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The Invisible Buy Phase
AI Isn't Eliminating Buyer Intent. It's Changing Where It Happens.

As buyers increasingly use AI to research solutions independently, traditional website traffic and attribution tell only part of the 
story. The challenge isn't disappearing demand, it's declining visibility.
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Marketing could see most of the journey.
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Much of the research happens before marketers ever 
see the buyer.

02 What This Means for Marketers

Buyer Visibility Is 
Fragmenting

Rep-Free Buying Is 
Growing

AI has become an aggregation layer, 
allowing buyers to research multiple 
vendors without visiting every 
website.

61% of B2B buyers prefer a rep-free 
buying experience.

They want to educate themselves 
before engaging with sales.

Traditional Metrics Tell 
an Incomplete Story

Website visits, clicks, and form fills 
no longer represent the full buying 
journey.

03 The Real Challenge Isn't AI

Buyer intent hasn't 

disappeared. Visibility has.

Buyers are still researching, comparing, 
and evaluating solutions. They're simply 
doing it across AI assistants, publisher 
networks, communities, events, and 
digital experiences that aren't 
connected into a single view.

The result?
Organizations often see isolated 
interactions instead of the complete 
buying journey.

Why First-Party Data Matters More 
Than Ever
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Instead of asking: Ask:

"Who has demonstrated 
meaningful engagement?"

"Who might be researching?"

Fragmented 
Signals

Verified 
First-Party 
Database

Identity 
Resolution

Verified 
Engagement

Buying 
Committee 

Visibility

Qualified 
Opportunities

The Power of Vereigen's Verified Engagement05

As buyer journeys become less visible, trusted first-party engagement becomes a competitive advantage.

Our verified engagement model connects real buyer interactions with trusted professional identities, helping marketers 
move beyond anonymous intent signals and engage with greater confidence.

AI isn't making buyers invisible.
It's exposing the limitations of how we've been measuring them.


