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Introduction

Buyer Al assistants and agents are
now an integral part of how your
prospects discover, evaluate, validate
and compare vendors. They're
actively shaping decisions across
every route to revenue: direct, partner,
marketplace and e-commerce.

The bad news

Buyer Al can be a “silent deal killer,” casting doubt
on claims made by your direct sellers, partners,
marketplace listings and e-commerce storefronts. If
you use sales partners, it can kill future deals, too.

The good news

Buyer Al can be your ally, validating your value,
reinforcing your sales story and helping earn
buyer trust.

This Executive Brief makes the case for Revenue
Signal Optimization as a companywide revenue
priority so Buyer Al works for your business, not
against it.
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The Shift

Buyer Al Is Now Part of the Sales Process
Al is no longer just a search tool. It’s becoming an unseen evaluator in the B2B buying process,

helping buyers form opinions, compare options, test claims and build internal justification.

94% of B2B buyers now use Al assistants in the buying process, according to research from
Forrester, which also found:

54°% 55% 48% 47%

USE Al TO RESEARCH USE Al TO COMPARE USE Al TO ANALYZE USE Al TO BUILD A
PRODUCT INFORMATION PRODUCTS RFP RESPONSES BUSINESS CASE

This shift affects every route to revenue — direct, partner, marketplace and e-commerce —
because Buyer Al can shape how your prospects understand your company before, during and
after engagement with your sales channels.

And Al’s role is expanding quickly.
20% of B2B sellers will face Al-led 900/0 of B2B buying will be mediated

quote negotiations in 2026. by Al agents by 2028.

(Forrester) (Gartner)

Buyer Al isn't simply a new research tool; it’s influencing how buyers decide
which vendors to trust, shortlist and select.
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https://www.forrester.com/blogs/b2b_buyers_make_zero_click_buying_number_one/
https://www.forrester.com/press-newsroom/forrester-b2b-marketing-sales-product-2026-predictions/
https://www.gartner.com/en/articles/strategic-predictions-for-2026

The Risk

Buyer Al Can Be a Silent Deal Killer

Buyer Al can weaken or kill a deal without the seller ever knowing it happened. Prospects
increasingly have Al validate vendors, compare alternatives, test claims or check customer
reviews. If Al cannot find strong, consistent proof, your buyer may slow down, introduce new
objections or move on without explanation.

When proof is weak, missing or hard to find, Buyer Al can create four kinds of deal risk:

DOUBT DISCONNECT DILUTION DRIFT

Al cannot verify Al exposes gaps Al makes your Al surfaces

the claims your between your sales differentiation competitors that
sellers, partners or story and public sound generic or pull the buyer in
campaigns make. proof. interchangeable. another direction.

New research from Al Revenue Institute shows this isn't a theoretical risk:

56% of B2B buyers have 820/0 of buyers say that if Al surfaced
removed a vendor from their concerns about a referred
shortlist after Al analysis vendor, they would treat future
revealed discrepancies with referrals from that same source
sales claims. with greater skepticism.

That means Buyer Al can do more than weaken a single deal. It can damage buyer trust, seller
and partner credibility and future revenue opportunities.

Deals may not be lost because your value is weak, but because Buyer Al cannot
find enough evidence to validate it.
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The Impact

Every Route to Revenue Is Exposed

Buyer Al isn't limited to one sales motion. It can enter the buyer journey through direct sales,
partner referrals, marketplace research and e-commerce transactions, often before a seller
knows the buyer is comparing options or validating claims.

ROUTE TO REVENUE HOW BUYERS USE Al

Direct Sales Buyers use Al to validate outreach, compare Al shapes trust
vendors, test claims and prepare objections before the seller
before speaking with a seller. responds.

Partner Sales Buyers use Al to pressure-test a partner Al can reinforce
recommendation, compare the referred vendor or weaken
against alternatives and look for proof that partner trust.

supports the partner’s claim.

Marketplace Buyers use Al-assisted discovery to compare Al influences
Sales listings, evaluate credibility signals and identify which vendors
vendors that appear stronger or easier to validate.  are considered.

E-Commerce Buyers use Al to evaluate product information, Al affects buyer
compare options, check reviews and validate trust  confidence
before purchasing through a digital storefront. before the

transaction.

No matter how the opportunity enters the pipeline, Buyer Al can influence whether buyers trust
your company, compare alternatives or continue the conversation.

