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1. 2021: The year of

In a world over-saturated with content
and choice and with the power laying
firmly in the customers’ hands, it has
becoming increasingly difficult for
brands to control their narrative online
and reach their target audience.

As a result, influencer marketing

has become more central to B2B
brands’ marketing strategies and
better integrated into their content and
social media activities. Throw into the
equation the global pandemic we are
all currently faced with, this has further
accelerated the shift to digital-first.

Like any industry that experiences a
boom, there are lessons to be learned
and improvements to be made. In B2B,
influencers come in all shapes and
sizes with different skills, requirements
and motivations and brands therefore
need to collaborate and treat them
accordingly.

B2C influencer marketing is largely
focused around product marketing

and driving product sales whereas in
B2B, brands are leveraging influencers
for everything from crisis comms &
managing brand perception, thought
leadership, consulting, to speaking at
events and to test & launch products.

Our friends over at TopRank Marketing
recently conducted an excellent
survey aimed at B2B marketers to
learn their perspectives on the state of
B2B influencer marketing, but this is
just one side of the coin. What do the
influencers think and are they on the
same page?

We reached out to 350 global B2B
influencers across sectors such as
tech, finance, healthcare and energy
to learn about their experience,
motivations, preferences and
predictions for influencer marketing in
2021 and beyond.

We've collated all of the best insights
into this report so that marketers can
go into 2021 with clear direction to help
them meet their business goals and

to ensure the influencer partnerships
are as successful as they can be, from
both sides.
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Influencer marketing is
increasingly more important in B2B
than in B2C, and brands will need to
boost their B2B influencer marketing
budgets in order to build a strong
recovery from the pandemic,
particularly because businesses
can help each other to grow and to
attract new customers through co-
marketing campaigns -- ordinary
people like to see businesses that
support each other and thereby
support their communities. B2B
influencer engagement will do
much more than a basket of B2C
engagements to establish those ties
and to grow business outcomes.

Kirk Borne, Tech Influencer
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2. Key Findings & Takeaways:
B2B Influencer Marketing in 2021

Always-on campaigns are far more successful for both
24/1 influencers and marketers compared with one-off campaigns.

Quality of outreach and research are very important and strongly
linked to campaign success.

Influencers prefer to be contacted by Senior Execs and Subject
Matter Experts (SMEs), highlighting the power of connecting
influencer marketing and employee advocacy.

Influencer marketing should be a collaborative process —
influencers who can edit briefs report higher success.

The brief is considered the most important factor for influencers
when deciding to work with a brand or not.

Do
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The size of an influencer’s audience and a brand’s headcount
& budget isn’t important — the most important thing is alignment
and an exciting opportunity.

There is room for improvement on better aligning opportunities
with what influencers enjoy doing.
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Influencers have different personas with different motivations for
oosing to work with brands and should be treated accordingly.

jority of influencers, regardless of audience size, are
free work if they believe in the product/cause —
tification is key!

dustry, particularly with

increased work
— highlighting the



3. Getting brands and influencers
on the same page

In order for brand and influencer partnerships to flourish, it is important that
all parties are on the same page. Like anything, this requires lots of open
communication right at the start to lay out expectations.

So what do influencers want?

68%
o
of influencers enjoy speaking at events

Regardless of whether influencers monetize their profiles, being defined as an
“‘influencer” usually comes down to 2 things: having an audience and having
something worthwhile to say.

The most important aspect for influencers is the partnership opportunity itself, and
ensuring that it is in-line with what they enjoy, what they’re good at and their area

of expertise. We asked influencers what activities they partner with brands on and
which ones they enjoy the most; by comparing the two, we can see opportunities for
better partnerships.

The most popular collaboration is posting social media content, with 79% of
fluencers doing this for brands, but only 44% of influencers enjoy this type of

omes to what influencers enjoy the most, events are the most popular
68% of influencers enjoying speaking at events and 56% enjoying
a panel or chat.

unity being provided to influencers by brands, with
ey speak at events and 80% speaking on panels.
eters to take the time to get to know influencers
pportunities that suit the influencer.

e most popular influencer activities
ntent (87%), promoting content (82%)
osts (83%) and recorded video
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for free, compared with 24% of influencers whose campaigns are “successful” and
14% “somewhat successful’.

Brands and influencers working together towards a common goal

84% of brand marketers trust that working with influencers creates brand
awareness, and 74% of influencers believe the same.

The most common business outcome that influencers believe they are helping
brands drive is educating an audience on a key issue (75%) and 70% of
influencers are helping brands amplify their content and events online.

When it comes to lead generation, 69% of brand marketers count on influencers

to help generate new leads, and 43% of influencers believe that they are helping
brands drive demand and leads. This discrepancy shows that better communication
is needed between brands and influencers as to what business outcomes they are
working towards.

