
B2B Influencer Marketing Strategies 
That Actually Work

CUT THE BS

@azeckman

Oy with the 
bullshit 
already!



IT’S GREAT TO MEET YOU!

@azeckman

Co-CEO @ Onalytica

8 Years B2B Influencer Marketing Experience

Crazy Millennial Dog Mom

Leading a Team That Builds Winning IM 
Strategies for Top Brands



BS OR BRILLIANCE? NAVIGATING B2B.

10+
pieces content is the average 

consumed by B2B buyers prior 
to making a decision. 

- Marketing Charts

Less Than

 50% 
of US consumers trust brands. 

- Edelman

68% 
say trust in a brand influences 

purchasing.
- SurveyMonkey 

@azeckman



ENTER THE PANDEMIC 2023



@azeckman Source: CMI & MarketingProfs

Budget Cuts
Personalization Requirements

Invasive Tactic 

Exasperation
Values-Led

AI 
(oh s***)

AND EVERYTHING CHANGED



68% 
of buyers prefer 
credible content 

from industry 
influencers.

- Demand Gen Report

Only

 24% 
of marketers partner with others 

to expand reach. 
- CMI & MarketingProfs

$11.7B
in potential revenue 

from B2B IM.
- AdAge

@azeckman

A BETTER WAY FORWARD



WRITE/TYPE THESE PROMPTS

• Goals

• Influencer Types & 
Characteristics

• Content Types

• Budget

• Buy-In



IS IT BON(e)A FIDE OR IS IT BS?

BS

BON(e)A FIDE 



BON(e)A FIDE OR BS?

BS

B2B Influencer Marketing is an expensive, 
unproven tactic that no one on your team can 

execute.

If executed correctly, Influencer Marketing is 
simply an extension of your existing content and 

social media marketing strategy. 
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Increase in brand 
credibility & trust 

AWARENESS
Up to 30 x Awareness & 
Engagement 

DEMAND
Up to 5 x
Demand Gen

CONTENT
Increase in quality 
content 

ORGANIC
Scalable & organic-led 
engagement

COST-EFFECTIVE
Cost effective influencer 
engagement

@azeckman

INFLUENCERS: WHY PARTNER



BON(e)A FIDE OR BS?

B2B Influencer Marketing can be designed to 
have real business impact.  

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

BON(e)A FIDE 



PAWSITIVELY IMPACTFUL OUTCOMES

@azeckman

Business Outcomes Social Outcomes Marketing Scalability SME & Exec Integration Other 

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

Drive content downloads Increase brand engagement Improve content quality
Increase SME/Exec engagement on 
social media

Increase demand for 
products/services Grow follower base Improve content production efficiency

Integrate influencers into SME/Exec 
program

Drive attendees for flagship 
events

Drive engagement for flagship 
events

Drive new leads and contacts via 
SME/Execs

Drive leads

@azeckman
Awareness & Thought Leadership Program + SME/Execs



PAWSITIVELY IMPACTFUL OUTCOMES

@azeckman

Business Outcomes Social Outcomes Marketing Scalability SME & Exec Integration Other 

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

Drive content downloads Increase brand engagement Improve content quality
Increase SME/Exec engagement on 
social media

Increase demand for 
products/services Grow follower base Improve content production efficiency

Integrate influencers into SME/Exec 
program

Drive attendees for flagship 
events

Drive engagement for flagship 
events

Drive new leads and contacts via 
SME/Execs

Drive leads

@azeckman
Demand-Gen & Lead-Gen Program



BON(e)A FIDE OR BS?

Influencer marketing programs should be led by 
the tactics you want to execute. 

Influencer programs should be designed to align 
tactics, influencer types and KPIs with your 

target objectives. 
BS



Professional Influencer Niche  Expert Up & ComerContent  Creator SMEs/Execs Customers/Prospects

FETCHING THE PERFECT MATCH

@azeckman



Leading with Objectives
PAWS & EFFECT

Recommended 
Tactics

Tactics to Avoid

Influencer Types

Awareness & Thought Leadership Programs

Recommended 
Tactics

Tactics to Avoid

Influencer Types

Demand-Gen & Lead-Gen Programs

Blog posts, social content, LinkedIn 
Lives, social video, events.

Gated assets, product content, 
technical industry research. 

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

Webinars, whitepapers, original 
research, gated assets.

Blog posts, LinkedIn Lives, social 
content, social video.  

Niche experts, customers, prospects, 
internal experts. 

@azeckman



BUILD A 
DIVERSE & 
INCLUSIVE 
COMMUNITY

@azeckman



BON(e)A FIDE OR BS?

