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GenAI-powered discovery is now the first step in B2B buying. It’s poised to become 
the largest real-time buyer intent channel in B2B marketing, and yet it’s inadequately 
monitored and poorly optimized. To win in this new era, vendors must understand how 
ChatGPT and other LLMs rely on trusted, third-party signals to answer buyers’ questions.
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Executive Summary

The B2B buying journey has entered a new era – one shaped not by websites, SEO, 
or outbound campaigns, but by large language models (LLMs) like ChatGPT, Claude, 
Copilot, and Perplexity. Using these tools, buyers now ask open-ended questions like:

Key Findings

“Who are the top 
vendors in this 

space?”

“According to analysts, 
the leaders in this space 

include .....”

 “What’s the best 
alternative to my 
current solution?”

“Users who 
switch from X to Y 
often turn to.....”

 “Which platforms 
are easiest to 
implement?”

“Platforms 
praised for ease 

of implementation 
include...”

In response, LLMs don’t return a list of links – they generate answersanswers. Answers like:

These AI-generated responses are built from scouring the internet for trusted, 
credible information. That’s where your visibility is either won or lost. 

Our research finds that there are 20 million prompts per day in ChatGPT 
related to B2B buying. This report analyzes how B2B buyers use GenAI tools 
to research, shortlist, and consider vendors. Drawing on 10,000 real prompts 
and 15,000 simulated prompts, we reverse engineer how LLMs surface vendor 

GenAI is now the first step in B2B buying.  
Buyers are using LLMs to form shortlists, compare vendors, and 
identify category leaders – long before they ever visit a website 
or talk to sales.

Peer review platforms lead the way.  
G2, Capterra, TrustRadius, PeerSpot, and Gartner Peer Insights are 
the most frequently cited sources across GenAI outputs.

Ungated content is critical to GenAI visibility. 
GenAI tools prioritize structured, accessible, third-party content. 
Vendors that promote analyst recognition and review coverage 
publicly have a measurable advantage.

Our Top 5 Vendor lists reveal who’s winning – and who’s missing. 
Rankings are based on GenAI citation frequency and sentiment 
across thousands of prompts in key B2B categories.

recommendations – to understand what sources the LLMs trust, which vendors receive 
mentions, and how sentiment shapes perception.

What we found is a fundamental shift in influence. Visibility is no longer determined 
by what marketers publish or what analysts report – it’s shaped by what GenAI truststrusts. 
That trust is earned through what we’re seeing as a new form of earned media: peer 
reviews, analyst-backed and vendor-promoted research, Wikipedia, Reddit, and 
publicly available third-party content that’s easily parsed and cited by LLMs.

This research empowers leaders in Marketing, Product, and Analyst Relations to 
understand how GenAI visibility is earned, and how to take control of the signals 
shaping early buyer decision-making.



Why This Research Matters
 
GenAI isn’t just a new channel in the buyer journey – it has become the buyer journey. 

In just two years, the adoption of GenAI by 
B2B buyers has accelerated dramatically: 
 
2023: Only 21% of buyers were 
experimenting with GenAI for research or 
evaluation (McKinsey) 

2024: That number rose to 32% 
(TrustRadius) 

2025: Now, 89% of B2B buyers report 
using GenAI tools to support discovery and 
decision-making (RevSure/Forrester)  
And this is not just behavioral change –  
it’s behavioral change at scale.at scale. 

2023
0%

20%

40%

60%

80%

100%

2024 2025

GENAI ADOPTION AMONG B2B BUYERS

According to GenAI usage estimates and our own analysis, we found that more than 20 
million prompts per day on ChatGPT are tied to B2B buying decisions. Include activity 
across other models like Claude, Copilot, and Perplexity, and the volume exceeds 80 to 
100 million prompts per day. 

That makes GenAI one of the largest real-time buyer intent channels in B2B – and one of 
the least monitored or optimized by go-to-market teams.

This is why visibility in GenAI matters.

This is why visibility in GenAI matters. 

Buyers are forming impressions and narrowing their options beforebefore your sales, 
marketing, or analyst engagement strategies ever have a chance to reach them. And 
those decisions are based on what LLMs synthesize from trusted sources – not gated 
PDFs or paywalled research

The most frequently cited content in GenAI vendor discovery includes:

•	 Peer review platforms like G2, TrustRadius, PeerSpot, and Capterra

•	 Analyst-backed research across firms like Gartner, Forrester, and IDC – 
specifically when vendor-promoted and publicly available

•	 Community insights from Reddit, Stack Overflow, and other user forums

•	 Structured, open-source content from Wikipedia

•	 Trusted third-party media coverage and curated vendor summaries 

If your brand isn’t present, accessible, and credible across these surfaces, GenAI will 
form its own opinion – and it may not include you.

This report helps GTM, Analyst Relations, and Product Marketing leaders understand 
how GenAI visibility is earned, and how to take control of the signals shaping early 
buyer decision-making.

By the Time a Buyer Reaches Out to a Vendor Under Consideration:

of their buying 
journey 
is already 
complete 
(6sense)

have 
defined their 
requirements 
(6sense)

have a 
preferred  
vendor in mind  
(AdWeek/
Gartner)

of first-
contacted  
vendors win 
the deal 
(6sense)

So when a buyer finally reaches out to your sales rep, you’ve either made the 
shortlist – or you haven’t.

70% 78% 81% 84%

20 Million 
Prompts Per Day 
on ChatGPT alone are tied to  
B2B buying decisions.



About the Research 
 
To better understand how GenAI tools are shaping vendor visibility and buyer 
perception, Spotlight and Profound partnered to conduct one of the most comprehensive 
analyses to date on LLM usage in B2B vendor discovery.

This research was designed not to study GenAI in theory — but to reverse-engineer how 
it actually influences real buyer behavior.

Why This Approach Matters 
 
Unlike traditional SEO or brand tracking studies, this research is designed for the GenAI 
era. It doesn’t just ask whowho is getting visibility – it uncovers whywhy they’re getting it, and 
from where.from where.

By blending real-world buyer prompts with structured testing, this study reveals not only 
the vendors that dominate early GenAI discovery, but also the digital sources that drive 
that visibility, from review volume to analyst amplification to citation accessibility.