Every route to revenue now depends on whether Buyer Al can understand,
validate and reinforce your company’s value.
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The Opportunity

Buyer Al Can Become Your Ally

Buyer Al does't have to work against you. When it can find clear revenue signals and credible
proof points, it can reinforce your sales story, validate your value and help buyers move forward.
The same Al that can create doubt can also build trust when it finds the right evidence.

When Buyer Al finds strong proof, it can:

Confirm your company is credible.

Reinforce your sellers’ and partners’ claims.
Support marketplace and e-commerce evaluation.
Help buyers justify the decision internally.

PROOF POINT

4 4 Conversion rate of Al search visitors
m x vs. traditional search visitors

In other words, buyers arriving through Al-influenced journeys may be more informed, more
intentional and further along in the decision process.

Al Revenue Institute research reveals that this same dynamic applies to Al-led vetting and
reputation analysis when prospects arrive through other revenue channels.

Buyer Al becomes an ally when it can find the proof it needs to validate your
sales story.
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The Visibility Gap

Al Can't Validate Revenue Signals It Can’t See

You may already have valuable on-site proof points, or Revenue Signals, that Buyer Al can use
to understand what your company does, evaluate whether your claims are credible and decide
whether your value is worth reinforcing.

Revenue Signals may include case studies, reviews, awards, analyst mentions, media coverage,
customer outcomes, product differentiation and industry expertise. However, your Revenue
Signals may be scattered, outdated, inconsistent, buried or not structured in ways Al can
reliably see.

If your Revenue Signals are missing, weak or not machine-readable, Buyer Al may not connect
the dots even when your underlying value is real.

Revenue Signals Can Fail in Two Ways

MISSING MISCONFIGURED
The proof point doesn't exist The proof exists for humans, but Al

where Al expects to find it. cannot read, interpret or connect it.

Examples: no customer proof, Examples: proof buried in PDFs,
no current reviews, no specific JavaScript-only content, vague
outcomes, no clear differentiator page structure, weak or incomplete

structured data or schema.

Note: Schema is how you talk to Al. Revenue Signals are what you say.

Schema alone isn't a solution. If the proof is missing, weak or hard to find, markup alone will not
close your visibility gap. Additionally, on-site Revenue Signals must be verifiable by, and align
with, off-site signals to avoid doubt-seeding.

Buyer Al cannot validate value it cannot see, understand or connect to
credible proof.
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The Solution

Build Revenue Signals Al Can Validate

Revenue Signals are the factors and proof points that help Al, search engines and humans
understand, trust and act on your company’s value.

Revenue Signals aren't simply marketing assets, but evidence Buyer Al uses to decide whether
your company is credible, relevant and worth reinforcing.

REVENUE SIGNAL WHAT BUYER Al LOOKS FOR

Results Named customers, measurable outcomes and case studies with
specific results

Authority Awards, certifications, analyst mentions, media coverage and industry
recognition

Trust Reviews, testimonials, ratings and third-party validation

Differentiation Clear positioning and proof of what makes you different

Specificity Concrete details, data and examples instead of vague claims

Clarity What you sell, who it’s for and why it matters

Recency Current content, recent press, updated proof points and an active

publication footprint

Technical Structured data, semantic HTML, crawlability, speed and mobile
Accessibility optimization

When these signals are clear, consistent and easy to find, Buyer Al has stronger evidence to
work with. It can better understand your business, validate your claims and reinforce the sales
story across direct, partner, marketplace and e-commerce revenue paths.

Revenue Signals turn company value into proof Buyer Al can find, understand
and validate.
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The Alignment
Challenge

Revenue Signals Require Cross-Functional
Marketing Action

No single team owns all the Revenue Signals Buyer Al reads. Buyer Al may pull from your
website, media coverage, reviews, case studies, partner content, product pages, comparison
pages, marketplace listings and sales materials.

This means Al validation gaps cannot be solved by SEO, web, PR or content teams alone. To
make Buyer Al your ally, your revenue teams need to align the signals across every place buyers
and Al look for proof.

TEAM REVENUE SIGNALS THEY INFLUENCE

Website / Digital Core pages, product pages, solution pages, landing pages, CTAs

PR/

L Media coverage, awards, executive visibility, third-party citations
Communications

Customer . . . .

