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Direct advertising is simultaneously becoming more expensive and losing its effectiveness. 


Influencer marketing has been a widely used approach in B2C to engage the target group, 
 and  with  positive  outcomes.  In  the  B2B  sector  influencer  marketing  is  a  growing  trend, 
 however B2B professionals struggle with it overall. The aim of the study is to provide a 
 theoretical  understanding  for  influencer  marketing  as  a  concept,  and  perspectives  to 
 consider when executing a B2B influencer marketing strategy and when measuring its ROI. 


The  gathered  data  is  based  on  secondary  sources  mainly  from  B2B  professionals,  as 
 academic literature on B2B influencer marketing is scarce during the writing. Furthermore, 
 even  if  influencer  marketing’s  idea  is  the  same  in  B2B  and  B2C  sectors,  the  approach 
 should  be  different.  Therefore,  two  cases  that  have  used  thought  leadership,  content 
 marketing and employee advocacy are descriptively analyzed to provide practical examples 
 of B2B influencer marketing. It is discovered that good B2B influencer marketing practices 
 exist by companies  that  have been practicing  it for a longer period or companies  whose 
 business model is integrated with it. It is strongly encouraged to both adopt these principles 
 into  one’s  own  practice  and  for  one  to  even  create  new  ones  through  trial  and  error. 


Succeeding in B2B influencer marketing requires a company environment that is customer 
 and value-centric, empowers its employees, and have a solid foundation yet agile mindset.  


   
    
    
    
    
    
    
    
    


Keywords:    B2B, influencer marketing, thought leadership, content 
 marketing, employee advocacy   


   
 Number of pages:       


Language:    English   



(3)   
    


  



CONTENTS
   

1  INTRODUCTION ... 1  


1.1  Problem statement ... 2 


1.2Aim and research question ... 3 


1.3Limitations ... 3 


2METHODOLOGY ... 4 


3THEORETICAL FRAMEWORK... 6 


3.1  Influencer marketing as a concept ... 6 


3.1.1  Peer influence 2.0 ... 6 


3.1.2  Who are the influencers? ... 8 


3.1.3  Thought leader ...11 


3.1.4  Channels ...13 


3.2What to consider for a more efficient influencer marketing strategy in the B2B 
 context? ... 15 


3.2.1  Solidness and agility in modern day marketing ...15 


3.2.2  Selecting the right influencers ...19 


3.2.3  Content creation and collaboration ...22 


3.2.4  Establishing long-term relationships ...27 


3.2.5  Compensating influencers ...30 


3.2.6  Employee advocacy ...32 


3.3  What to consider when measuring influencer marketing’s ROI? ... 34 


3.3.1  Measuring the right metrics ...34 


3.3.2  Educating management ...37 


3.3.3Measurement frameworks ...38 


3.3.4Technical practicalities ...43 


4CASE DESCRPTIONS & ANALYSIS ... 46 


4.1  DivvyHQ – Thought leadership and content marketing ... 46 


4.1.1  Company & case description ...46 


4.1.2  Case analysis ...47 


4.2  IBM – Employee Advocacy ... 53 


4.2.1Company & case description ...53 


4.2.2Case analysis ...54 


5  CONCLUSIONS AND FUTURE OF B2B INFLUENCER MARKETING ... 57 


REFERENCES ... 60 


  
    


  


Date of acceptance:       



(4)
Figures
   

Figure 1. Factors influencing product adoption (Levin 2020 p. 31). ... 10  
 Figure 2. Content preferences survey results among B2B buyers by Demand Gen Report   
 (2019), chart by Marketing Charts (2019). ... 23
 Figure 3. Influencer Marketing Measurement Definitions by Traackr (2020). ... 40  
 Figure 4. Sample Influencer Marketing Matrix by Traackr (2020). ... 41  
 Figure 7. MarketingProfs’ Chief Content Officer Ann Handley sharing inspirational 
 content marketing insights (Back to the future: insights and tips for content strategy,   
 planning and measurement 2018). ... 50  
 Figure 8. The tweet version of MarketingProf’s Ann Handley’s insight (Twitter 2020).  


 ... 51  
 Figure 9. The interactive part of the guide challenges and rewards (Back to the future: 


insights and tips for content strategy, planning and measurement 2018). ... 51  
 Figure 10. IBM’s employee advocacy program’s results from the first five months   


(Slideshare 2014). ... 56   



Tables
    
    

Table 1. Comparison of adoption (Levin 2020 p. 29). ... 9
 Table 2. Examples of compensation situations for a B2B influencer (Backaler 2018 p.   


81). ... 31   
      



(5)
1 INTRODUCTION   


Marketing used to be easy. A trade show, a magazine advertisement, perhaps some PR 
 and analyst relations, and a company was good to go. Now, the customer 


communication channels are fragmented into thousands of pieces turning the buyer’s 
 journey into a tangled mess that requires new methods and technology to discern where 
 communications need to reside. Sales and marketing are having to adjust to the demands 
 of a digital native generation that wants information on their personal news feeds and 
 not a press release, and product research is more likely to be done on review sites than 
 on the company’s own content. According to a report by Hotwire PR, 83 % of buyers 
 prefer the opinion of a 3rd party they are open to discover on social media channels 
 when evaluating a vendor. Peer recommendations are trusted above all – after all a 
 company representative has a hidden agenda, so there is natural mistrust. (Schaefer & 


Wilkins 2017 pp. 2-3). Chris Gee, managing director and head of digital at global public 
 relations firm Finsbury, explains that even taking all the technology away, it makes 
 sense - he would rather get a dinner recommendation from a friend than watch 50 
 advertisements to go the same restaurant. Opinions of like-minded people are sought for 
 when trust to inundated marketing messages go down. (cp. Backaler 2018 p. 11). To put 
 even more emphasis on peer recommendation’s value, a survey of advertisement 


professionals conducted by Pressboard discovered that respondents are more likely to 
 trust their friends than advertisements with nearly 80 % being influenced by 


wordofmouth on their recent purchase. (Benes 2018).   


   


The world is inevitably moving towards an advertisement free world. (Schaefer & 


Wilkins 2017 p. 2). Look at your own life; do you mute advertisements, answer emails 
on the phone, scroll through Facebook, and do anything in your power to not pay 
attention to advertisements? (TribalVision 2018). The Pressboard survey mentioned 
earlier sheds also light on advertisers themselves being fed up with advertisements they 
see. Nearly 30 % responded using an advertisement blocker, which was slightly more 
than compared to regular Internet users. (Benes 2018). “Eating your own dog food” is a 
saying used by tech companies referring to the practice of the company using its own 
products. It seems that in the advertising industry, the consensus is to keep pet food at a 
safe distance. (Levin 2020).     
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The fact that paid advertising is increasing in expense yet decreasing in effectiveness, 
 influencer marketing is a marketing way organizations of all sizes and shapes turn to for 
 gaining exposure (Baer 2019). Ted Coine, a Forbes Top 10 Social Media Power 


Influencer, predicted influence to lead marketing efforts by 2020 and for it to be the 
 most effective form of advertising there is. Combined with a solid content strategy, no 
 TV or Facebook ad can even compare. (cp. Influencer Marketing Hub 2018). What 
 differentiates sales and influencer marketing is reach and trust. Even after a long career, 
 a B2B salesperson might have a limited amount of connections but an influencer may 
 own the hearts of thousands or millions of fans. In contrary to the mistrust towards 
 company representatives, influencers are in theory passionate, honest experts. (Schaefer 


& Wilkins 2017 p. 2).   


