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Executive Summary

Influencer marketing has firmly entered the B2B mainstream in 2024, especially for tech and
SaaS brands. No longer a niche experiment, it's now a proven strategy for building credibility and
pipeline in the U.S. B2B market. Recent surveys show 75% of B2B businesses are already
leveraging influencers, with 93% of CMOs planning to increase their use (B2B Influencer
Marketing Is Rising, According to New Ogilvy Study - Business Insider) (B2B Influencer
Marketing Is Rising, According to New Ogilvy Study - Business Insider). In fact, 67% of B2B
influencer campaigns outperform brand-only campaigns in marketing impact (B2B Influencer
Marketing Is Rising, According to New Ogilvy Study - Business Insider), and companies have
reported returns as high as $5.20 for every $1 spent (520% ROI) (The Complete Guide to B2B
Influencer Marketing in 2024). Key takeaways and actionable insights include:

e B2B Influencer Marketing Evolution: B2B brands (tech/SaaS in particular) are embracing
influencers — industry thought leaders, subject-matter experts, even employees — to
humanize their marketing. The focus is on long-term, trust-based partnerships rather
than one-off endorsements (The Complete Guide to B2B Influencer Marketing in 2024)
(Influencer Marketing in 2024 and Beyond: Trends, Insights, and the Road Ahead), with
authenticity and value delivery at the core. Successful programs tap into the oldest
marketing strategy — word-of-mouth — at scale, leveraging trusted voices to educate
buyers (The Complete Guide to B2B Influencer Marketing in 2024).

e Effective Platforms & Content Formats: Linkedin remains the flagship platform for B2B
influence (used by ~96% of B2B marketers) (B2B Influencer Marketing in 2024: Key
Strategies for Success | Viral Nation), given its professional audience and networking
features. However, an omnichannel approach is key: decision-makers also frequent
YouTube, X (Twitter), Facebook, and Instagram, which collectively can influence
purchase decisions even more than LinkedIn (The Complete Guide to B2B Influencer
Marketing in 2024) (B2B Influencer Marketing s Rising, Accordin New Ogilv
Business Insider). Top content formats include thought leadership posts, webinars,
video content, podcasts, and newsletters. Notably, webinars are the most favored
format (81% of B2B marketers cite webinars as their top influencer content), followed by
social media posts (74%) and blog articles (71%) (42 Influencer Marketing Statistics You
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Need To Know in 2024). Engaging, educational content — from LinkedIn articles and
YouTube product demos to co-hosted podcast episodes — helps B2B influencers drive
home complex value propositions in a relatable way.

Selecting the Right Influencers: B2B success hinges on quality over quantity in
influencer selection. Brands should vet influencers for relevance, reach, and credibility.
A recent study found B2B marketers prioritize audience relevance (98% of respondents),
audience trust in the influencer (87%), and subject-matter expertise (78%) above sheer
follower count (42 Influencer Marketing Statistics You Need To Know in 2024). In
practice, the ideal B2B influencer is often a niche thought leader or industry practitioner
whose values and audience align with the brand. Micro- and mid-tier influencers can be
highly effective — their smaller communities tend to be more engaged and trust their
recommendations, which can have a direct impact on B2B purchase decisions (The
Complete Guide to B2B Influencer Marketing in 2024). Alignment and authenticity are
paramount: influencers should share your brand’s ethos and long-term vision, as genuine
advocacy drives far more impact than one-off sponsorships. Many B2B brands are also
turning inward, activating employees and customers as influencers, since they speak
with natural credibility — 89% of C-suite marketers see value in employee influencers as
an “untapped opportunity” for extended reach (B2B Influencer Marketing Is Rising
According to New Ogilvy Study - Business Insider).

Measuring ROl and Performance: As B2B influencer programs mature, robust ROI
measurement frameworks are essential. 84% of marketers report needing to prove ROI
to justify spend (B2B Influencer Marketing Is Rising, According to New Ogilvy Study -
Business Insider), so campaigns must be tied to clear goals and KPIs from the outset.
Common objectives and metrics include: increasing brand awareness (KPIs:
impressions, share of voice, follower growth), boosting engagement (likes, comments,
shares, brand mentions), generating leads (click-throughs, content downloads, MQLs),
and driving revenue (sales opportunities, closed deals influenced). B2B marketers are
increasingly data-driven — effective techniques include using UTM tracking links or
unique landing pages for each influencer to attribute web traffic and conversions (How
to Measure B2B Influencer Marketing ROl — TopRank® Marketing), and benchmarking
results against similar non-influencer campaigns (How to Measure B2B Influencer
Marketing ROl — TopRank® Marketing). Beyond quantitative metrics, qualitative impacts
like improved brand sentiment and deeper trust are important to capture (e.g. via
sentiment analysis or customer surveys) (Future Trends In B2B Influencer Marketing
Across Industries). The bottom line: by setting specific goals, defining KPIs, and tracking
rigorously (with tools for social listening, analytics, and CRM integration), B2B brands
can demonstrate influencer marketing ROI — from expanded reach to accelerated deal
cycles.
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e 2024 Success Stories & Trends: Innovative B2B tech marketers in 2024 have shown that
B2B influencer content can be as creative and engaging as B2C. For example, SaaS
companies like HockeyStack and Lavender turned heads with entertaining influencer-led
content (e.g. the comedic “The Worst Marketer in the World” video series) that earned
them the moniker “the B2B equivalent of HBO and Netflix” (The Complete Guide to B2B
Influencer Marketing in 2024). Major tech brands are also investing in influencer
collaborations: Microsoft's #SurfacePro campaign partnered with diverse creative
professionals to showcase product capabilities via video, driving significant sales and
engagement (Future Trends In B2B Influencer Marketing Across Industries); IBM’s
#ProjectDebater involved Al experts in content creation, generating wide media
coverage and reinforcing IBM’s thought leadership in Al (Future Trends In B2B Influencer
Marketing Across Industries). These cases underscore a key trend — B2B influencer
content works best when it educates or entertains (or both) while subtly positioning the
brand as a leader. Going into 2025, expect B2B influencer marketing to continue
maturing with a focus on always-on programs (vs. one-off campaigns), tighter
integration of influencers in content strategy, and continued emphasis on authentic,
data-backed storytelling that resonates with professional audiences.

Actionable Insight: B2B tech and SaaS brands should treat influencer engagements as strategic
partnerships. Choose influencers who are true domain experts with audience trust, co-create
valuable content (webinars, videos, etc.) that addresses your buyers’ pain points, and commit
to long-term collaboration. Use a checklist (provided in this report) to plan campaigns
methodically — from setting KPIs to content rollout and performance tracking. By following best
practices, B2B marketers can harness influencers to humanize their brand, amplify reach in
target communities, and ultimately drive meaningful business results in 2024-2025.

Introduction

Influencer marketing in B2B has evolved from a skeptical experiment into a must-have
component of modern B2B marketing strategies. In the tech and SaaS sectors, where purchase
decisions are high-stakes and trust-driven, influencers serve as credible voices that help brands
connect with hard-to-reach decision makers. Unlike the stereotype of B2C influencers (celebrity
endorsements on Instagram), B2B influencers are often industry insiders — think respected
tech bloggers, cybersecurity experts, well-followed SaaS founders, seasoned analysts, or even
prominent engineers — whose opinions carry weight in their professional community (B2B
Influencer Marketing Is Rising, According to New Ogilvy Study - Business Insider). Their
endorsement looks less like an ad and more like peer advice or thought leadership, which is
critical given that B2B buyers base decisions on logic, evidence, and relationship trust.
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The U.S. B2B landscape in 2024 is especially ripe for influencer marketing. Coming out of the
pandemic era, digital content consumption among professionals is at an all-time high, and
buyers frequently rely on online research and expert content before contacting vendors. Studies
indicate that over half of B2B purchase decisions are influenced by peer recommendations or
word-of-mouth (The Complete Guide to B2B Influencer Marketing in 2024). Influencers
essentially amplify this word-of-mouth effect: an advocate with domain expertise can credibly
educate your target audience about your solution, at scale. Recognizing this, a recent Ogilvy
survey of 550+ senior B2B marketers (including at firms like EY and IBM) found that 75% of B2B
businesses are already engaging influencers, and of those, 93% plan to deepen their influencer
programs (B2B Influencer Marketing Is Rising, According to New Oqilvy Study - Business
Insider) (B2B Influencer Marketing Is Rising, According to New Ogilvy Study - Business Insider).
In other words, B2B influencer marketing has “tipped” into the mainstream (to the point where
not using it could mean falling behind competitors).

Several factors are driving this surge. Firstly, performance metrics are validating the impact of
B2B influencers. In that Ogilvy study, 67% of B2B influencer campaigns outperformed
comparable campaigns that relied only on brand content (B2B Influencer Marketing Is Rising,
According to New Ogilvy Study - Business Insider). Marketers also overwhelmingly feel that
influencers boost customer experience and trust — in one poll, 74% of B2B marketers said
influencer marketing enhances the customer experience, and 89% reported that the ROl from
B2B influencer initiatives is as good as or better than other marketing channels (B2B Influencer
Marketing in 2024: Key Strategies for Success | Viral Nation). These results debunk the myth
that influencer marketing is just a buzzword; on the contrary, it delivers tangible value in B2B
contexts. Secondly, there's an increased emphasis on authenticity and human connection in
B2B branding. Buyers (who are people, after all) respond better to authentic stories and
third-party validation than to corporate sales pitches. Influencers bring that authenticity — often
creating content that’'s more relatable and less “salesy,” which helps build trust and credibility
for the brand by association (B2B Influencer Marketing in 2024: Key Strateqgies for Success |
Viral Nation) (B2B Influencer Marketing in 2024: Key Strategies for Success | Viral Nation). As
Deloitte’s analysts have noted, creators offer a sense of credibility and authenticity that many
brands alone struggle to achieve, helping cut through skepticism in an oversaturated digital
market (Influencer Marketing in 2024 and Beyond: Trends, Insights, and the Road Ahead)
(Influencer Marketing in 2024 and Beyond: Trends, Insights, and the Road Ahead).

Finally, the maturation of measuring tools and frameworks is giving B2B marketers confidence
to invest. With better analytics, tracking links, and attribution models (discussed later), even
conservative B2B organizations can now connect influencer efforts to pipeline and ROI,
alleviating the historical concern that “influencer impact can’t be measured.” This aligns with
industry predictions that data-driven strategy and ROl accountability will define the next phase
of influencer marketing (Influencer Marketing in 2024 and Beyond: Trends, Insights, and the
Road Ahead). In summary, the stage is set in 2024-2025 for B2B tech and SaaS brands to
leverage influencer marketing not as a trendy experiment, but as a strategic pillar of their
go-to-market plans, provided they follow best practices. In the sections that follow, we delve into
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those best practices: choosing the right platforms and content formats, selecting and
partnering with influencers wisely, measuring success rigorously, and learning from real case
examples — all tailored to the B2B tech/SaaS context.