It also provides vendors, AR leaders, and marketers with model-by-model visibility 
insights, helping them better understand where they’re showing up, how often, and in 
what context – so they can act on what matters most.

Scope of the Study 
 
Total Prompts Analyzed:

•	 25,000 prompts across major LLM platforms

•	 10,000 were collected from real B2B buyers — capturing how actual users interact 
with GenAI during discovery and evaluation

•	 15,000 were generated by Profound using a controlled prompt framework to test:

•	 Which vendors 
are included

 
LLMs Evaluated:

•	 ChatGPT (OpenAI, GPT-4o)

•	 Claude (Anthropic)

•	 Microsoft Copilot (powered by OpenAI)

•	 Perplexity AI

•	 Google AI Overviews (select queries)

 
Industries and Categories Covered:

•	 6 B2B software categories:

•	 HR Technology

•	 Sales & Marketing Technology

•	 Data Security & Privacy

•	 Digital Commerce

•	 IT Services

•	 Digital Workplace

Vendor Inclusion Frequency 
How often specific vendors appeared in 
GenAI outputs across prompts and models

Source Citations 
Which domains and platforms were cited to 
support vendor mentions

Sentiment Analysis 
Whether vendors were described positively, 
neutrally, or negatively — and what patterns 
triggered those tones

Model Comparisons 
How different GenAI platforms respond to similar 
prompts — including variations in vendor inclusion, 
citation depth, and sentiment framing

•	 What sources  
are cited

•	 What sentiment  
is used

What We Measured 
 



The New Visibility Layer

The rules of visibility have changed.

In the GenAI-powered buying journey, visibility is no longer about what your brand 
says; it’s about what shows up when a buyer asks, “Who are the top vendors?”

When B2B buyers turn to GenAI tools to start their evaluation, LLMs don’t return ad 
placements or SEO results. They generate synthesized, trusted answers based on a 
specific set of signals – a visibility layer you don’t own, but you can influence.

This new visibility layer includes structured, accessible, and credible third-party inputs: 
review platforms, analyst research, open-source content, and community commentary. 
Inclusion isn’t something you buy – it’s something you earn through relevance, trust, 
and discoverability.

What GenAI Trusts 
 
During our study, we ran 15,000 Profound-generated prompts across major LLMs to 
test how vendors were surfaced in early-stage discovery. We analyzed both the cited 
domains in responses and the unstructured mentions of third-party authorities. The top 
five most frequently cited domains were:

How GenAI Uses Analyst Research 
 
LLMs referenced analyst firms in a variety of ways, beyond just citations. These mentions 
typically fell into recognizable usage patterns, including:

Guiding shortlists by labeling vendors as Leaders, Visionaries, or Strong PerformersLeaders, Visionaries, or Strong Performers  
based on well-known research frameworks (e.g., Magic Quadrant, Forrester Wave, 
MarketScape)

•	 Example excerpts: “Recognized as a Leader in the Gartner Magic Quadrant for 
…,” “Named a Leader in the Forrester Wave: …”

•	 Business value: Increases trust and reduces due diligence time by signaling 
third‑party validation.

Referencing ROI data and business-case metrics from Forrester TEI or IDC studies

•	 Example excerpts: “Forrester TEI estimates a 200%+ ROI over three years,”  
“IDC study reports 50% lower operating costs and 90% less downtime”

•	 Business value: Strengthens budget approvals and accelerates buy-in with 
quantified outcomes.

Drawing from analyst commentary to benchmark capabilities, identify differentiators, as 
well as assess risk and compliance

•	 Example excerpts: “Fastest-growing vendor in … according to IDC,” “Consult 
ISG/Constellation buyer guides for tailored picks,” “Strengths listed by Forrester 
include analytics depth and UX; watch-outs on pricing,”  “Analyst assessments 
highlight compliance controls suitable for regulated industries”

•	 Business value: Helps buyers make faster, more confident decisions by 
validating vendor credibility, narrowing the evaluation scope, benchmarking 
capabilities against trusted criteria, and reducing perceived risk across security, 
compliance, and procurement teams.

These patterns reveal that analyst-backed research remains a powerful trust signal in 
GenAI discovery – but only when it’s accessible, paraphrased, or promoted in visible 
channels.

g2.com  
7.5k citations

gartner.com 
6.9k citations

reddit.com 
6.2k citations

capterra.com 
3k citations

trustradius.com 
2.7k citations

While gartner.comgartner.com ranks highly, the vast majority of those citations point to Gartner 
Peer Insights (GPI) rather than to traditional research like the Magic Quadrant. Peer 
review ecosystems dominate the citation landscape because they are public, structured, 
and trusted.

But citations alone don’t tell the full story.

We also analyzed the prompt responses themselves, uncovering LLMs’ use of publicly 
available research and perspectives from analyst firms. These weren’t links listed in the 
cited resources – they were language-based signals where the LLMs summarized analyst 
insights, referenced quadrant positions, or invoked ROI and benchmarking data. This 
reinforces the need for vendors to leverage analysts and customers alike to influence 
LLMs’ perception of them.



The Trusted Source Stack 
 
Across our prompt analysis, five source types consistently appeared in GenAI-generated 
answers – and are now shaping early-stage buyer perception:

Source Type

Peer  
Reviews

G2, TrustRadius, 
Capterra, Gartner 
Peer Insights

IDC, Forrester, 
and Gartner 
(not GPI)

Reddit, Stack 
Overflow

Wikipedia, 
comparison 
sites

Blogs, pages 
embedding 
analyst or 
customer proof

Referenced 
in-text; used 
to validate 
leadership, ROI, 
or differentiation

Frequently cited 
in developer-
heavy and 
technical tool 
categories

Used for 
neutral framing 
and product 
differentiation

Cited when 
accessible, 
well-structured, 
and externally 
validated

Heavily 
paraphrased 
in response 
generation, but 
often not cited

Mix of direct 
citations and 
paraphrased peer 
feedback

Regularly cited 
as trusted neutral 
framing

Occasionally cited; 
more likely to 
influence when 
externally anchored

Most frequently 
cited; foundational 
for early-stage 
vendor evaluation

Frequently cited 
and directly feeds 
model outputs

Analyst 
Research

Community 
Commentary

Open-Source 
Knowledge

Public Vendor 
Content

Examples Behavior Citation vs. Influence

What GenAI Ignores 
 

If content can’t be crawled, parsed, or trusted – GenAI won’t use it.

