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These questions don’t require analyst relations expertise to answer — but they often 
clarify whether analyst engagement could be a meaningful leverage point.  

When one of them is hard to answer confidently, a short conversation is usually 
enough to assess and clarify stage-aligned options.

Most conversations about Analyst Relations start too late or in the wrong way. 

The questions below are not about “doing AR”, but about whether external analyst 
signal could materially change speed, risk, or outcomes at your current stage. 

This is meant as a short orientation — not a checklist or commitment.

Are we visible where and when buyers actually decide 
 — or only where we market? 

Why it matters: 

Many founders optimise visibility for awareness, not for decision 
moments. Buyers use analyst inquiries to turn AI-based longlists into 
defensible shortlists — and then into defensible decisions.

Ignored signal: 

Strong top-of-funnel interest, but stalled shortlist 
and weak conversion momentum

Do we use forward-signal that helps us move faster 
— or are we debating decisions based on opinion? 

Why it matters: 

Teams with reliable buyer insights move faster, more intentionally and 
successfully. The key is ICP-sharp forward signal, e.g. condensed from 
buyer inquiries with industry analysts about real, planned projects.

Ignored signal: 

Repeated internal debates on strategy, tactics or 
pivots. Bold decisions lacking confidence.

Ignored signal: 

Compelling story, but weak 3rd-party reinforcement 
when market trends and credibility are assessed.

If an investor or buyer qualified our category tomorrow 
— would we show up as “trusted”? 

Why it matters: 

Startups often "don’t fit existing categories" — but category creation is rare; 
evolution is more common. Analyst confidence helps innovators get seen 
as credible leaders (not fringe players) during buyer-/investor assessment.