Evolution of B2B Influencer Marketing (2024-2025)

In the past, B2B influencer marketing lagged behind B2C, with many dismissing it as irrelevant
for “serious” industries. B2B companies traditionally relied on white papers, trade shows, and
client referrals, unsure if social media personalities or blogger partnerships could sway
enterprise buyers. But this mindset has shifted dramatically by 2024. B2B buyers have changed
— they are digitally savvy, research-oriented, and often Millennials or Gen Z who value peer
insights and online content as much as formal analyst reports. As one commentator put it,
“those days are long gone” when B2B influencer marketing was a niche idea (Future Trends In
B2B Influencer Marketing Across Industries); today the landscape is “buzzing with activity” as
B2B brands and experts collaborate to reach targeted audiences (Future Trends In B2B
Influencer Marketing Across Industries).

Several evolutionary trends characterize B2B influencer marketing’s growth:

e Mainstream Adoption and Organizational Buy-In: The Ogilvy “Global Rise of B2B
Influencer Marketing” study in late 2023 revealed that three-quarters of B2B marketers
are actively running influencer programs, and nearly all plan to increase spend (B2B
Influencer Marketing Is Rising, According to New Ogilvy Study - Business Insider) (B2B
Influencer Marketing Is Rising, According to New Oqilvy Study - Business Insider).
Importantly, even skeptics are coming around — among those not yet using influencers,
over half intend to start (B2B Influencer Marketing Is Rising, According to New Ogilvy
Study - Business Insider). This marks a tipping point where influencer strategies are
moving from experimental budgets to dedicated line items. C-suite executives recognize
the value: 90% of marketers say B2B social influencers are important for staying
up-to-date in their industry (B2B Influencer Marketing Is Rising, According to New Odgilvy
Study - Business Insider), indicating that even marketing leaders themselves follow
influencers for insights. Moreover, internal advocates are being empowered; nearly 89%
of C-suite marketers believe employee influencers hold strategic value for the business
(B2B Influencer Marketing Is Rising, According to New Ogilvy Study - Business Insider).
This means companies are not only partnering with external influencers, but also
cultivating their own SMEs (subject matter experts) and turning employees into
influential voices. For example, global firms like Deloitte have hundreds of consultants
building personal brands on LinkedIn - effectively an army of micro-influencers boosting
the firm’s reach organically.

e Shift to Long-Term Partnerships (“Always-On” Influence): Early B2B influencer efforts
often revolved around one-off campaigns — e.g. engaging an industry expert to promote
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a single webinar or report. The evolution now is toward integrating influencers into an
“always-on” strategy. Rather than sporadic sponsorships, brands foster ongoing
relationships with a roster of trusted influencers who continually create content, attend
events, or provide quotes for the brand (The Complete Guide to B2B Influencer Marketing
in 2024) (Influencer Marketing in 2024 and Beyond: Trends, Insights, and the Road
Ahead). According to a TopRank Marketing study, the most effective B2B influencer
campaigns use consistent, always-on programs with niche experts, rather than ad-hoc
projects (Lhe Complete Guide to B2B Influencer Marketing in 2024). The benefits are
twofold: the influencer’s advocacy grows more authentic over time (as they genuinely get
to know the brand), and the brand benefits from a steady drumbeat of influencer
amplification. For instance, a tech startup might form an advisory council of tech
bloggers and podcasters who are kept in the loop on product roadmaps and regularly
collaborate on content — this continuity yields deeper trust and a cumulative lift in brand
authority.

Emphasis on Authenticity and Credibility: A striking trend is the heightened focus on
authenticity in influencer engagements. Both brands and influencers have realized that
B2B audiences are highly attuned to insincerity. Thus, transparent and genuine
messaging is key. Influencers in B2B are typically experts first, “influencers” second -
their primary asset is their credibility in a particular domain (e.g. a cloud architect known
for honest technical reviews). Brands now approach these influencers not to “pitch” a
product outright, but to help educate the market. Influencer-generated content is often
perceived as more authentic than traditional ads; indeed, 66% of marketers say
influencer content performs as well or better than brand-created content (Influencer
Marketing in 2024 and Beyond: Trends, Insights, and the Road Ahead), precisely because
influencers bring an independent voice. We're also seeing a push for transparent
disclosure and ethical practices. Influencers are expected to clearly label partnerships
(LinkedlIn, for example, introduced a “paid partnership” tag in 2023 to normalize
transparency (B2B Influencer Marketing Is Rising, According to New Ogilvy Study -
Business Insider)) and maintain their honest voice. The net effect is positive: done right,
B2B influencer collaborations build trust through third-party validation. For example,
when a respected SaaS thought leader shares how a new software tool solved a real
problem, peers listen — the brand gains trust by proxy, far beyond what a
self-promotional post could achieve. This trust element is crucial in B2B where purchase
risk is high; as one agency noted, “69% of consumers trust influencers, friends and
family over information directly from brands” (The Complete Guide to B2B Influencer
Marketing in 2024), and while this stat is consumer-focused, the spirit carries into B2B -
a recommendation from a trusted expert or colleague often outweighs a vendor’s
brochure.

Diversification of Influencer Profiles: The “influencers” in B2B now come in many forms.
We still have external independent influencers (consultants, authors, industry analysts,
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popular content creators) — for example, someone like a well-known CIO who writes on
cloud strategy could be tapped by a cybersecurity firm to comment on a new report. But
increasingly, internal influencers are part of the mix: Employee advocacy has risen, with
companies encouraging their execs and employees to grow a following and represent
the brand. This is because employees bring authenticity and an insider’s voice. The
Ogilvy survey highlighted that many firms see a “huge untapped opportunity” in
leveraging employees as influencers to amplify reach (B2B Influencer Marketing s
Rising, According to New Ogilvy Study - Business Insider). Another category is customer
influencers — satisfied clients or beta testers who, with some incentivization or
co-marketing, will share their success (essentially acting as influencer case studies).
Additionally, micro-influencers and niche experts have gained prominence. Instead of
focusing only on big-name CEOs with massive followings, B2B brands realize a niche
micro-influencer (say a data scientist with 5,000 highly engaged followers on Twitter)
can actually yield higher engagement and more qualified leads. These micro-influencers
often command more trust in their tight-knit communities and are more accessible for
partnerships. The evolution here is a move away from “mega-influencer” obsession
toward strategic alignment — finding the voices that truly influence your specific buyers,
even if they aren't “famous” in a mainstream sense (The Complete Guide to B2B

Influencer Marketing in 2024).

Integration of New Technologies and Formats: As we approach 2025, we also see B2B
influencer marketing adopting new technologies. Al-driven tools help in identifying
influencers (scanning social data for who drives conversations in a niche) and in
analyzing campaign impact (e.g. Al sentiment analysis on comments). There's even talk
of virtual influencers and Al-generated thought leaders on the horizon (Influencer
Marketing in 2024 and Beyond: Trends, Insights, and the Road Ahead), though in B2B
tech, human expertise remains paramount for now. On the content side, interactive and
multimedia content is growing — influencers may host live AMA (“ask me anything”)
sessions, interactive demos, or AR/VR product tours. These innovative formats aim to
engage B2B audiences in novel ways, moving beyond the standard blog or webinar. The
goal remains the same: delivering value and insight. For example, a B2B fintech brand
might sponsor a mini-series podcast with a fintech influencer, combined with live
LinkedIn Q&A sessions - blending recorded and live interactive content. Such
multifaceted approaches indicate an ongoing maturation and creativity in B2B
influencer marketing.

In summary, influencer marketing in B2B tech/SaaS has matured from tentative trial to a
strategic, relationship-centric, and metrics-informed discipline. Brands are learning that if you
choose the right partners and focus on genuine value creation, influencers can significantly
accelerate brand awareness, shape buyer perceptions, and even drive lead generation in a way
that traditional marketing cannot. The evolution continues into 2025 with an eye on deeper
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authenticity, more integration (influencers as an extension of the team), and stronger
measurement of business impact.

Key Platforms and Content Formats for B2B Influencer
Marketing

One of the critical questions B2B brands face is where influencer campaigns should live and in
what format to be most effective. Unlike B2C, where Instagram or TikTok might immediately
come to mind, B2B influencer marketing requires playing to the strengths of platforms
frequented by professionals and choosing content formats that convey expertise. Below we
examine the most effective platforms and content types in the U.S. B2B tech/SaaS context
(2024-2025), along with how to leverage each:

Platform Focus: LinkedIn, YouTube, X (Twitter), and Beyond

e LinkedIn — The B2B Powerhouse: It's no surprise that LinkedIn is the dominant platform
for B2B influencer marketing, as it is the go-to professional network. An overwhelming
96% of B2B marketers use LinkedIn for organic social marketing (B2B Influencer
Marketing in 2024: Key Strategies for Success | Viral Nation), making it a natural home
for influencer collaborations. The platform’s features (such as LinkedIn Articles,
Newsletters, Live video, and an algorithm that favors engagement) allow influencers to
share in-depth insights and reach professionals in specific industries. Influencer content
on LinkedIn often takes the form of thought leadership posts, industry commentary, or
short case studies that spark discussions. For example, a SaaS founder with a large
LinkedIn following might write a post about “Top 5 trends in cybersecurity for 2024”
mentioning your product’s approach — this can generate considerable buzz as their
followers (likely IT professionals) engage and add their perspectives. LinkedIn's
advantage is precise targeting: by using relevant hashtags and connecting in niche
groups, influencer content can surface directly in the feeds of your target buyers (e.qg.
CTOs in fintech). Also, LinkedIn's creator tools (like the new “Collaborative Articles” and
influencer newsletters) encourage deeper content. Brands should leverage LinkedIn for
thought leadership amplification, employee advocacy (getting your team to share
influencer posts extends reach), and community building around influencer-led
conversations. Keep in mind: LinkedIn’s feed algorithm values engagement quality over
virality, so having an influencer with a credible voice engage with your brand post can
significantly expand its visibility (The Complete Guide to B2B Influencer Marketing in
2024) (The Complete Guide to B2B Influencer Marketing in 2024). In essence, LinkedIn is
indispensable for B2B - it's often the first touchpoint where an influencer’'s endorsement
of a B2B product will lend immediate legitimacy.
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YouTube - Long-Form and Technical Content: YouTube has emerged as a critical
platform for B2B tech influencers, often underappreciated. Video content allows for
demonstrations, tutorials, and deep dives that text posts can't match. According to one
study, outside of LinkedIn, YouTube is the most used platform for B2B influence — 50%
of B2B marketing teams consider YouTube significant (B2B Influencer Marketing Is
Rising, According to New Ogilvy Study - Business Insider). Tech buyers frequently seek
out video reviews or “explainer” videos before making decisions; thus partnering with
YouTube creators or hosting video content with influencers can be powerful. For
instance, a cloud software company might work with a popular YouTube channel run by
an IT expert to do a hands-on review or a how-to integration guide. Such content, living
on YouTube, can accumulate views over time and keep influencing long after initial
release. Webinars and recorded virtual events often end up on YouTube as well for
on-demand viewing. B2B influencers might also produce interview series on YouTube
(e.g. a series of chats with tech CEOs, sponsored by a brand). The key is that YouTube
caters to visual learners and researchers — it's an ideal place for demonstrating
expertise. One Gartner finding even suggested that platforms like YouTube and others
were more commonly cited as influences on B2B purchase decisions than LinkedIn (The
Complete Guide to B2B Influencer Marketing in 2024), highlighting that decision-makers
consume content on multiple channels. Therefore, integrating YouTube ensures you
capture those who prefer video content. Brands should ensure any influencer-driven
videos are optimized with proper titles, descriptions, and cross-promotion (e.g.
embedding them in blog posts, sharing on LinkedIn) to maximize discovery.

