Oy with the
bullshit
already!




@azeckman

IT'S GREAT TO MEET YOU!

Co-CEO @ Onalytica

8 Years B2B Influencer Marketing Experience
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pieces content is the average
consumed by B2B buyers prior

to making a decision.
- Marketing Charts

@azeckman

say trust in a brand influences

purchasing.
- SurveyMonkey

¥

Less Than

50%

of US consumers trust brands.

- Edelman

onalvti






@azeckman

AND EVERYTHING CHANGED

Source: CMI & MarketingProfs



A BETTER WAY FORWARD

of Sygsoﬁzfer $1 1 .7 B 24n.3/o

. of marketers partner with others
C;Ed'bl? ;O”te”t in potential revenue to expand reach.
- CMI & MarketingProfs
SO S from B2B IM. :

influencers.  Adage

- Demand Gen Report

@azeckman onalytica ®
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BS

If executed correctly, Influencer Marketing is
simply an extension of your existing content and  &s
social media marketing strategy.




INFLUENCERS: WHY PARTNER

AWARENESS
O Up to 30 x Awareness &
Engagement

AWARENESS

DEMAND
Up to 5 x
Demand Gen

TRUST
Increase in brand
credibility & trust

COST-EFFECTIVE B CONTENT
Cost effective influencer Increase in quality
engagement content

Scalable & organic-led 3
@azeckman R onalytica @)




BS

Influencer programs can address TOFU, MOFU
and BOFU target outcomes.




PAWSITIVELY IMPACTFUL OUTCOMES

Social Outcomes Marketing Scalability SME & Exec Integration m

@azeckman

Increase website traffic Increase brand SOV

Scale or increase content production Add new SME/Execs to the program

Increase SME/Exec engagement on

Drive content downloads . g
social media

Increase brand engagement Improve content quality

Integrate influencers into SME/Exec
program

Increase demand for
products/services

Grow follower base Improve content production efficiency

Drive new leads and contacts via
SME/Execs

Drive attendees for flagship
events

Drive engagement for flagship
events

Drive leads




PAWSITIVELY IMPACTFUL OUTCOMES

Business Outcomes Social Outcomes Marketing Scalability SME & Exec Integration

Increase website traffic Increase brand SOV Scale or increase content production Add new SME/Execs to the program

Increase SME/Exec engagement on

‘ Drive content downloads Increase brand engagement . .
social media

Improve content quality

Increase demand for
products/services

Integrate influencers into SME/Exec
program

Grow follower base Improve content production efficiency

Drive attendees for flagship Drive engagement for flagship Drive new leads and contacts via
events events SME/Execs
Drive leads

Demand-Gen & Lead-Gen Program
@azeckman




BS

Influencer programs should be designed to align
tactics, influencer types and KPIs with your BS
target objectives.




Professional Influencer

Audience Size

Relevance

00000

General Authority

00000

@azeckman

FETCHING THE PERFECT MATCH

Content Creator

Niche Expert Up & Comer SMEs/Execs

Audience Size

00000

Relevance

00000

General Authority

0000

Audience Size

0000

Relevance

General Authority

000 0

Audience Size

®O000O

Relevance

General Authority

@O0O0OO

Audience Size

00000

Relevance

000 0O

General Authority

000 0

Customers/Prospects

Audience Size

0000

Relevance

00000

General Authority

@O0O0OO

onalytica @)



PAWS & EFFECT

Awareness & Thought Leadership Programs Demand-Gen & Lead-Gen Programs

Recommended Blog posts, social content, LinkedIn Recommended Webinars, whitepapers, original
Tactics Lives, social video, events. Tactics research, gated assets.

Gated assets, product content,
technical industry research.

Blog posts, LinkedIn Lives, social

Tactics to Avoid o
content, social video.

Tactics to Avoid

Professional influencers, content
Influencer Types creators, up & comers, internal Influencer Types
experts.

Niche experts, customers, prospects,
internal experts.

@azeckman onalytica @)



You can
sitwithme.

