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From Buzzword to Backbone: How AI is Powering 
and Redefining B2B Search and Buying

AI is the ultimate corporate buzzword in 2025, and at the same time, it’s a revolution. Leaders are asking how 
teams can push the boundaries of the possible with AI, but being more efficient with it is at the top of the list.
AI has become the latest positioning for marketing, calling out “AI-enabled” this and “AI-powered” that, but how 
are people actually using AI to make their work and personal lives easier? We surveyed the TrustRadius buyer 
community to find out. 

We also went one step further, gathering data on how software buyers leverage AI as a part of their buying journey. 
Read on for insights, both on how users are leveraging AI tools (and those AI features your product team likely has 
on the road map) and how buyers are using AI behind the scenes throughout the buying cycle.

The AI age has arrived
Of respondents who indicated they use AI at work, 95% use it at least weekly and 69% use it daily. If you’ve read 
our report From Boomers to Zoomers: Gen Z Enters the Software Buying Process, you won’t be surprised to hear 
that our data indicates that younger professionals are more likely to use AI at work. 86% of Gen Z respondents 
(born between 1997 and 2005) said they use AI daily.

Frequency of AI Usage at Work By Function

Weekly Monthly Less than monthlyDaily
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AI Tools Most Used at Work
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Daily usage varies widely based on job function as well. More technical roles (engineering and product) are more 
likely to use AI daily, while finance professionals are the least likely.

This trend makes perfect sense. Engineers possess both the technical knowledge and the necessary permission to 
innovate and test new technologies. Plus, many of the AI tools on the market were created to serve technical use 
cases, such as writing and troubleshooting code. Finance professionals don’t have as many options for AI tools to 
help with their specific roles, and are more likely to face stricter regulatory requirements, making the adoption of 
AI tools a more challenging process.

Which AI tools do professionals use?
We’ve established that a large number of professionals use AI in their day-to-day work. ChatGPT is the most 
commonly used tool, but several other large language models (LLMs) are frequently used as well.

Notably, enterprise users (those who work at companies with at least 1,001 employees) are more likely to use 
Microsoft Copilot and Perplexity.

Most folks aren’t using just one tool, though. The average respondent in our survey uses three different AI tools. 
As we saw with usage, there are interesting demographic trends in this data as well.

GENERATIONAL DIFFERENCES
Gen Z respondents use an average of 3.6 tools, and baby boomers use 2.3. While we don’t have data to confirm the 
reason for this trend, we think it’s unsurprising, given that Gen Zs are more likely to use these tools daily. We think 
they’ve experimented and use the tool that’s best suited for their individual tasks.

https://www.trustradius.com/?utm_source=report&utm_medium=website&utm_campaign=2024_05_disconnectreport_marketo&utm_term=v
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INNOVATION IN THE C-SUITE
Members of the C-suite use an average of 3.9 tools, while this number was 2.6 for individual contributors. Our 
speculation here is that the C-suite is likely involved in testing out tools for various use cases before making a 
department- or company-wide investment in the tool. Based on our prior research, a member of the C-suite is 
on the buying committee the majority of the time a software purchase is made. The C-suite is also most likely 
involved in setting the company’s AI policy (more on that later), and may try various tools throughout that process. 
Individual contributors are likely only using the tools their company provides a paid subscription for or free tools 
that are allowed under the organization’s AI policy.

LESS REGULATION = MORE AI
Product, engineering, and marketing teams use an average of 3.5 tools, while this number is 2.6 for HR and finance 
teams. HR and finance teams are likely subject to more regulations than product, engineering, or marketing teams. 
They are likely leveraging AI tools approved by the company’s AI policy, and for fewer tasks. After all, nobody wants 
their personally identifiable information (PII) leveraged as training data for ChatGPT.

TRENDS ACROSS THE BOARD
In all cases, we speculate that people are testing various AI tools to determine which one(s) work best for their 
unique use case. Given the prevalence of free versions of the most popular tools listed above, testing doesn’t 
require a large investment of time or money.

That said, many people aren’t just using standalone AI tools. 75% of our sample said they use tools that offer AI 
features, and only 9% of this group stated they don’t use the AI features offered. This is good news for companies 
investing in AI innovation for their products, as it shows that their customers are open to trying new AI features. 
The most common use cases for AI features were:

•	 Writing assistance (24%)

•	 Summary generation (19%)

•	 Search (18%)

•	 Image, video, and audio editing (15%)

•	 Coding (15%)

https://www.trustradius.com/?utm_source=report&utm_medium=website&utm_campaign=2024_05_disconnectreport_marketo&utm_term=v
https://solutions.trustradius.com/vendor-blog/bridging-the-trust-gap-b2b-tech-buying-in-the-age-of-ai/


“There is not a handle 
statement or good 
practice about AI uses in 
my organization, but a 
lot of sensitive data could 
leak.”