With the rise in CSR initiatives, as we become more ethically conscious as
consumers, and the clear value that influencers have when it comes to driving
awareness, it is not surprising to see that 14% of influencers are helping brands
drive and support CSR initiatives — a trend we expect to increase going into 2021.

Educate an audience on a key issue 75%
Increase brand awareness 74%
Amplify content and events 70%
Increase social media engagement 66%

Moderators/speakers for virtual events 58%

demand and drive leads 43%
arch and innovation 42%
oduct launches 40%
perception 38%
enue 33%

0% 40% 50% 60% 70% 80%

e prevalent. The way
is continuing to evolve in
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What are the most popular partnership types by sector?

When looking at the influencer responses across the different sectors, the picture
doesn’t vary too much but there are some key differences.

In general, posting social media content seems to be the most common partnership
type and speaking at events in some capacity seems to be what they enjoy most.
Interestingly, organising events and meet ups is in general the least popular -

perhaps as this involves too much work from the influencer.

What they do the | What they enjoy What they enjoy
Sector
most the most the least
Finance Post social media | Speaking at events | Organise events/
content (91%) (65%) meet ups (15%)
Tech Post social media | Speaking at events | Organise events/
content (84%) (66%) meet ups (13%)
Speak at events | Speaking at events | Organise events/
Hodithcare (89%) (73%) meet ups (23%)
Participate in , .
Pro Services panel/chat & Write Speakl(r;%gt)events ?}Eg? :Jsese(\flesr;/ts;/
articles (85%) ° P °
Write articles & | Speaking at events :
. : ) ) Organise events/
anufacturing post social media & provide meet ups (19%)
content (96%) consultancy (65%) P .

Post social media
content (91%)

Speaking at events
(74%)

Organise events/
meet ups (23%)

Speaking at events
(65%)

Organise events/
meet ups (35%)

events

Organise events/
meet ups (20%)

Create video
content (22%)




4. Marrying up
opportunity with expectation

Another key aspect to helping brand and influencer partnerships flourish is
understanding what influencers’ expectations are and aligning partnership
opportunities with these. A key part of this is appreciating how receptive and open
influencers are to collaborating with brands and how much of their time they’re
willing to dedicate to partnerships.

This can vary quite a lot depending on the influencer persona — e.qg. if they’re a
professional influencer or event speaker, a higher proportion of their earnings may
come from influencer work, whereas an influential industry practitioner may not do
paid work and wouldn’t identify as an “influencer”.

We asked influencers whether they currently partner with brands — 78% do and
22% do not— 43% of which would like to get collaboration requests and 57%
would not.

When it comes to how frequently influencers actually collaborate with brands:
7% i
o  partner with brands less than once a year
11% i i
o partner with brands 2-3 times a year

8% partner with brands once a quarter

%

artner with brands once a month

r with brands 2-3 times a month

ion frequency seems to be in-line with influencers’
s with >250k followers do brand collaboration

r debate over the last
jority of influencers,
uld not.



The larger the influencer’s audience, the less likely they are to work with a brand for
free, with 35% of influencers with an audience of >250k not willing to work with a
brand for free, but 88% of influencers with an audience of 1,000-10,000 would.

30%

of influencers who deem their campaigns to
have been successful, wouldn’t work with a
brand for free

What we’ve also seen, is that influencers are less likely to work with a brand for free
if they view that their campaigns have been successful. 30% of influencers who
deem their campaigns to have been either very successful or successful, wouldn’t
work with a brand for free, compared with only 14% of influencers who deem their
campaign somewhat successful.

What this comes down to, is the tipping point between the brand having more value
to offer the influencer, or the influencer having more to offer the brand. In the case
of an influencer having a large audience, or the influencer having great confidence
in their campaigns being successful, the value they can offer a brand is indisputable
and payment is more likely to be required.

s e
' There is an expectation that influencers should engage for
‘exlfosure . In the vast majority of cases, the influencer is
bringing significantly more to the table than the client from
an exposure basis. This challenge is caused by people with
influence undervaluind their worth and creating a market
where brands get talent for free. Some of these ‘influencers’
believe that the more exposure they do, the more demand
they may get and are hoping to get paid by becoming
advisors with a piece of the start-up.

Jim Marous, Fintech Influencer
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On the flip side, when an influencer has a smaller audience, or less confidence in
their campaigns, they may be more open to talking about other value exchanges
outside of monetary compensation.

This was further confirmed when we asked influencers what the most important
factor is when deciding to work with a brand. Monetary compensation came in as
the third most important, with 17% of the vote.

