Market Connections and Merritt Group

joined forces to poll federal decision makers
and B2G marketers to answer this question—
which marketing content and channels
are most effective?

MOST EFFECTIVE DELIVERY CHANNELS
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Content Most Valued by Federal Decision Makers

DURING THE DIFFERENT STAGES OF BUYING PROCESS

58% Research Reports

48% Marketing Collateral
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FEDERAL DECISION MAKERS

Rank Top and Bottom Content Features
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REASONS WHY Government Employees
Use Personally Owned Devices
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