Gated PDFs, 
paywalled research, 
or login-protected 
analyst content

It’s not about 
being visible to 
your audience; 
it’s about 
being visible to 
their AI.

You need to 
show up in the 
sources GenAI 
trusts most.

Analyst 
mentions must 
be promoted in 
ways that LLMs 
can find and 
understand.

Peer reviews 
and structured, 
third-party 
content are no 
longer optional 
– they’re 
foundational.

Generic vendor  
blogs lacking third-
party validation

Overly branded 
content that lacks 
external trust signals

The New Mandate for Visibility 
 
For GTM, AR, and product marketing teams, GenAI has redefined the game:

This visibility layer is already shaping shortlists. It’s time to influence it with the same 
level of intent you bring to campaigns, content strategy, sales enablement, and analyst 
relations.



Who’s Winning in GenAI Discovery

To understand which vendors GenAI tools are recommending most often — and why — 
we analyzed responses to 15,000 prompts designed to simulate how real B2B buyers 
conduct vendor discovery in the earliest stages of their journey.

These prompts included natural, intent-driven questions like: 

“Who are the top vendors for [category]?”

 “What’s the best alternative to [vendor]?”

 “Which platforms are easiest to implement for [need]?”

The research focused on six key B2B software categories:

These domains represent the intersection of credibility and accessibility. If your brand 
doesn’t appear in these ecosystems — or isn’t described in a structured, indexable way — 
GenAI will likely pass you over when forming early-stage shortlists.

HR  
Technology

Sales & 
Marketing 
Technology

Data Security  
& Privacy

Digital 
Commerce IT Services

Digital 
Workplace

How LLMs Choose Their Sources 
 
LLMs don’t “browse the web” like humans do. Instead, they synthesize responses from 
structured, high-trust content that is accessible, well-linked, and semantically rich.

The citation types that show up most frequently in GenAI responses include:

Peer Review Platforms (e.g. 
G2, Capterra, TrustRadius, 
Gartner Peer Insights)

Community Forums (e.g. 
Reddit, Stack Overflow)

Vendor-Owned Content 
(e.g. shopify.com,  
clickup.com)

Industry Publications  
(e.g. peoplemanagingpeople.com, 
theretailexec.com)

Comparison Blogs & 
Aggregators  
(e.g. zapier.com)

Structured, trusted, and frequently 
updated — ideal for surfacing top-rated 
tools

Treated as informal user review ecosystems, 
where buyers share experiences and ask 
for advice — often in vendor- or category-
specific threads (e.g. r/ecommerce, r/
shopify)

Often less frequently cited, but impactful 
when structured well — especially when it 
includes externally validated information 
(e.g., analyst quotes, awards, review scores, 
customer outcomes)

Cited when they offer roundup-style 
comparisons or trusted third-party 
recommendations

Frequently used for side-by-side tool 
breakdowns — easy for LLMs to synthesize 
into shortlist answers

Source Type Why GenAI Uses It

LLM Visibility Score  
How frequently they appeared in GenAI answers across ChatGPT, 
Claude, Copilot, Perplexity, and Google AI Overviews

Sentiment Quality  
Whether they were framed positively, neutrally, or negatively

Vendors were evaluated across two dimensions:

We also tracked the top 5 most-cited domains per category to understand which 
sources GenAI relies on most when constructing vendor recommendations.



Who’s Winning – and Why – Across B2B Tech 
 
GenAI isn’t surfacing vendors at random. These next six sections unpack the signals that drive visibility across high-intent categories like HR Tech, Security, and Digital Commerce – including which 
vendors rise to the top, what third-party sources shape perception, and how sentiment influences inclusion. Each category offers a snapshot of what GenAI models are prioritizing – and what that tells us 
about how B2B buyers are thinking, prompting, and deciding.

HR Tech 
 
Summary

Workday, Rippling, and BambooHR top the GenAI visibility rankings in HR Tech, driven by strong platform sentiment, market recognition, and discoverability across trusted surfaces. GenAI responses highlight 
consistency around user-friendly interfaces, scalability, and unified platforms, especially for core HR, payroll, and talent workflows. Vendors like ADP and Deel also show up frequently, benefitting from 
international reach and well-structured review presence. 

While community-driven sources and review platforms like G2 and Capterra remain key citation drivers, analyst validation still plays an influential role in shaping visibility. Across prompt responses, platforms 
like Workday and ADP are frequently framed using analyst-style language — referencing Magic Quadrants, enterprise-readiness, and ROI justification — signaling that third-party research continues to influence 
how GenAI platforms justify inclusion and rank leaders. Buyers also raise consistent friction points: lack of pricing transparency, support gaps, and limited customization options. The vendors that perform best 
are those that combine product clarity with multi-surface credibility, including peer insights and analyst-informed positioning.

Top 5 Vendors by Visibility Sentiment for Each Vendor

Top 5 Domains Cited

Asset

Rank

1    Workday Negatives

Negatives

Negatives

Negatives

Negatives

High Cost, Implementation� Complexity

Customer Support Issues, Steep Learning Curve, 
Pricing Transparency Issues

Pricing Transparency Issues, Limited Advanced Features, 
Limited Customization Options

Customer Support Issues, Limited Customization Options

Inconsistent Customer Support, Pricing Transparency Issues

29.7%

32.4%

32.9%

26.5%

28.6%

70.3%

67.6%

67.1%

73.5%

71.4%

Positives

Positives

Positives

Positives

Positives

Unified Platform, User-Friendly Interface, Scalability

User-Friendly Interface, Unified Platform, �Scalability

User-Friendly Interface, Ease of Use, �Strong Customer Support

User-Friendly Interface, Scalability, Global Reach

User-Friendly Interface, Scalability, Data-Driven Insights

1

2    Rippling

2  

3    BambooHR

3   

4    Deel

4  

5    ADP

Profound data, 8/2025. Derived from 30 custom prompts per industry vertical 
simulating B2B discovery.