Interesting brief — 36%

Monetary compesation [ 17%
Creative freedom s 79
The size of the brand [ 4%
How easy they are to work with [ 3%

The amount of time requested @ 2%

Non-monetary compensation F 2%

0% 5% 10% 15% 20% 25% 30% 35% 40%

What influencers actually value the most is the brand creating an interesting brief,
with 36% voting this as being the most important, followed by the reputation of the
ith 29% voting this as most important.

to how big a brand is, this is something that is low on influencers’
nly 4% of influencers rating this as most important, and only 3%
ds are to work with.

t for the brand marketers. What brands value most when
e influencer having a relevant audience (91%), followed
nt subject matter expertise (79%). What marketers

[ 0%), followed by the size of an

influencer’s audience or a
tation, relevancy and a
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5. Always on beats
sometimes off

Large brands/agencies must get better
organized to use influencers more
strategically, and less one-off/piecemeal, as
they often do - one item at a time, instead
of part of a program/thought leadership.

Dion Hinchclife, Tech Influencer

As the industry continues to mature, there is a shift towards an increasing
preference for always-on campaigns, over one-off campaigns.

One-off campaigns can be great for building quick brand awareness and product
sales, but when it comes to building trust and advocacy, longer-term, always-on
partnerships are the way forward.

So what types of campaigns are influencers doing?

“/> Do one-off campaigns
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89%

of influencers who work for brands on a
retainer deem their campaigns successful or
very successful

The second most successful partnership type is being part of a brand community,
with 43% of influencers deeming their campaign “very successful’, followed by
consultancy work with 42% deeming their campaign very “successful’.

Once again, brand marketers feel the exact same, but to an even greater extent.
Only 5% of marketers who do periodic, one-off campaigns are very successful,
versus 60% of marketers who implement always-on influencer marketing progams.

14

| hope that it becomes less “transactional” and more focused on genuine
partnerships - while recognizing (and appreciating) the value-add that an
independent voice and mindset can bring to a brand.

Kathleen Kruse, Future of Work Influencer

One off campaigns [ 71%

Consultancy



https://twitter.com/kkruse

6. Make it or break it with
outreach

When it comes to getting influencers on-board, nailing the influencer outreach is
arguably the most important part, as well as a great chance to make a good first
impression.

9%

(o

of influencers receive at least 1 collaboration
request per day

Influencers receive an abundance of requests, so brands face a challenge to stand
out and get noticed. 44% receive between 1-5 collaboration requests per month,
20% receive 6-10 per month, 10% receive 11-20, 4% receive 21-30 and 9% more
than 30 collaboration requests per month.

Research is key:

What we do know, is that influencers value an interesting brief the most, which
requires the brand to carry out their due diligence prior to reaching out to the
luencer. Carrying out research ensures that you understand an influencer, their
rtise, their style of content and the ways in which they can be engaged, so that
not reach out to them with an opportunity which is not aligned to them.

ch research do influencers think brands do?



What we’ve also seen, is that the more research a brand does, the more successful
the campaigns have been.

70%

of influencers who think brands do lots of
research consider their campaigns to be very

successful

14% of influencers who think brands do no research consider their campaigns to
be very successful compared with 70% of influencers who think brands do lots of

research.
Amount of Somewhat Very
Successful
research successful successful
No research 43% 43% 14%
Little research 33% 35% 33%
Some research 16% 56% 27%
Moderate research 6% 48% 46%
Lots of research 4% 26% 70%

ality of outreach.

There is also a strong correlation between the research carried out, and the overall

ho think brands do lots of
r outreach as good or very

13% of influencers who
good, compared with

14




M3 amnigqatTze-

Having engaged with a half dozen of Fortune 100
brands this year, | noticed the shift of how brands
engage influencers. The due diligence they go through
on influencer selection and on-boarding process is
directly correlated to their success. Getting aligned on
Brands’ desired outcome and success measurement
up front is critical. | invest time in learning about the
brands | represent to ensure our shared value is carried
through my engagement with their target audience.
Brands also invest time in sharing with me on their key
initiatives and target markets. This type of partnership
allows us to maximize results.

f ‘.i
' %& Helen Yu, Tech Influencer \\,
How much Verv poor Poor ok Good or very
research? vy P good
No research 14% 43% 43% 0%
Little research 3% 28% 58% 13%
Some research 1% 6% 52% 41%
2% 17% 40% 41%
0% 0% 7% 93%

ifferent results

ond the message, it’s also about the
y prefer to be contacted by about brand



4%

68%

O Someone from Marketing or Comms team
@ Senior Exec or Lead Subject Matter Expert
@Agency




7. Unlocking the key to
successful campaigns

The question on marketers’ lips is, how can we drive success with our program?
We’ve touched on many of these points in previous chapters, but let's summarise
what’s most important when it comes to campaign success.

83%

of influencers deem their campaigns to have
been successful or very successful

16% of influencers deem their campaigns to have been somewhat successful and
promisingly, <1% consider the campaigns they’ve worked on to not be successful.
Marketers are largely in agreement, with 96% of marketers considering their
influencer programs to be successful.