BUILD A
DIVERSE &
INCLUSIVE
COMMUNITY

@azeckman



BS

Influencer collaborations are a relationship-
based, long-term approach that builds affinity, BS
trust and advocacy.




FUR-EVER FRIENDS

2015sn)

@ Prophis ) 1monthsago © 4minresd

13. Jack McCullough, Founder, The CFO Leadership Council
Read This:
Follow Jack |

~Tom Hood, President & CEO,
Maryland Association of CPAS
& The Business Learning Insfi

2015

Founder, CFO Leadership Council

Sought after industry expert

Jokester and finance badass

@azeckman

Absolutely Insightful: 30 Forward-
Looking Finance Leaders to Follow

2016-2022
2023

) 4

heK MecULLOUGH Ashley Zeckman - 2:42 PM
PRESIDENT, CFO LEADERSHIP COUNCIL y . . . .
vn — | live in Minneapolis! How long are you here for?

Finance Meetings: How to Power Up with &
Real-Time Data - Jack McCullough (He/Him) - 1st e
LIVEWEBINAR | MARCH 27 | 1:00 PM ET ﬁ Author, Keynote Speaker, President of CFO Leadership Council
J (]
s os Ti : McCullough @

5d - Edited - ®

During the next year | plan to visit all 29 of our chapters, something | have

really missed the last couple of years. | got things going with a great program

featurng the always-informative Kevin Depew of RSM. Great to see Russ

Grundhauser, Alicia Gorney, Lynn L. Blake, Mark Roepke, Ryan Geary, and

= more. Also, | FINALLY met Ashley Zeckman whom | have known about eight
® years. Thanks for setting it up, Mary Christensen!

Jack McCullough

Founder & President, The CFO Leadership Counc

Next up: New York, Baltimore and Washington, D.C.
mo ESC® You and 30 others 3 comments

1f you want specific fasks, | wouid say fhings fhat are kind of

is a good one. And, there are comparnies with those
01

hink you start there with things that ore repefilive, smple,
relafively easy for the CFO and his or her feam fo review.

swuase

R — T T Yo

Jack McCullough @Jack_McCullough - 3h v
Al is on the minds of CFOs as machine learning makes its way into the office of
Finance. @Prophix asked me to share my thoughts on how CFOs can adapt
alongside experts like 3
guide. bit.ly/2wOkUbR #cfo @CFOLeader

(o B n 3 =3 ¥ [}

asternak, @jenniferwarawa and more in their latest

onalytica



WHY DON’T INFLUENCERS PARTNER
WITH SPECIFIC BRANDS?

Don’t Share POV
/

No Mutual Value
Exchange

—— Lack of Compensation
22%

[

Not Familiar with Brand

@ azec k man Poll conducted via LinkedIn Onalyma @

Total Votes: 43



c

DISCOVER

FINDING ALIGNMENT

N @) Sally Eaves Profile X g

influence.onalytica.com/influencer/84023#overview

LISTS

PROGRAMS

Contact Influenc

Current View

@ Influencer Overview

B -

Sally Eaves I3

Innovating #tech #education #business CEO CTO Advisor Prof #Al #Cloud #loT #5G
#TechForGood #FinTech #SDGs #STEM #STEAM #Sustainability

Industry

Roles

Personas
-] ¥ a

@ United Kingdom

00000

Audience Notes

Influencer Search

- a f % » O :

search by "name" or @handle Q

onalytica.support_1562@onalytica.com v

Audience Size @
166,909

Authority @

Engagement @

m SHowoase

U Show details @

Post per month A

o Twitter 3
° LinkedIn 4 -,

Audience

132.4K |2

@azeckman



WHY DO INFLUENCERS PARTNER WITH BRANDS?