—Manager in Finance and 
Accounting at an enterprise 
company (5001+ employees)

“I have tried LLMs a few 
times and every time 
the answers I got were 
completely wrong and/or 
made up.” 

—Manager in Engineering at a 
small company (1-50 employees)

“I don’t know how they 
would be applicable to my 
job responsibilities.”

—Manager in Operations at a 
mid-sized business (51-200 
employees)
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What about non-users?
As with all new technologies, there are AI skeptics. Respondents to our survey who don’t use AI at work cited 
reasons such as liking to do things their own way, concerns with reliability or accuracy, or that their company does 
not allow AI tools to be used.

How is AI used?
Now that we know which AI tools people are using at work, let’s talk about how they use them.

VENDOR TIP

Your users are willing to try new AI features, but it’s up to you to prove value. Ensure it adds genuine value 
to your product, potentially by enhancing an existing use case or facilitating new use cases that enable 
wider product adoption.

Most Common Categories of AI Use at Work
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15% 14%
How to increase 
productivity with AI

How to improve prompts

16%18% 17%
How to leverage AI in their 
workflows

Developing AI use cases Role- or industry- specific 
questions

Company-Provided AI Tool Subscriptions
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As with the number of tools used, use cases also vary across generations. 71% of baby boomers said they use these 
tools as a research replacement. Gen Z often uses these tools for brainstorming (27%) and problem solving (27%).

Based on the survey responses, we believe that AI use cases are still developing rapidly. 84% of AI users in our sample 
said they have questions they would ask an AI expert. There were a few common themes in these responses:

These responses tell us that while AI is seemingly everywhere, so are questions about best practices, use cases, 
and more.

How are tech companies responding to the AI age?
Tech companies are fully embracing the AI age. Beyond the push to develop and release AI features, companies are 
investing in AI tools for their employees. 78% of respondents said that their company pays for at least one AI tool.

https://www.trustradius.com/?utm_source=report&utm_medium=website&utm_campaign=2024_05_disconnectreport_marketo&utm_term=v


While people are more likely to use ChatGPT (79%), 33% of our sample said their company pays for their 
subscription. Microsoft Copilot and Gemini are also frequently purchased by employers.

AI IN THE ENTERPRISE
Enterprise organizations have a reputation for being slow and bureaucratic. Based on our data, that does not hold 
true for AI adoption. 90% of enterprise employees in our sample said that their company pays for at least one AI 
tool. 60% of enterprise employees said their company pays for Microsoft Copilot, likely because many enterprise 
companies use Microsoft Office, which is now bundled with Copilot in the same subscription.

AI INNOVATION AND GOALS
We asked our community why their companies were adopting AI and what they were trying to achieve. The most 
common goals were driving efficiency (86%), innovation (57%), and saving time and money (47%).

These companies are aiming to achieve this through both implementing and adopting AI tools and developing 
their own. 32% of respondents work at companies that are developing proprietary AI tools for internal use cases. 
Unsurprisingly, this number is higher in the enterprise (54%), as these companies likely have more resources to 
allocate to these endeavors.

Use cases for these internal tools varied, but were largely focused on automation and efficiency.

Use Cases for Proprietary AI Tools
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Adoption =/= free reign
Businesses large and small are adopting, and sometimes developing, AI tools. This doesn’t mean there’s an AI 
free-for-all going on. 51% of our sample said their company has a policy that governs their use of AI at work. 
The larger the company, the more likely they are to have a policy, with 72% of enterprise employees saying their 
company has an AI policy.

Generally, these policies are well-received. Only 7% of respondents said their company’s policy is unclear, and 
only 15% said they are too restrictive. 30% of our sample said that their company’s policy emphasizes data 
security. To us, this means that companies are looking for the right way to balance innovation with security, and 
for the most part, their employees feel like they’re hitting the mark.

AI in the buying journey
AI is being used for more day-to-day tasks, including software buying. 45% of our sample and 51% of enterprise 
buyers have used AI in their software-buying processes. Given how much online search has changed since the 
introduction of ChatGPT and other tools like it, it’s vital for technology companies to understand their AI visibility. 
After all, there’s no way to make the short-list if a buyer doesn’t know who you are. To make matters more urgent, 
younger Gen Z buyers (51%) and those in the C-suite (65%) leverage AI more often in their buying processes. 
This means that both the early-stage researchers and the final decision-makers are leveraging AI tools to evaluate 
your product.