X (Twitter) — Thought Leadership and Real-Time Engagement: Many tech influencers
and executives maintain an active presence on Twitter (now X), making it a valuable
platform for real-time thought leadership. Twitter’s strength lies in quick, conversational
interactions — influencers often share hot takes on industry news, live-tweet insights
from conferences, or start hashtag discussions. For B2B brands, Twitter is useful for
amplifying content and engaging in industry conversations. An influencer might host a
Twitter chat or participate in a trending discussion related to your domain (for example,
an Al ethics influencer discussing new Al regulations, with your brand subtly in the mix).
Twitter is also a common place to share links to more substantial content (webinars,
articles, reports), acting as a traffic driver. While Twitter’s audience is broader and
content is ephemeral, it includes a high concentration of journalists, analysts, and
decision-makers who follow industry influencers for news. Brands can leverage
influencers on Twitter by having them mention or tag the brand in relevant discussions,
or by co-creating Twitter Threads that explain a concept or announce a collaboration.
Keep communications on Twitter authentic and conversational — overt promotions
won't resonate, but insightful commentary will. Importantly, an influencer’s tweet can
reach beyond their followers via retweets and hashtags, potentially picking up
impressions among a wider professional audience. Studies show about 60% of B2B
marketers use Twitter in their mix (B2B Social Media Marketing Trends (Updated June
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2024) - Contensify), and it remains a core channel for tech sectors (think crypto,
software development, startups, where Twitter communities are very active).

Facebook and Instagram — Niche Role in B2B: Traditionally seen as B2C channels,
Facebook and Instagram do play a role in B2B marketing, though typically secondary.
Surprisingly, usage surveys show 79% of B2B marketers still utilize Facebook, and 60%
utilize Instagram (B2B Social Media Marketing Trends (Updated June 2024) -
Contensify). How are they used? Often for targeted communities and visual storytelling.
Facebook has many professional and special-interest groups (for example, a SaaS
founders group or a digital marketing community) where influencers might share content
or discussions. If an influencer has an established Facebook Page or group following, it
can be effective for certain verticals (e.g. an enterprise software expert running a private
Facebook group for ClOs could partner with a brand for content). Instagram, while not an
obvious B2B channel, is used by some B2B influencers to humanize themselves - e.g.
sharing infographics, short tips, or behind-the-scenes at industry events. For tech brands
targeting younger demographics or showcasing innovation (like a cool hardware device),
Instagram might be leveraged via influencer posts or Stories. A common approach is
using Instagram for employer branding or culture content (an influencer might do an
Instagram Live from your trade show booth, giving a human touch). However, these
platforms generally yield lower direct B2B impact compared to LinkedIn or YouTube.
They are best used if your selected influencers are already active and effective there. For
instance, if a design software company finds that many design influencers are big on
Instagram (sharing design workflows, etc.), then Instagram becomes relevant to
leverage. The key is to align platform choice with where your audience engages — some
developer audiences might be on Reddit or Stack Overflow instead, whereas sales and
marketing audiences might be very active on LinkedIn and Twitter.

Podcasts and Audio Platforms: Though not a “social network” in the usual sense,
podcasts have surged as a content platform for B2B influencers. Business podcast
consumption keeps growing, and many tech influencers host popular podcasts (or
appear as guests). Platforms like Apple Podcasts, Spotify, or niche podcast networks are
distribution channels here. A brand can sponsor an influencer’s podcast or collaborate
by providing subject matter experts to join an episode. For example, a data analytics
company might partner with a data science influencer who hosts a weekly podcast -
sponsoring a segment or providing a guest for a deep-dive episode. Podcasts allow for
long-form, nuanced discussions, aligning well with complex B2B topics. They also help
build a loyal audience; listeners tend to trust hosts whose content they tune into
regularly. The content from podcasts can be repurposed (transcripts into blog posts, key
quotes into LinkedIn posts, audio snippets on Twitter, etc.), creating a multi-channel
ripple effect. As of 2024, B2B tech podcasts and webinars are often ranked as top
content types for engagement (in one survey, webinars were the #1 favored format, and
podcasts can be seen as on-demand webinars without video) (42 Influencer Marketing
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Statistics You Need To Know in 2024). Brands should consider audio as part of their
influencer strategy, especially to reach executives who might listen during commutes or
travels.

e Newsletters and Blogs: Influencer-run newsletters (on platforms like Substack or
LinkedIn Newsletter) and independent blogs are also key content hubs. Many B2B
influencers curate weekly newsletters with industry insights that have high open rates
among professionals. Partnering with such an influencer might involve content
sponsorship (e.g. your brand gets a mention or contributes an article in their newsletter)
or co-creating a special edition. Because newsletters go directly into inboxes, they offer
an intimate, direct line to decision-makers who subscribe. For example, a SaaS
marketing influencer might have a 10,000-subscriber newsletter — featuring a case study
of your product in that newsletter can generate qualified inbound interest. Blogs
(whether the influencer’s own site or platforms like Medium) also matter, although
personal blogs have somewhat given way to social platforms. Still, for SEO value and
depth, a collaborative blog post or bylined article can reinforce credibility (and you can
later cite that piece in sales materials). Some B2B brands even host influencer guest
posts on the company’s blog — this can draw the influencer’s audience to your site and
improve content quality. The Content Marketing Institute reports consistently that guest
contributors and influencers can extend the reach of B2B content marketing
significantly.

In practice, a multi-platform strategy tends to yield the best results. Each platform offers
different ways to connect: LinkedIn for professional virality and discussion, YouTube for
education and demo, Twitter for real-time chatter, podcasts for in-depth engagement, etc. B2B
buyers consume content in an omnichannel fashion, so meeting them across channels
reinforces the message. One Gartner study recommended an omnichannel approach because
buyers are influenced by a variety of sources across their journey (The Complete Guide to B2B
Influencer Marketing in 2024) (The Complete Guide to B2B Influencer Marketing in 2024). The
key is to prioritize where the bulk of your audience is — often LinkedIn plus one or two others -
and ensure consistency of message and quality across those.

Content Formats: Thought Leadership, Webinars, Podcasts, and More

Choosing the right content format is as important as picking the platform. B2B influencer
content must deliver real value (insights, how-tos, analysis) to engage a professional audience.
Here are the leading formats and best practices for each:

e Thought Leadership Articles & Posts: This is the bread-and-butter of B2B influencer
content. It includes articles, LinkedIn posts, or guest blog posts where the influencer
shares expertise on a topic relevant to the brand’s space. For example, an Al influencer
might write a LinkedIn article on “The Future of Al in Marketing” with mention of your Al
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SaasS tool’s approach to responsible Al. These pieces should be educational or
idea-driven (not overtly promotional), positioning the influencer (and by extension, your
brand) as a thought leader. Co-authoring whitepapers or e-books is another approach -
the influencer and your brand’s expert jointly produce a high-value piece of content (e.qg.
“2025 Cloud Security Report”) which the influencer then helps promote. Thought
leadership content works well because B2B buyers often consume 5-10 pieces of
content during their buying process; having influencer-driven content in that mix
increases credibility. Ensure such content is backed by data or experience, and
encourage influencers to inject personal insights or stories, making it engaging rather
than a dry essay.

Webinars and Live Events: Webinars are arguably the most favored B2B influencer
format, with 81% of B2B marketers rating them effective (42 Influencer Marketing
Statistics You Need To Know in 2024). An influencer can host or co-host a webinar on
your behalf, or join as a featured expert. Webinars allow for real-time interaction (Q&A,
polls) and can serve as lead generation tools (attendees often register with work
emails). For instance, a cloud services company might organize a webinar titled “Best
Practices in Cloud Migration,” featuring a known cloud architect (influencer) as the
presenter or panelist alongside a company spokesperson. The influencer’s presence will
draw their followers to sign up, boosting your reach. During the webinar, their
independent voice lends credibility to the insights and any mention of your solutions.
Best practices for webinars include: promote heavily on LinkedIn/Twitter through both
brand and influencer channels, keep the session educational (with perhaps a short
product demo or sponsor message but not sales-heavy), and record it. The recording can
then be posted (on YouTube, your site) and still generate views/leads after the live date.
Similarly, virtual events or conferences can integrate influencers as keynote speakers or
hosts. Some brands even create recurring webinar series (monthly “insider talks”) with a
rotating roster of influencers; this always-on webinar series approach keeps a constant
flow of engagement.

Podcasts and Audio Content: As mentioned, podcasts are booming for B2B. There are
two main angles: sponsor existing influential podcasts or create your own and bring
influencers in. If an influencer runs a podcast with your target listeners, consider
sponsoring a few episodes or having your executive appear as a guest (facilitated by the
influencer). The influencer host can weave your brand into the conversation
authentically. Alternatively, launch a branded podcast where each episode features a
guest influencer or industry leader — this provides a platform for those influencers
(they’ll share the episode to their network) and positions your brand at the center of
important conversations. Success in podcast content comes from being genuinely
interesting — choose discussion topics that aren't just about your product, but about
broader industry trends or challenges your audience cares about. Over time, a podcast
can significantly boost thought leadership perception for your brand. One tip: repurpose
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podcast content into transcripts for SEO, quote graphics for social media, and short
audio snippets (audiograms) for LinkedIn or Twitter to maximize reach.

Videos — Demos, Interviews, and Explainers: B2B influencers increasingly are creating
video content beyond webinars. This includes shorter videos like product demos, how-to
tutorials, feature reviews, or even skits (for the creative types). For example, a data
analytics influencer on LinkedIn might produce a 5-minute video comparing 3 Bl tools -
if your tool is included and you've briefed them, it's a quasi-endorsement. Or an
influencer might do a screen-share walkthrough of your software for their YouTube
channel. Video content can simplify complex concepts via visuals, which is valuable in
tech marketing. Another format is influencer interviews: e.g. your brand hosts an
interview with an influencer (or vice versa) discussing industry trends. This can be
recorded (video + audio) and sliced into multiple pieces of content. Live video is also
gaining traction — LinkedIn Live or YouTube Live sessions where an influencer interacts
with a live audience, perhaps answering industry questions or giving commentary on
news (with your brand sponsoring the session). These live sessions have high
engagement and immediacy. Ensure any video content is professionally produced or at
least clear in audio/visual quality — it reflects on your brand’s polish.