   


Influencer marketing as a strategy is not new as influencers have been used to drive our 
 own motives already since the ancient times (Kurvinen & Seppä 2016 p. 153). Peer 
 recommendation continues to evolve and refine itself into a more subtle, professional, 
 and strategic way to get a brand’s message across to a pinpoint targeted audience with 
 the help of respected industry thought leaders. Jeremy Epstein, CEO of blockchain 
 marketing company Never Stop Marketing, simply states that what really matters are 
 community, word of mouth and real value – with influencers being a key part of this 
 equation, and social media having lit the fire (cp. Backaler 2018 p. 13). Indeed, 2020 
 seems to be another year of growth for influencer marketing as it expands into new 
 industries, social networks, and content formats (MarketingProfs 2020).   


   



1.1   Problem statement   


While influencer marketing has improved in popularity over the last few years, there are 
 many people in business who struggle to understand the concept or are unfamiliar with 
 the term (Influencer Marketing Hub 2020). Moreover, B2B marketing is following what 
 consumer brands are doing first (Kurvinen & Seppä 2016 p. 154.)  In influencer 


marketing, the core idea is the same in both B2B and B2C. That is to build efforts 
around the fact that customers care more about what is relevant to themselves than what 
is relevant to the business, and that they respond best to other people outside a faceless 
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entity. (Zen Media 2020). Many B2B brands consider engaging in influencer marketing 
 but are unsure of best practices (Viral Nation 2019). Despite sharing similar ideas, 
 influencer marketing in B2B can only be beneficial if it is not approached in the same 
 way as in B2C (Influencer Agency 2020).    


   


Furthermore, those in favour of influencer marketing often face obstacles from their 
 colleagues and managers when justifying their influencer marketing spending. A 


primary reason for having to justify is the lack of understanding of influencer marketing 
 metrics, as there is no single clear-cut return on investment (ROI) calculation providing 
 figures gained from influencer marketing activity. In addition, previous 


underperforming campaigns make it even more difficult to defend the use of influencer 
 marketing. (Influencer Marketing Hub 2020).   


   



1.2   Aim and research question   


The aim of this research is divided into two parts:   


1.  To provide a theoretical understanding of influencer marketing as a concept, 
 what to consider for a more efficient B2B influencer marketing strategy, and 
 what to consider when measuring influencer marketing’s ROI.    


   


2.  To descriptively analyse thought leadership, content marketing and employee 
 advocacy through B2B influencer marketing case studies.   


   



1.3   Limitations   


Data collected for the research is based on secondary data. Findings, especially on the 
 case examples that rely on publicly available information can be limited to what the 
 case companies disclose of their marketing strategies and campaign results.   


Additionally, at the time of writing academic literature on B2B influencer marketing is 
 scarce.   
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2  METHODOLOGY   


To answer the research questions, data is collected from secondary sources. Academic 
 literature on especially B2B influencer marketing is scarce at the time of writing, 
 therefore the majority of references are gathered from the Internet. The types of sources 
 range from content created by B2B professionals to white papers. The advantages of 
 using secondary data for both students and business researchers are that it saves cost 
 and time freeing space to search more literature and analyse and interpretate the found 
 data. Although, as a pitfall extensive time can be spent on the data gathering only. 


Instead of creating new data, using secondary data can possibly provide fresh points of 
 views when interpreting what already exists. There is also a possibility for a 


longitudinal analysis, in which trends and phenomena’s evolution can be seen within 
 time, and what patterns have risen from it. There are few limitations in using secondary 
 data. In the scope of the research, these are; access to high-quality data that are often 
 restricted for individual pass, yet those that are easily accessible need to be used with 
 caution and a critical eye for the quality of the content and the party behind it. With 
 researching on the Internet and using sources from it provides its own problems. These 
 can be with the websites disappearing or their content changing from the time of or 
 even during the research. While searching online, the search engines show a fraction of 
 what exists, and of course the researcher simply does not have the time to go through 
 all. Furthermore, what is shown can be bias, and once again a critical eye is needed 
 when going through the data. (Bryman & Bell 2011 pp. 313-314, 317, 320-321, 648).   


However, in the nature of the thesis topic, the sources’ content is created by B2B 
 professionals who as individuals have worked hard for their personal brand.   


Transparency and trustworthiness are key in modern business world, in which mistakes 
 can ruin one’s reputation, even more on social media. Therefore, there is more 


wellthought intention and reliable data backing up these creators’ content that are put 
 out in the world.    


   


To support the theoretical part of the research, case studies are used. According to   
Demand Gen Report’s survey (2019), B2B buyers found case studies to be the most 
valuable influencer content. The cases are not comparatively analysed but rather to 
separately show how B2B influencer marketing can be approached in different sized 
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companies and industries. The two cases are chosen, because of the strategies used in 
 them differentiate B2B and B2C influencer marketing. These are thought leadership, 
 content marketing and employee advocacy, and in addition their implementations are 
 prime examples of B2B influencer marketing. Although, thought leadership and content 
 marketing are part of B2C influencer marketing as well, their nature are different in the 
 B2B sector. More on these in the theoretical framework.    


   


The case journey provides breadth and depth – getting from A to B when describing and 
 picking out the key findings when analysing. A good case study is a real-life 


management situation that can be looked from different perspectives and applied into 
 one’s own practices. Taking a deductive approach towards a case study is being able to 
 draw management practices from the case or even an inductive approach in which new 
 ones are created. There are no right or wrong, but the opportunity to learn and apply.   


(What is a case study 2013).    
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3  THEORETICAL FRAMEWORK   


   



3.1  Influencer marketing as a concept   


One of the main issues with influencer marketing is that people struggle to understand 
 the concept. This in turn makes it difficult to get the management on board in including 
 it as part of a company’s marketing strategy. In the first part of the chapter, the key 
 elements of influencer marketing will be explained.   


   


3.1.1  Peer influence 2.0.    


Influencer marketing is not new in the slightest, according to best-selling author and 
 founder of Help A Reporter Out (HARO), Peter Shankman. As an example of 


influence, Shankman reminds you of times at school when outrageous outfits worn by a 
 popular student would be perfectly copied by 30 people the next day. Or buying your 
 first car, for which you would have been influenced at least 50 times to purchase it. The 
 only thing that has changed is the speed at which influence invades everything we do, 
 because of the fluidity of the social sphere in our work and play. This new level of 
 speed makes influencer marketing more important than ever strengthening its status on 
 every marketing plan. (cp. Backaler 2018 foreword p. 8).    


   


A new generation of influencer marketing exists thanks to the Internet and technology. 


However, the fundamental drivers that make influencer marketing effective lie in word 
 of mouth recommendations from trusted peers. In the past, the spread of word of mouth 
 was more limited, while today it can happen in a “one-to-many” fashion via virtual 
 relationships. (Backaler pp. 9-10). The Word of Mouth Marketing Association (2017 p.   


7) defines influence as “the ability to cause or contribute to another person taking action 
or changing opinion/behaviour.” Chief Marketing Officer for Lenovo, David Roman, 
argues word of mouth to be the basis for all marketing efforts and that it has always 
been the most impactful way to communicate (cp. Backaler p. 11). It makes perfect 
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sense as consumers trust one another more than they trust messages from brands. Thus, 
 by getting human beings to carry out marketing for the organization, not only do costs 
 go down, but persuasiveness goes up simultaneously. (Baer 2020).   


   


However, like in any relationship, the impact of influence depends on the type of 
 relationship with the other person and context of the issue. As family, friends and 
 authoritative experts and celebrities can shape an individual’s character and 
 decisionmaking, there are three levers of influence that can be kept in mind when 
 applying an influencer marketing strategy. The first lever is expertise and credibility. 


For example, if a consumer is interested in fitness, a personal trainer on social media no 
 matter how large their audience is, is credible as the influence is entirely contextual. 


The second lever is the strength of the relationship – the stronger the relationship, the 
 more effective influence. The third lever is the audience size and the number of people 
 the influencer reaches. This functions as multiplier to the influence. (Levin 2020 pp. 20-
 21).   


