
B2B INFLUENCERS: 
IGNORE THEM AT YOUR 
OWN RISK
A L I S O N  A D A M S  +  A L L I  N O R T H R O P
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o Complex buying 
committees

THE MODERN

B2B BUYING
ENVIRONMENT

o Longer 
evaluation cycles

o High 
perceived risk 

o Buyers seek 
trusted validation
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DECISIONS
SHAPING

o C O M P L E X  B U Y I N G  C O M M I T T E E S
o L O N G E R  E V A L U A T I O N  C Y C L E S
o H I G H  P E R C E I V E D  R I S K  
o B U Y E R S  S E E K  T R U S T E D  V A L I D A T I O N

I N F L U E N C E  I S  A L R E A D Y
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Y O U R  T I T L E  H E R E

6 in 10
discover new brands via 

creator content

2/3
say creator perspectives 

help evaluate options

1/2
visit a vendor website 

after engaging

1/3+
speak with sales after 

influencer engagement



WHAT B2B
o Engineers

o Contractors

o Consultants

o Analysts

o Educators

o Technical content 
creators

I N  I N D U S T R I A L  M A R K E T S ,  
I N F L U E N C E R S  A R E  O F T E N :

INFLUENCERS
REALLY
LOOK LIKE
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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.

Y O U  M I S S  E A R L Y  A W A R E N E S S  A N D  P R O B L E M -
F R A M I N G  M O M E N T S

RISKY
WHY IGNORING THEM IS
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If competitors use influencers, they shape how people see the problem — and the 
“right” solution — making themselves the default before you’re even considered.

C O M P E T I T O R S  S H A P E  T H E  N A R R A T I V E  F I R S T

RISKY
WHY IGNORING THEM IS
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Trust is built through third parties.

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

C R E D I B I L I T Y  B U I L D S  O U T S I D E  Y O U R
B R A N D ’ S  C O N T R O L

RISKY
WHY IGNORING THEM IS



9

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.

R E L A T I O N S H I P - B U I L D I N G  S T A R T S  T O O  L A T E

RISKY
WHY IGNORING THEM IS



LATE STAGE Confidence & 
decision support

Solution comparison 
& validation

EARLY STAGE 

MID STAGE

Awareness & problem 
framing

BUYING JOURNEY
I N F L U E N C E  A C R O S S  T H E
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DISCUSSING THE
NFPA 13 CHANGES
FOR PARKING GARAGES
WITH MELISSA RODRIGUEZ
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ESCO ROADSHOW
INSTALL: HITACHI AIRHOME
800 COLD-CLIMATE
DUCTLESS HEAT PUMP
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WE WENT TO THE
WORLD’S BIGGEST
CONSTRUCTION SHOW
TO FIND OUT WHO WINS
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FROM
o Market education

o Category leadership

o Brand authority

o Pipeline influence

o Sales enablement

T I E  E F F O R T S  T O :TACTIC TO
STRATEGIC
GROWTH
DRIVER



18

o Earned media

o Owned content

o Paid amplification

o Events & webinars

o Executive visibility

A C T I V A T E  
I N F L U E N C E  A C R O S S :WHERE

INFLUENCER
STRATEGY
FITS
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1
o Define your goals
o Set a clear budget range
o Identify your target audience & where 

they engage

S T A R T  W I T H  S T R A T E G Y : L O O K  F O R :

2

INFLUENCERS
F I N D I N G  T H E  R I G H T

o Audience alignment (titles, industries)
o Technical credibility
o Quality engagement (not just volume)
o Consistent thought leadership
o Shared values & brand fit
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MOVE
BEYOND
ONE-OFF
ENGAGEMENTS.
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MOVE
TOWARD
LONG-TERM
PARTNERSHIPS.
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MOVE
TOWARD
CO-CREATED
THOUGHT
LEADERSHIP.



24

MOVE
TOWARD
SHARED
EXPERTISE.
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INFUSE
INFLUENCER
STRATEGY
INTO YOUR NEXT
TRADE SHOW PR PROGRAM 



>50%
OF MEDIA ENGAGEMENTS
DRIVEN BY INFLUENCERS

T H E  I M P A C T  A T  A H R  2 0 2 5 :



C O M P A R E D  T O  A H R  2 0 2 4 :

+133%
PODCAST

OPPORTUNITIES
SPEAKING/

EVENT ENGAGEMENTS

+140%



C O M P A R E D  T O  A H R  2 0 2 4 :

STEADY OF SOCIAL-READY VIDEO 
+  CREATOR CONTENTSTREAM



B O T T O M  L I N E :

NO OVERHAUL
JUST ADD INFLUENCERS TO AMPLIFY WHAT’S
ALREADY WORKING

REQUIRED –
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CONCERNS
COMMON

L E T ’ S  T A L K  A B O U T



INFLUENCERS
ARE FOR B2C
“



OUR INDUSTRY
DOESN’T HAVE
“

INFLUENCERS



WHAT IF
THEY GET
“

CANCELED?



WE CAN’T
MEASURE IT
“
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QUESTIONS? 
T H A N K  Y O U
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T H I S  I S