Newsletters and Email Content: When working with influencers who have popular
newsletters, collaborative newsletter content can be gold. This might be a one-time
“takeover” (the influencer writes the edition and features your brand’s insights) or a
sponsored section in their regular newsletters. Because newsletters are
permission-based and often have very high open rates in B2B (if the content is good), a
recommendation or case study share by an influencer via email can drive traffic and
leads effectively. The tone should remain informative — perhaps sharing a useful
resource or exclusive insight (e.g. “My subscribers get early access to a new research
report by [Your Company]”). Another angle is building your own newsletter’s subscriber
base by featuring influencers. For instance, you might start an official company
newsletter that each month includes a column or Q&A with a different industry influencer
— this encourages those influencers to help grow your subscriber list by promoting
“their” issue.

Social Media Posts & Engagements: Of course, a lot of influencer content in B2B still
manifests as social media posts — tweets, LinkedIn posts, etc. These might not be
long-form but are critical for amplification. Often the best strategy is to have the
influencer engage with or amplify content that your brand originates. For example, your
company might publish a new case study or an infographic; the influencer can reshare it
with their commentary (“This is a great example of Al in action from [Brand]...”). Even
simply having well-known influencers regularly comment on your LinkedIn posts can
massively increase your content’s reach due to LinkedIn’s algorithm (The Complete
Guide to B2B Influencer Marketing in 2024) (The Complete Guide to B2B Influencer
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Marketing in 2024). Some B2B campaigns involve an influencer “takeover” of a brand’s
social account for a day (common on Instagram, but also done on LinkedIn or Twitter
during events). The influencer posts from the brand handle to give it a more human
voice. While engagement posts alone (tweets, etc.) may not seem as substantive as a
webinar or whitepaper, they serve to continuously reinforce the partnership and keep
the brand in the social feed of the influencer's community, thus maintaining awareness
between big content drops.

e Interactive Content and Community Activities: In 2024, we also see B2B influencers
engaging via interactive content — such as hosting LinkedIn polls, running Slack/Discord
communities, or even co-creating tools (e.g. an ROI calculator) with a brand. For
example, an influencer might run a community for DevOps professionals and host an
“Ask the Expert” thread featuring your product’s CTO. These community engagements
are highly targeted and can yield candid discussions that inform both the audience and
your product team. While harder to scale, they deepen engagement with your most
interested prospects.

No matter the format, a guiding principle is to ensure the content is valuable and tailored to the
B2B audience’s needs. B2B buyers are seeking insights that help them do their jobs better or
make informed decisions. If the influencer’s content comes across as a helpful resource (and
not an ad), it will build goodwill and make the brand look savvy by association. For example, a
well-executed podcast or webinar might not mention the product until the very end (or only
briefly), focusing instead on pain points and solutions in general — yet this still creates positive
sentiment for the sponsoring brand.

It's also worth noting that mixing formats can multiply impact. A single campaign might start
with a webinar, then turn the recording into a YouTube video, the key points into a blog post,
quotes into social graphics, and the influencer might discuss the topic on a podcast. This
content atomization ensures all audience preferences are met (some may prefer reading a
summary, others watching the full video, etc.) and extends the life of the content for ongoing
lead generation.

In conclusion, Linkedin remains king for platform, and webinars for format in B2B influencer
marketing — but the real magic is in using a blend of platforms and content types to tell a
consistent story. By leveraging each channel for what it does best (professional networking on
LinkedIn, deep dives on YouTube, quick engagement on Twitter, personal connection via
podcasts, etc.), B2B brands can maximize the reach and impact of their influencer
collaborations. The next section will cover how to select the right influencers to create all this
content with — arguably the most crucial step of all.

Selecting the Right B2B Influencers: Criteria and Frameworks
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One of the most critical success factors in B2B influencer marketing is choosing the right
influencers to partner with. Unlike in B2C where an influencer’s sheer fame or follower count
might drive results, in B2B the equation is more nuanced. The “right” influencer is someone who
genuinely influences your target buyers’ opinions or behavior — which depends on their
relevance, credibility, and alignment with your brand and audience. Below is a framework and
criteria that B2B brands in tech/SaaS should use when evaluating potential influencers:

1. Relevance (Subject Matter Alignment): The influencer’s content focus and audience must
closely align with your industry, product category, or the specific problem you solve. Relevance
is the top factor for B2B - in one study, 98% of B2B marketers cited “relevance of audience” as a
top quality they look for in an influencer (42 Influencer Marketing Statistics You Need To Know in
2024). This means the influencer talks about topics that overlap with your space and attracts
the kind of followers you want to reach. For example, if you sell cybersecurity software, an ideal
influencer might be a cybersecurity blogger or an IT security conference speaker — not a generic
tech gadget reviewer. To assess relevance, look at their recent content themes, the professional
roles of their followers (LinkedIn profiles can hint at this), and whether they've engaged with
similar solutions before. Relevance ensures that any collaboration feels natural rather than
forced; the influencer can seamlessly integrate your brand into content because it fits their usual
narrative.

2. Credibility and Expertise: B2B influencers are essentially trusted advisors to their audience.
So you must evaluate how credible the person is. Do they have deep expertise or experience in
the field? Are they recognized as a thought leader (e.g. invited to speak at events, quoted in
publications)? A strong sign of credibility is the level of trust and respect the audience gives
them — high engagement on thoughtful posts, meaningful discussions in comments, etc.
According to Ogilvy’s definition, a B2B influencer has “credible expertise rooted in proven
experience that contributes to professional opinion” (B2B Influencer Marketing Is Rising,
According to New Oqilvy Study - Business Insider). This could be a veteran practitioner (like a
CTO who regularly shares insights on cloud computing) or an analyst who publishes respected
research. Credibility can sometimes be inferred from audience quality: if other known experts
interact with or follow this person, that’s a good indicator. When selecting, consider doing a
background check on the influencer’s professional history (many have previous roles that add to
their authority, e.g. a former CMO turned marketing influencer). Also ensure their expertise level
matches the narrative you need - if you're marketing a highly technical product, an influencer
with technical depth (even if less flashy) may be preferable to a more surface-level
commentator.

3. Trustworthiness and Values: Beyond expertise, audience trust in the influencer is paramount.
If they recommend something, do their followers take it seriously? Trust can be gauged by the
tone of comments (do followers thank them for advice?), the longevity of their presence (have
they been consistently active for years?), and whether they have a history of shilling products or
if they're selective and honest. In fact, 87% of B2B marketers look for influencers whom
audiences perceive as trustworthy (42 Influencer Marketing Statistics You Need To Know in
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2024). You want someone whose endorsement is believed to be genuine. It's also crucial that
the influencer’s values and style align with your brand’s values. For instance, if your brand
prides itself on inclusivity and positive culture, you likely want an influencer known for
constructive, positive engagement — not someone courting controversy or known for abrasive
behavior. While B2B discourse is generally professional, it's wise to vet past content for any red
flags (e.g. extreme opinions, offensive remarks) that could clash with your brand image.
Additionally, consider ethics and disclosure — does the influencer typically disclose partnerships
transparently? A transparent influencer who only partners with companies they truly believe in
will have more impact than one who promotes anything for a fee. Ultimately, brand safety is part
of trust: ensure the person has a clean reputation, as any scandal they have could spill onto your
brand if you're closely associated.

4. Reach and Audience Quality: Reach does matter in B2B, but it's not just about big numbers -
it's about reaching the right decision-makers or influencers of decision-makers. An influencer
might have 5,000 LinkedIn followers, but if 80% of those are ClOs or security directors, that
reach is extremely valuable. Conversely, 100k random followers with only a tiny fraction in
relevant roles is less useful. So, consider both quantitative reach (followers, subscribers,
average views) and qualitative reach (who makes up that audience? what regions or industries?
engagement rate?). On LinkedIn, an influencer who gets, say, 500 reactions from a niche
community (like healthcare ClOs) could be more impactful than one who gets 5,000 reactions
from a general audience. Tools and manual scanning can help gauge this: look at who
comments on their posts — titles, companies? If available, request a media kit or audience
breakdown from the influencer. Also note the channels of reach: some influencers might have a
modest LinkedIn following but a huge podcast audience or newsletter list not immediately
visible — be sure to account for multi-channel reach. A framework used often is evaluating the 3
R’s: Relevance, Resonance, and Reach. We covered relevance; “resonance” refers to
engagement (do people amplify the influencer’s content? is there dialogue?), which speaks to
how message spreads, and reach is the size. In B2B, lean towards “micro-influencers” with high
resonance over macro influencers with low engagement. The bonus of smaller influencers is
often higher engagement rates — e.g. nano- or micro-influencers can have engagement rates
above 5%, much higher than typical rates for huge followings (42 Influencer Marketing Statistics
You Need To Know in 2024) (42 Influencer Marketing Statistics You Need To Know in 2024).

5. Alignment with Brand and Advocacy Potential: This is more intangible but crucial for
long-term success. Does the influencer’s perspective align with your brand’s positioning and
story? If your SaaS product is all about innovation and disruption, look for influencers who
project a forward-thinking, innovative persona. If you are in a highly regulated, serious industry
(say, fintech or healthcare), an influencer with a more measured, professional tone might fit
better than one known for humor (unless that's part of a deliberate strategy to stand out). Also
consider competitor affiliations — ensure the influencer isn't simultaneously advocating for a
direct competitor (unless their style is to provide balanced comparisons; even then, exclusivity
during your campaign is preferable). An often-cited best practice: “Find people that align on

long-term goals for the same audience” (The Complete Guide to B2B Influencer Marketing in
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2024). This means the influencer genuinely cares about the community you both serve and is in
it for more than just a paycheck. Such influencers can become true brand advocates,
sometimes even wanting to collaborate on product improvement or strategy input. A striking
stat: 56% of CMOs believe the best way to optimize B2B influencer campaigns is to build
long-term relationships that show true brand advocacy (The Complete Guide to B2B Influencer
Marketing in 2024). This speaks to alignment — an influencer who naturally meshes with your
brand’s mission will be enthusiastic and authentic, yielding that advocacy effect. One example is
a software company that brought a well-known developer influencer on as a formal brand
ambassador/advisor with equity in the company — aligning incentives long-term. That influencer
now promotes the product passionately because they’re genuinely invested in its success. While
not every partnership goes that far, treating selection as if you're “hiring” a spokesperson or
evangelist for your brand vision (rather than renting ad space) is a useful mindset.

6. Engagement and Communication Style: Look at how the influencer engages with their
audience. Are they responsive to comments? Do they foster community? An influencer who
actively dialogues with followers can help amplify your message more (for instance, if they post
about your brand and then reply to dozens of comments, it keeps the post alive and persuasive).
Also, gauge their communication style - is it highly technical, very casual, storytelling-oriented?
It should match what will resonate with your target audience. Some brands might need a
technical evangelist who can speak geek to geeks; others might want a more charismatic host
who can simplify concepts for a wider business audience. Ensure the influencer can
communicate in a way that complements your content - e.qg. if your team is producing a
whitepaper, an influencer who can distill its findings into punchy social posts is valuable.