Which AI tools are used for software buying?
For the most part, the AI tools leveraged for software buying are similar to those used for day-to-day work. We 
think this is because buyers are leveraging the tools they already use and are familiar with, as well as the ones their 
company already pays for.

As with general AI usage, Microsoft Copilot (45%) and ChatGPT Search (36%) are more popular with enterprise 
buyers.

www.trustradius.com   |   7

VENDOR TIP

AI visibility is what SEO was two years ago — table stakes. If you’re not showing up where both early 
stage researchers and final decision-makers are looking, you won’t even make the long list, much less the 
short one.

https://www.trustradius.com/?utm_source=report&utm_medium=website&utm_campaign=2024_05_disconnectreport_marketo&utm_term=v


AI Tools Most Used for Software Buying

����������������

�������

��
���

��������������

������
��	

���������������
������������
��������

������

�������

��������

�����

�� ������ ��� ���

���

���

���

���

���

���

���

��

��

��

��������������
����
�	������	��������

Phases of the Research Process Where Buyers Use AI
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How is AI used for software buying?
Buyers are still figuring out how to leverage AI for software buying and are experimenting with it in a wide range 
of use cases, from preliminary research to final decision-making. 94% of buyers in our survey who use AI find it 
helpful or very helpful.

www.trustradius.com   |   8
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Early research is the most common use case. This use case is also where AI is taking over traditional search. Buyers 
are turning to AI tools to give them the lay of the land and let them know which products are out there. Showing 
up in this preliminary research is vital for vendors who want to stand a chance of making the short-list and 
ultimately closing the deal.

Comparing products and doing deep research on specific products are in the #2 and #3 spots, respectively, and we 
think they go hand-in-hand. Moving toward a short-list requires a deep understanding of what’s available in the 
market and how those products stack up against each other. 

This can be daunting for vendors. After all, this means it’s important to ensure that these LLMs have access 
to content that shows both your product’s strengths and where it beats out the competition. A focus on user-
generated content (UGC) can help here. After all, who better to advocate for your product’s strengths than 
someone who uses it?

In addition to showing up in LLMs, UGC is vital for the fact-checking stage. Per our annual Buyer Research Report, 
most AI users check the outputs against other sources. Social proof is also key in building confidence in Gen Z 
buyers as they rely more heavily on reviews, user conversations, and forums than previous generations.

Organizing research can be a daunting task for software buyers, especially in the enterprise where budgets are 
scrutinized and buying committees are larger. There’s a ton of information to gather and keep track of, and no 
industry-standard process to guide the buying journey. Buyers are leveraging AI to organize the research they’ve 
done cohesively. This is even more frequent in the enterprise (40%).

Sharing and selection are the final two, and least common, use cases. Once the research is done and organized 
and the products are compared, buyers need to share it with their buying group and make a decision. Based on 
our research, some buyers are leveraging AI for this, but given the prevalence of fact-checking, most aren’t ready to 
trust AI to decide for them just yet.

www.trustradius.com   |   9

VENDOR TIP

Prioritize content that answers the questions buyers are likely to have about both your product and category 
as a whole to increase your chances of being cited by an LLM.

VENDOR TIP

 Showing up in LLMs is only half the battle. You must ensure there’s enough trusted content (like UGC) in the 
market for buyers to fact-check their AI tools..

https://solutions.trustradius.com/vendor-blog/bridging-the-trust-gap-b2b-tech-buying-in-the-age-of-ai/
https://www.trustradius.com/?utm_source=report&utm_medium=website&utm_campaign=2024_05_disconnectreport_marketo&utm_term=v


How does AI help (or hurt) in the buying journey?
Here’s what real buyers told us about why they did (or didn’t) use AI for their software-buying process.

“I used AI tools to speed up my research 
when looking into software options. Instead 
of reading through tons of websites, I asked 
the AI to compare features, pricing, and user 
reviews. It helped me narrow down the best 
choices quickly.”

—Manager in Customer Success at a mid-sized company 
(51-200 employees)

“The primary reason I don’t leverage AI 
tools for software buying is a lack of clear 
guidance or approval from management. 
While I’m aware of the potential benefits, 
there are often concerns about data privacy, 
integration with existing systems, or 
simply not having the time to evaluate and 
implement AI tools properly.”

— Individual Contributor in Operations at a mid-sized 
company (51-200 employees)

“I have not yet had the opportunity to research 
the available tools, their functionality, and 
what would be most useful to me.”

—Individual Contributor in Finance and Accounting at a small 
business (1-10 employees)

“I prefer gathering information from actual 
buyers. AI tools can be easily tricked by AI-
generated spam or make up stuff when there 
isn’t a lot of information available.”

