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Introduction 
[bookmark: _Toc235114036]Background and context 
Influencer marketing has emerged as a significant digital marketing tactic, where organisations can leverage trusted online influencers to drive increased brand awareness, consumer interaction, and conversion rates as stated by Okonkwo and Namkoisse (2023). Influencer marketing has already been widely used in business-to-consumer sectors like fashion, beauty and lifestyle, but it has recently caught the attention of the B2B industries. 
The United Kingdom (UK) automated industry consists of makers of industrial automation systems and solutions, robots, artificial intelligence (AI) systems, and technologies for smart manufacturing, which is highly competitive as per Wan et al., (2020), and the competitiveness is making it crucial for them to build solid brand awareness to secure business customers and stay competitive. 
As opposed to the conventional marketing strategies (trade fairs, corporate advertising, direct sales), influencer marketing in the industry can give in-depth technological reviews on products and services regarding an automation business and people trust it when they get the review from credible company representative such as an industry expert, engineer, technology consultant. The main factor that is causing organisations in the UK automation space to research and consider influencer marketing as a new strategy to boost their brands is about building customer trust and making their organisations more competitive.
[bookmark: _Toc235114037]Rationale of the research 
As the use of influencer marketing continues to increase in the industrial vertical, a need has arisen for more academic research on the effectiveness of influencer marketing to produce greater brand awareness in the automation industry. Previous research like the research of Vidani et al., (2023) have mainly explored the impact of influencer marketing in markets oriented to consumers, where consumers' buying habits are mainly driven by emotional appeal and lifestyle preferences. Unlike previous researches, this research is aimed to find out the use of influencer marketing in industrial and technology-based businesses that have a long decision-making and complex buying cycle, and technically educated buyers. 
For the U.K. automation industry organisations have become more dependent on digital channels to communicate with engineers, procurement professionals and industrial decision makers, and this scenario is giving the research an important context. The research thus fills an important gap as it investigates the understanding of the role of influencer marketing in the brand awareness development process for a B2B industrial environment. 
The results should benefit the academic community and the practice of managers at automation companies by narrowing down actions and providing concrete recommendations that can be supported by evidence from the research.
[bookmark: _Toc235114038]Research aim, objectives and research questions 
To critically evaluate how B2B influencer marketing contributes to brand awareness in industrial and technology-based markets and to develop evidence-based strategic recommendations for organisations operating in the UK industrial automation sector.

[bookmark: _Toc235114039]Research objective 
1. To critically review how influencer marketing has developed from a predominantly B2C practice into a B2B marketing approach. 
1. To evaluate how the expertise, credibility and authenticity of influencer can impact the B2B brand awareness among audiences in case of influencer marketing 
1. To examine the mechanisms connecting influencer-generated content with brand recognition, recall, trust and organisational buying consideration. 
1. To compare the effectiveness of different influencer types, content formats and digital platforms in industrial and technology markets. 
1. To identify the organisational, ethical and strategic risks associated with B2B influencer marketing. 
1. To develop a conceptual framework and practical recommendations for UK industrial automation organisations. 

[bookmark: _Toc235114040]Research questions 
How and under what conditions can B2B influencer marketing contribute to brand awareness in the UK industrial automation sector?
Sub questions 
1. How is B2B influencer marketing conceptualised and applied in industrial and technology-based markets? 
1. Which influencer characteristics that can be about their credibility trustworthiness or others can impact brand awareness among customers? 
1. How does influencer marketing influence brand recognition and how this marketing can recall, visibility in complex B2B purchasing environments? 
1. Which digital platforms and content types ae effective in developing brand awareness among customers of the B2B market especially in the industrial automation sector in the UK?
1.  What limitations and risks affect the use of influencer marketing in B2B automation markets? 
1. What evidence-based strategies can UK industrial automation firms adopt to use influencer marketing more effectively? 