   


Influential recommendations of trusted peers not only drive us to act, but also often 
compel us to share with those in our communities who could benefit from that 
recommendation. What has changed significantly since the early man giving the first 
recommendation to a trusted peer, is the world where like-minded individuals are more 
connected than ever. Today, the meaning of community exceeds our close circle of 
people we know in the real world. (Backaler pp. 11,17). With influencer marketing, 
both large and niche target groups can be reached and influenced more greatly than with 
any other means as it is about building relationships with influential people who can 
strengthen and broaden a brand’s awareness (Kurvinen & Seppä 2016 p. 153). Jason  
Davis, senior brand manager of one of the world’s biggest consumer packaged goods 
companies Kimberly-Clark, states that at the end of the day consumers will want to talk 
to people who have the same issues as they have. (cp. Backaler p. 156). This is also 
parallel to Roger’s diffusion of innovations theory, in which peer-to-peer network is an 
essential element in how new ideas are spread and adopted within society. While 
traditional mass media is an effective way in spreading information, it is however the 
interactions between individuals that spread adoption. This is especially true when the 
individuals are similar to socioeconomic status, education, or other important ways. (cp.   
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Levin pp. 25-26).   


   


3.1.2  Who are the influencers?   


Influencer marketing is young and unsettled within influencer marketing insiders such 
 as marketing executives, agencies and influencers who have varying opinions about it.   


Starting from the basics, just already the term “influencer” is highly disputed with even 
 influencers themselves preferring to be called by alternative terms like “content 


creator”, “talent” and “YouTuber”. (Backaler 2018 p. 3).   


   


There are deeper, natural traits in an influencer that go beyond superficial facts such as 
 terms, the number of followers, type of content, geographical location, and channels 
 they operate on. According to Levin (2020 pp. 23-24, 27) Rogers’ diffusion of 


innovations theory holds valuable lessons to be adopted to influencer marketing. How, 
 why, and at what rate do ideas, innovations and technologies spread widely in cultures 
 and societies is part of a marketer’s job to know. The adoption of something new can be 
 grouped to five different personas: innovators (2,5 %), early adopters (13,5 %), early 
 majority (34 %), late majority (34 %) and laggards (16 %). Each segment have different 
 needs and the likelihood to accept an idea is based on for instance their characteristics 
 and attitude. It is found that innovators and early adopters will often spread the word 
 until it eventually hits a point of market saturation. The difference between these two 
 groups is that innovators enjoy taking risks and venturesomeness and move fast 
 appreciating new ideas for their own sake. They are the gatekeepers for new ideas, 
 however, are often not respected by other members of a local system and are considered 
 deviants from the norm. Early adopters, on the other hand, are visionaries, role models 
 and trendsetters – the person “to check with”. They too are driven by risk and being 
 potentially wrong, but they know that they need flawless judgment before putting a 
 stamp of approval on a new idea. This adopter group has the highest degree of opinion 
 leadership with others often turning to them for advice and information. More on 
 opinion leadership in chapter 3.1.3.   


   


Using the key traits of Rogers’ theory and the definition “an individual with influence is 
one who exerts influence or inspire the action of others”, Levin (pp. 28-30) conducted a 
survey in 2019 to find out in which category do social media influencers belong to. The 
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2000+ participants of social media content creators were asked how they compare 
 themselves to other people when it comes to trying something new. The five answers 
 corresponded each adopter category as follow; 1. Generally the first (innovators), 2. 


Generally among the first (early adopters), 3. Generally in the middle (early majority), 
 4. Generally among the last (late majority), 5. Generally the last (laggards). The results 
 showed that social media influencers are more likely to be early adopters. However, 
 compared to a population average they are 10x more likely to be innovators. This 
 suggests that influencer marketing can replicate the characteristics of traditional mass 
 media’s spread of information and adoption.    


   


Table 1. Comparison of adoption (Levin 2020 p.29).   


   
    


The same research conducted by Levin (pp. 30-31), provided insight to an important 
 question – who influence the influencers. As mentioned earlier influence is very 


contextual, so this part of the questionnaire was specific regarding the topic, in this case 
 health and wellness. While influence is contextual, the results indicate that trust and 
 peer-to-peer networks, and similarities between individuals outranked professionals (see 
 figure below). This information can be useful in driving adoption among those who 
 drive early adoption by getting to their friends, family, and other influencers they 
 follow.   
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Figure 1. Factors influencing product adoption (Levin 2020 p.31).     


Greater diffusion and active use of social media has emerged a diversity of opinions 
 within the public. As previously the alleged experts were able to influence the public 
 through a one-way media, these opinion makers now struggle to convey their 


monopolies of opinions. (Kreutzer & Land 2015 p. 44). The increased significance of 
 social media in the business world has created a whole new set of influencers  


(MarketingProfs 2018a). In the B2B sector, there are five different types of influencers 
 who hold a different value to the audience and to the brand. A brandividual is a known 
 industry expert who will broaden network reach with their extensive network. An 
 upand-comer resonates well with their audience and is very motivated to engage and 
 share. A niche expert is a thought leader who can provide deep expertise and 


hyperrelevant content on very specific topics. An internal expert is found within the 
 company who can build brand recognition and thought leadership. A customer is an 
 existing customer who fits the ideal customer profile and can help prospects identify 
 themselves with the content and brand. (Zeckman 2019).       


Yet, there is a set of influencers usually forgotten. In the B2B sector where deals are 
 bigger and can take months or years to close, numerous people are involved in different 
 phases of the purchase process. These influencers are not active on social media but 
 have offline influence on buyers. (MarketingProfs 2018a). More on identifying these 
 offline influencers in chapter 3.2.2.   
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3.1.3  Thought leader   


“Simply put, influencer marketing is using the voice of a thought or industry leader to 
 get your brand's message to your audience on your behalf.” (Newlands 2017). The word 
 of mouth chain reaction and virally spreading ideas across communities of peers, 


however, are not triggered by just anyone. It takes a special type of an individual with 
 the authority and charisma to be capable of it. (Backaler 2018 p. 11). This special 
 individual is referred to as mavens - information specialists who expose us to new 
 concepts and play a unique role in setting and shaping trends. Besides being experts in 
 their domain, they also feel naturally compelled to share the knowledge with those who 
 would benefit from it. They are the ultimate influencers, whose opinions are trusted and 
 acted upon. “Information brokers, sharing and trading what they know”. (Gladwell 
 2000 p. 69). Nowadays, the terms thought leader and opinion leader are widely used. In 
 the scope of the thesis, the term thought leader will be used as to refer to a trusted 
 expert typically existing in the B2B context.    


   


Before 1955 mass communication research had narrowly studied what media can do 
 without looking at what people do with the mass media. This realization to the 
 discovery of four intervening variables in mass communication which are exposure, 
 differential character of media, content, and interpersonal factors. The fourth variable 
 sparked development to the two-step flow model in which a thought leader was 
 considered the critical link between the mass communicator and the audience. 


Furthermore, it is suggested that thought leaders are not a group set apart, but rather a 
 group member playing a key communications role in an everyday give-and-take 
 network of relationships. (Katz & Lazarsfeld 1955 pp. 18, 33). In influencer marketing 
 the two-step flow model has thought leaders specifically involved in the information 
 delivery to the target group. The thought leader takes the function of a multiplier due to 
 their extensive reach and possibility of creating value for the company through 


awareness and sales. (Geiser 2017 p. 24). Indeed, the success of influencer marketing is 
its ability to stand out in today’s noise and content saturated digital environment by 
using the voices of trusted thought leaders to spread a brand's message to the target 
audience in the most authentic and natural way possible. (MarketingProfs 2018b). “In 
today’s world, people don’t want to be sold plastic promises, they want real insights 
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from real people - those who understand the market and know their stuff”. (Barker 
 2018).    


