The overwhelming majority of respondents were
male (95.0%), while females accounted for 4.8%.
v/ Among male respondents, 2.6% were aged 20-39, 54.0% were aged 40-59, and 43.4% were aged
60 or above.
v Among female respondents, 12.0% were in the 20-39 age group. 68.0% were aged 40-59, and
20.0% were 60 years or older,
« This indicates that the respondent pool skews heavily toward older male professionals, with nearly all
females being under 60.

Gender Male Age Breakdown Female Age Breakdown

Other 0.2% 2 6%

N=491 N=25
@ 20-39 © 40-59 60+ @ 20-39 © 40-59 60+

N=517

Q1. What is your gender? (SA)
Q2. What is your age? (SA)
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« The survey gathered responses from 517/ participants, with a stfrong representation across various
management levels: 33.8% are in Middle Management, 33.7% hold C-suite positions, 14.3% are in Senior
Management, 10.8% are Department Heads, and 7.4% are classified as Specialists.

« This indicates that most respondents (over 90%) hold leadership or decision-making roles within their
organizations.

« Interms of company size:

v 28.6% are employed by Medium-sized Enterprises (201-500 employees), 64.2% by Large Enterprises
(601-10,000 employees), and 7.2% by Mega Corporations with over 10,000 employees.

Job Title Number of Employees

N=517 N=517
@ C-suite @ Senior Management @ Department Heads ® Medium-sized Enterprise (201-500)
® Middle Management & Specialists ® Large Enterprise (501-10,000) @ Mega Corporation (10,000+)

Q3. What is your current job title? Please select the one that applies the most. (SA)
Q5. How many employees does your company have? (SA)
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« Respondents represent a wide range of industries, with the largest segments being:
v Manufacturing (consumer goods, beverages, food, etc.) - 21.3%
' Financial services — 8.5%
 Constfruction & Engineering — 7.7%
v Wholesale/Retail — 5.8%
v Telecommunications — 5.0%

Industry Affiliation
N=517

Manufacturing (consumer goods, beverages, food, efc.) [ 218
Financial services (banking, securities, insurance, etc.) = 85

Construction & engineering [ 77
Wholesale/retail

Telecommunications

Service & hospitality

Heavy construction, industrial machinery, home appliances
Transportation & logistics

Medical, health care & welfare

Real estate

Trading company

Chemistry

Energy & ufilities (electricity, gas, water, etc.)
Media & press

Others

o
o1
o
o

20 25 (%)

Q4. What industry do you work in? (SA)
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B2B Research Experience
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Most respondents have no prior experience participating in B2B marketing
research, and among those with experience, self-administered online survey
is the most common.

« Only 17.2% of respondents indicated they had participated in B2B research before, while 82.9% had never
taken part.

« Among those with experience (n=89), the most common methodologies they had participated in were:
Self-administered online interview (62.9%). Online face-to-face interviews via platforms like Zoom or Google
Meet (28.1%), Face-to-face interviews at facilities or offices (24.7%), Telephone interviews (23.6%), Group
discussions, either online (19.1%) or face-to-face (12.4%).

Participating in

Marketing Research Marketing Research Methods in Which You Have Parficipated

Self administrated online interview
Online face-to-face interview
Face to face interview at facility
Telephone interview

Online group discussion

Group discussion at facility

Others 3.4
0 10 20 30 40 580 60 70

N=89

N=517

Q14. Have you participated in any B2B marketing research survey prior to this one? (SA)
Q15. Which of the following B2B marketing research methodologies have you participated in? Please select all that apply. (MA)
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Participation experience is higher among senior roles.

« 42.7% of respondents with prior survey experience are in the C-suite, compared to only 31.8% of those with
NO experience.

« Department Heads also show a higher representation among those with prior experience (16.9%) than
those without (9.6%).

- Middle Management makes up the largest share of all respondents (33.8%), but only 24.7% of experienced
participants — versus 35.7% of inexperienced ones — fall in this category.

« Specialists appear only in the inexperienced group (8.9%) and none reported prior participation.

Past B2B Research Experience by Job Title Past B2B Research Experience by Job Title
N=89 N=428
100% ®Yes @ No
® C-suite
Total NN N=517
80% @ Senior Management
60% :
@ Middle Management Senior Management {1z 81.1% N=74
Specidalists
40% ® 5o Department Heads | 2e)ey 73.2% N=56
Middle Management |2 654 87.4% N=175
20%

Specialists 100.0% N=38
0% 20% 40% 60% 80% 100%

0%

Yes No

Q14. Have you participated in any B2B marketing research survey prior to this one? (SA)
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B2B Research Experience

Pro

"It's worthwhile.”