Other Influencers Involved
N

Exposure

/

Brand Affinity/
Experience

Compensation

@ azec k man Poll conducted via LinkedIn Onalyka @

Total Votes: 500



SHORT CONTRIBUTION / QUOTE

Estimated Investment
$0 - $500

Example Deliverables: Answer 1-3 questions
50-75 words
Social promotion

PODCAST GUEST

Estimated Investment
$1K - $2K

Example Deliverables: Review podcast questions
Promotion
Attend recording

BLOG POST CREATION

Estimated Investment
$1.2K - $3K

Example Deliverables: Attend Briefing / Review Materials
Draft Post & Edit
Publish & Promote

INFLUENCER BUDGETING UNLEASHED

LINKEDIN LIVE GUEST

Estimated Investment
$2.5K - $7K

Example Deliverables: Attend Briefing
Answer Questions Ahead of Time
Promote Participation

ATTEND IN-PERSON EVENT

Estimated Investment
$5K - $17K

Example Deliverables: Attend Pre-Event Briefing
Pre-Event Promotion
During Event Content Creation

WEBINAR

Estimated Investment
$3K-$12K

Example Deliverables: Attend Briefing
Create or Co-Create Content (includes slides)
Run Through



BS

Executive buy-in can make or break your
program.




What objectives do
your leaders care
about most?

@azeckman

- 8 b
Do your outcomes
align with their
objectives?

Which champions
can you get on
board?

WINNING OVER THE PACK

Is your team already
exploring B2B IM?

e \‘i‘
How can they help

you sell the program

internally?

What hurdles do you
anticipate?
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INCREASING SOV THROUGH INTEGRATION

Anchor Asset
8 Engaged Influencers

The Future of
Finance

(" ey
b Cabraa . botow
- s
Tl satosn o be avassd @ T s srgury squet of CTCa wre e fame
—
ot e, 190 P ' 000 o Frares el encmtuin, T e o Soun
W e Rt e ot o G e L

o e
FARamawry W e N BTt w T Sut el b T e e Oover
oo e

Breers v haien
8 s, Trarmn s g s Tewme
R e e

P T ey b ae et Te e
e e

M Bttt SN DAl A et Maghen W BEG § Ry Weeg

r.,mih
The Future
of Finance

Impressions

Driven by

Influencers

Event
4 Engaged Influencers

Tor oo

How Women are Setting the
Pace in Finance

“Don’t Let the Back
Office Take a Backseat”

How to Build Your Best
Financial Tech Stack

Your Finance Tech Stack: Buil
Scale

ot s

Emerging Trends in the Global
Payments Landscape

Influencers as Speakers for
Flagship Event

LinkedIn Live
1 Engaged Influencer
1 Internal Expert

1 Customer

15% above benchmark
446% above benchmark

242% above benchmark




Event Promotion
6 Engaged Influencers

15 influencer activations across Wi vy ding a1 weok? Because e | Like 1 Dsdbie cammardy
Instagram, Twitter, Newsletters & vy e GhAng e i my e communty PREE TIGKETS 40 e e
Podcasts virtually or in person - it's up 10 you how you want 10 attend.

B by Dt

Ep. 59: Starting A Business The
Right Way and How to Protect it

with Chanise Anderson

BO &%=

DRIVING EVENT REGISTRATIONS

| love free stuf and | know y'al do 100..

Which is why | am SO excited that | have a free gift for you today from our
frends at MarketWatch!!

This event is usually $550 10 attend, so the fact that we are ALL getting free
tickets s HUGE!

Join the MarketWalch community on Septemnber 215t through the 22nd
virtually or In New York City for their inaugural Best New ideas in Money
Festival.

This two-day event will feature dozens of interactive discussions and advice
from investng legends, entreprenaurs and personal finance experts and
creators. Some of these experts & creators you might recognize like Haley
Sachs from Mrs. Dow Jones and Sale Krawcheck from Elevest!

They have tons of amazing talks lined up INCciuding SESSONS ON rEMOte Work,

nvesting, managing your money, working with purpose, retirement, the
cannabis industry, and more!

above registration goal!




SUPPORTING A PRODUCT LAUNCH

[l Demandbase s Prblem e S« Wy Demondiee? s« AutUs

kayN.\ns he/Her) « Irde

I'm festin
[Smartfood popc

marter the virtusl conference swag, Demandbase!

hana.) #smart22

Thrilling Tales of

SMARTER

GTM

ournal bestselling autho.

Samuel Pavin
@SamPavin Do your sales and marketing teams ask themselves 4 fundamental questions
before you send a single email or post a single update to Linkedin...?