Reflects external domains most referenced by LLMs, 8/2025; for prompts on HR Tech 
vendor evaluation.

Via LLM responses, 8/2025; analyzed by Profound sentiment classification per industry vertical. Prompts for buyer evaluation and vendor comparison.
5  

Visibility Score
Workday

Rippling

BambooHR

Deel

ADP

Domain

31.8%	      -

peoplemanagingpeople.com 

selectsoftwarereviews.com

gartner.com

wikipedia.org

g2.com

24.9%	     -

23.1%	      -

21.2%	      -

19.5%	     -

Data by 



Sales & Marketing Tech 
 
Summary

HubSpot and Salesforce dominate GenAI visibility in this category, followed by ZoomInfo, Sprout Social, and Zoho. Leaders are cited most often for ease of use, B2B readiness, and integration capabilities — 
while challenges such as pricing transparency, limited customization, and implementation complexity are recurring friction points.

A notable portion of prompt responses (27%) referenced analyst research or frameworks — including mentions of Gartner and Forrester — particularly when justifying vendor inclusion or leadership. But beyond 
formal research, GenAI also amplifies longtail influence sources like StackShare, user-generated product breakdowns, and Medium-style blog content. These surfaced most often in prompts comparing CRM 
platforms, attribution tools, and campaign management systems, reinforcing that peer-driven and practitioner-formatted content plays a measurable role in shaping buyer discovery and perception.

In this category, GenAI favors vendors that balance analyst-backed recognition with highly accessible third-party validation, especially when that validation is structured for easy parsing, cited across multiple 
surfaces, and phrased in the buyer’s own language. As buyers seek side-by-side comparisons and implementation guidance, content that mimics real-world experience continues to win outsized visibility.

Sentiment for Each Vendor

Negatives

Negatives

Negatives

Negatives

Negatives

High Cost, Steep Learning Curve, Implementation� Complexity

Customization Limitations, Learning Curve for Advanced Features

Data Accuracy Issues, High Cost, Steep Learning Curve

Inconsistent Customer Support, Steep Learning Curve

High Cost, Steep Learning Curve

20.8%

24.1%

36.1%

27.4%

32.5%

79.2%

75.9%

63.9%

72.6%

67.5%

Positives

Positives

Positives

Positives

Positives

Seamless Integration, Scalability and Flexibility,  
Data-Driven Insights

User-Friendly Interface, Ease of Use, �Scalability

Seamless Integrations, Comprehensive B2B database

User-Friendly Interface, Cost-Effectiveness, Seamless Integration

Data-Driven Coaching, Actionable Insights, 
High Forecast Accuracy

Salesforce

HubSpot

ZoomInfo

Zoho

Gong

Top 5 Domains Cited

Rank

1

2  

3   

4  

5  

Domain

reddit.com

zapier.com

g2.com

wikipedia.org

forbes.com

Top 5 Vendors by Visibility

Asset

1    Salesforce

2    HubSpot

3    ZoomInfo

4    Zoho

5    Gong

Visibility Score

30.1%	      -

29.6%	     -

11.5%	      -

10.6%	     -

9.8%	      -

Profound data, 8/2025. Derived from 30 custom prompts per industry vertical 
simulating B2B discovery.

Reflects external domains most referenced by LLMs, 8/2025; for prompts on Sales & 
Marketing Tech vendor evaluation.

Via LLM responses, 8/2025; analyzed by Profound sentiment classification per industry vertical. Prompts for buyer evaluation and vendor comparison.

Data by 



Data Security & Privacy 
 
Summary

Microsoft, OneTrust, and AWS lead GenAI visibility in the data security and privacy space, followed by Varonis and Google. This category is notably shaped by multi-layered trust signals — vendor visibility 
is fueled by performance in peer review platforms (G2), community forums (Reddit), and expert-focused outlets (Peerspot, Expert Insights). But what sets this category apart is the heightened presence of 
analyst validation: in nearly 20% of prompt responses, GenAI models reference or paraphrase branded analyst research — including mentions of Gartner, Forrester, IDC, and associated frameworks like Magic 
Quadrants and Waves. Microsoft stands out with the highest visibility score, reflecting strong sentiment around ecosystem integration, flexibility, and scalability, despite prompts flagging implementation 
complexity. OneTrust and Varonis also benefit from frequent association with compliance leadership and analyst-backed endorsements, reinforcing their position in high-stakes enterprise contexts. 
Across the board, GenAI appears to elevate vendors that combine enterprise-grade credibility, extensive partner networks, and third-party research amplification — especially in a category where security, 
governance, and ROI must be defensible.

Sentiment for Each Vendor

Negatives

Negatives

Negatives

Negatives

Negatives

Steep Learning Curve, Implementation� Complexity

Steep Learning Curve, Complexity, Customer Support Issues

Cost Management Challenges, Support Limitations,  
Steep Learning Curve

High Cost, ‘Outdated Interface Elements’,  
Reporting Limitations

Steep Learning Curve, Customer Support Issues

25.3%

37.9%

22%

21.9%

24.4%

74.7%

62.1%

78%

78.1%

75.6%

Positives

Positives

Positives

Positives

Positives

Seamless Integration, Integrated Ecosystem,  
Scalability and Flexibility

Comprehensive Platform, Market Leadership,  
Industry Recognition

Cost Efficiency, Extensive Partner Ecosystem

Leader in Data Security, Strong Compliance Support,  
Effective Threat Detection

Real-Time Collaboration, Scalability and Flexibility

Microsoft

OneTrust

AWS

Varonis

Google

Top 5 Domains Cited

Rank

1

2  

3   

4  

5  

Domain

g2.com

reddit.com

gartner.com

peerspot.com

expertinsights.com

Top 5 Vendors by Visibility

Asset

1    Microsoft

2    OneTrust

3    AWS

4    Varonis

5    Google

Visibility Score

41.7%	      -

16.6%	     -

15.2%	      -

14.7%	     -

14.5%	      -

Profound data, 8/2025. Derived from 30 custom prompts per industry vertical 
simulating B2B discovery.