There are 3 key things that guarantee more successful results:

- &\
=4 i_a

Quality Collaborative
outreach campaigns

24/1

Always-on
igns

ns are more successful

ff campaigns and only 25% work for brands on
always-on being the least common, brands are
pe of partnership. From the influencers that are

[ % deem their campaigns to be very
brands on an always-on basis

17



Better outreach, better results

Out of the influencers that think brands do no research only 14% deem their
campaigns to have been very successful. Compare this with brands that do lots of
research, 70% deem their campaigns very successful.

Collaborative briefs yield better results

We’ve seen some interesting correlation between how much input an influencer can
have with their campaign brief, with the success of the campaign.

5% of influencers have no input into the brand’s brief, 18% are able to make some
slight small edits, 39% are able to review and discuss the brief and 38% are able
to co-create the brief.

Only 14% of influencers who had no input into the brand’s brief deem their
campaigns to be “very successful’, compared with 70% of influencers who had lots
of input deeming their campaigns “very successful’. Presumably, this is down to the
brief being better aligned to business goals and the influencer’s expertise when it is
a collaborative process.

Sucessl [ 57

ey successtul (I /7%




8. Understanding influencers’
different motivations

When an influencer chooses to work with a brand they do so for a variety of reasons
and it’s vital that brands consider an influencer’s motivations when outreaching to
them. It's all about creating an Equal Value Partnership between the brand and the
influencer so that both sides benefit from the collaboration.

For many influencers working with brands is what pays the bills and they have often
left senior positions in brands as analysts or executives to work as an independent
consultant or have formed a small firm with other influencers.

Some of these influencers will mainly be delivering services like content creation
(writing articles or video production) or event speaking to brands and should

be compensated directly for these services. Other influencers mainly work as
consultants or strategists for business or may have authored books. For these
influencers greater exposure and association with top brands can help boost their
profile as a consultant or drive sales of their books. Some influencers are still
working at a brand as an advocate for that brand and raising the profile of their
employer is the goal.

It's important for brand marketers to consider the different commercial models for
how influencers run their affairs and offer meaningful returns for the influencer in any
partnership.

When asked in our survey 28% of influencers said they would not work with a brand
for free and 72% said they would.

hy would an influencer consider working for free?

19



Looking at the reasons why an influencer would consider working with a brand for
free - 72% said they would if they believe in the product/cause - highlighting the
importance of getting influencer identification right. 70% said they would to build an
initial relationship, in other words — they will do some free work at the beginning but
paid-for work would need to follow later.

51% said they would work for free to access to the brand’s audience, 47% for
increased profile, 44% increase credibility and 35% free access to a product. This
shows that influencers do have other non-monetary commercial objectives that
brands can support.

Does this differ according to the influencer’s persona?

Persona Reason to collaborate for free

Social Media Amplifier Believe in product/cause (74%)

Build initial relationship and believe

Professional Influencer in product/cause (76%)

ustry Practitioner Build initial relationships (70%)

Believe in product/cause (70%)

Believe in product/cause (72%)

initial relationships (77%)

t/cause (72%)

20



9. Professionalising
B2B Influencer Marketing

While some brands have been working with influencers as a key component of their
marketing activities for several years now, it is still a relatively new practice for many
companies - even for some large global brands.

Like any industry that grows in popularity and becomes more mature, there is a
need for defined processes and rules. For a long while both brands and influencers
have been figuring it out and there have been mistakes made from both sides.

What are the top issues influencers face when working with brands?

No issues — 45%

Payment is delayed e 34%
Onboarding takes too long [N 24%

Unreasonable terms s 18%

Integrity issues [ 15%
Disputes over deliverables [0 8%

r metrics and reporting | 6%

agreed amount

20% 30% 40%



55% of influencers report one or more problems when it comes to working with
brands. The most common issue experienced by influencers is payment being
delayed (34%), followed by on-boarding taking too long (24%) and unreasonable
terms (18%).

A common tactic used by marketers to not delay payments, is to split payments
out to remain below thresholds for procurement. Promisingly, Only 6% reported
that they had issues with invoices being split and 6% said there were issues with
disputes over metrics and reporting.

When it comes to getting paid, 40% of influencers said they had a good experience
and 12% said their experience was excellent. 39% reported a ‘mixed’ experience
but 9% said their experience was either poor or very poor and put them off working
with the brand again.