Whoever is looking for smart marketing takes, here is a
great opportunity.

My friends at Demandbase released a comic book all about smarter Go-To-
Market approaches. They sent a bunch of sales and marketing leaders to
Wardrobe and Makeup; we emerged as superheroes fighting the Foe of
Frighteningly Lousy Marketing.

Demandbase have gathered a bunch of champions and
featured their insights in a superheroic manner as part
of their rebrand. €o:

The comic book is my absolute favorite kind of content: Fun, useful,
interactive, did | mention fun...? (The link is below.)

DemandBase asked Superhero Ann this question:

"What first steps should sales + marketing leaders take to get started on
smarter GTM?"

More than worth a read and a bookmark.

#marketi ng... Then my dog Augie wondered... "Wait. What IS a GTM strategy?" So he gota
cameo. (He's a working dog, after all.)

m Demandbase

linkedin.com
Samuel EJ Pavin on Linkedin: #B2E #Marketing #B2BMarksting
ly when spammy marketing is your
C roes of the B2

werful foe. To

the top super

influencer impressions YOY increase of SOV

(in under a week)

against competitors

g Katie Martell « 2nd + Follow <+

m PT ture in for #SMART22

am ready
Jemand

to host the keynote hour from the streets of San Franciscol

from Demandbase CEQ Gabe Rogol, CMO Jon Miller, CRO Allison Metcalfe
r Stanisiaw, with 3 customer roundtabie ‘eat Udi Ledergor =
from Gong and Jose Morales from Freshworks.

DO NOT MISS UnMarketing founder, Scott Stratten and the
Gassner Otting

ng Laura

It all starts today 2/8 at 12pm ET - free! Link in comments.

#5828 #Marketing #Sales #*ODemancGen *GTM

SMART

e Nikki Kyriakopoulos «
® :

brand advocates supporting

the launch







NURTURING THE RELATIONSHIP

Theodora Lau Chris Penn

33 Al & Marketing Experts to Follow in 2023

April 17, 2023 C by

Al used to be (and in some cases still is) a dirty word for many marketers. There was a !
fear that Al would take over our jobs and make us redundant. But Al has actually enabled

marketers to focus on the work that really matters, all while helping to eliminate data

issues, operationalize our work for better impact and give us access to the data we

Co-Founder and Chief Data Scientist at Trustinsights.ai
desperately need. Founder — Unconventional Ventures

Harvard Business Review estimates the global Al market value is expected to reach $267 Where to find Theodora: Linkedin | Twitter Where to find Chris: LinkedIn | Twitter

billion by 2027, and the technology is expected to contribute $15.7 trillion to the global

economy by 2030. Theodora Lau is a leading author, podcaster and thought leader focusing on emerging Bio: Chris Penn is a best-selling author, thought leader and authority on analytics, data
technologies and Fintech. She also regularly speaks and creates content focusing on the science and ML. He has shaped five key fields which all include the crossover between Al

The moral of the story? Al is here to stay and it's time to begin planning for how it will importance of diversity & inclusion within these industries and has an impressive audience and marketing. He is an Onalytica Top 100 Al in Marketing influencer and co-host of the

impact your work and your business. across her social and content channels award-winning Marketing Over Coffee marketing podcast

To help you navigate this complex topic, we've identified the top 33 Al and Marketing Worth a Read/ Listen: Worth a Read/Listen

experts to look to for advice. We've also provided quick access to following them on social

« One more thing — financial services, tech & human intersection s v
media for timely updates and surfaced some of their top content on Al. Let these experts HoW o mprove Vour Al Erompis

help guide your path to embracing Al. z
* Making the Invisible Visible: Doing More with Data « https//www.marketingaiinstitute.com/blog/expert-spotlight-christopher-penn

Why Take This Approach?

Honoring the influencers with blog or
social content before you engaging Performance Analysis:

them creates a connection with the Total Users: 110% above benchmark

brand and warms them up before you Total New Users: 68% above benchmark
reach out.




ENGAGING ON LINKEDIN

Will 2023 be the year of #A1?