"There were no problems with the themes or
topics that they wanted us to talk about that
day, as they explained them to us af the
beginning of the meefting. As a wish, | would
like to be told in advance what the theme
would be.”

*[ felt that there are things that we are not
usually aware of, but by verbalizing them, we
can be made aware of them anew. ”

[ think it was just fun.”

"Easy to understand and attractive.”

Con

"Concerns about participating with
competitors.”

"Lack of anonymity.”

“Unclear quality of feedback to my own
operations.”

"Many poorly designed questions and
questions that lead to answers.”

"Long ones are tedious.”

"I thought | would refrain from accepfting the
offer in the future. | thought it was just for
socializing, but there is no guarantee of
confidentiality, and | don't know how it will be
used.”

Q16. What was your experience participating in the B2B marketing research? Please share your background/motivation, findings,

and/or concerns of participating in those surveys, if any.

Copyright © GMO Research & Al, Inc. All rights reserved.
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Experienced respondents are more motivated.

« Among those with prior experience, more than a half of respondents (63.9%) are
“Motivated.” In contrast, only 24.3% of inexperienced respondents are motivated.
- Inexperienced respondents show greater apathy. A combined 38.5% of respondents
without prior experience are either "Not motivated at all” or "Hardly motivated.” That figure drops

significantly to 13.5% among experienced participants.
« This suggests a strong correlation between prior participation and current willingness.

Willingness to Participate

© Not motivated at all @ Hardly motivated @ Slightly unmotivated

® Somewhat motivated ® Motivated @ Highly motivated

100%
80%
60%
40%
20%

0%

Total Participated Not Participated
N=517 N=89 N=428

Q6. How willing are you to participate in any B2B marketing research? (SA)

Copyright © GMO Research & Al, Inc. All rights reserved.
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Experienced participants place greater importance on approvali.

« 49.5% of those with prior B2B survey experience view senior management approval as “Extremely
important” or “Important,” compared to 36.0% of those without prior experience. This suggests that
those familiar with such surveys may better understand internal protocols or have encountered
approval processes before.

« Inexperienced participants are more likely to view approval as unimportant.

« Across both groups, roughly one-fifth of respondents consider senior management approval to be
“Extremely important,” indicating a baseline sensitivity to organizational hierarchy.

Importance of Senior Management Approval by Past Experiences

© Not important at alll @ Hardly important @ Noft very important

@® Somewhat important ® Important @® Extremely important

100%
80%
60%
40%
20%
0%
Total Participated Not participated
N=517 N=89 N=428

Q8. How important is it for you to have approval from senior management before participating in a B2B survey? (SA)
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Internal organizational dynamics—such as reporting lines,
decision-making authority, or perceived roles—may act as either
barriers or motivators to survey engagement.

A maijority of respondents (69.0%) indicated that their wilingness to participate in B2B surveys is influenced by
their company's hierarchical structure. Understanding and addressing these hierarchical factors could be key
to improving participation rates, particularly in more structured or top-down corporate environments.

No

“Because | think it should be left to the
individual, especidally if it's an anonymous
survey.”

If it is anonymous and the name of the
company or department you work for is not
identified, you don't have to ask permission
from your supervisor.”

*If it is anonymous, no problem arises.”
"It is not a matter of particular interference.”

*To not provide information about the
department or person in charge at my place
of employment. Since (the information
provided) is only general information, there is
no particular need to ask permission from
your supervisor.”

"As long as you don't touch the issue of
secrecy, the only key is whether you can use
your time.”

Impact of Hierarchical
Structure towards Motivation

N=517

Yes

“Because there is compliance determined by
the company and it cannot be implemented
at the discretion of the individual.”

“Because | can clarify the scope of disclosure
of information about my employer.”

“Because it could lead to disclosure of the
company's business.”

“Aside from the content, | think the company
organization needs to agree fo this.”

*If there is any suspicion of a breach of
confidentiality or other violation,
participation is not allowed.”

“Because the decisions of superiors and
upper management take precedence.”

“A prerequisite as a member of the
organization.”

Q9. Do you feel that the hierarchical structure in your company affects your willingness to participate in B2B surveys? (SA)
Q10. Please provide a brief explanation of why you answered <“yes” / "no”> to the previous question.

Copyright © GMO Research & Al, Inc. All rights reserved.
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Experienced respondents may be more attuned to or cautious of
infernal power dynamics.