[bookmark: _Toc235114041]Literature review 
[bookmark: _Toc235114042]Introduction 
The connection between the two – influencer marketing and consumer engagement, brand awareness and purchase intention – have been thoroughly explored in the research literature, especially in consumer markets. Recently, however, fewer studies have focused on areas of industry where decisions are driven by technical knowledge, enterprise needs and specialist networks. The literature review is critical analysis of the previous studies that came out regarding the influencer marketing and brand awareness links, finding similarities and differences between the researchers and issues in the existing literature. 
[bookmark: _Toc235114043]Review of previous literary pieces 
[bookmark: _Toc235114044]Theme 1: The development of influencer marketing from B2C to B2B
As cited by academic research like Jufry (2025), influencers marketing is an effective communication strategy that can be used in improving brand awareness in the industry. Influencer marketing is mainly used in business to customer aspects. However, its a fact that irrespective of the types pf the business, influencer marketing can play a vital role in developing the trust of customers (Chavda and Chauhan, 2024). 
The norm in business-to-business (B2B) landscapes is the growth of using employees, technical experts, thought leaders, engineers, consultants, and industry analysts that don't have as much pop as some celebrity advocates. Professional reputation and an in-depth understanding of a particular industry and sector are more valued in the industrial market than being popular or known as a bandwagon band. As such, B2B influencer marketing is highly different from influencer marketing for consumers, and relies more heavily on expertise and industry specificity.

[bookmark: _Toc235114045]Theme 2: The key features of credible B2B influencers
Saad et al. (2025) also found that the success of marketing activities is related to the credibility of influencers. Brands will get greater chances to be trusted through individual endorsers that are experts, authentic and have positive business connections with followers. According to the source credibility theory, promotion's impact on audience perceptions and attitudes towards promoted brands is a direct function of trustworthiness and expertise.
For industrial automation markets, there are other factors that come into play: professional reputation, experience with the specific sector, quality of the content, and audience-influencer fit and brand-influencer fit. Independent and transparent information – especially when buying things with technical complexity and high value that B2B customers appreciate.

[bookmark: _Toc235114046]Theme 3: Brand awareness in industrial markets.
Sun et al. (2022) has stated that brand awareness is the key in regard to developing customer trust and organisational development. In industrial markets however, brand awareness varies significantly from consumer markets and extends beyond the traditional metrics. Industrial brand awareness relates to three dimensions of brand awareness: professional buyers' brand recognition, brand unaided recall, brand aided recall, brand familiarity and brand salience.
Moreover, supplier brand recognition and presence on procurement lists and technical competence are key factors in assessing B2B automation brand awareness. Likes, comments and shares are commonly used as engagement indicators for existing research, as transformations of marketing success. But these measures can possibly not involve brand awareness or purchasing intention in an industrial context when purchasing is informed by formal assessment and use of technical specifications.

[bookmark: _Toc235114047]Theme 4: Digital Content and Platform Strategy
Social Media is playing a major role in marketing as it helps in reaching customers easily (Siregar et al., 2023). In the context of industrial automation, digital platforms provide an opportunity to demystify technology by presenting it in digestible and immersive formats that can engage their audiences with education and interaction.
They can be product demos, technical webinars, engineering tutorials, case studies, podcasts, expert demos and customer implementation stories. For technical ideals and demos of how using automation technologies works, LinkedIn thought leadership papers and YouTube demos are especially useful.
As for platforms, LinkedIn, YouTube, webinars, industry podcasts, professional forums and industry-specialist online communities offer opportunities to engage highly targeted professional audiences. Therefore, in industrial/B2B communications, the emphasis shifts from entertaining the audience to delivering positive and valuable content.
[bookmark: _Toc235114048]Theme 5: B2B Buying Processes and Stakeholder Influence
When a business is involved in a purchasing decision, they often have more decision makers and longer purchasing cycles than a consumer does when purchasing something. However, industrial automation purchases typically involve procurement personnel, engineers, operations managers, senior executives, technical evaluators and consultants and system integrators.
Okonkwo and Namkoisse (2023) considered that trustworthiness of the influencer is highly crucial factors in influencer marketing. Industrial products are assessed by various factors by different stakeholders: financial, operational and technical. Therefore, it is necessary that influencer marketing strategies take into account what information may be useful for different organisational actors involved and not just consumers.

[bookmark: _Toc235114049]Theme 6: Risks, Limitations and ethical concerns
The potential is immense with influencer marketing, yet some risks and ethical issues do apply to an industrial setting. The lack of disclosure of commercial relationships may cause an audience to lose trust and stereotype the material as biased. Likewise, false technical claims can tarnish the reputation and have a negative impact on the purchase of organisations.

Some other advertising issues are influencer-brand mismatch, limited reach, addiction to engagement statistics, and problems in calculating ROI. Also, the loss of independence by influencers, reputational spillover effects and potential conflicts of interest could jeopardise the integrity of influencers and organisations.
Hence, there is a need for regulation and transparency of sponsored content in industrial markets to ensure trust and the preservation of professional relationships.