   


Thought leaders can deliver a much deeper understanding and points of views on future 
 challenges and trends the customer faces in their industry. Expertise and interpretations 
 on current situations are not enough for a thought leader to shine. Being a thought 
 leader furthers building strategic customer relationships and provides a reputation as a 
 problem solver, and through that new customers are gained, and existing customer 
 relationships strengthened. “A thought leader moves or even pulls their industry 


forward with their vision.” Becoming a thought leader can work as a strategic choice for 
 an organization, through which it gains competitive advantage and provides more 


customer value. It is a position that is earned and not exploited for product sales pitches.   


However, aiming to be a market’s trusted voice requires commitment and resources and 
 above all it is a journey made with others as it is a constant interaction between 


customers, stakeholders, and media. It certainly is not part of a marketing department’s 
 campaign. (Kurvinen & Seppä 2016 pp. 51-52, 93). Influencer marketing also offers the 
 freedom to engage with other businesses on a personal level. B2B influencer marketing 
 thrives on industry experts, whose opinions can have an enormous effect on their peers 
 as well as other industry professionals. (Barker 2018).   


   


A well-implemented B2B influencer marketing plan gives recognition and credibility to 
 an organization and increases the organization’s role as an industry expert. Even if an 
 industry would already have its own thought leader, it is encouraged in making way for 
 oneself, just like in a market entry. “You might have the same products and services 
 with that thought leader, but the lack of space does not stop you from selling those 
 either”. When pursuing thought leadership, the target audience needs to be provided 
 with something to think about, with the best content inducing new ways of thinking and 
 acting.  However, displaying personality and creating meaning with their views is key 
 as there is abundance on great content. A thought leader is recognized from the marks 
 they leave in conversations, both print and digital. “Is an expert someone who shouts 
 out their excellence the loudest or the one who gives tasters of what they know and 
 understand?”. (Kurvinen & Seppä pp. 91-92, 94-95, 159).   
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3.1.4  Channels   


To get in front of an audience would have required being in the hands of journalists, 
 media moguls or Hollywood power players. Today, to get in front of an audience, that 
 can be very segmentized too, all is needed is permission from oneself and an audience.   


The world truly is without gatekeepers. (Levin 2020 p. 15).   


   


Organization media can be roughly divided into three categories; owned, paid, and 
 earned. Owned media is simply what the organization owns completely, usually in the 
 form as their website. Paid media are channels that you pay for. In traditional marketing 
 these channels are print, TV, radio, and billboards. In digital marketing these can be for 
 example web banners, search engine or advertisements on social media platforms. The 
 advantage in using paid media is speed and scalability, but they often lack credibility. 


Yet, they can be utilized for already proven successful content to push them even 
 further. On the other hand, on a two-way communications platform there is a more 
 direct access for discussion as well as decision makers and a better platform for 
 customer recommendations. Earned media consist of media publicity, as well as 
 discussions and references to the brand in different channels. Earned media is an 
 organization’s “jungle drum”, it is the hype, but it is also hard to control. Utilizing 
 earned media is already influencing, when one is actively participating in the discussion 
 and creating trust. If there are no ready discussions to participate in, any organization 
 can start the discussion themselves with interesting opinion on relevant topics and invite 
 other parties to join the conversation. (Kurvinen & Seppä 2016 pp. 97, 149-150, 189).  


The best part about social media is the open and transparent discussion, good 


reachability, and traceable digital footprints. It lowers the threshold for customers to 
reach out and helps the organization to understand them better, which ultimately can 
lead to increasing sales. Social media too is flooded with meaningless information, and 
one’s position in a community is determined by not presence but by the value they 
bring. It also provides the opportunity to bring out topics and challenges the customers 
might not be aware about, and through that awaken interest and create a need. Utilizing 
social media and communities effectively at best encourages customers and thought 
leaders to market with the organization. “If content is fire, then social media is the 
gasoline to the flames”. Although, an organization’s social media profiles must be 
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checked and created through the eyes of a customer by making sure that the profile 
 description and content are customer-centric and not focused on the organization.   


(Kurvinen & Seppä pp. 151-152, 212, 221, 226).   


   


Throughout time buyers have leaned on to their networks for support whether it is about 
 buying a product or service or teaming up with another party. Today more than ever 
 social media gives a larger network and buyers are more open in sharing what they 
 know, and they are sometimes better equipped with information than salespeople. 


(Kurvinen & Seppä p. 220). Approximately 80 % of B2B decision-makers investigate 
 vendor-independent communities and use online communities and blogs for purchasing 
 decisions. For every piece of the company’s content a decision-maker reads, they read 
 an additional three pieces by someone else. To have an influence on these key people, it 
 is important to be recognized by industry experts and to have clout on external sites. 


Developing relationships with thought leaders can make a powerful impact on brand 
 image and sales on social media. (MarketingProfs 2017a).   


   


A model of “Attract, Engage, Convert” by globally renowned content and B2B 


marketing expert, Lee Odden, is about attracting the audience by making sure content is 
 accountable through means relevant to that customer. It is figuring out what they are 
 searching on what social channels, what are they subscribed to and what kind of 
 advertising. Whatever surfaced that content to them from a discovery standpoint. (cp. 


MarketingProfs 2017b). In the B2B sector email is the number-one channel for 


business-related content, while LinkedIn is the best performing social media platform, 
 with 85 % of B2B buyers occasionally or frequently sharing business content there 
 (Demand Gen Report 2016). Furthermore, a digital trust study reveal that social media 
 users are more receptive to advertisement and sponsored content on platforms with high 
 digital trust. Users are more likely to engage authentically when they feel a platform is 
 prioritizing their interests. Brands’ compelling campaigns on trusted platforms can both 
 avoid brand-safety issues and receive more positive engagement. For a few years now 
 LinkedIn has earned the most trust when it comes to data protection and safe 


environment for content creation and engagement. (Schomer 2019). Commenting on  
LinkedIn than on other channels is perceived safer, because one’s LinkedIn profile 
includes name, place of employment and education. Thus, people are more respectful 
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and constructive when providing feedback. Whereas, on other channels anonymous 
 accounts can be created for inappropriate behaviour to take place. As a marketer, the 
 vanity metric (more on vanity metrics in the third part of the theory) of comments on   
 LinkedIn can be judged to be more valuable to a brand’s sentiment and marketing 
 efforts than those received on for example YouTube. (Hochuli 2020). After another 
 damaging year to its public image, Facebook was the least trustworthy platform when it 
 comes to authentic content and privacy with YouTube coming second last (Schomer 
 2019). When it comes to search engine optimization (SEO) and how a page should rank 
 in search results, the engine evaluates both content and the number of external websites 
 and the quality of those links pointing to that page. The more high-quality websites 
 linking, the more likely is the better rank in search results. Influencer-created expert 
 content is considered authoritative by search engines, therefore influencers linking to a 
 company’s pages would likely provide a valuable SEO advantage. (Schaefer & Wilkins 
 2017 p. 18).   


  



3.2  What to consider for a more efficient influencer marketing  strategy in the B2B context?   


Beyond a lack of standard terminology, there also lacks best practices of working with 
 influencers from identifying the right influencers for your brand to getting the most out 
 of the collaboration. Influencers are becoming more important to the way brands are 
 engaging with their target audiences. The days of “interruption marketing” through 
 invasive advertisements are ending, as people want to learn from trusted peers instead 
 of faceless companies. Therefore, it is time to have a more consistent and standardized 
 approach to influencer marketing. (Backaler 2018 pp. 3-4).    


   


       


3.2.1  Solidness and agility in modern day marketing   


A brand equals an organization’s identity, image, and reputation. It tells what it fights 
for, what it promises to its customer and what kind of a persona it is. The goal is to 
build something that does not need to be presented, but rather it is known beforehand 
for its reputation. “It is not built in an engineering way with facts, but with emotions.   



