Survey Methodology

We gathered insights from 150 analysts across
leading research rms such as Gartner, 451, Everest,
Nucleus, GigaOm, Omdia, HFS, IDC, Forrester, and more.
This year, we expanded our approach with nine in-depth
interviews featuring current and former analysts.
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Analysts seek to befriend vendors,
but face a variety of obstacles
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How often should vendors leverage inquiry?
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82% of analysts say AR pros could elevate the strategic value
of AR by leveraging analysts as strategic sounding boards
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Analysts see significant disruption
ahead, sparked by genAl

70% of respondents leverage genAl to extract
information from their notes, while 65% use genAl
to accelerate their writing process.
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