B2B INFLUENCERS:
IGNORE THEM AT YOUR
OWN RISK
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THE MODERN

B2B BUYIN
ENVIRONM

Complex buying Longer High Buyers seek
committees evaluation cycles perceived risk trusted validation
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discover new brands via
creator content

visit a vendor website
after engaging

say creator perspectives
help evaluate options

1/3+

speak with sales after
influencer engagement



WHAT B2B
INFLUENCERS

REALLY
LOOK LIKE

IN INDUSTRIAL MARKETS,
INFLUENCERS ARE OFTEN:
o Engineers
o Contractors
o Consultants
o Analysts

o Educators

o Technical content
creators




WHY IGNORING THEM IS

RISKY

YOU MISS EARLY AWARENESS AND PROBLEM-
FRAMING MOMENTS

Buyers don't search for your product first — they realize a problem first.

If influencers shape that moment, your brand needs to be in the conversation early,
not after it's already defined.



WHY IGNORING THEM IS

RISKY

COMPETITORS SHAPE THE NARRATIVE FIRST

If competitors use influencers, they shape how people see the problem — and the
“right” solution — making themselves the default before you're even considered.



WHY IGNORING THEM IS

RISKY

CREDIBILITY BUILDS OUTSIDE YOUR
BRAND’'S CONTROL

Trust is built through third parties.

If influencers aren't talking about you, you're not in the conversation — hurting both
awareness and perception.



WHY IGNORING THEM IS

RISKY

RELATIONSHIP-BUILDING STARTS TOO LATE

By the time someone engages — visits your booth, downloads content or talks to sales

— they've already formed opinions.

Without early influencer touchpoints, you're entering the relationship late.



INFLUENCE ACROSS THE

BUYING JOURNEY

LAT E STAG E ggcr:]i]:icjloenhscue pio rt

MID STAGE avalication

EARLY STAGE svorenes o




Cont trols
DISCUSSING THE

AN NFPA 13 CHANGES

dhnson /))I

ehind your mission T

FOR PARKING GARAGES
WITH MELISSA RODRIGUEZ

/

Johnson | PN Johnson 7
Controls Controls ~ Controls
ver behind yo . The power behind your mission awer behind yot

o

/
WA
- \ ‘ ' ’ R AR
NcHat there'<€%S0 M plastic inh and arolnd ' ;. ‘i@

kS
cars %% e
More videos V. b @ ‘%L\'

¥g N



e power benind your mlsswr\ INKy T e power behind your mission The

/) ( ‘ ﬂj
h ' 4

b nsgn Is )I John I( . v_ Johnsgnls )J
ver behind yo gower behind your

DISCUSSING THE NFPA 13 CHANGES FOR
PARKING GARAGES WITH MELISSA
RODRIGUEZ, PE, SET FROM JCI



ESCO ROADSHOW
INSTALL: HITACHI AIRHOME

800 COLD-CLIMATE
DUCTLESS HEAT PUMP

L LT
L LT b b L I

aa

-~
RrBresenadanettens L L LT PP

HeatForce
=




HITACH!

14



WE WENT TO THE
WORLD'S BIGGEST

CONSTRUCTION SHOW
TO FIND OUT WHO WINS
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FROM
TACTIC TO
STRATEGIC

GROWTH
DRIVER




WHERE
INFLUENCER

STRATEGY
FITS

ACTIVATE
INFLUENCE ACROSS:
o Earned media

o Owned content

o Paid amplification
o Events & webinars

o Executive visibility




FINDING THE RIGHT

INFLUENCERS

START WITH STRATEGY:

Define your goals

Set a clear budget range

Identify your target audience & where
they engage

LOOK FOR:

Audience alignment (titles, industries)
Technical credibility

Quality engagement (not just volume)
Consistent thought leadership
Shared values & brand fit
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Influencer Comparison Scorecard

Used to identify and eval Each influencer is assessed using

Criteria

to bjectiy and alig goals.

Weight* Influencer A Influencer B Influencer C Notes / Rationale

Industry Credibility
(Demonstrated expertise,
reputation and trust within
the indlustry)

Audience Alignment
(Relevance of audience
demographics, interests and
needs to target market)

Brand Fit / Brand Safety
(Alignment with brand values,
tone and absence of
reputational risk)

Content Quality (Production

value, clear communication,
in p lity

Engagement Rates (Level of
audience interaction including
likes, comments, shares and
overall engagement rate)

Total Score (Weighted)

Scoring Scale
cellent
trong

3 =Moderate
eak

oor

How to Use
Assign a score (1-5) for each criterion per influencer. Weighted totals in row 9 calculate automatically.

*When workingon

Evaluator Tips

Engagement Rates Guidance:

or

be adjusted to better reflect its relativeimportance

faround

eyond therate, evaluate the quaity of engagement:

Qualitative Notes

summary for

. Forexample:

: Strong
: Broader reach, though I

Influencer A:

Influencer

Influencer C:

Enter summary insight here

Enter summary insight here

Enter summary insight here




MOVE
BEYOND

ONE-OFF
ENGAGEMENTS.




MOVE
TOWARD

LONG-TERM
PARTNERSHIPS.




MOVE
TOWARD
O-CREATED

THOUGHT
LEADERSHIP.

Ff] REFRIGERATION

Ben Majerus

HEINSTALLERS GUIDEAD,
NAVIGATING THE REFRIGERANT
ROLLERCOASTER
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MOVE
TOWARD

SHARED
EXPERTISE.




INFUSE

INTO YOUR NEXT
TRADE SHOW PR PROGRAM




THE IMPACT AT AHR 2025:

OF MEDIA ENGAGEMENTS
DRIVEN BY INFLUENCERS




COMPARED TO AHR 2024:

PODCAST SPEAKING/
OPPORTUNITIES EVENT ENGAGEMENTS




COMPARED TO AHR 2024:

OF SOCIAL-READY VIDEO

+ CREATOR CONTENT




BOTTOM LINE:

NO OVERHAUL

REQUIRED -

JUST ADD INFLUENCERS TO AMPLIFY WHAT'S
ALREADY WORKING







INFLUENCERS

ARE FOR B2C




OUR INDUSTRY

DOESN’'T HAVE
INFLUENCERS




WHAT IF

THEY GET
CANCELED?




éé
WE CAN'T

MEASURE IT




THANK YOU

QUESTIONS?




THIS IS GODFREY ,»