Emerging technologies have significantly impacted the way we work now and in the
future.

L)

We've scoured the web to find the leading experts (and their great content) that
can help guide your path to Al integration.

Inside our latest post, you’ll find expert insights from Bernard Marr, Shelly
DeMotte Kramer, Christopher Penn, Paul Roetzer, Marsha Collier, Rand Fishkin,
Tamara McCleary, Rana el Kaliouby, Ph.D., Michael King, Bill Franks, Kirk Borne,

a

Ph.D., Ronald van Loon, Cathy Hackl, Theodora Lau, Sarah Guo, Daniel Newman,
Helen Yu, John Koetsier, Arvind Narayanan, Ben Lorica 1§ ¥, Aaron Orendorff,
Katie Robbert, Gil Press, Carolina Milanesi, Matt Heinz, John Jantsch, Anil Dash,
Anindya Ghose, Greg Sterling, David Raab, Alex 'Sandy’ Pentland, Liz Miller, and
Ash Fontana!

Check out the full post here https://inkd.in/eV4Y_4Uh

Marketing

33 Al & Marketing ®

Experts to Follow in
2023 (3

Clutch

33 Al & Marketing Experts to Follow in 2023

clutc « 9 min reac

Christopher Penn (H&/!
Founder al Chief D

Thanks for including both Katie Robbert and me!
Like - @@ 4 | Reply

Matt Heinz - 1st

Helping B2B companie ve predictable growth through revenue resg
Very cool, thank you!

Like | Reply

Helen Yu - 1st

Board Director, Fartur Advisor. Women in Tech; Host of CX

Thank you for including me
Like @ Reply

Bill Franks - 2nd

Internationally ynized chief analytics officer who is a thought leade

Thank you for including me on this list Clutch. | am happy that you find

my content compelling.
Like @2 Reply

‘? Harish Krishnamurthy - 3rd+
President at Pragmatic Data & The Data Incubat

Great to see your name on the list Bill Franks!

Like | Reply

Dr. Artem Dolotov « 3rd+
Chief Operating Officer | Co-Founder at Techstack Ltd | PhD in Artificia

Nice to see so many familiar names on this list, especially Matt

Heinz, Rana el Kaliouby, Ph.D., and Bill Franks! The more we talk about
this topic, the less bias there will be in relation to artificial intelligence.

Like © Reply

Theodora Lau (She/Her) « 2nd

Book Autt E 1 G d | Founder ventional Ventures | Pod:
Thank you for including me!

Like Reply

Greg Sterling - 2nd
WEE LR

fficer, strategic advisor, local marketing expert

| also appreciate the inclusion
Lke © Reply

David Raab - 2nd
Faunder at CDP Institute

Great company to be in!

Like  © Reply

*Benchmarks estimated uplift are calculated based on content influencers participate in, not honoring

content.

®

Kirk Borne @KirkDBorne - Apr 26
Thank you @clutch_co for including me in you
#Marketing Experts to Follow in 2023: clutc!

ist of 33 #Al and
hought/33-ai-

#DigitalMarketing #Martech #MachineLearning

@ Clutch @clutch co - Apr 17

Alis changing the way we work and our latest post uncovers insights
from 33 of the top #Al & #Marketing experts in the industry. Dig in to
learn insights from @BernardMarr, @ShellyKramer, @cspenn,
@paulroetzer, @MarshaCollier & so many more!
clutch.co/thought/33-ai-...

Marketing

33 Al & Marketing
Experts to Follow in
2023

Clutch

o}

i 4,324 &

vt
a
N

Katie Robbert @katierobbert - Apr17
Thanks for including me as an Al expert to follow!

@ Clutch @clutch co - Apr 17

Alis changing the way we work and our latest post uncovers insights
from 33 of the top #Al & #Marketing experts in the industry. Dig in to
learn insights from @BernardMarr, @ShellyKramer, @cspenn,
@paulroetzer, @MarshaCollier & so many more!
clutch.co/thought/33-ai-...

Marketing

33 Al & Marketing
Experts to Follow in
2023

Clutch

Q1 ; 2 B} Qs il 177 &

Why Take This
Approach?