3%

12% 7%

39%
40%

OVery poor @Poor @Mixed @Good OExcellent

ing payments with an influencer should be the easy part but often internal,
ocurement processes can make the exchange overly complicated. Brands
ember that they are dealing with individuals here and that this is a main
e for many influencers. Therefore, extra care should be taken to
aying an influencer is as streamlined and as quick as
re are payment solutions and vendors who can help

nds is to set aside budget in advance for

ady for activations when they come up. We
up front and 50% once the work has
hird parties can also help manage the
needs to manage the payment to
ounting back to the brand for all
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10. COVID’s Impact on

of influencers have seen their influencer work
increase since the start of the pandemic

As with all sectors, B2B influencer marketing has been heavily disrupted by
COVID-19. For many B2B influencers, participation in events has been a big part of
their work with some of the top influencers attending physical events on a weekly
basis, often traveling around the world to do so. Participation at events would
usually involve speaking but could also involve video production or interviewing
event participants. For B2B marketers too, events are a huge part of the marketing
calendar and a source of lead generation. With physical events suddenly
disappearing almost entirely for several months this has left a massive gap in the
schedules of many influencers and has left a big hit on collaboration opportunities
for pre- and post-event activities.

However, it's not all bad news. Many brands have had success in switching their
event schedule to a virtual event or, in some cases, a hybrid event where a few
delegates are able to attend in person with the rest joining virtually. Whilst these
virtual and hybrid events aren’t as impactful with delegates, compared to in-person
events, they are significantly cheaper to run and have also allowed delegates to
participate who might not have been able to join physical events previously. Virtual
events have also created new opportunities to engage with participants before and
after the event via digital channels as delegates who would not normally be using
such channels are now suddenly having to get accustomed to them.

Another big change with COVID has been a significant uptake in people using

social media platforms, perhaps due to more time being spent online due to

remote working. LinkedIn reported a 50% increase in engagement in March when
lockdowns started to hit and engagement levels have remained high since then. This
has created opportunity for B2B marketers to engage with people who previously
were not as active on social channels. B2B influencers are experts at engaging on
digital channels and it therefore should not be a surprise that brand marketers are
looking to influencers to help them make the most of this opportunity.

Our survey showed that COVID has actually had a net positive impact on B2B
influencers overall, with 49% saying their work has increased slightly (30%) or a
lot (19%) vs 19% who said their work had decreased slightly (13%) or a lot (6%).
32% of influencers say their work has stayed about the same.

23



6%
19% 13%

32%

30%

ODecreased alot @BDecreased slightly @About the same
@ Increased slightly BIncreased a lot

This is a trend we expect to see continue in 2021 as brands look to reach their
target audience online more effectively and to amplify their content and events.

Breaking this down by sector the figures are as follows:

Sector Decreased About the same Increased
Finance 14% 29% 56%
Tech 20% 23% 57%
Healthcare 24% 34% 42%
Pro services 16% 33% 52%
Manufacturing 26% 13% 63%
Education 28% 26% 46%
50% 20% 30%
28% 16% 56%
17% 39% 44%

biggest net increase — perhaps reflecting the wider
impact of COVID and the need for expert opinion

s mean and how things might play out in future.
that has seen the biggest decrease is
ation that brands are not

ime when economic and
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11. Influencer Quotes & Predictions
B2B Influencer Marketing in 2021

In this virtual environment - it will only grow stronger and more prevalent
Fields Jackson, Diversity & Inclusion Influencer

More brands will want to get into influencer marketing in 2021, as in-person

events continue to be limited. But only brands that approach influencer marketing
strategically and who activate the right influencers to engage and be relevant to their
audience (whether they are macro or micro-influencers) will break through the noise
and achieve the results they are looking for.

Zontee Hou, Marketing influencer

B2B influencer marketing will become increasingly important in 2021 as we seek
new ways to cut through the noise and win the attention of target audiences that are
bombarded with too much content marketing.

Jay Palter, Marketing Influencer

We already see a shift from ‘mass production’ influencers towards amplification
focused influencers with understanding of the topics. | am convinced this trend will
continue.

Johannes Drooghaag, Tech Influencer

It will build in terms of importance and be a bigger pillar of the overall strategy to
onnect with target audiences, engage & drive business impact.

ielle Guzman, Future of Work Influencer

brand side: brands will do much more due diligence when selecting

ith which to work, and will be hesitant to commit to bigger campaigns
es are proven successful. Brands will also increase their online

orm of streaming webinars, on-demand training, one-off
oming more demanding of reaching KPIs, specifically
areness. Plus, some brands will seek out more
their product into everyday posts, e.g. I'm seeing
the influencer side: Nano/micro influencers

k out opportunities. And, established macro/
o dig in to deliver comprehensive value
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Influencer marketing budget will increase. Brands are likely to spend $15 billion

on influencer marketing campaigns by 2022, which produce better ROl than

other marketing strategies. Engagement and audience matching will matter more
than basic metrics like followers and reach. Marketers will make better decisions
because of Al and ML. Video will be the key to delivering extraordinary marketing
experiences. Instagram will remain the dominant force. Audio content will be utilized
by influencers which is catered to an audience that is highly engaged. People listen
to podcasts and it saves time. More influencers will be brought on board. Nano-
and micro-influencers will be more effective in influencer marketing and brands will
benefit from stronger partnerships built on trust and mutual interests.