(20)16   
    


Just like encountering a human being. A good brand awakes feelings and speaks out.” A 
 strong brand creates trust and opens doors, because the reputation and mental image of 
 it exists in people’s heads. The state of the brand can be evaluated through meeting 
 points with customers; if its differentiation needs assuring and the communications is 
 not aligned with operations, there is much to improve. On the other hand, customers can 
 have a positive image of the organization, but due to lack of right competition the 
 organization has not considered reinforcing the brand important. In the best-case 
 scenario, the reputation travels fast ahead of the organization, its promises are known, 
 and the desired images are awakened in the customers’ heads. (Kurvinen & Seppä 2016 
 pp. 47-50).   


   


Building a brand during an era of transparency is very different compared to decades 
 ago when a company without competition could just position itself wherever it pleased. 


Now the competitive edge for a trusted and reliable brand is co-created by employees 
 and customers. For this to happen employees should feel acknowledged and customers 
 empowered when dealing with the company. A good product does not sell itself, but an 
 excellent one is something customers would be willing to market alongside the 


company. The perk of having a customer on board with marketing can be defined by 
 Barker (2018) “…people are far more likely to take action based on the 


recommendations of their peers - and in the B2B world, this notion is no exception.” 


The key is in not pitching about product or service features, but how can it help solve 
 the customer’s problems, both existing and potential. In the end succeeding is about 
 reclaiming promises made, preferably by exceeding the customer’s expectations. As 
 modern marketing has shifted from company-centric to customer-centric, a company’s 
 aim is more significant for the customers, as they rather buy the thought of why than 
 what the company is doing. (Kurvinen & Seppä pp. 33-34, 37-39).    


       


B2B marketing which had been considered merely a tactical support for sales, has now 
evolved into a strategical operation for companies. However, many companies struggle 
to execute strategy leaving the marketing department without enough support and 
employees confused of what is asked of them. To face challenges caused by 
digitalization, a company must embrace change starting from the company core of 
thinking to managing customer dialogue. From the slowest part to the fastest. To 
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succeed, the whole organization should have a customer-centric way of thinking as this 
 type of organization recognizes what is important for the customer and can improve 
 their service accordingly to provide more customer value. (Kurvinen & Seppä pp. 1314, 
 23, 28). To seamlessly include new marketing ways and adapt more easily in the rapidly 
 changing business environment, it helps to have a company structure that has both the 
 basics covered and a flexible mindset.   


   


In B2B online marketing it is essential to consider the changing customer behaviours 
 over the purchase process. Addressing their pain points during purchase makingdecision 
 can provide helpful information for the target customers and supports marketers to 
 understand the customers deeper. (Charlesworth 2009 p. 157.) Without understanding 
 the customer behaviour, it is impossible to carry out effective marketing (Dibb & 


Simkin 2004 p. 30). Understanding customers start from segmenting the existing and 
 potential customers. Segmenting is about identifying the created customer value within 
 each customer group and the relationship is formed on mutual benefit.   


When segmenting, it is good to consider first what is the organization’s operation model 
 and then the role of different customer groups such as basic and key customers, 


strategic customers and how they support the organization in developing its operations 
 as well as provide reference value. As the organization recognizes each customer’s 
 needs and aims, it becomes easier to reach out to customers of different sizes operating 
 in different industries. (Kurvinen & Seppä pp. 39, 41-42). Senior vice president of 
 content partnerships and strategy for Forbes, Ann Marinovich, explains that better 
 targeting is indeed seen in the evolution of intent-based data platforms and the rise of 
 account-based marketing. With influencer marketing marketers are able to reach people 
 who drive business, supplement their own voice with the voice of credible experts who 
 have the added bonus of bringing along their audience. (cp. Schaefer & Wilkins 2017 
 pp. 11-12).   


       


For decades, marketers have been conditioned to the rhythm of quarterly sales 


objectives with a focus on the “Four P’s” – product, price, place, and promotion. This is 
especially acute with public companies that are in constant pressure beating quarterly 
goals, without exception, excuse, and end. How does a responsible marketer balance 
quarterly performance with the new demand for long-term influencer relationships that 
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may not guarantee a quarterly payoff? (Schaefer & Wilkins p. 8). According to social 
 media manager for Aruba, a Hewlett Packard Enterprise company, Pegah Kamal, it is a 
 significant investment from the company and there is no way getting around the 


pressure of ROI. There is a constant battle between resisting to “sell” and being aware 
 of a fifth “P” – Purpose. The moment you try to sell something to an influencer, expect 
 them to bite back. In essence, their voices need to stay independent, and that is the   


“purpose” behind what they do and the key to their influence. (cp. Schaefer & Wilkins 
 2017 p. 8). It can be hard to acknowledge, especially for senior managers, that 


usergenerated content from trusted influencers are almost always going to win over 
 corporate messaging in the eyes of customers. (Schaefer & Wilkins p. 11). Influencer 
 marketing manager for Hewlett Packard Enterprise, Becca Taylor, believes that 
 recognizing the power of the outside industry influencer may require a cultural change 
 at companies. Some are still holding on to control the message, because it is hard to 
 hear negative feedback about something that you care about. Whereas more 


forwardthinking teams during this era of trust, authority, and reliability want influencers 
 to tell the truth.  


(cp. Schaefer & Wilkins 2017 p. 12).   


   


Ann Marinovich of Forbes explains that there is still grey are around endorsements, 
 influencer marketing and influencer relations. Specifically, in media, where the practice 
 has been buying eyeballs. This has resulted into influencers being approached as 


channels, rather than a human being who has built a loyal community based on their 
 production of relevant, authentic, and interesting content. (cp. Schafer & Wilkins p. 8). 


Founder of Social Tribe, Megan Conley, adds that early in social media the focus was 
 on conversations and relationships, and when it became part of the marketing engine the 
 priority shifted to measurement and metrics. It is an ongoing discussion of how to 
 balance it, as there is always going to be tension between sales and marketing goals and 
 creating relationships that are trusting, nurturing, fostering, and listening. Short-term 
 goals and long-term relationships need to be balanced. (cp. Schaefer & Wilkins p. 8). 


Another rhythm familiar to marketers are activities based on campaigns. The cycle of 
setting a goal, planning, pitching the solution, funding it, executing, then rinse and 
repeat needs to be broken. It cannot be emphasized enough that influencer marketing is 
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about long-term relationships that do not go up and down with budget. (Schaefer & 


Wilkins p. 13).   


   


B2C marketing targets the end-user and usually the buyer is the user. In B2B marketing, 
 efforts are targeted at the company’s group of influencers involved in purchasing 


decisions who necessarily are not the end-users. (Dibb & Simkin 2004 pp. 28-38).  


These people have a great responsibility in the company success. A good investment 
 helps the company grow, but a bad one costs not only company resources, but also these 
 people’s credibility. (Leake et al. 2012 p. 5). As the factors in a B2B purchase are more 
 nuanced and comprehensive than B2C purchases and they often involve multiple 
 decision makers, sometimes from several departments, the impact of B2B influencer 
 marketing will take longer to touch a plurality of those people. When in B2C, 
 influencers can be paid to model bikinis on their social media profile and purchases 
 instantly roll in, in B2B it does not work like that. In estimation, results from a B2B 
 influencer marketing program should not be expected for at least six months and it is 
 advised to seek working with B2B influencers one year at a time. This differs from B2C 
 influencer programs, which can take just a month. (Baer 2020).   


   


3.2.2  Selecting the right influencers   


“Choosing the right influencers can make or break your program, be selective in who 
 you work with,” states SAP’s head of global influencer marketing, Ursula Ringham.   


(see TopRank Marketing 2019).   


   


Working with people who have the respect of your audience makes sense (Marketing 
 Profs 2017a). As with any other operations plan, the desired outcome of a B2B 
 influencer marketing plan needs to be thought about. The influence should be 
 considered from many angles, for example, how the potential influencers are 
 appreciated within the target group and buyer personas. Although, it should be 


remembered that it works the other way around with an organization’s reputation being 
important to the influencers as well. (Kurvinen & Seppä 2016 pp. 155-156, 198). The 
influencer puts at risk their hard-built powerful personal brand every time they put their 
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name out there, stresses global managing partner for IBM, Andrew Grill (cp. Schaefer 


& Wilkins 2017 p. 9).   


