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B2B influencers, explained simply

WHAT THEY ARE - WHY THEY MATTER - WHO THEY ARE

They aren't celebrities. They aren't TikTokers. They're the experts your buyers already trust — and they shape
opinions long before your sales team ever shows up.

THE SIMPLE DEFINITION

A B2B influencer is an independent analyst, operator, or content creator with the authority, knowledge,
expertise, or position to affect purchase decisions in a specific industry or niche.
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The two kinds you'll meet

TYPE 1 TYPE 2
Specialists Content creators
People with deep, hard-earned expertise: independent People who have built a trusted audience around a specific
analysts who study your market, and operators who have subject — through a podcast, newsletter, or steady stream of
done the job and speak from real experience. Buyers go to useful posts. Buyers follow them because they consistently
them for honest advice. help.

Why B2B is nothing like B2C

B2C — CONSUMER

® Judged by audience size (followers)
® Pay a personality to post

® Goal is a fast, impulse purchase

® Beauty, fashion, fitness, lifestyle

B2B — BUSINESS

® Judged by trust and expertise
® Build a real, lasting relationship
® Goal is earned trust over time

e Cloud, data, Al, ops, finance, HR

A 5,000-follower analyst with the right audience beats a 500,000-follower generalist every time.

Ogilvy found 92% of B2B marketers say hyper-targeted influencer work drives consideration and acquisition

The right B2B influencers don't just talk you up — they frame your company as the one worth trusting, for

buyers who've stopped believing brand claims.
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WHAT'S NEXT

You don't need a big
program to start.

The most common mistake is treating this like B2C — chasing follower counts and negotiating a
per-post rate with someone who has never heard of you. The second is waiting for budget that

never arrives. Here is the honest sequence.

. Find out who your buyers already listen to

Ask ten customers whose opinion they sought while evaluating your category. That list is worth more than
any influencer database, and it costs you ten phone calls.

' Vet for audience overlap, never for reach
The question is not "how many followers." It is "how many of the right people, and do they act on what
this person says?" A niche voice with your exact ICP beats a famous one without it.

. Engage for a while before you ask for anything

Read their work. Comment substantively. Share it with your own take. The ask lands very differently once
you're a familiar name rather than a cold inbox.

. Pay properly — in whatever form fits

Advisory retainers, co-created research, sponsoring their podcast or newsletter, and yes, paid posts. Paid
content works — but only once you have a real understanding and they genuinely know your company,
your position and your messaging. Paying a stranger to say words about you is the B2C mistake.

START WITH A MAP, NOT A RETAINER

Most engagements begin with an Influence Intelligence Brief — a map of who actually shapes your
buyers' opinions, where competitors hold standing you don't, and where the gaps are. Fixed scope,
about two weeks. No engagement starts with a retainer pitch. Get yours at 551media.com.

Sources —

EMAIL info@551media.com
WEB 551media.com

COMPANY 551 Media LLC - Tom Augenthaler