« Experienced participants are highly aware of hierarchy. A striking 79.8% of those with prior B2B survey
experience report that company hierarchy does affect their willingness to participate.

« Inexperienced participants are less constrained by hierarchy. Only 54.7% of those without prior
experience feel affected by hierarchy — still a majority, but significantly lower than experienced
participants.

« Across the full sample, 59.0% report that company hierarchy influences their willingness to engage in
B2B surveys, highlighting a structural barrier to participation.

Hierarchical Structure's Impact Towards Motivation

®Yes @ No
100%
80%
60%
40%
20%
0% o o
Total Participated Not participated
N=517 N=89 N=428

Q9. Do you feel that the hierarchical structure in your company affects your willingness to participate in B2B surveys? (SA)

Copyright © GMO Research & Al, Inc. All rights reserved.
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Inexperienced participants strongly prefer
short surveys.

« 47.5% of those who have not participated in a B2B survey before prefer surveys under
10 minutes. This group shows significantly less tolerance for longer surveys compared to
experienced respondents.

- Experienced participants are willing to spend more time. Only 23.2% of experienced participants prefer
surveys under 10 minutes. Meanwhile, over 50% of them are willing to spend 20 minutes or more.

« Across all respondents, 42.8% prefer surveys shorter than 10 minutes, making it the most common
preference overall. Only 22.7% are open to spending more than 30 minutes, which remains a minority.

Willingness to Spend Time on a Survey

@ Less than 10 minutes ® 10-20 minutes @® 20-30 minutes

@® More than 30 minutes

100%
80%
60%
40%
20%
0%
Total Participated Not participated
N=423 N=82 N=341
Q12. How long are you willing to spend on a B2B survey? (SA) Base: those who answered other than Q6=1 (not willing at all)
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Motivations for and Barriers to

Participation in
B2B Marketing Research
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The overall willingness to participate in B2B marketing research is
mixed, with a tendency toward moderate interest, and a notable

level of reluctance among some respondents.

« Combined, 53.4% of respondents chose levels 4-6, indicating a slight majority are at least somewhat

open to participating in B2B research.
- 18.2% of respondents reported being not willing at all (level 1), and 16.1% selected level 2, indicating

that over one-third (34.3%) are generally unwilling to participate.

Willingness to Participate in B2B Research Methodologies
Highly motivated

Not motivated at all

Genercﬁ\ll_vgi]lgngness 16.1% 12.4% 16.4% 13.0%

0% 20% 40% 60% 80% 100%
@ ®2 O3 072 05 e

Q6. How willing are you to participate in any B2B marketing research? (SA) T=not motivated at all / 6=highly motivated

25
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Participation is influenced more by credibility and fairness than by
convenience alone.

« When designing B2B surveys, it is essential to emphasize participant anonymity, offer appropriate
compensation, and ensure clarity and business relevance in the research topic.

« While convenience factors such as online accessibility matter, they play a secondary role compared to
frust and perceived value.

Factors to Influence for Participate
N=517
Assurance of anonymity

Amount of compensation

Clear presentation of research objectives
Easy online response

Relevance to company business

Short response time

Executive reporting of research output

0 5 10 15 20 25 (%)

Q7. What factors influence your decision to participate in a B2B survey? Please rank in order of greatest influence. (SA) rank 1

Copyright © GMO Research & Al, Inc. All rights reserved. 26




First-tfime participants are more risk-sensitive and extrinsically
motivated, while experienced participants are driven more by the
perceived value and integrity of the research itself.

- Experienced participants are more motivated by factors related to the quality and relevance of the
research itself. Specifically:
v They place significantly more emphasis on a clear presentation of research objectives (27.0% vs.
12.4%), suggesting that fransparency and purpose are key for those familiar with such surveys.
v/ They also value the relevance of the topic to their company's business more (16.9% vs. 11.9%),
indicating a stronger focus on strategic alignment.
- In contrast, inexperienced participants are more influenced by peripheral or practical concerns:
V Assurance of anonymity (23.8% vs. 16.9%) and amount of compensation (19.6% vs. 12.4%) are more
prominent factors for those who have never participated.
v These responses imply a higher level of caution and a need for external incentives to overcome
hesitation or uncertainty.

Q7. What factors influence your decision to parficipate in a B2B survey? Please rank in order of greatest influence. (SA) rank 1

Copyright © GMO Research & Al, Inc. All rights reserved.
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Digital and remote methods should be prioritized for wider
engagement.

« While there are no major differences in willingness to participate by survey method, there is general
reluctance toward participating in face-to-face methods, especially for group discussions and
interviews at facilities.

