[bookmark: _Toc235114044]
[image: Logo for University of Wales Trinity Saint David featuring a yellow and black shield]

THE ROLE OF B2B INFLUENCER MARKETING IN BUILDING BRAND AWARENESS IN THE UK   INDUSTRIAL AUTOMATION SECTOR: AN EXTENDED LITERATURE REVIEW
Master's Degrees by Examination and Dissertation
LCMB7035- Dissertation



Name: Naimish Khunt 
Word Count: 17304
Date: 25/09/2026
Student Id: 2505506
Supervisor: Ebad Banissi

AI Use Acknowledgements
	Category
	AI Use Acknowledgement
	Yes / No

	RESEARCH
	For this assessment, you can use Generative AI to support you in research, including searching for bibliography, using tools to summarise, compare and interrogate materials.
	Yes ☐ No ☑

	STRUCTURE
	For this assessment, you can use Generative AI to support you in structuring your submission, including creating a draft argument structure, identifying parts and headings, etc
	Yes ☐ No ☑

	PROOFREADING
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including rephrasing of your own work within specific standards.
	Yes ☐ No ☑

	WRITING
	For this assessment, you can use Generative AI to create text for submission.
	Yes ☐ No ☑

	CREATIVE
	For this assessment, you can use Generative AI to create creative materials, such as images.
	Yes ☐ No ☑

	PROGRAMMING
	For this assessment, you can use Generative AI to create and check code.
	Yes ☐ No ☑

	NONE
	For this assessment, you are not allowed to use any type of Generative AI support. This includes research support, structure support, writing/proofreading support and creative support.
	Yes ☑ No ☐





Declaration Form
I, Naimish Khunt declare that this dissertation has been composed by myself, that the work contained herein is entirely my own except where explicitly stated otherwise in the text, and that this work has not been submitted for any other degree or qualification, in whole or in part, except as specified.
Signature:   NAIMISH KHUNT
Date: 22/09/2026





Acknowledgment 
I want to express my sincere gratitude to my supervisor, as he has lent me invaluable guidance, provided constructive feedback, and offered continuous support throughout the journey of the dissertation.  This experience has been important as it has shaped this particular research and bolstered my academic growth. I am also deeply grateful to my university and its staff who have provided extensive guidance and support. They created a stimulating environment and provided access to the necessary resources essential during this research work.  Lastly, I would like to extend thanks to my family and classmates who have provided unwavering assistance and motivation during my academic journey.
I genuinely acknowledge everyone for their assistance in the successful execution of this research work. 
Name: Naimish Khunt 
Student Id: 2505506
Date: 22/09/2026
Abstract
The research has been done on the topic “The Role of B2B Influencer Marketing in Building Brand Awareness in the UK   Industrial Automation Sector: An Extended Literature Review” by using literature review method where 20 articles have been used. B2C Influencer Marketing is becoming more common in the UK Industrial Automation sector. Influencer marketing increases visibility in B2B markets. The primary aim of the research is to assess the opportunities and potential issues of the B2B influencer marketing, which helps in enhancing brand awareness within the particular sector. The extended literature review, informed by the principles of systematic review health in understanding the influence of the B2B influencer marketing on increasing brand awareness. The methodology was logical for the identification, assessment, and synthesis of the academic and chosen industry evidence. The PRISMA Framework was followed to screen the articles essential for this ELR and maintain transparency and consistency throughout the research work.
From the literature and thematic analysis, it is supported that brand awareness plays an important role in improving the competitiveness of the organisation and the industrial market.  Digital content is considered a significant factor in the success of influence and marketing and is supported by the literature. This process is only effective when the stakeholders are involved in the purchasing decision, as their perceptions and perceptions make a huge difference to the buying behaviour of the organisation. With the influence of marketing within the automation industry, there are certain advantages and issues with the use of AI in the marketing process. 
This particular research was significant as it added knowledge by incorporating the concept of force capability theory and organisational buying viewpoints and showed how critical knowledge transfer can mitigate the uncertainty of the buyers and enhance recognition and recall.  The research has been able to find out the differences between B2C and B2B-based Influencer marketing and it has shown how the knowledge, expertise and credibility of influencers can influence the decision making of customers in the UK automation sector. 
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[bookmark: _Toc241081163]Chapter 1: Introduction 
[bookmark: _Toc241081164]1.1 Introduction
Organisations are changing how they engage with their customers, their partners and their stakeholders thanks to digital transformation. Historically known as a marketing tactic focused on consumer markets, influencer marketing has come to play a major role in business-to-business (B2B) campaigns where the power of expert opinion, knowledge and trust reign over those of a celebrity. Those involved in the industrial market can be deemed influencers such as engineers, consultants, technical specialists, industry experts, thought-leaders, or employees. This dissertation looks at this development with reference to brand awareness in the Industrial Automation sector (UK). The topic is relevant, as supervisors are technically complex products and are often costly for organisations to invest. 