Reflects external domains most referenced by LLMs, 8/2025; for prompts on Data 
Security & Privacy vendor evaluation.

Via LLM responses, 8/2025; analyzed by Profound sentiment classification per industry vertical. Prompts for buyer evaluation and vendor comparison.

Data by 



Digital Commerce 
 
Summary

Shopify leads the pack in GenAI visibility for digital commerce platforms, with a commanding visibility score — nearly double that of the next contender, BigCommerce. WooCommerce, Amazon, and Adobe 
round out the top five. Unlike more technically complex categories, visibility here is shaped largely by vendor-owned content, comparison sites, and trusted media, with theretailexec.com, Wikipedia, and even 
Shopify’s own domains ranking as top citation sources. Still, analyst research plays a notable role, surfacing in more than 18% of prompt responses — often to validate vendor scalability or B2B capabilities.

Prompts elevate traits like user-friendliness, scalability, and ease of setup across the top vendors, while negative sentiment clusters around customization limitations, steep learning curves, and pricing 
transparency. Notably, Shopify benefits from heavy citation of its own documentation — a unique strength in GenAI ecosystems, where accessible, structured, and frequently cited content drives outsized 
visibility. In this category, GenAI seems to reward platforms that pair approachable UX with search-optimized, ecosystem-embedded proof points, whether from trusted media, structured comparisons, or 
embedded analyst validation.

Sentiment for Each Vendor

Negatives

Negatives

Negatives

Negatives

Negatives

Customization Limitations, Third-Party App Risks,  
Dependence on Third-Party Apps

Steep Learning Curve, Limited Design Flexibility,  
Customization Limitations

Scalability Concerns, Limited Native B2B Features,  
Technical Expertise Required

Intense Competition, Regulatory Scrutiny,  
Complexity for Smaller Businesses

High Cost, Implementation Complexity

25.6%

25.5%

34.3%

25.5%

20.9%

74.4%

74.5%

65.7%

74.5%

79.1%

Positives

Positives

Positives

Positives

Positives

User-Friendly Interface, Scalability, Ease of Use

Robust B2B Features, Scalability, User-Friendly Interface

Cost-Effectiveness, Flexibility and Customization

Data-Driven Decision Making, Customer Control Over Data, 
Scalability and Flexibility

AI-Powered Personalization, Unified B2B and B2C Platform, 
Scalability and Flexibility

Shopify

BigCommerce

WooCommerce

Amazon

Adobe

Top 5 Domains Cited

Rank

1

2  

3   

4  

5  

Domain

theretailexec.com

shopify.com

wikipedia.org

gartner.com

forbes.com

Top 5 Vendors by Visibility

Asset

1    Shopify

2    BigCommerce

3    WooCommerce

4    Amazon

5    Adobe

Visibility Score

40.7%	     -

24.2%	     -

18%	      -

11%	      -

10.4%	      -

Profound data, 8/2025. Derived from 30 custom prompts per industry vertical 
simulating B2B discovery.

Reflects external domains most referenced by LLMs, 8/2025; for prompts on Digital 
Commerce vendor evaluation.

Via LLM responses, 8/2025; analyzed by Profound sentiment classification per industry vertical. Prompts for buyer evaluation and vendor comparison.

Data by 



IT Services 
 
Summary

Accenture, IBM Consulting, and Deloitte dominate GenAI visibility in the IT Services category, followed by EY and Capgemini. These firms are well-known for their enterprise presence — and GenAI models reflect 
that, frequently citing attributes like global reach, deep technical expertise, and industry-specific service portfolios. Analyst influence plays a particularly significant role in this category: 30.1% of prompt 
responses reference or paraphrase analyst firms and frameworks, reinforcing the role of branded research in guiding vendor recommendations. Yet influence in this space isn’t limited to traditional domains — 
GenAI also elevates longtail sources like Jake Jorgovan’s blog on SAP S/4HANA consultants, which ranked among the top 5 most-cited webpages during the analysis period, underscoring the growing weight of 
well-structured independent content.

Positive sentiment is exceptionally strong for leaders like Accenture (83.9%) and Capgemini (83.7%), driven by consistent language around data-driven insights, employee experience, and thought leadership. 
However, friction points such as talent retention, work-life balance, and service cost frequently emerge — signaling a need for firms to not only deliver technical value, but to reinforce service transparency and 
experience quality.

In this space, GenAI elevates providers that combine market trust, amplified third-party content, and clear service differentiation, making visibility management essential for firms operating in competitive 
enterprise services environments.

Sentiment for Each Vendor

Negatives

Negatives

Negatives

Negatives

Negatives

Talent Retention Challenges

High Cost of Services, Inconsistent Customer Support

High Cost of Services, Work-Life Balance Issues

Work-Life Balance Challenges

Integration Challenges

16.1%

24.6%

20.4%

21%

16.3%

83.9%

75.4%

79.6%

79%

83.7%

Positives

Positives

Positives

Positives

Positives

Data-Driven Insights, Strong Thought Leadership,  
Industry Recognition

Deep Technical Expertise, Global Reach, Industry-Specific Solutions

Comprehensive Service Offerings, Industry Recognition

Global Reach, Industry Expertise, Comprehensive Service Portfolio

Industry Recognition, Focus on Employee Experience,  
Deep Industry Expertise

Accenture

IBM Consulting

Deloitte

EY

Capgemini

Top 5 Domains Cited

Rank

1

2  

3   

4  

5  

Domain

gartner.com

reddit.com

g2.com

peerspot.com

rackspace.com

Top 5 Vendors by Visibility

Asset

1    Accenture

2    IBM Consulting

3    Deloitte

4    EY

5    Capgemini

Visibility Score

53.8%	     -

46%	      -

45.2%	     -

30.2%	     -

28.3%	      -

Profound data, 8/2025. Derived from 30 custom prompts per industry vertical 
simulating B2B discovery.

Reflects external domains most referenced by LLMs, 8/2025; for prompts on  
IT Services vendor evaluation.

Via LLM responses, 8/2025; analyzed by Profound sentiment classification per industry vertical. Prompts for buyer evaluation and vendor comparison.