- Online interviews received the most balanced responses, with 30.5% expressing high willingness (scores
5 and 6), suggesting this method may be the most acceptable among participants.

Willingness to Participate in B2B Research Methodologies

Base: total except those who answered “not motivated at all” in Q6

N=423

online interview 24.3 12.3 18.2 14.7 14.4 16.1

Telephone interview 27.0 14.7 17.5 13.0 12.3 16.6

Face to face interview at facilities or offices 28.4 15.4 18.0 1.1 9.9 17.3
Online in-person interview 25.3 15.1 19.9 14.2 13.7 11.8

Group discussion (face-to-face at facility, etc.) 30.3 15.8 156.1 11.6 12.3 14.9
Group discussion (via video conference platforms) 26.0 14.2 18.7 16.1 12.5 12.5

0 20 40 60 80 100 (%)

o1 ©O2 03 0./ 05 056
Q11. Please indicate your willingness to participate in the following B2B research methodologies. 1=not motivated at all / 6=highly motivated
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Respondents show a clear preference for shorter surveys, but a
significant portion is also open to longer engagements.

« 42.8% of respondents prefer surveys that take less than 10 minutes, making it the most preferred
duration by far.

« 18.4% are willing to spend 10-20 minutes, while 16.1% accept 20-30 minutes, indicating that a
combined 34.5% can tolerate moderate survey lengths.

- Notably, 22.7% indicated that more than 30 minutes is acceptable, showing a substantial minority
willing to commit more time under the right conditfions.

Acceptable Survey Time
N=423

More than 30 minutes is acceptable
22.7%

Less than 10 minutes

42.8%
20-30 minutes
16.1%
10-20 minutes
18.4%
Q12. How long are you willing to spend on a B2B survey? (SA) Base: fotal except those who answered “not motivated at all” in Q6
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Transparency, data protection, and simple user experience are
essential.

» Time commitment is the second most common concern (37.3%). reflecting a desire for short, efficient
research engagements.
« Other frequently mentioned barriers include:
' Lack of trust in the organization (35.2%)
' Fear of receiving spam or follow-up contact (31.1%)
v Complexity of the survey (30.9%) and skepticism about the research purpose (26.3%)

Barriers to Participation in B2B Marketing Research

N=517

Privacy concerns
Time commitment
Lack of trust

Fear of spam
Complexity
Skepticism

Lack of incentives
Repetitive surveys
Irrelevance

No immediate benefit
0 10 20 30 40 50 (%)

Q13. What factors would make you hesitant to participate in B2B marketing research? Please select the three factors below that apply
most to you. (MA)
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BtoB Sampling

Headquartered in Tokyo, GMO Research & Al holds the No.1 market share in Japan as a sample
panel provider, enabling localized consultation tailored to the latest frends in Japan.
We support not only quantitative research but also recruitment for offline research and its
operational support.

2.;. 1,260,000+ aNe 50+

BtoB professionals — Business profiles

Approximately 150 additional basic attributes can be
cross-referenced with business profiles!

Transportation Company Size IT Decision Makers
/delivery 25% (DMs)

Finance 12.3% EPAA Healthcare 20%
(bank or securities) /welfare 15%
Jinsurance  /7.2% . 10% 21.8%

18.4%

Approximately
Distribution/ 5% 0.0% 9.6% 10.9% )
wholescle/ ([ Industry 0% 6% " g

retail Q bg qq & QQ £ ] 00,000
P RS bg 00\ QQ QQQQQ 0 QQQ Q Q \0‘0
R individuals with

o
Number of Employee 20 profiles are available!

8.7%

Construction Manufacture

CEO . « Schedule management system and groupware
IT Field

- Internal network construction/infrastructure importing
« Commercially available soffware package
0.0% 20.0% « Marketing & market research services
0, « Customer management system
43.9% Position C-level Temployees 36.6% « Internal frunk system
IS cxecutive IT engineer 20.0% - Payment system - Maintenance services
/C-suite « Accounting system « Advertising services
Upper Software developer 14.1% - Security system - Corporate insurance services
manager level « Ofther system « Legal related services
Women in tech 11.5% « Hardware (server) - Consulting services
« Hardware (customer PC) « Financial services
Small-medium business Sl business, solution business 8.8% « Network security + Cleaning services

owner
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Find out more

E mail Website ﬁ ®

APAC: ah_overseas@gmo-research.ai ,
https://gmo-research.ai/en/ Follow us on social medial

US: rfg_us@gmo-research.ai

EMEA: rfg_eu@gmo-research.ai
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