7. Reliability and Professionalism: Past performance matters. If possible, review case studies
of the influencer’s previous brand partnerships or ask for references. Were they professional to
work with? Did they deliver content on time? In B2B, where content might go through approvals
and timing around product launches is key, you want influencers who treat this like a business
partnership. Many seasoned B2B influencers (like analysts or consultants) are very accustomed
to contracts, deadlines, and aligning with corporate communications — those are great to work
with. Newer “creator” style influencers might need more guidance on expectations. One thing to
clarify early is content guidelines and compliance (for financial or healthcare industries,
compliance is huge - the influencer must be willing to adhere to disclosure rules, etc.). If an
influencer resists necessary guardrails, they may not be the right fit for sensitive sectors. In tech,
also ensure they will respect NDA or embargoes if you share early info. The level of trust goes
both ways; a reliable partner is worth their weight in gold.

When evaluating these criteria, a helpful approach is to create a scoring matrix. For each
candidate influencer, rate them on relevance, expertise, trust, reach, alignment, etc., perhaps on
a 1-5 scale, and weigh the factors according to importance. This makes selection more
objective. Often, a small short-list emerges of ideal partners.
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It's also wise to start by looking within existing networks: Your customers, users, or followers
might already include organic influencers. As one guide suggested, “the place to look is often
among people who are already fans of your product - existing customers, business partners, and
employees who are talking up your brand” (The Complete Guide to B2B Influencer Marketing in
2024). These individuals, already advocating for you, can be nurtured into formal influencer
roles more easily and authentically. For example, a user who writes a LinkedIn post praising your
SaaS could be invited to contribute a guest article or join a customer advisory board that has
public-facing aspects.

Another tip: consider different tiers of influencers for different purposes. You might engage a
marquee industry figure for a flagship webinar (broad reach play) while also working with 4-5
niche micro-influencers to produce a series of blogs or videos (depth and engagement play).
This tiered strategy covers more bases and budgets — big names lend credibility by association,
while smaller names often drive more action in their communities.

Framework Example: A B2B marketing framework from ISOLINE Communications highlighted
earlier (via GoatAgency stats) encapsulated selection priorities: relevance, trustworthiness,
expertise are top, and indeed we see those reflected in our list (42 Influencer Marketing
Statistics You Need To Know in 2024). By ensuring any influencer you pick checks those boxes,
you dramatically increase the chances that their involvement will feel genuine and be
well-received by the audience.

Finally, once you have potential influencers identified, the outreach and vetting conversation will
further inform fit. How they respond to collaboration offers can tell you if they’re enthusiastic
and interested in more than just compensation. Ideally, you find influencers who are excited
about your technology or mission — those partnerships shine brightest. As influencer marketing
advisor Tom Augenthaler predicted, B2B influencer marketing will continue to mature by
leveraging independent thought leaders and content creators to build brand affinity — but only
if done via meaningful, trust-based partnerships delivering real value to the target audience
(Influencer Marketing in 2024 and Beyond: Trends, Insights, and the Road Ahead). Selecting the
right influencers with a careful, criteria-driven approach is the first step in forging those
partnerships.

Measuring ROI: Techniques and KPIs for B2B Influencer
Campaigns

As influencer marketing gains traction in B2B, measuring its return on investment (ROI) has
become a top priority — and challenge — for marketing teams. B2B marketers face pressure
from leadership to show that influencer campaigns are not just “nice for brand” but actually
contribute to business goals (awareness, leads, revenue). In fact, 84% of marketers say they
need to demonstrate ROI to justify influencer budget increases (B2B Influencer Marketing Is
Rising, According to New Ogilvy Study - Business Insider). The good news is that with planning
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and the right metrics, B2B influencer ROI can be effectively measured. This section outlines key
KPI (key performance indicator) frameworks, measurement techniques, and insights (including
those from firms like Deloitte and TopRank) to help you quantify the impact of B2B influencer
initiatives.

Align Metrics with Campaign Objectives: Start with clarity on what success looks like. B2B
influencer campaigns typically support one or more of these goals: Brand Awareness, Audience
Engagement, Lead Generation, or Sales/Revenue impact. Each goal ties to different KPIs. It's
useful to map them out:

Objective KPIs (Key Performance Indicators)

Increase Brand  Impressions/reach of influencer content (views on posts, video views)

Awareness Social media mentions of your brand Growth in followers or website
traffic from influencer referrals (The Complete Guide to B2B Influencer
Marketing in 2024)

Boost Content engagements: likes, comments, shares, retweets (Future Trends
Engagement & In B2B Influencer Marketing Across Industries) Mentions and
Trust discussions involving your brand (qualitative sentiment) (Future Trends

In B2B Influencer Marketing Across Industries) Subscriber growth: e.g.
newsletter sign-ups attributable to influencer

Lead Generation Click-throughs to landing pages (from influencer posts) Form
submissions/downloads of gated assets promoted by influencer Number
of qualified leads (MQLs/SQLs) traced to influencer campaign (The
Complete Guide to B2B Influencer Marketing in 2024)

Drive Opportunities created or influenced (deals where the lead interacted with

Pipeline/Sales influencer content) Conversion rate of influencer-driven leads vs. others
Revenue or % of sales pipeline tied to influencer touchpoints (B2B
Influencer Marketing Is Rising, According to New Ogilvy Study - Business
Insider)

(Sources for KPl examples: TopRank’s B2B Influencer ROI guide and Deloitte Digital insights on
creator impact (The Complete Guide to B2B Influencer Marketing in 2024) (Future Trends In B2B
Influencer Marketing Across Industries).)

The table above is a general guide — you should choose KPIs relevant to your specific campaign.
For instance, if the influencer is primarily creating a whitepaper and webinar, you'll measure PDF
downloads, webinar sign-ups, and perhaps influenced opportunities from attendees. If it's a
social campaign, you'll focus on impressions and engagement.


https://www.linkedin.com/pulse/complete-guide-b2b-influencer-marketing-2024-alan-3otee#:~:text=Increase%20Brand%20Awareness
https://www.linkedin.com/pulse/complete-guide-b2b-influencer-marketing-2024-alan-3otee#:~:text=Increase%20Brand%20Awareness
https://www.searchenginejournal.com/future-trends-in-b2b-influencer-marketing/532402/#:~:text=,First
https://www.searchenginejournal.com/future-trends-in-b2b-influencer-marketing/532402/#:~:text=,First
https://www.searchenginejournal.com/future-trends-in-b2b-influencer-marketing/532402/#:~:text=indicators%20of%20audience%20interest%20and,contribute%20to%20the%20brand%E2%80%99s%20bottom
https://www.searchenginejournal.com/future-trends-in-b2b-influencer-marketing/532402/#:~:text=indicators%20of%20audience%20interest%20and,contribute%20to%20the%20brand%E2%80%99s%20bottom
https://www.linkedin.com/pulse/complete-guide-b2b-influencer-marketing-2024-alan-3otee#:~:text=Drive%20Pipeline
https://www.linkedin.com/pulse/complete-guide-b2b-influencer-marketing-2024-alan-3otee#:~:text=Drive%20Pipeline
https://www.businessinsider.com/b2b-influencers-rise-key-findings-marketing-survey-2023-9#:~:text=campaigns%20that%20aim%20to%20spread,connected%20to%20a%20measurable%20ROI
https://www.businessinsider.com/b2b-influencers-rise-key-findings-marketing-survey-2023-9#:~:text=campaigns%20that%20aim%20to%20spread,connected%20to%20a%20measurable%20ROI
https://www.businessinsider.com/b2b-influencers-rise-key-findings-marketing-survey-2023-9#:~:text=campaigns%20that%20aim%20to%20spread,connected%20to%20a%20measurable%20ROI
https://www.linkedin.com/pulse/complete-guide-b2b-influencer-marketing-2024-alan-3otee#:~:text=Goals%20and%20KPIs
https://www.searchenginejournal.com/future-trends-in-b2b-influencer-marketing/532402/#:~:text=,First
https://www.searchenginejournal.com/future-trends-in-b2b-influencer-marketing/532402/#:~:text=,First

Use Unique Tracking for Attribution: A fundamental technique in measuring ROl is to track the
traffic and leads coming from influencer activities separately. Two common methods:

e UTM Tracking Links: Generate unique URLs (with UTM parameters or referral codes) for
each influencer or each piece of content they share. For example, if an influencer shares
a link to your eBook, give them a custom URL like
yourcompany.com/ebook?utm_source=InfluencerName. Your web analytics will then
show how many visitors came via that link and what they did (time on site, etc.).
TopRank recommends this as a straightforward way to see “who is driving the most
traffic” among your influencers (How to Measure B2B Influencer Marketing ROI —
TopRank® Marketing). If one influencer’s link yields 500 visits and another’s 50, you have
comparative performance data.

e Unique Landing Pages or Codes: For higher-touch campaigns, consider creating a
dedicated landing page for each influencer’s audience (How to Measure B2B Influencer
Marketing ROl — TopRank® Marketing). For example,
yourcompany.com/InfluencerName which welcomes visitors from that influencer and
maybe even contains a personalized message or image. This approach, while more
work, allows for very clean attribution and possibly tailored content that improves
conversion. Alternatively, if the campaign involves sign-ups or trial accounts, give each
influencer a unique promo code to share; any use of that code can be tracked back. This
is used often in B2C but can apply in B2B if a discount or special offer is part of the
strategy (e.g. “use code EXPERT10 for 10% off registration”).

Baseline and Benchmark: To prove ROI, it’s crucial to compare influencer-driven results against
a baseline or alternative. For awareness and engagement, you might compare to your own
organic metrics before or without influencer involvement. For example, if your average LinkedIn
post got 1,000 impressions and 10 shares, but a post that an influencer helped create (or that an
influencer amplified) got 10,000 impressions and 100 shares, that's a clear uplift. When
possible, run A/B tests or control groups — perhaps you promote one piece of content with
influencer support and a similar piece without, to measure the difference in outcomes. Also
benchmark against industry norms: if a webinar typically yields 100 leads but your influencer
webinar got 150, you have a 50% improvement. Document these benchmarks in your planning
so that when reporting results you can say “our video had 5,000 views, 3x higher than similar
videos without influencers, and generated 30 demo requests versus 10 normally —
demonstrating significant ROI.”

Track the Full Funnel: One common pitfall is stopping measurement at vanity metrics (likes or
views). While those indicate reach, B2B ROl often needs to consider down-funnel metrics. That
means integrating with your marketing automation and CRM systems to track if
influencer-sourced contacts move to opportunities or sales. For example, tag any leads from
influencer landing pages in your CRM; over the next 3-6 months, monitor how many convert to
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actual pipeline or customers. In the Ogilvy study, 43% of marketers said they saw direct sales or
tangible ROI from influencer campaigns (B2B Influencer Marketing Is Rising, According to New
Ogilvy Study - Business Insider), indicating that proper tracking can reveal revenue impact. Use

attribution models - e.g. first-touch (if influencer content was the first point of contact), or
multi-touch (if it contributed along the journey). It may be that an influencer campaign’s main
value is top-of-funnel (awareness), which eventually influences deal closure indirectly. In such
cases, consider metrics like pipeline influence (the dollar value of deals where the prospect
engaged with influencer content at some point).