Tagging the influencers on

social will grab their
attention and the
attention of their
audience.

Performance Analysis: *
Likes: 120% above benchmark

Comments: 400% above benchmark
Shares: 67% above benchmark




ENGAGING ON TWITTER

Clutch
@clutch co

Al is changing the way we work and our latest post uncovers insights
from 33 of the top #AI & #Marketing experts in the industry. Dig in to
learn insights from @BernardMarr, @ShellyKramer, @cspenn,
@paulroetzer, @MarshaCollier & so many more!
clutch.co/thought/33-ai-...

Marketing

33 Al & Marketing

Experts to Follow in
2023

Clutch
12:50 PM - Apr 17,2023 - 5,418 Views

1Retweet 2 Quotes 10 Likes 2 Bookmarks

Why Take This Approach?
Tagging the influencers on social will grab their
attention and the attention of their audience.

Performance Analysis: *
Views: 2,751% above benchmark

Likes: 400% above benchmark

Comments: at benchmark
Shares: 900% above benchmark

*Benchmarks estimated uplift are calculated based on content influencers participate in, not honoring
content.



REPORT INTEGRATION

Sma” BUSineSS LeaderS Embrace Al 82% EXpeCt Which Departments Will Have an Increased Need for Outsourced

Service Providers Due to the Rise of Generative Al?

Disruption in the Next 5 Years

April 27, 2023 Replacement for People

Al Limitations Make Tools a Resource, Not a

Engineering

Sales and Business Development

While efficiency is the main driver of small business interest in Al, companies are split on Al's

greatest limitation. Z8X
< Al is ushering in a new digital era, and you don't want to be left behind. Marketing

Most companies are primarily concerned about either lack of personalization in generative —

Al responses or the responses being detected as non-human.

ChatGPT drove Al popularity faster than anyone could have anticipated. At the onset of IT Support

2023, it broke the record for fastest user growth, reaching 100 million users in its first two These challengesiare rooted inthe immaturity of leaming models, which can'lead to Al-

ted tent bei t t -h ithout th h ts and
months post-launch. generated content being very easy to spot as non-human without thorough prompts an

guidance to train its replies. Al-generated content being easy to identify can be a big issue

9 2 for businesses intending to use it for highly creative or personalized work.
Al zeal is also present on Clutch — demand for Al development services on Clutch grew = By, B

514% YoY in the first quarter of 2023 and continues to rise. . g X
Ann Handley, chief content officer at MarketingProfs, agrees that Al will never understand a ‘

business better than its team. Handley cautions small businesses from over-relying on Al for
Almost all small business (82%) leaders anticipate that Al will disrupt their operations in the

this reason. Not es shown. N=4 aders who use out v ders
next few years, and many think that Al will completely transform their businesses in that S Al Busine v Cluteh
time.
“Businesses should be viewing Al as a resource, not a role : . :
i 2 A Increased Al use and contracts with outsourced service providers mean that small
Despite the potential upheaval that comes with change, businesses’ top three feelings on Al fep|acement~ You won't get real business ms'thS from Al businesses are aiming to use tech to scale. Helen Yu, founder & CEO of Tigon Advisory Corp.,
are excitement, optimism, and motivation. Enthusiasm about the value of Al is driving that will ever reDIace your own creative problem-solvmg highlights the massive shift in staffing that will result from Al.

and insightful thinking.” = Ann Handley, MarketingProfs

massive adoption rates and even encouraging businesses to invest more in outsourcing to
scale alongside new tech.

“Al will continue to automate business processes over the
next decade, especially in the area of digital marketing,
software development, IT services, and web development.
While many existing jobs may become obsolete, new types
of jobs are likely to emerge as a result of this
transformation.” — Helen Yu, Tigon Advisory Corp.

It's critical to keep the advantages and disadvantages of Al-driven processes in mind before

making final decisions on how and where new tech should be implemented.

Why Take This Approach?

Including influencers in pillar content
that you already have planned
decreases the burden on your team and
increases the reach of the content. See
the next slide for results...