[bookmark: _Toc235114050]Theme 7 : Strategic implications for UK automation companies
The results of literature search indicated some strategic implications for the organisations involved in the UK automation sector. The most important thing for effective influencer marketing is to select influencers who have the right expertise, credibility and experience with influencers in their own sector, regardless of audience size.
Organisations need to craft educational and technically informative messages and choose messages to the right platforms that are preferred by industrial buyers. However, it's important to keep building strong connections with trusted influencers as these will yield more long-term value, than short-term promotional campaigns.
Moreover, companies must set clear performance metrics, going beyond social media metrics to encompass supplier consideration, lead creation, and brand recall. Governance mechanisms, disclosure protocols and embedding in overall B2B marketing communications also play a crucial role in guaranteeing sustainable and effective influencer tactics in the UK industrial automation sector.
[bookmark: _Toc235114051]Gap in previous literature 
While there is considerable influx of influencer marketing research, there are still some parts that are missing. The majority of the published literature relates to consumer markets (fashion, cosmetics, tourism, retail etc.), whereas, comparatively little work has been researched into industrial markets (business-to-business) relationships. There is also a lack of empirical evidence on the effectiveness of influencer marketing for the growth of brand awareness in the UK automation industry. Previous studies also focus on purchase intention and consumer involvement with the brand but not long-term brand awareness among industrial customers. Moreover, the role of technical influencers, engineering and other industry experts whose credibility could be of major consequence to organisational buying decision-making has received little attention.
[bookmark: _Toc235114052]Conceptual framework 
Based on this conceptual framework, it is proposed that the characteristics of the B2B influencers affect the effectiveness of influencer communications, which will then affect the response of the audience and the brand awareness of products and services in the industrial market. Technical expertise, trustworthiness, authenticity, good professional reputation, relevance of the audience and the fit of the brand are some of the most important traits of influencers. These characteristics have an impact on communication quality in relation to technical utility, teaching value, transparency and content clarity. Perceived credibility, involvement, trust and knowledge developed by the audience in turn impact brand awareness measures like brand recognition, recall and familiarity, salience, and supplier consideration. Longer-term outcome measures may involve enquiry generation, trust within an organization, or consideration for purchase. These relationships can be influenced by several moderating variables such as type and complexity of technology, length of the buying cycle, stakeholder type and perceived commercial bias.
[bookmark: _Toc235114053]Theoretical framework 
The study has three supporting theories. The focus of the first discussion is on how the expertise of an influencer, their trustworthiness and credibility affect the audience's perception and acceptance of information; this is called Source Credibility Theory. The successfulness of a marketing communication relies on the expertise, trustworthiness and credibility of the information source, according to Source Credibility Theory (Lowry et al., 2014). Second, Signalling Theory offers us a theory of how a signal concerning technological competence, reliability, innovation and legitimacy is communicated in an environment where there is an information gap. Lastly, Brand Awareness Theory, specifically from the Customer-Based Brand Equity theory, demonstrates the importance of the contribution of activities of the influencers to the attribute of brand awareness among organisational buyers as described in terms of recognizing, recalling, familiarity and association of the brand. These theories collectively offer a robust insights into the process of brand awareness building in industrial B2B settings via influencer marketing.
[bookmark: _Toc235114054]Methodology 
[bookmark: _Toc235114055]Research Design
The purpose of this study is to investigate B2B influencer marketing usage to generate brand awareness based on the industrial automation field in the United Kingdom through a structured approach in the context of an Extended Literature Review (ELR) with systematic review principles. This is a more comprehensive than a narrative review of existing studies since it is a "transparent and systematic" procedure for identifying, selecting and synthesising the existing evidence. The methodology is very suitable since the study is not based on primary data collection, but rather on collecting findings from several industrial and technology settings.
[bookmark: _Toc235114056]Research Orientation
The study is taken as pragmatic interpretive. The setup of this orientation is based on the principle that a marketing is effective in a big way on the basis of organisation, industrial environment and perception of stakeholders. The purpose of this is not to make firm cause-effect assertions but to unite and draw out implications from past investigations and to offer sensible recommendations to managers in the UK experience of industrial automation.
[bookmark: _Toc235114057]Research Approach
The use of a hybrid deductive-inductive approach will be used. In the deductive section, a collection of theories is used as guidance, such as Source Credibility Theory, Signalling Theory and Brand Awareness Theory. At the same time, new themes rise out of literature through the inductive approach such as employee advocacy, platform credibility, technical demonstration, and independence of influencer. The pairing enables both theory explanations and generation of insights.
[bookmark: _Toc235114058]Search Strategy
The journals to be extracted will be via systematic search of some major academic databases such as Emerald Insight, ScienceDirect, ABI/INFORM, Business Source Premier, Scopus, Web of Science and Google Scholar. Boolean search strings will be used that incorporate terms associated with influencer marketing, brand awareness and industrial markets. Industry context will be provided by supplementary grey literature materials such as government reports, industrial automation reports, etc. and professional market publications.