[bookmark: _Toc241081165]1.2 Background 
B2B to B2C marketing in some sense signifies more than an extension of consumer marketing methods to businesses. Buyers of B2B products depend on solid, dependable technical information, proof and professional reassurance prior to thinking of suppliers. Influencers are therefore well-positioned to serve as knowledge brokers to demystify complicated technologies, provide thought leadership, and support stakeholders in understanding problems and solutions. Mero et al. (2023) have stated that industry expertise plays an important role here, and Cartwright et al. (2022) have  considered the professionalism, trustworthiness and the expertise as some key components of the success of an influencer in the B2B marketing process. 
[bookmark: _Toc241081166]1.3 UK Industrial Automation Sector
The technologies and solutions that make up the UK industrial automation sector cover robotics, industrial systems, software and technology-based production. The buying process involves engineering, operations, management, procurement, and other people involved in senior management decisions, making the process complex. The buyer should be aware of technical capacities, implementation needs, expenses and potential profit for the business. As a result, brand awareness is seen as being within the confines of recognition, recall, familiarity, salience and supplier consideration as opposed to visibility. This is one reason why it is crucial to have credible technical communication. The CIMO framework of the dissertation also ties in with context as the industrial automation in the UK, influencer/technical expert the intervention and recognition, recall and consideration the outcomes.

[bookmark: _Toc241081167]1.4 Problem statement 
Influencer marketing is increasing in visibility in B2B markets, but there isn't a certain degree of awareness for the contribution of influencer marketing to brand awareness in highly technical markets. In situations where there is technical, financial and organisational uncertainty, the number of followers/popularity may not be enough. The review thus identifies a need for better understanding in relation to the circumstances in which the expertise, authority and trust of influencers, both in terms of content and platform selection, can help to build trustworthy brand awareness.

[bookmark: _Toc241081168]1.5 Research Rationale
This is an academic, context and manageable rationale. Academically, the research on influencer marketing has emerged primarily in the context of B2C, with a call for more connection to B2B and industrial research. In context, UK automation in industry is a technical solution, requiring various stakeholders and high value purchase decisions. Within an organisation, managers require insight to choose trusted influencers, as well as valuable technical content, which platforms to be on and how to handle ethical and reputational concerns.
An Extended Literature Review (ELR) is suitable as it has multidisciplinary evidence comprising of qualitative, quantitative, and conceptual studies. The dissertation employs systematic search and screening, quality appraisal, evidence extraction and thematic synthesis, explicitly stating that the dissertation one is an evidence based learning review (ELR) and not registered systematic review.

[bookmark: _Toc241081169]1.6 Research Aim

The goal of the project is to assess the opportunities and potential issues of B2B influencer marketing to enhance brand awareness for the industrial automation industry in the U.K., and to create a conceptual and evidence-based framework and recommendations for both.