Key Performance Indicators (KPIs) to Consider: Based on industry guidance (Future Trends In
B2B Influencer Marketing Across Industries) (The Complete Guide to B2B Influencer Marketing

in 2024) and advisory input, here are some KPIs grouped by category:

Awareness Metrics: Impressions/views (on posts, videos, articles), reach (unique
viewers), follower growth (did your company page or content subscribers increase after
the campaign?), share of voice in industry discussions (you can use social listening
tools to see if your brand mention volume or share in a topic improved during the
campaign). Deloitte’s digital media trends report emphasizes that influencers can
facilitate discovery and hype, which correlates with impressions and reach uplift (2024
Digital Media Trends introduction | Deloitte Insights) (2025 Digital Media Trends
Deloitte Insights).

Engagement Metrics: Likes, comments, shares, retweets on influencer content featuring
your brand (Future Trends In B2B Influencer Marketing Across Industries). Also mentions
or replies — e.g. how many people tagged your brand in conversations sparked by the
influencer. High-quality engagement (like comments that indicate interest or questions
about your product) can be a precursor to leads. Social sentiment is another — use
sentiment analysis on comments or social mentions to gauge tone (e.g. positive/neutral
sentiment rising). One KPI from Influencer Marketing Hub’s data: 32% of marketers cited
increased engagement as the metric most effectively fulfilled by influencer marketing
(42 Influencer Marketing Statistics You Need To Know in 2024), highlighting its
importance.

Traffic & Lead Metrics: Website clicks from influencer posts (via Google Analytics,
segmented by UTM tags), content downloads (if the influencer is pushing an eBook, how
many downloads did it get, and how does that compare to when you push it without
influencer?), event registrations (webinar sign-ups coming from the influencer’s
promotions), and lead form completions. Track cost per lead if you paid the influencer -
compare it to other channels’ CPL. If one influencer was paid $5,000 and brought in 100
leads, that's $50 per lead; how does that stack up against say PPC campaigns? Often,
influencer leads might be fewer but warmer.
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e Pipeline & ROI Metrics: Number of SQLs (sales qualified leads) that can be traced to the
campaign, conversion rate of influencer leads to next stage (did influencer-sourced
leads convert to opportunities at a higher rate than generic leads? They might, due to
trust factor), revenue generated (if any deals closed — measure the deal size t00).
Ultimately, you may compute ROI as (Revenue from influencer campaign - Costs of
campaign) / Costs * 100%. However, because B2B sales cycles can be long, you might
report interim metrics like pipeline generated (projected revenue) or use proxy metrics if
revenue isn’'t immediate. Another angle: if influencer content creation saved you money
(for instance, the influencer wrote a paper that otherwise you'd hire a consultant or
agency to do), that cost saving can be factored in ROIl. Some reports (e.g. by Zen Media)
claim 520%+ ROI on B2B influencer programs on average (The Complete Guide to B2B
Influencer Marketing in 2024), indicating $5 return per $1 spent, which you can use as a
benchmark goal.

e Brand Health Metrics: Over a longer term, consider brand lift surveys or qualitative
feedback. For example, run a survey among your target audience before and after a big
influencer campaign asking if they are aware of your brand or how they perceive it. Also,
track if media coverage or analyst mentions of your brand increased (sometimes
influencer buzz can lead to journalists noticing you). These are harder to attribute solely
to influencers but contribute to the ROI narrative (e.g. “Our share of voice in cloud
security conversations grew from 5% to 8% after the campaign (B2B Social Media
Marketing Trends (Updated June 2024) - Contensify), indicating stronger brand
positioning”).

Tools for Measurement: Utilize analytics and listening tools to gather data. For social, built-in
analytics on LinkedIn, Twitter, etc., will show impressions and engagements. Third-party tools
(Sprout Social, Hootsuite, or specialty influencer analytics platforms) can consolidate metrics
across channels. For sentiment and share of voice, tools like Brandwatch or Talkwalker are
useful (the Warmly guide mentioned Brandwatch and Sprout Social for benchmarking brand
presence) (The Complete Guide to B2B Influencer Marketing in 2024). Your marketing
automation (Marketo, HubSpot) should capture lead source and campaign tags. If working with
multiple influencers, consider an influencer marketing platform — some platforms geared to
B2C (e.g. Traackr, Onalytica) have B2B modules that track clicks and engagement per influencer.
Also, ensure the influencers themselves provide you any unique data they have - e.g. if they
send a dedicated email, ask for open and click stats; if they post on their blog, get Google
Analytics from them for that post.

Reporting ROI: When you report results internally, tie the metrics back to business outcomes:
e.g. “Influencer campaign X reached 250,000 targeted professionals (5x our usual reach) (B2B
Influencer Marketing Is Rising, According to New Ogilvy Study - Business Insider), generated 300
leads of which 50 turned into opportunities worth $1.2M, resulting in an initial ROI of 240% with
more pipeline still maturing.” Also highlight the cost efficiency if applicable: sometimes
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influencer content delivers high engagement at a fraction of cost of ads or events. For instance,
if the CPL of $50 from influencer is lower than your $100 CPL from LinkedIn ads, that’s a win to

mention. Qualitative wins (like a great quote from an influencer that sales can use, or improved

relationships with key community figures) are worth noting too.

One insight from advisory firm Accenture’s recent trends is that trust is a key currency - thus
ROl is not just immediate sales but also the trust capital you build, which has long-term returns.
Deloitte Digital also emphasizes shifting from vanity metrics to business impact metrics in
measuring creator campaigns (Euture Trends In B2B Influencer Marketing Across Industries).
This means in 2024-2025, we expect to see more sophisticated ROI attribution for influencer
marketing, akin to other demand gen channels.

Common ROI Measurement Techniques in B2B:

e Use a time-bound pilot: e.g. a 3-month pilot with clear targets. Measure lift in those 3
months vs. previous 3.

e Implement multi-touch attribution models to credit influencers for their assist role in
deals (marketing automation can assign weighted credit to touches).

e Surveys: Ask leads “How did you hear about us?” and include options like specific
influencers or content series — this qualitative check can catch influence that tracking
links might miss (someone might see an influencer post, then later Google your brand
directly).

e Calculate Engagement Value Score: some marketers assign point values to
engagements (e.g. 1 point per like, 3 per comment, 5 per share, 10 per lead) to create an
index for each influencer’s performance and ROI relative to cost.

e ROI of Content Creation: If an influencer co-creates 5 high-quality content pieces, you
can estimate what it would've cost to produce similar content via other means (e.g.
paying a thought leader or creating internally) — that cost saved is indirect ROI. Also, if
that content continues to generate leads over time, project the long-tail ROI.

It's worth noting that patience and context are important. B2B sales cycles can be 6-12+
months, so an influencer campaign’s ultimate impact might show up later. Communicate interim
successes but also plan to do a follow-up ROl analysis down the line. The Ogilvy study noted
that historically the lack of immediate measurable outcomes was a hurdle (B2B Influencer
Marketing Is Rising, According to New Ogilvy Study - Business Insider), but now with improved
tracking, marketers can show not just soft metrics but even sales impact in many cases (43%
saw increased sales from influencer efforts) (B2B Influencer Marketing Is Rising, According to
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New Ogilvy Study - Business Insider). This proof is what's driving the huge planned budget
increases for B2B influencer marketing.

In summary, measuring B2B influencer ROl comes down to setting clear goals, tracking
diligently with proper attribution, and analyzing results in the context of your marketing funnel.
By doing so, you validate the investment and gain insights to refine future campaigns (e.qg.
maybe certain influencers or content types drove the best ROI - focus there next time).
Remember to share these insights with influencers too; they appreciate knowing what happened
beyond likes, and it can help them optimize content on their end. As the industry matures, we'll
likely see even more standardization of B2B influencer KPls, but for 2024-2025, the above
covers the best practices to ensure your influencer campaigns are not only engaging but also
measurably effective in driving business outcomes.

2024 Case Studies and Examples in B2B Tech/SaaS

Examining real-world examples can illustrate how B2B tech and SaaS brands are successfully
leveraging influencer marketing. Below are notable case studies from 2023-2024 that highlight
creative strategies, partnership models, and outcomes in the B2B influencer space:

e Microsoft’s #SurfacePro Campaign (Tech Hardware): Campaign: Microsoft wanted to
promote its Surface Pro device to business users in creative fields. Strategy: They
partnered with various professionals and creators — from graphic designers to
architects — to showcase the Surface Pro’s capabilities through authentic video
storytelling. These influencers each created videos of how they use the device in their
daily professional workflow (Future Trends In B2B Influencer Marketing Across
Industries). Outcome: The campaign drove significant engagement on social media and
reportedly boosted sales by connecting product features to real-world use cases. By
using influencers from different industries (all B2B pros), Microsoft broadened its reach
and demonstrated versatility, earning strong brand engagement and credibility via the
influencers’ endorsements (Future Trends In B2B Influencer Marketing Across
Industries).

e IBM'’s Project Debater Thought Leadership (Al/SaaS): Campaign: To solidify its thought
leadership in Artificial Intelligence, IBM collaborated with Al experts and influencers in
an ambitious project — building an Al that could debate humans (Project Debater).
Strategy: Influencers in the Al and academic community were invited to contribute and
comment on the project. IBM leveraged these independent experts to generate
discussions and content around the experiment, including articles in scientific and tech
media. Outcome: The campaign garnered widespread media coverage and positioned
IBM at the forefront of Al innovation (Future Trends In B2B Influencer Marketing Across
Industries). By giving influencers a role in a cutting-edge project, IBM gained third-party
validation. The payoff was in brand equity: IBM was talked about in numerous thought
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leadership pieces, achieving exactly the kind of buzz and authority they aimed for in the
Al space (Future Trends In B2B Influencer Marketing Across Industries). (This shows
how influencer marketing in B2B can extend beyond social media to PR and
co-innovation.)

“w

HockeyStack’s “The Flow” Series (B2B SaaS, Marketing Analytics): Campaign: Startup
HockeyStack, a SaaS analytics company, needed to stand out in a crowded market.
Strategy: They invested in entertaining, narrative-driven content by collaborating with
B2B marketing influencers Obaid Durrani and Todd Clouser. These creators (who have a
background in B2B content) launched “The Flow”, a comedic video series including the
viral segment “The Worst Marketer in the World”. The series humorously addresses
marketing mistakes and lessons (The Complete Guide to B2B Influencer Marketing in
2024), subtly weaving in the value of good data (HockeyStack’s domain). Outcome: The
content became a hit on LinkedIn and YouTube, with many B2B marketers following the
series for its entertainment value. This unconventional approach made HockeyStack “the
B2B equivalent of HBO and Netflix” for its followers (The Complete Guide to B2B
Influencer Marketing in 2024). The brand gained significant awareness and a cool
factor—showing that B2B campaigns don’t have to be staid. Importantly, the influencers
(Obaid and Todd) effectively became brand ambassadors, and their creative framework
(“Easy Mode Framework”) helped HockeyStack build a media-like following rather than
just a product following (The Complete Guide to B2B Influencer Marketing in 2024). This
translated into organic growth for the startup’s user base and set a case study for
blending humor with B2B influence.

