
62% of organizations in the search for new
cybersecurity vendors in the next 12 months

Research reveals the state of

cybersecurity investments, along with the

sources and content that influence buyer

awareness and purchasing decisions

LONDON, UNITED KINGDOM, June 16,

2026 /EINPresswire.com/ -- Global B2B

tech PR and marketing agency, The

Hoffman Agency, today launched new

research revealing the impact of AI

cyberattacks on the cybersecurity

buying landscape and what now

influences vendor selection. The report, Fast decisions, high stakes, highlights that, despite many

organizations planning to invest in securing their AI models in the next year, there is also a focus

on the cybersecurity “basics”. 

The usual process of

awareness, longlisting,

shortlisting, and decision

being streamlined to make a

decision quickly, getting

messages out and fast has

never been more important

for marketing teams.”

Florie Lhuillier, Head of

Cybersecurity & SVP at The

Hoffman Agency

The study, conducted by Coleman Parkes Research among

500 cybersecurity decision makers in the U.K., U.S., France

and Germany found that 67% of organizations have plans

to increase cybersecurity investment in the next 12

months, while 62% are looking either for a new provider,

or to switch their current provider. The top three solutions

for new investment are AI security, Security Operations

and Identity Access Management while Network Security,

Endpoint Security, and Security Analytics are those most

likely to be replaced.

While reducing costs and coping with talent shortages are

driving some to invest in new solutions, the most common

reason is simple: 55% state they’re investing because of

“the need to respond to threats.” These threats are, as we might expect, phishing, malware,

ransomware and social engineering. The need to “secure AI systems” is the second biggest

reason for 38% of respondents globally, jumping to 48% in the U.K.

http://www.einpresswire.com
https://www.hoffman.com/?utm_source=PR&amp;utm_medium=PR&amp;utm_campaign=CC26
https://www.hoffman.com/?utm_source=PR&amp;utm_medium=PR&amp;utm_campaign=CC26
https://ccgrouppr.com/insight/cybersecurity-marketing-fast-decisions-high-stakes/?utm_source=PR&amp;utm_medium=PR&amp;utm_campaign=CC26


“Like many, the cybersecurity industry has had to adapt to AI adoption and advancements,

geopolitical tensions and economic uncertainty over the past year. Naturally, this is having

implications on how organizations address their cybersecurity investments. But surprisingly, not

how we thought it might. The market remains buoyant for all types of cybersecurity solutions

and services,” said Florie Lhuillier, Head of Cybersecurity & SVP at The Hoffman Agency. 

The buying journey

Clearly, organizations see the next year as one of changing priorities, which is good news for

vendors. However, the key to making the most of this market and being selected for RFP

processes is to better understand the buyer journey. Key findings include:

•  Cybersecurity buyers making purchasing decisions quickly - On average, cybersecurity

purchases take 7 months from need identification to vendor selection across all countries

surveyed. But most (55%) take less than 6 months. Given the level of investment, these are fast

decisions.

•  Vendor engagement occurs early in the buying process - 65% of potential buyers make contact

with vendors before the shortlisting stage; just 9% wait until they are making a final decision to

get in touch. 

•  Buyers are relying on LLMs for both initial research and final selection, along with various

sources and channels –The top four sources/channels of information for initial awareness are

direct peers (35%), industry analysts (32%), industry events (28%) and industry trade media

(26%). For final selection, the top sources are similar: industry analysts (23%), industry events

(23%), direct peers (22%), and management consultants (22%). A fifth are also using LLMs for

both awareness and selection and even more so in the U.S. (24%). 

•  All content types, both short and long-form, are influential – The top four content types for

final selection are industry analyst reports featuring the vendor (39%), a conference panel from a

vendor (32%), case studies (29%) and LLMs (29%). LLMs feature again here, higher than popular

marketing techniques such as email marketing, but below case studies and webinars. It’s even

higher for the U.S. (30%) and the U.K. markets (34%). This complicates matters for marketers,

who need to provide the materials that feed LLMs, not just the material that buyers are engaging

with directly.

•  Easy integration and value for money have the biggest impact on vendor selection – 89% agree

value for money and a simple and easy integration will drive decision-making the most, yet

evidence of delivering for similar businesses follows closely behind (87%). However, it’s

important to note that “value for money” is more important than “cost effectiveness”, showing

that buyers are happy to spend if they feel it is worth it. 

“The usual process of awareness, longlisting, shortlisting, and decision being streamlined to



make a decision quickly, getting messages out and fast has never been more important for

marketing teams. However, as we’ve seen from the research, there is no marketing “silver bullet”,

concludes Florie Lhuillier. From opinion articles and podcasts to industry analyst reports, buyers

are influenced by everything. Cybersecurity marketers should therefore design an integrated

marketing strategy that uses a mix of different channels and content types to reach their target

audiences – especially as LLMs become more important and pull in information from all different

sources.”

To read the full report and learn more about the channels and content types cybersecurity

vendors should be prioritising, please click here.

-- Ends –

Research methodology

The Hoffman Agency commissioned Coleman Parkes Research to survey 500 cybersecurity

decision makers (C-levels and heads) across the U.S., U.K., France and Germany, who have made

major technology purchases in the last 12 months.

The sample was split between the financial services, technology, telecoms, media, healthcare,

retail, and the public sector. The research took place in April 2026.

About The Hoffman Agency 

Defining communications broadly to include digital, content marketing, thought leadership, as

well as traditional PR, The Hoffman Agency marches to its own percussionist. One of the few

independent communications consultancies with global reach, it operates offices in Europe

(London, Munich and Paris), Asia (Tokyo, Seoul, Beijing, Shanghai, Taipei, Hong Kong, Singapore,

Bangkok, Kuala Lumpur and Jakarta) and the U.S. (Silicon Valley, Portland and Boston). The firm

supports some of the biggest brands in the world, many of which prefer to remain unnamed (the

client names we have permission to share publicly are on our website).

For more information visit: https://www.hoffman.com/

Florie Lhuillier

The Hoffman Agency

flhuillier@hoffman.com

This press release can be viewed online at: https://www.einpresswire.com/article/919207188

EIN Presswire's priority is source transparency. We do not allow opaque clients, and our editors

try to be careful about weeding out false and misleading content. As a user, if you see something

we have missed, please do bring it to our attention. Your help is welcome. EIN Presswire,

Everyone's Internet News Presswire™, tries to define some of the boundaries that are reasonable

https://ccgrouppr.com/insight/cybersecurity-marketing-fast-decisions-high-stakes/?utm_source=PR&amp;utm_medium=PR&amp;utm_campaign=CC26
https://www.hoffman.com/
https://www.einpresswire.com/article/919207188


in today's world. Please see our Editorial Guidelines for more information.

© 1995-2026 Newsmatics Inc. All Right Reserved.

https://www.einpresswire.com/editorial-guidelines