Data by 



Digital Workplace 
 
Summary

Vendors in the digital workplace category are increasingly surfacing in GenAI prompt responses due to their reputation for collaboration, ease of use, and integration capabilities. Microsoft handily leads the 
category, followed by Google, Slack, ClickUp, and Zoom. Across prompt responses, buyers praised Microsoft and Google for their security and real-time collaboration features, while Slack and ClickUp were 
noted for their user-friendly interfaces and integration flexibility.

The top citation domains tell a story of community-driven discovery: Reddit tops the list, followed closely by G2, connecteam.com, Zapier, and Capterra. This mix reflects the power of blended influence: peer 
reviews, marketplace integrations, and real-world product conversations all play a role in how GenAI forms vendor recommendations.

While analyst-backed sources play a relatively modest role in this category (appearing in about 10% of prompt responses), the diversity and credibility of other third-party inputs more than make up for it. 
Vendors looking to boost visibility in this category should focus on activating community voices, cultivating integration partnerships, and ensuring peer review content is structured and accessible.

Sentiment for Each Vendor

Negatives

Negatives

Negatives

Negatives

Negatives

Implementation Complexity, User Adoption Challenges

Limited Offline Functionality, Limited Customization Options, 
Learning Curve for Advanced Features

Information Overload, Notification Overload,  
Expensive Paid Plans

Steep Learning Curve, Performance Issues,  
Mobile App Limitations

Intense Competition, Privacy Concerns

19.6%

19.3%

28.7%

32.5%

27.2%

80.4%

80.7%

71.3%

67.5%

72.8%

Positives

Positives

Positives

Positives

Positives

Robust Security Features, Seamless Collaboration,  
Continuous Innovation

Real-Time Collaboration, Ease of Use, AI-Powered Productivity

User-Friendly Interface, Extensive Integrations,  
Robust Digital Workplace Platform

Scalability, High Degree of Customization, Extensive Integrations

User-Friendly Interface, AI-Powered Productivity,  
AI-Powered Collaboration Platform

Microsoft

Google

Slack

ClickUp

Zoom

Top 5 Domains Cited

Rank

1

2  

3   

4  

5  

Domain

reddit.com

g2.com

connecteam.com

zapier.com

capterra.com

Top 5 Vendors by Visibility

Asset

1    Microsoft

2    Google

3    Slack

4    ClickUp

5    Zoom

Visibility Score

54.4%	     -

24.8%	     -

15.2%	      -

13.7%	      -

11.5%	       -

Profound data, 8/2025. Derived from 30 custom prompts per industry vertical 
simulating B2B discovery.

Reflects external domains most referenced by LLMs, 8/2025; for prompts on  
Digital Workplace vendor evaluation.

Via LLM responses, 8/2025; analyzed by Profound sentiment classification per industry vertical. Prompts for buyer evaluation and vendor comparison.

Data by 



What This Means for GTM Leaders
GenAI isn’t just reshaping vendor visibility – it’s restructuring the buyer journey from 
top to bottom. What used to be marketing-qualified leads and sales-driven education 
has become a self-guided, GenAI-curated shortlist built from trust signals that vendors 
don’t fully control – but can influence.

This shift has profound implications across the GTM engine: Analyst Relations, Product 
Marketing, Content Strategy, Customer Marketing and Sales.

Analyst Influence Still Matters –  
But Only If It’s Discoverable 
 
Analyst insight remains one of the most powerful trust signals in B2B, but 
only when it’s findable and referenced in the places GenAI models draw 
from. While many analyst firms (most notably Gartner, IDC, and Forrester) 
keep the majority of their intellectual property behind paywalls, the LLMs 
prioritize analysts because of their trusted, independent expertise. The 
LLMs find analysts’ perspectives via ungated sources, such as free reports, 
analyst blogs, media mentions, and vendor-licensed reprints of reports.

That means it’s not just Gartner, Forrester, and IDC shaping buyer 
perception. Smaller, independent, and category-specialized analyst 
firms – especially those publishing accessible buyer guides, strategic 
comparisons, or curated vendor lists – are also being surfaced in GenAI 
answers.

Crucially, the analyst firms that are publishing more openly, allowing 
vendors to cite their perspectives, or participating in peer review 
ecosystems (e.g., Gartner Peer Insights) have a visibility advantage.

Analyst firms that continue to lock insights behind portals may retain 
institutional credibility – but they’re forfeiting discoverability in GenAI. 
Those that embrace open publishing, vendor amplification, and community 
relevance are far better positioned to influence future shortlists.

For vendors, the takeaway is clear: regardless of the firm’s size or brand 
recognition, only the analyst perspectives that are accessible and amplifiable will 
influence what buyers see first.

Assets That Feed 
LLM Responses 
Without Being 
Cited

GenAI often draws 
from trusted 
analyst research 
even when it’s 
not directly linked 
or cited. In these 
cases, insights 
are paraphrased 
or embedded in 
the LLM’s output. 
These invisible 
trust signals 
influence buyer 
perception just 
as much – if not 
more – than visible 
citations.

Peer Reviews Are Now a Core Visibility Channel 
 
Across every category we studied, GenAI tools relied more on peer review platforms 
than on owned vendor content.

These platforms are favored by LLMs because they are:

For GTM teams, this elevates the role of customer voice. Review coverage, sentiment, 
and accessibility are now core to vendor discoverability – not just buyer validation.

•	 Structured and 
easy to parse

•	 Consistently refreshed 
with new user content

•	 Broadly trusted 
across categories

Visibility Requires Cross-Functional Ownership 
 
GenAI visibility is not a function. It’s a layer – and it must be supported across teams:

From Influence Input to Visibility Orchestration 
 
In a traditional GTM motion, influence is often measured by activity-based metrics: 
briefings secured, analyst report mentions, campaign reach, thought leadership 
placements, review generation, and customer reference engagement.

In the GenAI era, those inputs only matter if they’re surfaced. Success now hinges on 
orchestrating how trust signals appear across the ecosystems GenAI pulls from.

That means:

•	 Publishing and amplifying analyst insights in structured, public formats

•	 Promoting review milestones and customer stories on visible channels

•	 Ensuring product and comparison content is crawlable, linkable, and externally 
validated

•	 Monitoring prompt-level visibility and optimizing across models

This is the shift from credibility to discoverable credibility – and it changes what GTM 
teams must prioritize.