Performance Analysis:

Total Users: 1,933% above benchmark
Total New Users: 1,946% above benchmark




Christopher S. Penn @cspenn - 19h 9 Helen YU < st ‘ . e o k +
| #Al demand is on the rise among small businesses, with 82% expecting ?f".”éo"m“' Fariune £00 Advisor,;Top 80:Women In Tech;... o 2

Al to disrupt their operations within five years, according to a Clutch : . !
survey. Learn more: trustinsights.news/?anu According to Clutch's new #Al survey of 500 small businesses, the top perceived
use cases for Al tools are:

Clicks Driven By

of all users were driven by Influencers

I ‘ Responding to customers with chatbots the infl uencers

Creating business presentations 01Apr-19 May eee 01Apr-19 May see

aose . o Twitter Posts Twitter Impressions
Writing marketing material

Businesses need to have clear codes of conduct and approved/
disapproved use cases for Al, particularly generative Al, S:'E"Eec"i';s::v“hc;;::’Zi"l;"an'“?";; ::'D'S"UD“O" insights by grabbing your ‘
> fe Inside you'll find insights from Ann Handley, Christopher Penn, Paul Roetzer, and
~sthogra e me!
How do you see the use of Al evolving in business processes over the next

Co-founder arc Chud Oy

decade?
Clufch M Ann Handley M Christopher S. Penn M Helen Yu M Ann Handley M Christopher S. Penn M Helen Yu
M Paul Roetzer M Paul Roetzer
(@ i 3 i 301 % #generativeai #smallbusiness #marketing ~ 2
Ann Handle @MarketingProfs - 11h

Christopher Penn (He/Him) - 1st A Al will continue to automate business processes over the next decade, Y a 1 -g . 1

Co-Faunder and Chief Data Scientist at Trustinsights.a y BRIPES Proceeene T 2 In the age of #AIDisruption, you can't afford to get left behind.

19h . ® especially In the area of digital marketing, software development, IT
#Al demand is on the rise among small businesses, with 82% expecting Al to services, and web development. While many existing jobs may become Our friends @clutch_co have a new FREE Al report here to help you get
disrupt their operations within five years, according to a Clutch survey. Learn obsolete, new types of jobs are likely to emerge as a result of this

. ahead of the curve: bit.ly/44ccsl)
more: https://Inkd.infeAMcBEsG

Inside you'll find insights from @cspenn, @YuHelenYu, @cspenn,
@paulroetzer, and moi. #getit

O 1 2 O s i 1,933 e 1

_‘ ‘ Q . Marketing Al Institute &

@MKktgA

i binane Tred 1c; hase ol sa 2ot OF Gosichich ord Spprovedt/ In the age of #AlDisruption, you can't afford to get left behind. Get your
copy of @clutch_co's FREE Al report to get ahead of the curve. Inside
you'll find insights from @marketingprofs, @YuHelenYu, @cspenn, and
e ﬂ @paulroetzer! bit.ly/3NjC3CZ

S v

237 M- Apr 27,2023 69 Vews 4,592% increase

disapproved use cases for Al, particularly generative Al

Cluteh

O 3 2 comments . 3 reposts

in users to the website driven by influencers.




BARKING UP THE RIGHT TREE



IDENTIFY OPPORTUNITIES FOR
INTEGRATING INFLUENCERS INTO
YOUR EXISTING MIX.

@azeckman onalytica ®



LEAD WITH OBJECTIVES THAT HAVE
THE BIGGEST BUSINESS IMPACT.

@azeckman onalytica ®



@azeckman

PLAN FOR THE LONG-HAUL.



INVEST IN GAINING STAKEHOLDER
BUY-IN.

@azeckman onalytica ®



WE DID IT!




THANK YOU!

Ready to take the next step?

Email Me:

Ashley.Zeckman@Onalytica.com Finalize your B2B Influencer

Marketing Blueprint based on

Tweet (X) Me: your inputs from today’s session.

@azeckman

LinkedIn Me (?):
linkedin.com/in/ashleyzeckman/

onalytica® http://bit.ly/B2BIMBlueprint