Viadimer Botsvadze, Marketing Influencer

| believe that influence marketing will be the most effective form of advertising in
2021, but factors affecting its success are the quality of the content, the product/
service advertised, the material showcasing the product/service, and the way it is
advertised. Influencers have the potential to accelerate marketing efforts especially if
they already have an audience of followers who would be interested in the product.

Georgina Cosma, Tech Influencer

The value of influencer marketing has never been more prevalent. The way
businesses choose to communicate their brand messages is continuing to evolve in
this arena and | see exciting times ahead.

Sarah-Jayne Gratton, Tech Influencer

The number of new brands and entrepreneurs online has risen significantly; most
have crossed over because of the effect of Covid19 and new regulations. As a
result, vast numbers of businesses would be in search of B2B influencer marketing
services.

Paula Piccard, Tech Influencer

In 2021, there will be an increased focus on internal influencers — making them into
rock stars driving business impact.

Gerry Moran, Marketing Influencer

There is a demand for and expectation of authenticity by brands, especially when
they attempt to align themselves with the movement for social justice. Anything that
looks like trying to profit from, rather than sincerely work toward, the movement

for social justice will hurt those brands. It’s an old story made fresh by a global
pandemic and civil strife. Pretty pictures of people on mountain peaks and lounging
in front of waterfalls won'’t resonate the same way when people are trying to avoid
a deadly disease and ensure under-represented communities finally get equity.
Alliances with true stakeholders will be a must.

Jay Frost, Fundraising Influencer
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For me, it is growing exponentially. Because sales forces are still working from
home and live events are still on hold, the demand for content, affiliation, implied
endorsement and engagement is beyond my ability to deliver. For instance, for
sponsored webinars (a set quantity of one every other week), | am over 25% sold
out for 2021.

Jim Marous, Fintech Influencer

Large brands/agencies must get better organized to use influencers more
strategically, and less one-off/piecemeal, as they often do (one item at a time,
instead of part of a program/thought leadership arc, etc.)

Dion Hinchcliffe, Tech Influencer

| hope that it becomes less “transactional” and more focused on genuine
partnerships - while recognizing (and appreciating) the value-add that an
independent voice and mindset can bring to a brand.

Kathleen Kruse, Future of Work Influencer

More focus on establishing and executing long term collaborations and engagement
with specific metric targets shared and jointly monitored. This needs to be done
under a fair monetary compensation agreement.

Kevin L. Jackson, Tech Influencer

It will grow as companies will need ‘online’ ambassadors given the implications
COVID-19 will continue to place on events, travel eftc,

Kevin O’Donovan, Tech Influencer

A potential growth of requests for online presence but also a slight contraction of the
market and a better vetting. There should be a bigger emphasis put on expertise
ought leadership vs just amplification/promotion.

avin, Marketing Influencer

ot only look at the sizes of the audiences, but the weight of the
elevance to their target market within their customer journey. Size
ted, but large influencers (especially in B2B) may not
ctually buy from.

s, and not try to be all things to all

nd dig in deeply, commit, be transparent
eing HONEST in his/her comments,
are done with the usual
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| think brands need to be more agile and understand that the influencer too has a
brand to maintain.

Natalie Zfat, Marketing Influencer

We need to stop trying to apply consumer influencer approaches and tools to B2B.
It is not the same animal.

Patrick Foarde, PR & Comms Influencer

More selective use of influencers by brands. In B2B, it’s a different approach than
the consumer market - and that means targeted, knowledgeable, and impactful
choices.

Barbara Soifer, Marketing Influencer

A shift from quantity towards quality - particularly for digital campaigns. A high level
of traffic is good, but demonstrable engagement with the right audience is better.

Jonny Williamson, Tech Influencer

In 2021, there needs to be a better understanding of the differences in and different
types of analysts, KOL, influencers, efc.

Jeff Kagan, Tech Influencer

Better strategic alignment between brands and Influencers - less short-termism,
more co-creation.

Jim McClelland, Sustainability Influencer

Hopefully the attitudes will improve. Choosing influencers by researching their
ackground. Respect for influencers is very important.

ha Collier, Tech Influencer

ers to teachers -- influencers are more important than ever
massively in favor of teachers IN the classroom and not

ar, middle aged white guys are a dime a dozen.
] ledgeable about this industry.
ing changes, especially as it
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Although some general influencer marketing rules and regulations to follow have
been introduced by the Federal Trade Commission ( FTC), more comprehensive
guidelines and regulations should be introduced. Not only would it provide all parties
involved with a more trustworthy business partnership, but it would also earn the
industry more credibility.

Paula Piccard, Tech Influencer

It’s not nearly diverse enough. Too much attention is paid to the wrong metrics, like
number of followers, rather than looking at who.