Influencer collaborations are a transactional 
approach similar to that of affiliate marketing. 

Influencer collaborations are a relationship-
based, long-term approach that builds affinity, 

trust and advocacy. 
BS



FUR-EVER FRIENDS

Founder, CFO Leadership Council

Sought after industry expert

Jokester and finance badass

2015(ish) 2023

👎
2015

2016-2022

@azeckman



WHY DON’T INFLUENCERS PARTNER 
WITH SPECIFIC BRANDS? 

Poll conducted via LinkedIn
Total Votes: 43

19%

22%

12%

47%

Don’t Share POV

Lack of CompensationNo Mutual Value 
Exchange

Not Familiar with Brand

@azeckman



FINDING ALIGNMENT

@azeckman



WHY DO INFLUENCERS PARTNER WITH BRANDS?

Poll conducted via LinkedIn
Total Votes: 500

18%

14%

64%

4%

Exposure

CompensationBrand Affinity/
Experience

Other Influencers Involved

@azeckman



SHORT CONTRIBUTION / QUOTE

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

Social promotion

Estimated Investment
$0 - $500

PODCAST GUEST

Example Deliverables: Review podcast questions
Promotion

Attend recording

Estimated Investment
$1K – $2K

BLOG POST CREATION

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

Publish & Promote

Estimated Investment
$1.2K – $3K

LINKEDIN LIVE GUEST

Example Deliverables: Attend Briefing
Answer Questions Ahead of Time

Promote Participation

Estimated Investment
$2.5K - $7K

ATTEND IN-PERSON EVENT

Example Deliverables: Attend Pre-Event Briefing
Pre-Event Promotion

During Event Content Creation 

Estimated Investment
$5K - $17K

WEBINAR

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

Run Through

Estimated Investment
$3K - $12K

INFLUENCER BUDGETING UNLEASHED



BON(e)A FIDE OR BS?

Gaining executive buy-in for an influencer 
marketing program is critical to success. 

Executive buy-in can make or break your 
program. 

BON(e)A FIDE 



@azeckman

WINNING OVER THE PACK

What objectives do 
your leaders care 

about most?

Do your outcomes 
align with their 

objectives?

Is your team already 
exploring B2B IM?

What hurdles do you 
anticipate? 

Which champions 
can you get on 

board? 

How can they help 
you sell the program 

internally? 



TALES FROM THE KENNEL



Anchor Asset
8 Engaged Influencers

6.6M Impressions Driven by 
Influencers

Event
4 Engaged Influencers

Influencers as Speakers for 
Flagship Event

LinkedIn Live
1 Engaged Influencer
1 Internal Expert
1 Customer

Video Views: 15% above benchmark
Comments: 446% above benchmark

Shares: 242% above benchmark

INCREASING SOV THROUGH INTEGRATION



Event Promotion
6 Engaged Influencers
15 influencer activations across 
Instagram, Twitter, Newsletters & 
Podcasts

51% above registration goal!

DRIVING EVENT REGISTRATIONS



5.7M influencer impressions 
(in under a week)

110% YOY increase of SOV 
against competitors

17 brand advocates supporting 
the launch

SUPPORTING A PRODUCT LAUNCH





Why Take This Approach? 
Honoring the influencers with blog or 
social content before you engaging 
them creates a connection with the 
brand and warms them up before you 
reach out.

Performance Analysis:
Total Users: 110% above benchmark

Total New Users: 68% above benchmark

NURTURING THE RELATIONSHIP



ENGAGING ON LINKEDIN

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

content.



ENGAGING ON TWITTER

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

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



INFLUENCER ACTIVATION
2k+

Clicks Driven By 
Influencers

79%
of all users were driven by 

the influencers

4,592% increase 
in users to the website driven by influencers. 



BARKING UP THE RIGHT TREE



IDENTIFY OPPORTUNITIES FOR 
INTEGRATING INFLUENCERS INTO 

YOUR EXISTING MIX. 

@azeckman



LEAD WITH OBJECTIVES THAT HAVE 
THE BIGGEST BUSINESS IMPACT. 

@azeckman



PLAN FOR THE LONG-HAUL. 

@azeckman



INVEST IN GAINING STAKEHOLDER 
BUY-IN. 

@azeckman





Email Me: 
Ashley.Zeckman@Onalytica.com

Tweet (X) Me: 
@azeckman

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

Ready to take the next step?
 

Finalize your B2B Influencer 
Marketing Blueprint based on 

your inputs from today’s session. 

THANK YOU!

http://bit.ly/B2BIMBlueprint