[bookmark: _Toc235114059]Inclusion exclusion criteria 
Review will cover peer-reviewed journal articles, academic book chapters and credible reports that are published primarily from 2015 to 2026 and primarily written in English. Analyses have to include something about influencer marketing or thought leadership / expert endorsement in B2B / Industrial / tech contexts. The review process will not include player-consumer celebrity studies with no B2B relevance and non-credible sources.
[bookmark: _Toc235114060]Screening and Quality Appraisal

The study will adopt the screening process used in PRISMA, including screening by identification, deduplication, title and abstract screening and screening for eligibility of the full text. Structured checklist method will be used for quality appraisal, in terms of research aims, methodological quality, and level of transparency and relevance in the analyses of the study relevant to the research problem. This process helps to incorporate only high-quality and dependable evidence.
[bookmark: _Toc235114061]Data Extraction
An evidence extraction matrix will be created to document the item and information related to the authors, publication year, countries, industry sectors, type of influencer, platform, key theoretical standpoints, methodology, and findings and outcomes of brand awareness. The extraction process enhances transparency and consistency in the review process.
[bookmark: _Toc235114062]Data Analysis
Thematic narrative synthesis will be used for the analysis of the collected studies. The process includes the familiarity with studies, coding, categorisation of the findings, elaboration of themes and interpretation by theory. Industrial applications will be emphasized in terms of expertise, trustworthiness, authenticity and platform effectiveness and brand awareness results.
[bookmark: _Toc235114063]Ethical considerations
This study uses only secondary data, and no contact with human subjects is required. However, the implementation of ethical considerations must always be used in research. Ethical research increases validity of research results, transparency, and academic honesty in research, and adherence with university research ethics policies (Kishan and Gupta, 2024).
The first ethical issue is with regards to integrity and plagiarism. Any ideas, theories, arguments and results gained from previous researchers will be correctly cited in accordance with the Harvard referencing style. Any quotations taken directly from texts will be quoted; paraphrased information will accurately reflect the meaning of the original text(s) without misrepresentation. 
The choice of credible, trustworthy, sources will be important here. The literature review will contain only articles from peer-reviewed journals, academic books, government publications, authoritative industry reports, and well-known databases. Content found on websites, blogs that are not reliable will not be included unless it is only added to provide background on the industry. 
[bookmark: _Toc235114064]Expected outcome of the research 
This study will likely show positive impact on development of brand awareness through the use of influencer marketing in the UK automation industry – through rising visibility, credibility and customer engagement on behalf of the organization. Technically skilled influencers and industry experts are expected to be associated in the marketing process as an influencer as the study is expected to be able to find out the impact of these people in the marketing process for developing brand awareness of businesses belonging to the UK automation sector. The results will help automation-industry based marketers to come up with practical suggestions to improve their digital marketing efforts. 
[bookmark: _Toc235114065]Conclusion 
This proposal highlights background, rationale, literature review, and theoretical framework and methodology behind exploring the effect of influencer marketing on brand awareness development in automation industry of UK. The research will be using a philosophy of interpretivism, research design of descriptive and methodology of secondary qualitative approach where literature review is undertaken to identify the already published works. The research focuses on contributors and limitations in existing research in the field of Influencer Marketing in Industrial B2B settings and hence the research aims to provide theoretical and Practical contributions by using literature along with industry reports and other authentic sources like news articles. The results will add value to the understanding of the role that influencer marketing can play in boost brand awareness in the concerned industry, and it will offer insights to organizations in the fast-paced UK automation space in regard to their marketing and brand awareness development process.
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