Sarah Willey, Fundraising Influencer

We have to find a better way to ‘measure’ and recognize what defines an influencer
... a real knowledge expert with 1000 followers with LOADS of engagement in a
specific subject area has to be recognized over someone with 100,000 ‘followers’
with a bot farm that ‘amplifies’ what they tweet, or an ‘organized’ network of buddy-
buddy amplification.

Kevin O’Donovan, Tech Influencer

| believe that B2B brands need influencer thought leadership, credibility, and
expertise now more than ever. | am seeing a ‘slight’ trend toward technology brands
actually seeking out a woman (me) rather than my business partner (he), which |
think is a good sign. That said, what I'm seeing is baby steps in the big scheme of
things. | am hopefully this is the beginning of a trend for B2B influencer marketing
moving forward.

Shelly Kramer, Tech Influencer

In 2021, B2B Influencer Marketing is going to improve its position and will become
an industry by itself. 4Rs will come into action. Organizations will Recognize the
influencers their business can Relate to and Remember the influencers who are
Relevant to their businesses. Lots of noise will be cleared.

Shailendra Kumar, Tech Influencer

The stage is set for B2B Influencer Marketing for 2021 as digital engagement soars
due to the pandemic and organic growth.

April Rudin, Wealth Management Influencer

Influencer marketing’s prominence will increase in 2021 as brands have (likely) seen
the pandemic as a need for more ambassadors in their field. Personal stories and
the opinion of brand advocates go beyond a press release or product tear sheet
and challenge the how and why companies do what they do - companies that are
afraid to engage the market this way are missing an opportunity to learn from the
experience of practitioners in their space.

Bradley Leimer, Fintech Influencer
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11. Expert Quotes & Predictions
B2B Influencer Marketing in 2021

There’s so much noise out there that it is really hard for brand marketers to break
through. And yet, there are amazing examples of brands who have attracted
massive audiences and delivered leads and sales from their marketing programs.
What these brands do differently is they co-create content with influencers,
employees, customers, and partners. That's why | predict influencer marketing to
grow in importance for B2B brands.

Michael Brenner, Author, CMO influencer, and CEO of Marketing Insider Group

Covid has levelled the playing field in the influencer relations space and Employee
Influencers are on the rise. This trend will require external influencers who charge
companies money for their services to offer more in order to get their business.
Additionally, companies will leverage these Employee Influencers to contact and
forge relationships with external influencers vs their traditional reliance on influencer
agencies.

Rani Mani, Head of Employee Advocacy at Adobe

There are three trends converging in 2021:

1. Brands no longer have a bias toward local talent, as remote work becomes the
norm.

2. Influencers are looking for stability, as home life gets disrupted and revenue
streams (i.e. paid speaking) becomes less certain.

3. Organic reach in social media remains low.

ut these together and you can easily imagine this hiring trend: influencers taking
time roles. Why hire a social media marketer if you can hire a social media
cer? They bring reach and credibility. Brands that can afford it will find

rs who are interested. Some will jump at the chance for a steady pay

ial reach of a full-time ambassador; the influencer gets stability
way? 1) If you’re a brand hiring for social media or PR,
well known SMEs in your field, wherever they live.
the opportunity. 2) As an individual marketer,

nd your social followings. It will make you

the road.

it Media Studios
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B2B influencer relations have become quite sophisticated very quickly. | think there
will be a movement to more long-term engagements as a relationship with an
influencer comes to be regarded as a strategic asset.

Mark Schaefer, Keynote speaker & Author of Marketing Rebellion

Influencer marketing in 2021 will transition from: the transactional to the
collaborative, the micro to the nano, the outsider to the customer, content
amplification to content creation, campaign-based to an essential part of marketing.

Neal Schaffer, CEO, PDCA Social

As more B2B companies embrace influencers to gain reach and drive prospect
behavior, we'll see a big uptake in 2021 in “overall” and “first look” agreements.
Taking a page from the music, film, and television industries, companies will seek
deeper, longer-lasting relationships with key influencers, making them closer to
hybrid spokespeople. Correspondingly, we’ll see a sizable increase in category/
industry exclusives, and competitor lockout clauses.

Jay Baer, Founder, Convince & Convert

2020 has been a tremendous challenge for everyone both personally and
professionally. More than ever empathy and humanity is needed in all customer
engagements. | think 2021 will see a rise in the use of influencers in account based
management as we respond individually to the specific needs of customers. A key
component of influencer marketing is relationship building and I can think of no
better time to put this to best use and connect influencers and customers digitally to
explore response, recovery and re-imagine to move forward with resilience.