   


According to content and B2B marketing expert, Lee Odden (cp. MarketingProfs 
 2017b), a great starting point and what works exceptionally well is to connect with 
 people who have the expertise to solve a pain within your customers in terms of 
 information. In B2B the “youtubers and fashion bloggers” are the customers’ 


representatives and industry thought leaders who have the vision and courage to speak 
 out directly and are considered as credible sources for information (Kurvinen & Seppä 
 p. 154). For a successful B2B influencer marketing campaign, Barker (2018) suggests 
 taking a similar approach as in B2C influencer marketing, but essentially finding 
 innovative ways in targeting those with deep industry knowledge; “the kind of 
 individuals that can influence corporate buyers and seamlessly tap into key 


businesstobusiness conversations.” Amisha Gandhi, head of influencer marketing for 
 SAP, challenges the mindset in identifying influencers; it is looking beyond the number 
 of followers and how the influencers are relevant to the organization and customers. 


Someone who has 300K is impressive, but are they reaching the executives targeted? 


The reach of someone with 20K followers but impacts for example finance executives 
 is all of the sudden more valuable. Ideally, a mix of both types of influencers are needed 
 to reach the desired audience. (cp. Schaefer & Wilkins p. 7)   


   


However, global digital communications for Dell, Dr. Konstanze Alex-Brown, 


empathises on what makes tracking B2B influencers more difficult compared to B2C is 
 that the most influential conversations could be taking place in closed forums and 
 discussion groups. Finding these influencers could take months of careful work. (cp.   


Schaefer & Wilkins p. 6). Intel Corporation’s global brand and innovation 


communications manager, Nicole Smith, agrees that the matchmaking process requires 
perseverance and several different ways to find the suitable influencers. Used means are 
for example software, discussing with employees about emerging influencers and who 
could be good for business needs, reading relevant publications and looking who are 
consistently being interviewed. This helps the business learn about the person’s point of 
view and their possible interest in the company. (cp. Schaefer & Wilkins p. 6).   
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Another challenge B2B influencer marketing faces, is the B2B brands’ diverse set of 
 customers across various industries. Finding an influencer who is influential across such 
 a diverse group can be rather difficult. (Barker 2020). Furthermore, some industries can 
 be challenging in certain markets. Finnish B2B influencer marketing company Bonfire 
 Agency’s co-founder, Maria Sillanpää, explains that in for example in Finland, HR or 
 finance management do not have clear influencers or thought leaders that companies 
 could collaborate with. On the other hand, the finance sector has top names, but their 
 number of followers and social media activeness is limited compared to marketing 
 professionals making it difficult to raise awareness for influencer marketing efforts. (cp.   


Ilola 2019 pp. 41-42).   


   


Nicole Smith of Intel Corporation describes that there are a ton of people who may be 
 considered influential but engaging with a set of 10 to 15 people during a year is a good 
 number to build solid relationships. If spread too thin, it would be harder to provide 
 people with a valuable experience and a full look what the company is doing. As the 
 influence space is getting noisy and crowded, companies are taking on influencer 
 marketing without thinking out a real strategy. A lot of time should be spent learning 
 about the needs of the influencer and how the company can help them to create really 
 engaging content. A win-win-strategy is to have a two-way relationship with a true 
 dialogue instead of pushing brand content upon the influencer. (cp. Schaefer & Wilkins   
 p. 6). According to Social Tribe’s Megan Conley, besides learning about the 


influencer’s content and their views, it requires a bit of sociological and psychological 
 analysis to understand how they align with the brand and what they want to achieve as 
 an influencer. The ideal matchmaking is more than just content and product interest, it 
 is identifying a belief system that is in the long-term interest for the brand. (cp. Schaefer 


& Wilkins p. 7).    


   


When selecting influencers in the B2B sector, it can be very effective especially for 
sales goals to look for the influential people outside the online world. It is significant 
for a business to assess different buyers in the B2B buying process that can assist the 
online marketer to identify who is the purchase-decision maker, what information the 
technical buyer needs and how the user buyer can experience the product usage 
(Charlesworth 2009 p. 158). B2B influencer marketing performance can be 
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strengthened by including both offline and online influencers. However, marketers are 
 generally not part of the sales meetings and collaboration between different departments 
 in the worst situation can be non-existent. Therefore, how is it possible to identify the 
 social media-shy customer or third party with the potential to influence the deal? To 
 identify B2B influencers who are inactive on social media is to start from mapping 
 people who are often involved in the sales cycle. Online and offline methods used to 
 identify could be, for example, doing internal research by looking at past deals and 
 asking assistance from the sales team, using customer relationship management (CRM) 
 tools in which possible influencer information is added regularly by the sales team. If 
 available, studying industry deals that competitors have done, doing online research for 
 the key influencers’ companies to find additional influencers, revisiting marketing 
 database (for example company-organized events sponsors and attendance list) and 
 attending industry events. After identifying influencers, influencing them directly 
 during a live sales cycle might work against the company. To influence an ongoing 
 discussion, it is advisable to run subtle and indirect content marketing campaigns—both 
 online and offline.   


(MarketingProfs 2018a).   


   


3.2.3  Content creation and collaboration   


Spanning across all industries, it is no secret that the B2B audience is online with 89 % 
 of B2B buyers using the Internet for research. During the research process 


approximately 12 searches are conducted before engaging on a specific company’s 
 website. (Hilal & Snyder 2015). Yet, there maintains a dangerous assumption that B2B 
 buyers are less likely to engage digitally than the average consumer (Erskine 2017). A 
 rising trend indicates that more than half of B2B buyers rely on content to support their 
 research and they want short, interactive content that educates rather than sells (Demand 
 Gen Report 2016). When asked the reason for picking the winning vendor over others,   
 75 % of buyers say that the vendor’s content had a significant impact. Moreover, 89 % 
 of buyers state that the provided content made it easier to show ROI (return on 


investment) and/or build a business case for the purchase. (Demand Gen Report 2017).  


Regarding industry thought leaders, 96% of respondents want content with more input 
from them (Demand Gen Report 2016). When it comes to thought leadership content 
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contribution in Finland, Oikukas Ostaja-research (2015) suggests there is plenty space 
 for improvement. The research results state that 71 % of B2B buyers said that 


organizations that provide expert content are ahead of competitors. However, only 35 % 
 found the expert content useful, as they lack points of views. Additionally, there is a 
 shortage on quality expert content in Finnish language, as only 19 % of buyers found 
 the content in Finnish compared to 64 % in English.    


   


Case studies and webinars were considered the most valuable content type among B2B 
 buyers (Demand Gen Report 2019). The content preference survey results, which polled 
 over 200 B2B senior-level practitioners can be seen in the chart below by  


MarketingCharts (2019). While blog posts were not found that valuable among B2B 
 buyers, Kurvinen & Seppä (2016 pp. 94-95) believe that the best way to leave marks on 
 one’s expertise is blogging, and that almost all thought leaders consider blogging to 
 help develop professionally as it is a tool to structure and summarize one’s thoughts and 
 receive feedback.    


   


  


Figure 2. Content preferences survey results among B2B buyers by Demand Gen Report (2019), chart by Marketing Charts 
 (2019).   


   


Lenovo’s Roman argues if word of mouth is the basis of marketing, then an interesting 
 story is the centre of marketing. Without one people will not talk. (cp. Backaler 2018 p. 