The Sales Rep’s Role Has Changed, Too
Buyers aren’t coming to sales to evaluate options – they’ve already  
made a decision. GenAI has replaced the “education phase.” The  
sales rep is now a friction-remover, not a storyteller.

In this new reality, sellers are expected to:

This puts pressure on GTM teams to ensure that the GenAI narrative matches the sales 
experience – not only in tone, but in trust.

Analyst Relations

Product Marketing

Content & SEO

Customer Marketing

Sales Enablement

Cite and promote analyst perspectives in GenAI-
accessible thought leadership

Align category narratives with GenAI prompt patterns

Structure pages and summaries for retrieval and citation

Source, refresh, and elevate reviews where LLMs look first

Reinforce buyer confidence – and actively address any negative 
or outdated narratives surfaced in GenAI responses – by 
ensuring the story buyers see aligns with the one sales delivers.

Function New Mandate in the GenAI Era

•	 Validate what the buyer 
already believes

•	 Accelerate the 
transaction

•	 Minimize complexity 
and internal risk

GenAI visibility is now the 
front line of buyer trust. It’s no 
longer a downstream effect 
of GTM execution – it’s a filter 
that determines who gets 
considered from the start.



Recommendations for GTM Leaders
This research confirms that GenAI-powered discovery isn’t a future-state shift: it’s  
already transforming how buyers build their shortlists and shape their perceptions.

B2B buyers are turning to GenAI to shortcut complexity and surface trusted 
recommendations – and GenAI is responding by amplifying vendors backed by 
accessible, credible, third-party validation.

To stay discoverable, trusted, and competitive, GTM leaders must treat GenAI not as 
a trend, but as a channel – one that requires active management, cross-functional 
ownership, and continuous optimization.

Treat GenAI Visibility Like a Strategic Channel 
 
GenAI visibility should be approached the same way you manage a Voice of the 
Customer program or a partnership strategy:

To operationalize GenAI visibility:

GenAI is already influencing buyer trust; the only question is whether it’s working for or 
against you.

Promote Analyst Recognition in LLM-Friendly Formats 
 
Regardless of the firm – whether Gartner, a vertical specialist, or an trusted industry  
voice – analyst validation only influences GenAI when it’s:

Hidden credibility doesn’t translate to discoverability. If LLMs can’t find it, they won’t  
cite it.

•	 It reflects how 
the outside world 
sees you

•	 Publicly accessible 
(e.g., on blogs, 
podcast transcripts, 
product pages, or 
review platforms)

•	 Monitor prompt responses 
across top models 
(ChatGPT, Claude, Copilot, 
Perplexity)

•	 It surfaces the trust 
signals that shape 
consideration

•	 Amplified in 
ecosystems GenAI 
trusts (e.g., Reddit, 
Wikipedia, G2)

•	 Track not just  
inclusion, but 
sentiment and source-
level attribution

•	 It requires alignment across 
marketing, product, sales, 
and advocacy teams

•	 Structured and specific, 
not buried in PDFs or 
gated reports

•	 Integrate insights 
into quarterly 
GTM planning and 
performance reviews

Treat Peer Review Platforms as Strategic Assets 
 
G2, TrustRadius, Capterra, PeerSpot, and Gartner Peer Insights were among the most 
frequently cited domains across every category in this study. These platforms are more 
than social proof; they are front-line influence channels in the GenAI discovery layer.

You should:

Optimize Content for Prompt Behavior, Not Just SEO 
 
Traditional SEO optimization focuses on high-volume keywords and rank positioning. 
GenAI prompt behavior is different – discovery has moved from search queries to 
conversations.

To appear in those buyer-to-AI conversations, your content should:

“Top vendors for enterprise LMS,” “best alternatives to X,” and “easy to implement 
[category] tools” are the kinds of prompts shaping buyer opinion. If your content can’t 
support those questions, you’re likely invisible.

Align Sales to the Story Buyers Already Believe 
 
GenAI often shapes the first narrative the buyer sees – and by the time they talk to sales, 
they’ve already started to trust it.

The rep’s job has shifted:

Sales enablement must account for:

•	 Source fresh 
reviews tied to 
evolving positioning 
and messaging

•	 Use list formats, 
comparative framing, and 
buyer-friendly language

•	 From educating  
to validating

•	 What GenAI is 
already saying 
about your brand

•	 Monitor tone 
and keywords 
that LLMs may 
latch onto

•	 Include third-party 
citations (analyst quotes, 
review stats, awards)

•	 From positioning  
to accelerating

•	 How to address 
outdated, inaccurate, or 
negative LLM responses

•	 Promote review 
wins across 
other indexable 
surfaces

Be technically scannable 
(e.g., metadata, semantic 
structure, clean HTML)

•	 From explaining the landscape 
to removing friction

•	 How to reinforce trusted 
signals from analysts, 
customers, and reviewers

•	 Embed review 
content into 
structured, 
linkable pages



Next Steps for GTM Teams
The way B2B buyers discover and evaluate vendors is changing – fast. GenAI tools 
like ChatGPT, Claude, Copilot, and Perplexity are becoming the new first stop for 
vendor research, shortlisting, and validation.

And what shows up in those GenAI responses is based on a very specific set of 
signals: trusted third-party validation, publicly available analyst insight, strong 
customer voice, and structured, comparison-ready content.

To stay visible and trusted in this new layer, GTM teams need to take intentional 
action now.

Remember to:

This isn’t a future trend. It’s a current advantage – for those who see it, measure it, and 
act on it.

Treat GenAI visibility like a strategic channel
Monitor it, measure it, and plan for it – just like you would with paid, 
organic, or partner-led channels.

Benchmark your GenAI footprint
Understand where and how your brand is appearing across real  
prompts – and who’s showing up instead.

Make your trust signals discoverable
Promote analyst mentions, customer reviews, and validation points  
across structured, public-facing formats.

Align content and messaging to prompt behavior
Think like a buyer. Publish what they’re asking for – side-by-side 
comparisons, expert-backed rankings, implementation guidance.