Angela Lipscomb, Influencer Relations Manager, SAS

e know from Edelman that when buyers seek to learn about an organisation,

trust expert employees more than leaders and journalists. What we now know,
to this report, is that 67% of influencers prefer to engage with employee
senior leaders from an organisation. Credibility is earned at a human

the brand level. When organisations empower their employee experts
eir voice online, they’re not only building an authentic representation
so a channel to reach out to the influencer community. 2021 is
eed to think holistically and connect the dots between
edia and influencer engagement.
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Influencers want to have the relationship with the brand directly - you want to
connect, create and Ideate with them in a partnership that will allow for authentic
content that will inspire action and engagement. When we develop these valued
relationships with influencers, we are connecting with individuals and shouldn’t just
assume a cookie-cutter approach. Rather seek to understand how to best work

with an influencer, listen to insights and feedback they give you, what content their
audience responds to vs. just putting forth your messaging and agenda. When you
do this, you create a mutually beneficial, two-way partnership leading to authentic
advocacy and more. The key to any good campaign or any good influencer program
IS that what you’re doing isn’t as important as who you’re doing it with. Don’t just
look at the number of followers, look at their actual influence, engagement with their
audience, where they are speaking or even being quoted. Some B2B influencers
aren’t even on social media, but can have influence the persona you are trying to
connect with.

Amisha Gandhi, VP Influencer Marketing & Communications, SAP

B2B companies are being radically forced to confront their sales and marketing
strategy as a result of COVID. Influencer marketing is now being looked at as a
priority strategy rather than a nice to have. Because of that, many B2B companies
will look to leverage influencers to fill the gaps between their analyst program and
PR. They will look to build relationships with influencers who have built in followings
and who can help them reassure and persuade interested buyers and can keep
those buyers involved in the sales process. Companies will also look to build long
term relationships with the influencers who can help them do this. Where B2B
companies will struggle is to identify how much certain influencers actually have with
ideal buyers, real influence, as opposed to a large social footprint.

Tom Augenthaler, Founder, ThelnfluenceMarketer.com
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12. Brand Examples
The good, the bad & the ugly

In our survey we asked influencers to share their experiences of working with
brands — good and bad.

On the whole — influencers reported positive experiences of working with brands.
When asked what brands they liked working with we got a very wide range of
responses but the common themes were that influencers most like working

with brands that are innovative and/or are supporting good causes with several
influencers mentioning they like working with charities even if that’s not their focus
area.

Influencers also said they like working with brands that had taken the time to find
out a bit about them before making the initial contact — emphasising that first
impressions really do matter. The experience of working with start-ups was mixed
with some influencers saying they particularly enjoyed working with start-ups whilst
others said they tried to avoid them.

Influencers did not report many bad experiences of working with brands and few
specifically named brands they would avoid. Common negative feedback was that
influencers do not like working with brands that see them as a ‘bought’ commodity
like an ad, or when marketers are disorganised/uncommunicative, also when brands
do not do enough to support diversity.

IBM was specifically mentioned by over 10% of the influencers surveyed as a
brand they liked working with. SAP, Huawei Microsoft, Adobe, Siemens were also
mmended by 10 or more influencers and Cisco, Salesforce, Lenovo, Google,
BMW, Oracle and Samsung by 5 or more.

f the commended brands also had some influencers report negative
of working with them, but in much lower numbers. This suggests there
improvement even for the brands that are generally engaging well.

ing out for criticism, the industry that had the most
rting negatives collaboration experiences was
ices firms.

equently turn down brand collaboration

messaging. For example, the influencer

and had on key industry trends or
iple.
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Perhaps surprisingly, payments or financial terms were barely mentioned as an

area where influencers had bad experiences that would put them off working with

a brand in future. From other parts of the survey we know that this is an area that
needs improvement in the brand influencer exchange but from this part of the survey
it seems that if there is a good alignment in other areas then problems dealing with
the finances can be ironed out amicably.




13. Methodology & Audience Overview

As part of this survey Onalytica, TopRank Marketing, Zeno Group & Thulium
reached out to their B2B influencer networks to share their experience when
partnering with brands. In total, ~350 global B2B influencers shared their
experiences with us, across a broad range of industries, making this the most
comprehensive survey of its kind, that is truly reflective of the B2B influencer
marketing industry.
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15. About

“Connecting brands and
influencer communities to
create inspiring content.”

Get in touch

Founded in 2009 and backed by Bebo founders Michael and Paul Birch, Onalytica
is an award-winning influencer marketing software platform that connects brands
with topical influencer communities and helps them to scale and structure influencer

programs globally.

Influencer Marketing is still an emerging category with brands and influencers both
figuring out how to best work together for mutual benefit in an environment with no
rules. Onalytica provides the software, professional services and consultancy to help
clients run successful influencer marketing programs and integrate influencer mar-
keting into their wider social advocacy strategy.

Onalytica have run over 1,000 B2B influencer campaigns for brands like SAP,
Microsoft, CocaCola, Barclays, IBM and British Airways.

Key questions
we help solve

DISCOVER SOLUTIONS

Who are my relevant influencers?

How do | engage them and build relationships?

What influencer generated content can | create?

How do | measure success and ROI?

How do | structure and scale my program?
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