. Case studies, testimonials, reviews, customer outcomes
Marketing
Product Marketing Positioning, differentiation, use cases, competitive messaging
Content / SEO Educational content, FAQs, comparison content, search visibility

Demand Gen /

Campaign pages, offers, nurture paths, conversion points
Lead Gen paigh pag P P

Channel Marketing Partner messaging, co-branded content, partner enablement

Sales Enablement / . , . :
Sales assets, routing, reporting and conversion alignment
RevOps
Al doesn't care who owns the signal. It only sees whether the signal is present, consistent,
current and credible.

Revenue Signal Optimization is a cross-functional marketing responsibility
because Buyer Al evaluates the entire company story, not just one team’s piece.
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The Action Plan

How To Make Buyer Al Your Ally

Making Buyer Al an ally requires more than content updates or SEO fixes. It requires you to
develop a repeatable process for finding Revenue Signal gaps, developing or fixing the proof
Buyer Al needs and keeping that proof current over time.

Recommended Actions

STEP

ACTION

ASSESS how Al currently
represents your company.

IDENTIFY Revenue
Signal gaps.

PRIORITIZE revenue-critical
pages and channels.

PROVE marketing claims
with visible Revenue Signals.

ALIGN on-site and
off-site proof.

GOVERN the Revenue Signal
Optimization process.

Making Buyer Al an ally requires a repeatable Revenue Signal Optimization
process that keeps proof visible, credible and current wherever Buyer Al looks.

WHAT TO DO

Use structured Al response testing, neutral accounts and Al
visibility tools to understand how Al describes, compares and
validates your company.

Look for proof points that are missing, weak, outdated,
inconsistent or hard to verify.

Start with your home page, product pages, solution pages,
pricing pages, case studies, review profiles, analyst mentions, PR
coverage and high-value landing pages.

Make sure the claims sellers and partners use are supported by
visible, credible Revenue Signals.

Ensure website content, PR, reviews, case studies, partner
materials and sales assets reinforce the same story.

Create an ongoing process to keep Revenue Signals current.
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The Revenue Case

The Cost of Doing Nothing

Buyer Al already influences how your prospects discover, evaluate, validate and compare
vendors. It shapes first impressions, tests claims, surfaces competitors and influences which
companies buyers trust.

The question is no longer whether Buyer Al will affect revenue. It already does.

The question is whether your company is managing the Revenue Signals Buyer Al uses to
understand and validate your value or leaving it up to whatever proof, or lack of proof, Al
happens to find.

Make no mistake, this isn't an SEO problem. It’s not a direct sales problem, or a channel
sales problem. It’'s a company revenue problem.

When Revenue Signals are weak, missing or hard to interpret, the business impact of these
weaknesses can appear across every route to revenue.

Lost visibility Buyer Al may not surface your company when prospects research options.
Weakened trust Buyer Al may struggle to verify claims made by sellers, partners or campaigns.
Competitive drift Buyer Al may redirect buyers toward competitors with stronger visible proof.

Lower conversion . - . . .
Your prospects may arrive with incomplete, inaccurate or unfavorable impressions.

quality

Slower deal Buyers may introduce new objections, delay decisions or require more proof late in
momentum the process.

Lost deals Any and all of these risks can undermine sales and retention, often invisibly.

Buyer Al is already influencing revenue. If you manage Revenue Signals now,
your company will be better positioned to earn trust, protect pipeline and
compete across every route to revenue.
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n BuzzTheory.

About BuzzTheory

BuzzTheory is a B2B revenue marketing consultancy specializing in Al-era growth.

We help technology companies capture pipeline across Al-driven buyer journeys,
partner ecosystems and direct sales motions. Our work focuses on Al Revenue
Optimization, Al Search Optimization, revenue signal strategy and go-to-market
programs that help companies get found, validated and recommended by human
and machine buyers.

www.buzztheory.com

Al Rev{

About Al RevX

Al RevX is BuzzTheory’s Al Revenue Accelerator methodology for identifying and
improving the revenue signals that influence how Al systems understand, validate
and recommend B2B companies. Al RevX leverages a proprietary evaluation and
scoring platform, and proven processes, to help organizations assess how Al
interprets their business, identify missing or misconfigured revenue signals and
prioritize improvements that support Al visibility, credibility and conversion.

www.buzztheory.com/airevx

Al Revenue
INSTITUTE

About Al Revenue Institute

Founded by veteran revenue executives and analysts, Al Revenue Institute delivers
original research and actionable insights to help you generate and retain revenue as
Al agents, assistants and chatbots reshape buying processes and buyer behaviors.
Our newsletter, Al Revenue Insider, gives you direct access to survey data, buying
guides, case studies and other information tools.

www.airevenueinstitute.com
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