Enable sales to meet buyer expectations
Train reps to reinforce what buyers have already seen in GenAI  
responses – and to address what may be missing or misunderstood.

About Spotlight + Profound
This report was produced through a partnership between Spotlight and Profound, two 
organizations working at the intersection of GenAI, reputation strategy, and modern 
influence orchestration.

Together, we help B2B companies understand how they’re being discovered, evaluated, 
and recommended – and give them the tools and insights to shape that perception.

Spotlight: Orchestrating Influence Across the  
Modern Buyer Journey 
 
Spotlight helps B2B companies take control of how they’re discovered, evaluated, and 
recommended by orchestrating influence across trusted third-party channels – including 
analysts, customers, GenAI, and other influential industry voices.

Its platform and services enable GTM teams to:

From insight to activation, Spotlight helps companies make their credibility discoverable 
– and influence measurable.

Spotlightar.com

Profound: Control What AI Says About Your Brand 
 
Profound is a new age marketing platform relied on by thousands of leaders globally to 
understand and control what AI says about their brand. Trusted by industry titans like 
Figma, Ramp, MongoDB, Chime, and U.S. Bank. Profound arms marketers with the tools 
to win in a future where AI agents, not blue links, define discovery. Win the zero-click 
internet with Profound.

Profound provides the signal layer – Spotlight activates it.

tryprofound.com

Monitor influence signals 
across GenAI, customer 
feedback, analyst coverage, 
and market activity

Understand where 
and how they show 
up in GenAI

Benchmark against  
competitors

See which sources, 
narratives, and 
sentiment patterns 
are shaping visibility

Identify what actions 
to take to improve 
performance

Optimize brand reputation 
by focusing efforts on the 
channels and voices that 
matter most

Scale programs efficiently 
through tools and 
workflows that activate 
third-party validation at 
greater volume and reach

http://Spotlightar.com
http://tryprofound.com


Research Methodology
About the Research

This joint research by Spotlight and Profound is designed to examine how GenAI-
powered tools influence B2B vendor discovery and perception. It explores the degree 
to which vendor visibility, sentiment, and sourcing vary across market categories 
and identifies which channels and signals show up most frequently in AI-generated 
recommendations.

We studied how LLMs respond to real buyer-style prompts – capturing the sources 
they cite, the vendors they mention, and the language they use to justify inclusion or 
recommend solutions.

This research represents a snapshot in time. It highlights how vendors can appear 
within GenAI answers and the signals that shape that visibility. This report is not an 
analysis of market leadership or vendor capabilities.

Visibility Scoring Approach 
 
Visibility scores represent how often a vendor is named in GenAI-generated responses to 
curated prompts across each market category.

This scoring was conducted using Profound, which allows data analysts to 
programmatically generate prompts and analyze the content and citations of AI 
responses across multiple models.

Visibility Score: The percentage of 
answers a vendor appeared in across 
30 custom prompts, averaged over a 
7-day period and run across multiple 
answer engines.

Visibility Rank: The vendor’s relative 
position in terms of share-of-voice 
across those prompts compared to 
others in the same category.

Sentiment Analysis 
 
This study includes sentiment analysis to help uncover how GenAI responses describe 
each vendor. Profound’s methodology goes beyond simple keyword matching to 
analyze the full tone, structure, and context of each response, classifying sentiment as 
positive, negative, or neutral.

Sentiment scores are not a measure of product quality or user satisfaction. Instead, 
they reflect how vendors are talked about across GenAI platforms in response to 
specific prompts designed to reflect buyer evaluation behavior. 

How Sentiment Is Measured

Profound applies advanced natural language processing (NLP) on a set of prompts to:

•	 Classify overall sentiment of AI-generated responses mentioning a vendor, based on 
the tone and context of the full response.

•	 Identify the themes driving that sentiment – for example, a positive mention may 
be tied to “scalability” or “ease of use,” while a negative mention might stem from 
“high cost” or “limited integrations.” 

Important Considerations

•	 Prompt-based and market-specific: All sentiment data in this study was generated 
from custom prompts designed to reflect buyer research behavior in each of six 
B2B software categories. Prompts intentionally avoided vendor names and were 
tailored to the types of questions buyers ask when creating shortlists.

•	 Point-in-time snapshot: Sentiment findings represent a snapshot of model behavior 
in August 2025, and may differ from what an individual brand sees in their own 
Profound dashboard. This is especially true as GenAI responses evolve rapidly in 
response to model updates and changes on the public web.

•	 Relative and directional: Scores are best used to compare tone across vendors, 
spot messaging themes that influence perception, and identify recurring friction 
points (e.g., pricing, support, implementation). They are not a diagnostic or 
quantitative brand performance score.

•	 Used to inform GTM: This data is most valuable when used to inform GTM strategy. 
For example, to:

•	 Understand how messaging is being echoed (or misunderstood) in GenAI

•	 Spot inconsistencies between internal positioning and public language

•	 Prioritize areas for amplification, clarification, or response



Prompt Construction 
 
To simulate real-world B2B evaluation behavior, we created 30 prompts per category, 
carefully constructed to reflect the types of discovery-phase questions buyers ask 
without including vendor names. Prompts were customized by category and aligned 
to common evaluation patterns seen in marketing, sales, IT, procurement, and C-suite 
roles.

Examples of prompt types:

•	•	 “What are the top platforms for “What are the top platforms for [category function]?”[category function]?”

•	•	 “Which solution is best for“Which solution is best for [buyer goal]?” [buyer goal]?”

•	•	 “What are the leading tools for“What are the leading tools for [specific use case]?” [specific use case]?”

•	•	 “What are the top “What are the top [category] [category] solutions for mid-market teams?”solutions for mid-market teams?”

Prompts avoided vendor-led language and instead focused on use cases, outcomes, 
product categories, and role-based needs.

LLM Platforms Used 
 
The research draws from responses generated by the following GenAI platforms:

These tools were selected due to their growing usage in buyer research and vendor 
evaluation workflows. Where possible, prompt responses were captured from both free 
and pro versions of these models.

ChatGPT

Google AI 
Mode

Microsoft 
Copilot

Google 
Gemini

Perplexity AI

Grok

Google AI 
Overviews

Meta AI

X