Lavender’s “Lavender Land” Community (B2B SaaS, Email Software): Campaign:
Lavender, which offers an Al email assistant for sales, focused on building a community
around improving sales emails. Strategy: They worked with the same influencer duo as
HockeyStack (Todd Clouser is actually part of Lavender’s team) to create “Lavender
Land”, a content and community platform with regular video shows, tips, and challenges
for salespeople (The Complete Guide to B2B Influencer Marketing in 2024). Influencers
in sales enablement were invited to contribute. Outcome: Lavender Land attracted a loyal
following of sales reps who engaged with content like “Cold Email Teardowns” and
success stories. By providing continuous value (often with a fun twist), Lavender’s brand
became top-of-mind for its target users. The influencer-led content was so engaging that
it was likened to binge-worthy series (again the “B2B Netflix” comparison) (The Complete
Guide to B2B Influencer Marketing in 2024). As a result, Lavender saw increased
adoption, with many new users citing the helpful content or community as how they
discovered the tool. This case underlines the power of ongoing influencer content to
create a brand community.

“

Deloitte’s “Deloitte Do” C-Suite Campaign (Consulting/Services): Campaign: Although
not a tech product, this B2B example is instructive. Deloitte wanted to increase brand
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recognition with C-suite execs for its consulting services. Strategy: They launched the
“Deloitte Do" campaign, employing influential business personalities and Deloitte’s own
leaders as campaign ambassadors. They shared stories on Linkedln and in thought
leadership forums about how Deloitte helps businesses “do” big transformations (How
Deloitte differentiated its brand for the c-suite - B2B Marketing). Influencers included
well-known business authors and speakers who resonated with an executive audience.
Outcome: The campaign delivered a significant uplift in brand recognition among the
C-suite, as reported in a B2B Marketing case study (How Deloitte differentiated its brand
for the c-suite - B2B Marketing). It showed that even for a services firm, leveraging
credible voices (including internal experts positioned as influencers) can change brand
perception at the top levels. It's a blueprint for combining external influencer reach with
employee advocacy.

e Employee Advocacy at Schroders (Finance SaaS): Campaign: Schroders, an asset
management firm, leaned into employees as influencers. Strategy: The CMO, Beth Saint,
recognized that employees were “an amplifier with 10 times the reach” of the brand’s
own channels (B2B Influencer Marketing Is Rising, According to New Ogilvy Study -
Business Insider). Schroders encouraged and trained their employees to share content
on LinkedIn, and highlighted internal experts (like fund managers) as thought leaders.
They also engaged a few industry influencers to interact with these employee-driven
posts for extra reach. Outcome: This approach dramatically extended Schroders’ social
reach and engagement — essentially a cost-effective influencer strategy by mobilizing
internal advocates. It reinforced a point that employees plus external influencers
together can multiply impact. The CMO publicly stated how this approach is now core to
their strategy (B2B Influencer Marketing Is Rising, According to New Ogilvy Study -
Business Insider) (B2B Influencer Marketing Is Rising, According to New Ogilvy Study -
Business Insider), which validates the model with executive buy-in.

Each of these examples offers lessons: Microsoft and IBM show that aligning influencers with
product demonstration and innovation storytelling can directly drive sales and PR wins.
HockeyStack and Lavender demonstrate the value of creativity and consistency — turning
marketing content into a show that people voluntarily follow (a rare feat in B2B) — indicating that
B2B audiences will engage deeply if you entertain and inform them. Deloitte and Schroders
illustrate the influence of trusted voices (be it industry gurus or your own people) on high-level
decision makers.

Another emerging example (fictional but representative) could be something like: “A mid-market
SaaS CRM brand partners with a YouTuber who reviews CRM software in depth. They collaborate
on a video comparing top CRM tools, where the influencer gives a balanced view but highlights a
unique feature of that brand. The video gets tens of thousands of views from exactly the target
segment (sales ops managers), resulting in a spike of demo requests the week after release.” This
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kind of collaboration is increasingly common as B2B buyers often seek out comparisons and
authentic reviews on channels like YouTube or G2.

In all cases, success came from finding the right fit of influencer and content format for the
brand’s personality and audience, and then executing consistently. The brands treated
influencers not just as ad channels but as creative partners or extensions of their team, which
led to content that truly resonated. 2024's standout B2B campaigns have a common thread:
they deliver real value (insights, entertainment, community) beyond just promoting a product,
and the influencers involved genuinely align with that mission — making the marketing not only
effective but even eagerly anticipated by the audience.

Practical Checklist for B2B Influencer Campaign Planning
and Execution

For B2B marketers ready to implement an influencer marketing program, the following
step-by-step checklist serves as a toolkit to guide planning and ensure best practices are
followed. This checklist distills the insights from the analysis above into actionable steps:

1. Define Clear Objectives: Begin by specifying what you want to achieve. Is it brand
awareness in a new market segment? Lead generation for a product launch? Thought
leadership on a key issue? Pin down 1-2 primary goals (e.g., “Increase awareness
among CIOs in healthcare” or “Generate 200 qualified leads for our SaasS tool”). Ensure
objectives are SMART - Specific, Measurable, Achievable, Relevant, Time-bound (The
Complete Guide to B2B Influencer Marketing in 2024). For example, “By Q3, achieve a
30% increase in LinkedIn share-of-voice in the cloud security topic.”

2. Identify Target Audience and Platform: Clearly define your buyer persona(s) or audience
segment you want to influence (job roles, industries, company size, etc.). Determine
where these people spend time online. Use data or surveys if possible (e.g., if targeting
developers, you might find they trust content on YouTube and Twitter more than LinkedIn
(The Complete Guide to B2B Influencer Marketing in 2024)). This will inform which
platforms and content formats to prioritize. Also, establish baseline metrics for this
audience (current engagement, current traffic from social, etc.) to measure lift later.

3. Budget and Resources Planning: Set a budget for the campaign. This includes influencer
compensation (fees, free products, or other value), content production costs (design,
video editing, etc.), and any platform or tool costs (like an influencer platform
subscription or paid amplification). Also decide the internal team: who will manage the
relationships, content approvals, legal/contracts, and metrics tracking. Having a point
person or small task force is ideal.
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4.

5.

Influencer Discovery and Shortlisting: Using your audience and platform criteria,
research potential influencers:

Brainstorm internally (sales, product teams might know industry gurus or
customers who are vocal).

Use tools/databases (LinkedIn search for topic hashtags, Twitter lists, influencer
marketing platforms filtered for B2B).

Observe who is creating popular content in your niche (blogs, podcasts, webinar
speakers, authors of relevant books, etc.).

Create a list of perhaps 10—-15 candidates initially.
Vet each candidate against the selection criteria:
m Relevance to your niche?
m Follower/audience makeup matches your buyer persona?
m Engagement quality high?
m  No conflicting brand ties or red flags in content?

m Do they seem open to partnerships (have they done it before
successfully)?

Narrow down to a final shortlist of say 3—5 top choices (or more if a larger
campaign). Remember to consider a mix of reach levels (maybe 1-2 big names
for reach and a few micro-influencers for engagement). (42 Influencer Marketing
Statistics You Need To Know in 2024)

Influencer Outreach and Engagement: Contact the shortlisted influencers with a
personalized pitch. Show that you know their work (“l enjoyed your recent webinar on
supply chain tech..”). Outline why you think a collaboration would be mutually beneficial
— mention your campaign idea broadly and how it aligns with their audience’s interests.
If possible, engage a bit on social (comment on their posts, etc.) before formal outreach
to warm the connection. For outreach channels, LinkedIn InMail or email is often best for
B2B influencers. Be clear about the ask (e.g., “We'd like you to co-host a 1-hour webinar
and create two LinkedIn posts around the topic, in exchange for..”) and inquire if they're
interested. Be prepared for questions and negotiate scope and compensation. Tip:
emphasize the value to their personal brand (exposure to your customer base,
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co-creating valuable content, etc.) — many B2B influencers care about thought
leadership as much as payment.

6. Due Diligence and Contracting: Once an influencer agrees in principle, conduct any final
due diligence (ensure no new conflicts have arisen, get leadership buy-in if it's a
prominent industry figure, etc.). Then move to an agreement/contract. Key elements to
include:

o

Deliverables: what content or actions, how many posts, participation in events,
deadlines.

Content rights: clarify usage rights of the content (can you repurpose their
content on your site? Usually yes with attribution, spelled out).

Compensation: fee amount or other remuneration, payment schedule.

Disclosure: require that the influencer adheres to FTC guidelines or equivalent (in
the U.S., they must disclose sponsored partnerships clearly).

Alignment on messaging: optionally, a clause that they won't disparage the brand
and will collaborate on revisions for factual accuracy.

Confidentiality: if you will share internal info for them to create content, include
NDA terms.

Measurement: mention access to data or reporting commitments if any (some
contracts ask influencers to provide a report on reach/engagement from their
side).

Term and termination: define campaign period and any exclusivity window (e.g.,
they won't promote a competitor in the same content).

Legal: any other standard clauses (jurisdiction, etc.). Review this with legal if
needed. Once signed, everyone is on the same page.

7. Campaign Ideation and Content Plan: Now collaborate with the influencer to refine the
content strategy and creative ideas. Involve them - after all, they know what resonates
with their audience. Decide on content types (video, posts, events, etc. as identified
earlier) and a timeline (e.g., “Week 1: announce collaboration, Week 2: influencer blog
post, Week 3: webinar, Week 4: follow-up video snippet”, etc.). Develop content outlines
or briefs for each piece:



o Key messages to convey (ensure they align with your value props but in a useful
way, not salesy).

o Format details (length, tone, any branding requirements like logos).

o Call-to-action (what do we want audience to do after? visit a link, sign up? include
that).

o SEO considerations if relevant (for blog content, provide keywords to
incorporate).

o Roles: clarify who drafts content (the influencer? your team?), and the review
process. Many B2B influencers will draft social posts themselves but might want
your input on technical accuracy. Some might want you to draft something for
them to tweak. Find a balance that keeps content authentic but on-message.
Plan any supporting content too — e.g., you might need to create a landing page
or have your design team make graphics for the influencer’s posts. Also schedule
amplification — your brand should be ready to repost and amplify the influencer
content through your own channels and perhaps paid ads if applicable.

8. Set Up Tracking and Analytics: Before content goes live, ensure all your tracking
mechanisms are ready:

o Create UTM links or landing pages for each planned link the influencer will share
(How to Measure B2B Influencer Marketing ROl — TopRank® Marketing).

o Set up campaign tags in your CRM/marketing automation to catch leads.

o If using an event platform (like for a webinar), have a registration code or
question “who referred you” to identify influencer-driven sign-ups.

o Brief your sales team (if it's a big campaign) about the campaign name so if they
see leads or mention of the influencer, they know the context.

o If monitoring social conversations, establish the hashtag (if any) and set up
streams in a tool to watch it.

o Have a spreadsheet or dashboard ready for recording metrics as they come in.

9. Content Review and Compliance Check: Work with the influencer to review each piece of
content before it's published, but preserve their authentic voice. Check for:
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o Accuracy (especially if statistics or claims are mentioned - ensure sources are
cited if needed).

o Alignment with any regulations (in finance/health, make sure no forbidden
language).

o Proper disclosure language (e.g. “#ad” or “#partner” on social posts) (Influencer
Marketing in 2024 and Beyond: Trends, Insights, and the Road Ahead).

o Brand mentions are correct (product names, no outdated descriptions).

o Tone is respectful/professional enough as suits your brand. Usually, provide
feedback gently; remember, their audience follows them for their style, so don’t
excessively sanitize it. Aim for a collaborative edit process. Get final sign-off
from any internal stakeholders if necessary (e.g., legal or exec for anything
high-profile).