—Individual Contributor in Product at a mid-sized company 
(501-1,000 employees)

“I have asked ChatGPT to share leading social 
media management tools and then asked 
it to narrow down the top 3 best and worst 
elements of each software to help me get a 
starting point.”

—Manager in Marketing at an enterprise company 
(1,001-5,000 employees)

“The response helped to identify 10 potential 
options for our business. From there we 
manually researched each of the 10 solutions.”

—C-Level Executive in Marketing at a small business 
(1-10 employees)

People who use AI People who don’t use AI

www.trustradius.com   |   10
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Predictions for the future
In a prediction that will shock the world (and by the world, we mean absolutely no one), we believe AI usage, both 
in work and in software buying, will continue to become the status quo. AI is just like any other tool—people are 
open to using it if it’s helpful, and resistant to using it for a job it’s ill-suited for.

AI features must deliver
Automating workflows and simple tasks are key use cases for AI in both day-to-day work and software buying. We 
predict that AI tools and features that support these use cases will continue to grow in popularity. On the flip side, 
we think a lot of technology companies will release AI features that fall flat. Users will see through AI features that 
were built simply so a product can be called AI-enabled, but don’t add real value.

The shift in search is permanent
Google’s dominance is waning, and it’s not likely to regain its share of influence. This, along with shifts in the 
Google algorithm, paints a bleak picture for search engine optimization (SEO). Not only is it harder to get visibility, 
but there’s less traffic to go around if you do get your content in front of people. Companies need to have both 
traditional SEO and generative engine optimization (GEO) strategies. If this sounds like twice the work, it is, but 
only kinda. Having clear, helpful, authoritative, and insightful content will help you on both fronts. Tracking 
success is where the extra work comes in. 

GEO is a whole new ballgame, and the industry is still trying to figure out the best way to track brand visibility in AI 
search and LLM responses. There are a number of startups aiming to provide this insight to their customers. GEO 
monitoring tools are likely to become their own distinct category, and we expect some hybrid SEO/GEO tools and 
services to continue to come to market in the next few years.

Content is king
Google is no longer rewarding quality content with traffic and views. AI models don’t always give attribution to the 
sites they leverage for their responses. This can be demoralizing for content professionals and makes it seem like 
there’s limited ROI to be gained from a strong content strategy.

Despite this, we think that content is more important than ever. Having content about your product across various 
channels is the best way to control the narrative and improve your brand visibility. LLMs are great at summarizing 
and restating data from their training material. Even if you’re not getting clicks, you will benefit from ensuring the 
narrative presented in these LLMs represents your brand favorably.

Most LLMs are scraping sites in real time to answer user questions. This should address the concern that the info 
these LLMs present is outdated and give brands more opportunity to adjust how these tools present them.

LLMs will give back
This may be a hot take, but the current status quo can’t stand. It’s not sustainable for any brand to continue 
supplying content to LLMs (like they did with traditional search engines) without gaining the benefits they 
received from traffic to their site. We think that there will need to be some sort of value exchange between content 
producers and AI companies.

www.trustradius.com   |   11
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10 Key Takeaways

1 75% of AI users also use products with 
AI features.

3 78% of AI users have company-funded 
subscriptions to AI tools. This number 
is greater for the enterprise, at 90%.

5 32% of all respondents (and 54% of 
enterprise respondents) said their 
employers are developing proprietary 
AI tools.

7 94% of respondents who use AI for 
software buying said it was helpful or 
very helpful.

9 The most common use case for AI in 
both daily use (46%) and software 
buying (80%) is research/search 
replacement.

2 Most AI users leverage three different 
tools on average.

4 45% of AI users have used AI in their 
software-buying process.

6 ChatGPT is the most commonly used 
(79%) and the most commonly paid 
for (33%) AI tool.

8 69% of AI users use it daily.

10 51% of all respondents (and 72% of 
enterprise respondents) said their 
employers have an AI policy that 
dictates how they can use AI at work.

https://www.trustradius.com/?utm_source=report&utm_medium=website&utm_campaign=2024_05_disconnectreport_marketo&utm_term=v


www.trustradius.com   |   13

Methodology and demographics
Data for this report was sourced from the TrustRadius global network via an online survey. In August 2025, we sent 
online surveys to professionals from our buyer community through our social media channels.

We received 348 complete and verified responses in total. All respondents were offered a nominal incentive ($10 
gift card) as a thank-you for their time. We’ve included information below on the demographics of our survey 
respondents. For a full list of survey questions and answer choices, or if you have any questions about the data, 
email us at research@trustradius.com.

Respondent Company Sizes

Respondent Titles

Respondent Generations
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