11). Content and B2B marketing expert, Lee Odden (2019), believes B2B influencer 
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marketing in its core to be about collaborating with industry experts to add credibility, 
 distribution, and engagement to great content. In many ways, influencer marketing can 
 be thought of as the best delivery mechanism for content marketing. The two go hand in 
 hand, so it should be no surprise that the phenomenal rise in influencer marketing is 
 matched by an increase in content output. (Influencer Marketing Hub 2020). However, 
 the key idea is that the economic value of content comes from the transmission and not 
 the content itself. The sought influencers have achieved their positions as influential 
 because of their ability to transmit content, and particularly in B2B, their expertise to an 
 engaged community. (Schaefer & Wilkins 2017 p. 4).   


   


B2B marketers have learned many lessons by looking at their B2C counterparts. One of 
 them is embracing content co-creation with the influencers. (Marketing Profs 2017b). 


B2B influencer marketing highlights co-creation by taking on board customers and 
 thought leaders and encourages an organization to be more than just a content creator. 


Co-creation allows combining valuable information from various sources. (Kurvinen &   


Seppä 2016 p. 148). Microsoft’s customer lifestyle influencer relations’ manager, 
 Amanda Duncan, reminds that activities with influencers between campaigns and 
 events are just as important as those larger efforts. The key for this is to pay attention on 
 the content the influencer is creating, and, for example new channels they are exploring 
 like starting a podcast, or even having their thematic interest evolving. The approach to 
 working with them should be adjusted as opportunities arise, and already having an 
 ongoing dialogue makes it easier to discuss new ideas. (cp. Schaefer & Wilkins 2017 p.   


14).    


   


Furthermore, the expectations brands have for the impact they generate through 
 influencer collaboration is advancing. Top technology and big data influencer, Dez 
 Blanchfield, explains that more experienced brands are not settling anymore with 
 having the right big-name influencers, but rather focusing more on the quality of 
 engagement. When inviting to events and conferences, many brands hope the 


influencers attending would amplify key takeaways on social media. In reality, most 
influencers attend all-expenses-paid and call it a day after sending a few tweets. Dez 
Blanchfield, on the other hand, considers it his responsibility to work the whole time he 
is at those events with live-covering during the event, interviewing speakers after, and 
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even providing the brand executives daily metrics to help them report ROI to their 
 management team. (cp. Backaler p. 164).   


With a higher risk of choosing poor suppliers and products, B2B buying process 
 includes more issues. (Dibb & Simkin 2004 p. 36). Therefore, effective B2B content is 
 typically educational helping people learn, solve problems, answer questions, and 
 improve what they do at work, while emotional phrases do better in a B2C context. 


(Erskine 2017). Agreeing that B2C marketing messages are based on emotions and 
 lowprice campaigns, Miller (2012 p. 26) states that marketing messages to B2B 
 customers are based on reliable problem-solving information that builds a long-term 
 sustainable customer relationship. On the other hand, the humane touch and angel that 
 is used in B2C is often forgotten in B2B, when an organization thinks of the customer 
 as a corporation rather than the people making the decisions. This is emphasized by 
 Barker   


(2018), who states that “in the B2C world, consumers tend to rely on two main factors: 


empathy and detail. Now, in the B2B world, buyers often shape their decisions based on 
 experiences with industry influencers in their personal lives - and they're looking for the 
 same level of convenience and connection in their professional lives.” Furthermore, for 
 a more effective humane influence, telling a story can help get through a person’s 
 emotional wall by sparking up conversation, building trust and leaving memory marks. 


This is because facts affect reason, a story affects feelings and feelings guide a human 
 being. The best stories are about real life, and they light up the listener who can identify 
 themselves from it. Stories help connect, solve problems and at best is told forward by 
 the customer. (Kurvinen and Seppä pp. 110-111, 201.)   


   


An organization should actively create and search for ways to draw attention to what 
they are doing. Receiving attention cannot be taken for granted when people are flooded 
with information. The content must always be relevant, for example about trends and 
phenomena and the aim is to simply create meaning and mutual understanding for the 
recipient to stop and think or act upon the message. Valuable content helps the customer 
to manage their work better, challenges, educates and entertains them. A buyer’s profile 
which identifies basic facts (gender, age, education etc), responsibility areas, concerns, 
decision making criteria and interests help create content from the buyer’s point of view 
and get closer to them. (Kurvinen & Seppä pp. 86, 130, 139). Moreover, greater value is 
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provided to the influencers and their communities by constantly developing new ideas 
 and making sure that the influencers have everything they need to know about the 
 company, says B2B marketing director of Europe Samsung Electronics, Maxime 
 Guirauton  (see Schaefer & Wilkins 2017 p. 17).   


Content is marketing’s asset; however, many organizations create content with a focus 
 on themselves or at best on their products and services. Effective content marketing 
 simply requires perseverance, strategy and a company culture that has embraced content 
 part of its identity and that is focused on the customer and their problems. “Your 


knowhow-knowledge should be leant to customers in the form of content, so you could 
 win the buyer’s trust already before the first meeting”. (Kurvinen & Seppä 2016 pp. 


8890). Content and B2B marketing expert, Lee Odden, advices to think how the 
 customers’ pain can be addressed through content with people who are genuine and 
 believable and have demonstrated expertise. Understanding the pain point amongst the 
 customers where you can provide a solution and starting small. For example, trying a 
 pilot and doing tests with influencers, and growing from that. (cp. MarketingProfs  
 2017b). In the time of transparency, Microsoft’s Amanda Duncan, furthers the thought 
 of growing with the influencers suggesting bringing in those influencers with 


constructive feedback as advisors. Piloting solutions with them and giving them first 
 access to results can be a fruitful exchange, as an organization needs to be ready to 
 acknowledge, act, and communicate back. It is not enough to thank for feedback, but to 
 listen and return with an outcome based on the feedback. (cp. Schaefer & Wilkins p.  


12).   


   


Content marketing often forgets the marketing part, as planning and setting goals is only 
half of content marketing, when the other half for success is distributing the content 
through the right channels to the right people. Additionally, if content marketing is 
expected to be a quick fix to marketing problems, then disappointment is inevitable. On 
the other hand, “you will fall in love with it when you realize that its purpose is to 
create sustainable competitive edge and to turn you in to the number one option for your 
current and future customers”. In content marketing the best results are achieved by 
those who work together systematically towards common goals. (Kurvinen and Seppä 
pp. 145, 184). The fundamental implication is clear: companies that fail to deliver in 
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this context are underserving potential customers and are at risk of losing mindshare 
 and sales opportunities. (CEB 2012 p. 2).   


   


Mark Schaefer who both is a consultant on corporate B2B influencer marketing 
 initiatives and an influencer himself sees the pressure from both sides. When creating 
 content for a brand, he insists on having editorial control and that the brand needs to 
 trust the influencer and their content and know that their values are aligned in order to 
 have a relationship. In B2B influencer marketing, brands need to realize they are 


working with professional businesspeople, who naturally aim to exceed expectations. A 
 brand should never tell an influencer what to do, as they would be then compromising 
 their authority to their audience. It would be a downward spiral hurting both parties if a 
 brand does something to undermine the influencer’s credibility. (cp. Schaefer & 


Wilkins p. 9).    


3.2.4  Establishing long-term relationships   


As social marketing strategist, Ted Rubin, says focus on earning a “return on your 
 relationships”, relationships cannot be stressed enough. (MarketingProfs 2017b). To be 
 successful in influencer marketing, the brand has to take responsibility for nurturing the 
 long-term health of the working relationship. In terms of business strategy, this is where 
 B2B and B2C could differ the most. B2C companies focus on getting impressions and 
 promotion to sell their commodities. Whereas the most successful B2B companies 
 regard influencers like analysts or journalists, aiming to build trust and long-term 
 connections that results positively for their enterprise solutions. (Schaefer & Wilkins 
 2017 pp. 8-9). This trend is not only seen in the minds, but also the wallets of 


marketers. A research conducted with 102 global organization marketers revealed that 
 brands that have a more mature influencer marketing program spend 7x more than those 
 in the experimental phase. Interestingly mature programs’ budget increases about 20 % 
 on technology, consulting, and services, but is a staggering 45 % less on influencer 
 compensation compared to laggers. (Solis 2017).    