10. Launch and Publish: Execute the content release according to plan. Coordinate closely

1.

so that, for example, if a LinkedIn post is going live at 10 AM from the influencer, your
team is online to engage (like, comment, reshare) immediately to boost algorithmically.
Stagger content if needed to avoid clutter — e.g. don’t drop the blog and webinar promo
on the same day; space them to maintain momentum over the campaign period. If it's an
event, ensure all tech is tested (do a dry-run with the influencer if it's a webinar with
platform logistics). Encourage engagement: sometimes an influencer might ask a
question in their post — be sure your brand or team responds to people in comments to
foster dialogue. Basically, treat launch like a mini event — monitor everything, be
responsive, and fix any issues fast (broken links, etc.).

Amplify and Cross-Promote: Don't rely on the influencer alone to carry distribution.
Leverage your brand channels:

o Reshare their social posts from your official accounts (with added commentary
like “Great insight from @InfluencerName during our collaboration”).

o Email the content to your newsletter or customer lists (e.g. “Missed our webinar
with [Influencer]? Watch the recording here”).

o If budget allows, boost top-performing content with paid ads (e.g., promote the
influencer’s LinkedIn post to a targeted audience — ensure you have permission,
sometimes it's done via sponsored posts).
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o Internally, encourage employees to share the influencer content — this ties into
employee advocacy, extending reach.

o Post campaign content on your website (like a blog recap of the webinar
featuring key quotes from the influencer (The Complete Guide to B2B Influencer
Marketing in 2024)).

o Engage in relevant communities or forums - for instance, have your SME answer
guestions on Reddit or Quora and mention the resource created with the
influencer. The goal is to maximize eyeballs and engagement, making the most
of the influencer’s work and your investment. Many B2B campaigns falter by
“posting and praying”; instead, nurture the content through its lifecycle.

12. Monitor and Engage in Real-Time: As the campaign runs, keep a pulse on performance
and feedback:

o Watch the metrics on posts (if something is underperforming, perhaps adjust
timing or have the influencer do an additional shout-out).

o Respond to comments swiftly — if someone asks a question on the influencer’s
post about your product, either the influencer or your team should reply with
helpful info (don’t leave them hanging).

o Thank and acknowledge positive interactions. If an industry bigwig comments
positively, consider reaching out to them for future connections.

o Capture any qualitative feedback — e.g., maybe a prospect says “This webinar
convinced me to try your tool” (screenshot that for later internal sharing!).

o Also ensure the influencer feels supported: check if they need anything, and
encourage them as well (“Great post! We're seeing lots of traffic from it.”).
Building that rapport can turn them into long-term advocates.
13. Measure Results and KPIs: Once content has been out and enough time has passed to
collect data (this could be weeks for immediate metrics, and months for pipeline
metrics), gather all the numbers:

o Impressions/reach per post, total campaign reach.

o Engagement totals (likes, comments, shares, etc.).
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14.

15.

o Clicks to site, dwell time, bounce rates for influencer-driven visitors (did they
engage deeply?).

o Leads generated: how many demo requests, trial sign-ups, etc., came from the
campaign (look at your tracking links and CRM tags).

o Conversion rates: e.g., if 500 webinar sign-ups came via the influencer and 50
became opportunities, that's 10% conversion to pipeline.

o Any deals closed yet or pipeline value.

o ROl calculation: if possible, assign value to the results (e.g., expected revenue
from pipeline or value of impressions via an equivalent ad cost) and compare to
what you spent. Compare these against your objectives and baseline. Did you hit
the targets (e.g., got 250 leads vs goal of 200)? Also, compare the influencers if
multiple — who drove more engagement or leads? This info is gold for refining
strategy.

Report and Learn: Prepare a campaign report for stakeholders. Include the goals, what
was done, the outcomes (with charts/tables for clarity), example content, and key
learnings. Highlight successes: e.g., “Our hashtag trended among our niche, generating 2
million impressions in a week (B2B Influencer Marketing |s Rising, According to New
Ogilvy Study - Business Insider),” or “Influencer X’s blog brought 3x more traffic than our
average blog.” Also be honest about learnings: maybe one platform under-delivered
(“Twitter engagement was low; our audience might not be active there — we'll focus on
LinkedIn/YouTube next time”), or you found that longer lead time is needed for better
content. If you have quotes or testimonials (from attendees or from the influencer about
the partnership), include them. For instance, if the influencer expresses they enjoyed
working with your brand and would do it again, that’s a positive sign to share. Tie the
results to business value (e.g., “campaign influenced $500k in pipeline, expected to close
~$100k in coming quarters, giving a projected ROI of 4:1 so far”).

Follow-up and Nurture: Don't treat the end of the campaign as the end of the
relationship.

o Thank the influencer profusely, share some high-level results with them (“We
reached 50% more people thanks to your involvement!”). This will make them feel
valued and more likely to promote the success themselves or work with you
again.

o If the campaign was successful, discuss ongoing or future opportunities. Maybe
convert them into a longer-term ambassador role as budget allows, or at least
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keep them in the loop about your company news (they might organically mention
you even outside formal campaigns).

o Also nurture new audience members gained: for those leads or followers
acquired, put them into appropriate email nurture campaigns or community
groups to continue engagement sparked by the influencer content.

o Internally, evaluate feedback: gather input from sales (“are the leads from the
webinar engaging well?”) and from the influencer (“what could we do better next
time?”).

o Address any shortcomings (if something didn’t go well, adjust processes for next
time — e.g., maybe legal approval took too long and nearly delayed posting, so fix
that workflow).

16. Compliance and Archive: Ensure compliance steps are archived - e.g., keep records of
the influencer’s disclosure (screenshots of posts with #ad in case of any future
questions). Archive the content produced (you might reuse parts or need to reference it
later). Pay the influencer promptly (per contract) and mark the budget used.

17. Incorporate Influencer Content into Sales & Marketing Collateral: Maximize the value of
what was created. E.g., take a great quote from the influencer and add it to your sales
deck or homepage as a testimonial (with permission). Use the recorded webinar as
gated content on your site for ongoing lead capture. Essentially, repurpose and reuse — a
single campaign can yield assets to fuel other marketing efforts (social proof in case
studies, snackable video clips for months, etc.).

By following this checklist, B2B brands can execute influencer campaigns in a systematic,
effective manner — covering everything from planning through execution and measurement. It
ensures nothing falls through the cracks (like forgetting tracking links or failing to set clear
goals) that could otherwise undermine the ROI or smooth running of the campaign. This toolkit
is meant to be iterative; refine the steps based on what you learn each time. Over 2024-2025, as
you run multiple campaigns, your internal process will become even more streamlined, and
you'll build lasting relationships with a cadre of influencers who truly amplify your brand year
after year.

Conclusion and Future Outlook

Influencer marketing in the B2B tech and SaaS arena has transitioned from a novel idea to an
integral strategy for marketing success. In the 2024-2025 U.S. market, we see B2B brands
leveraging influencers not just to gain attention, but to build deeper trust, educate customers,



and even co-create products and content. The research and cases discussed illustrate that
when executed thoughtfully — with the right influencers, platforms, content, and metrics — B2B
influencer marketing delivers compelling results, from heightened brand authority to measurable
pipeline growth.

Key themes emerge: authenticity, alignment, and always-on relationships are the north stars.
B2B buyers respond to genuine expertise and recommendations, which is exactly what good
influencers provide. Brands that choose influencers carefully (favoring relevance and credibility
over follower vanity metrics) and engage them as long-term partners will reap the greatest
benefits. As Deloitte and others emphasize, trust is the new currency, and influencers can help
brands earn it in communities where corporate voice alone might not suffice (The Complete
Guide to B2B Influencer Marketing in 2024).

Moreover, the most effective B2B influencer programs are blending marketing with
community-building. The examples of HockeyStack and Lavender show a glimpse of the future
- brands acting as media companies, with influencers as the talent creating content that
audiences actually seek out. We can expect more B2B firms to follow suit, developing always-on
content streams (podcasts, video series, etc.) with influencers to keep their audience engaged
year-round. The lines between employee advocates, customer advocates, and professional
influencers may blur, as all become part of an “influence ecosystem” around the brand.

In terms of platforms and technology, LinkedIn will likely remain dominant for B2B, but we
anticipate growth in YouTube and podcast channels for technical and executive audiences, and
perhaps an increased role of live-streaming and virtual events as hybrid work persists. Newer
formats like LinkedIn Audio Events or Twitter Spaces (if X continues to support business
communities) could gain popularity as interactive influencer-led forums. Additionally, Al tools
will assist in measurement and even content personalization (for example, automatically
tailoring an influencer’s content snippet for different verticals).

Another future trend is the rise of micro-communities: influencers might host Slack groups,
Discord servers, or private forums for niche topics (already happening in dev and startup
circles). B2B marketers may find ways to support or sponsor those communities, effectively
turning community members into influencers too (community-led influence). Advisory firms like
Accenture predict shifts in how trust is built digitally, and community influencers could be a big
part of that dynamic (Inclusive marketing | Deloitte Insights).

Importantly, ROl accountability will sharpen. As influencer marketing matures, CMOs will
demand clear attribution and efficiency. The framework we discussed for ROI will likely
standardize, with benchmarks emerging (e.g. average B2B influencer program ROl numbers to
compare against). This is healthy for the practice - it will separate hype from true performance.
The fact that 93% of marketers are pushed to prove ROI (How to Measure B2B Influencer
Marketing ROl — TopRank® Marketing) means successful programs will be those that can
tangibly link influencer engagement to business wins. We anticipate even more integration of
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influencer metrics into marketing dashboards and maybe the use of Al-driven attribution
models to quantify influence in complex B2B journeys.

To wrap up, B2B influencer marketing has come of age. Tech and SaaS brands in the U.S. are
no longer asking “Should we do this?” but rather “How can we best do this?". The evolving best
practices covered — from platform selection and content creation to influencer vetting and ROI
tracking — provide a roadmap to navigate this fast-growing channel. Brands that stay ahead of
these trends, experiment creatively (as some bold examples did), and build genuine
relationships with influencers will differentiate themselves in crowded tech markets. They will
benefit from amplified voice, accelerated trust-building with prospects, and a richer stream of
content that fuels all stages of the buyer’s journey.

In essence, influencer marketing offers B2B brands a way to scale word-of-mouth and peer
recommendations in the digital era. As 2025 approaches, those who leverage it strategically will
not only see marketing gains but also form stronger bonds with the very communities they
serve — a competitive advantage that extends beyond what traditional marketing alone can
achieve. By following the insights, strategies, and checklist provided in this report, B2B tech and
SaaS marketers can confidently plan and execute influencer campaigns that drive impact and
ROI, keeping them at the forefront of modern marketing innovation.
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