   


As mentioned, in B2C influencer marketing the route to engage with influencers is more 
direct when you have a specific product – something tangible to spark engagement, then 
over time it can evolve more into a holistic relationship, says Social Tribe’s Megan 
Conley. In the B2B environment, on the other hand, it is much more relationship-centric 



(32)28   
    


from the beginning. The company is in a position to hone the relationship with the 
 influencer through credibility and thought leadership before focusing more on a product 
 or a solution. (cp. Scahefer & Wilkins p. 11). The way to approach establishing a 
 relationship built on credibility and expertise, according to SAP’s Amisha Gandhi, is to 
 understand the influencer and the company’s own needs. It is worth thinking what the 
 company can offer in return to create a mutually beneficial relationship, which is much 
 more than a transaction. It needs to be asked how the influencers like to engage and be 
 cleared out how the company is going to “use” them. The goal from the very first 
 conversation is to create long-term relationships based on engagement that will draw 
 out meaningful topics and conversations for the audience. It is not about promoting the 
 brand or product. (cp. Schafer & Wilkins p. 11). At Dell, Dr. Konstanze Alex discloses 
 that the company’s rules of engaging with influencers are known internally, as they do 
 not want to ruin a relationship due to ignorance. Openness and honesty are set out from 
 the very beginning, and like SAP’s Amisha Gandhi believes, the objective for the 
 influencer relationship is of mutual benefit. Tangible benefits for parties involved are 
 the cornerstone for sustaining the relationship. (cp. MarketingProfs 2019). Agreeing on 
 clear mutual benefits as well, Kurvinen and Seppä (2016 pp. 155-156, 198) state that no 
 one wants to be the only constant helping hand in a relationship, and that too often after 
 projects and sales transactions in the B2B sector customers and partners are 


remembered merely through invoices and not really taken care of.   


   


In moving a culture from a campaign-focused to one focused on the long-term, IBM’s   
 Andrew Grill makes a comparison easy to grasp on by equating influencers to the press. 


When not running a campaign, the press is not ignored, and the company 


representatives are on their toes and available to speak 24/7. Influencers need to be 
treated like the press by inviting them to the same events and giving them the same 
embargoed material and the influencers respect that. An evolving relationship starts 
from treating them with respect. (cp. Schaefer & Wilkins p. 13). Hewlett Packard  
Enterprise’s Becca Taylor takes another kind of angle in treating influencers with 
respect that at the end of the day influencers are human beings, so they are treated with 
as much of that humanity as possible. Long-term relationships might get personal with 
even getting to know their kids and birthdays. Of course, parties involved need to stay 




    
  




      
      
        
      


            
    
        Viittaukset

        
            	
                        
                    



            
                View            
        

    


      
        
          

                    Lataa nyt ( PDF - 71 sivua - 1.22 MB )
            

      


              
          
            Outline

            
              
              
              
              
              
                              
    Selecting the right influencers
                              
    Content creation and collaboration
                              
    Establishing long-term relationships
                              
    Compensating influencers
                              
    Measuring the right metrics
                              
    Case analysis
                              
    IBM – Employee Advocacy
                              
    CONCLUSIONS AND FUTURE OF B2B INFLUENCER MARKETING
              
              
            

          

        

      
      
        
  LIITTYVÄT TIEDOSTOT

  
    
      
          
        
            A narrative inquiry of Sudanese Muslim women’s perceptions of their integration into the Finnish society in Jyvaskyla City
        
      

        (Yle, 2012) According to a survey  conducted by the Pew Research Center, Teivainen (2018) reports that more than half  of  Finnish  respondents  declare  that  Islam  does  not  fit

    
      
          
        
            Ecommerce drivers and marketing partnerships in successful export marketing of Finnish born globals
        
      

        Combining the existing theories  over born global internationalization, ecommerce and export marketing strategy a new  model will be introduced to describe more accurately how

    
      
          
        
            Diverse orientations is craft education: Student teachers' conceptions and perceptions
        
      

        Maybe craft teachers  have  thought  that  expression-oriented  craft  is  a  more  suitable  method  for  free  time  craft  than  in  a  school  context,  with  the  consequence 

    
      
          
        
            A MORE POWERFUL  EUROPEAN COUNCIL
        
      

        In light of these developments, and at the outset of  the new institutional cycle in 2014, it is notewor- thy that the European Council mandated Euro- pean Commission President

    
      
          
        
            Society Versus Business Organization: The Strategic Role of Marketing
        
      

        Societal marketing and strategic marketing present similar  conceptual  points  that  deserve  more  study  and  research. The  discussion until now has demonstrated the relevance

    
      
          
        
            Pharmaceutical Marketing – Time for Change
        
      

        Komesaroﬀ and Kerridge  (2002) state that promotion and marketing to doctors makes  up a quarter to a third of their annual budgets “… totaling more  than US$11 billion each year in

    
      
          
        
            View of More Than a Scientific Movement
        
      

        The theoretical underpinnings of the Frickel  and Gross’s (2005) framework make their work  particularly applicable to the green chemistry case  study. First, they follow the

    
      
          
        
            Why are More Redistributive Social Security Systems Smaller? : A Median Voter Approach
        
      

        The numerically solved median voter model predicts that countries with more earnings-related public pension programs vote for a higher contribution rate than those with more

      



      

    

    
            
            
      
  LIITTYVÄT TIEDOSTOT

  
          
        
    
        
    
    
        
            Diverse orientations is craft education: Student teachers' conceptions and perceptions
        
        
            
                
                    
                    15
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            The antecedents of marketing automation success in system implementation process : case Finnish manufacturing company
        
        
            
                
                    
                    97
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Possibilities of influencer marketing through pet Instagram accounts : a fast lane to a pet owner’s pocket?
        
        
            
                
                    
                    45
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            The impact of experiential marketing on spirit brands’ desirability in France
        
        
            
                
                    
                    79
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            The impact of influencer marketing on the consumer's purchasing decision
        
        
            
                
                    
                    50
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Creating brand awareness through automated email nurturing in campaigns in B2B context
        
        
            
                
                    
                    85
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Living ethics in a more-than-human world
        
        
            
                
                    
                    84
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            ANALYSIS OF AN INTERNAL MARKETING TOOL Case Company: Lexus Europe
        
        
            
                
                    
                    50
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

      


              
          
            
          

        

          

  




  
  
  
    
      
        Yhtiö

        	
             Tietoa meistä 
          
	
            Sitemap

          


      

      
        Ota Yhteyttä  &  Apua

        	
             Ota yhteyttä
          
	
             Feedback
          


      

      
        Oikeustieteellinen

        	
             Käyttöehdot
          
	
             Tietosuojakäytäntö
          


      

      
        Social

        	
            
              
                
              
              Linkedin
            

          
	
            
              
                
              
              Facebook
            

          
	
            
              
                
              
              Twitter
            

          
	
            
              
                
              
              Pinterest
            

          


      

      
        Hanki ilmaiset sovelluksemme

        	
              
                
              
            


      

    

    
      
        
          Koulut
          
            
          
          Aiheet
                  

        
          
                        Kieli:
            
              Suomi
              
                
              
            
          

          Copyright 9pdf.co © 2024

        

      

    

  




    



  
        
        
        
          


        
    
  
  
  




     
     

    
        
            
                

            

            
                                 
            

        

    




    
        
            
                
                    
                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                    

                    
                        

                        

                        

                        
                            
                                
                                
                                    
                                

                            

                        
                    

                    
                        
                            
                                
  

                                
                        

                        
                            
                                
  

                                
                        

                    

                

                                    
                        
                    

                            

        

    