[bookmark: _Toc241081170]1.7 Research Objectives
The study aims to have six objectives:
1. To critically review how influencer marketing has developed from a predominantly B2C practice into a B2B marketing approach.
2. To evaluate how the expertise, credibility and authenticity of influencer can impact the B2B brand awareness among audiences in case of influencer marketing
3. To examine the mechanisms connecting influencer-generated content with brand recognition, recall, trust and organisational buying consideration.
4. To compare the effectiveness of different influencer types, content formats and digital platforms in industrial and technology markets.
5. To identify the organisational, ethical and strategic risks associated with B2B influencer marketing.
6. To develop a conceptual framework and practical recommendations for UK industrial automation organisations.

[bookmark: _Toc241081171]1.8 Research Question

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?
2. Which influencer characteristics that can be about their credibility trustworthiness or others can impact brand awareness among customers?
3. How does influencer marketing influence brand recognition and how this marketing can recall, visibility in complex B2B purchasing environments?
4. 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?
5. What limitations and risks affect the use of influencer marketing in B2B automation markets?
6. What evidence-based strategies can UK industrial automation firms adopt to use influencer marketing more effectively?
[bookmark: _Toc241081172]1.9 Scope and Significance
The research is on B2B influencer marketing in industrial and technology markets and in particular, in UK industrial automation. It is based upon secondary educational and potentially reputable industry evidence and focuses on brand awareness and the associated pre-purchase responses. Unless made relevant in theory, no attempt will be made to include consumer celebrity studies or unsupported promotional materials. The study adds to this body of knowledge by incorporating the concept of Source Credibility Theory, Customer-Based Brand Equity and organisational buying viewpoints to elucidate how credible knowledge transfer can mitigate the buyer's uncertainty and enhance the recognition and recall. The resulting framework recognizes as key connections between the level of brand outcomes and influencer activity: credibility, knowledge transfer, decreased uncertainty and stakeholder trust.

[bookmark: _Toc241081173]1.10 Structure of the Dissertation

Chapter 2 details the ELR process (search, screening, quality appraisal, extraction and thematic synthesis). The evidence is provided in Chapter 3 followed by the seven themes on B2B influencer development, credibility, brand awareness, content and platforms, buying processes, risks and strategic implications. In the next chapter, Chapter 4, the conceptual framework that ties expertise, and authenticity, to credibility, knowledge transfer, uncertainty reduction and trust satisfaction of stakeholders and brand outcomes is developed. Theoretical and managerial implications of this research, measurement, strategic processes and ethical governance are discussed in chapter 5. Chapter 6 summarizes the results of the research to answer the research question and discusses the contributions, limitations and future research of the study.



[bookmark: _Toc241081174]Chapter 2: Methodology of the Extended Literature Review
[bookmark: _Toc241081175]2.1 Introduction
This dissertation adopts a structured Extended Literature Review informed by systematic-review principles, using transparent searching, screening, quality appraisal, evidence extraction and thematic synthesis.
This dissertation is structured in an extended Literature Review (ELR) informed by systematic review principles which aims to understand the influence of B2B influencer marketing on increasing brand awareness among the B2B industrial automation organisations based in the UK. The methodology aims to offer a logical and transparent method for the identification, assessment, comparison and synthesis of academic and chosen industry evidence. The research is not a systematic review; it creates an appropriate level of systematicity through search process, clearly explained inclusion/exclusion criteria, critical quality appraisal, evidence extraction, thematic coding and narrative synthesis.

Appropriate as research question is related to multidisciplinary phenomenon which covers B2B Marketing, influencer Marketing, industrial marketing, Digital Communication, Organisational buying behaviour, and brand awareness. Research designs, theoretical orientations, contexts and outcomes are likely to vary in each of these areas. Hence, an analysis of statistics (meta-analysis) would not be suitable. A structured literature review offers increased possibilities to compare heterogeneous information and makes the methodology clear.
No primary research was carried out as it was this dissertation's intention to synthesise and critically analyse the existent knowledge base and not to seek primary data directly from UK based industrial automation organisations. The review thus allows the evidence from the various organisational and technological contexts to be unified in order to highlight the recurrent mechanisms, contextual differences, contradictions and research gaps.
The methodology guides the ongoing work towards the six research objectives, and offers a roadmap for finding the evidence associated with the key characteristics of the influencers, the types of content and platforms, credibility and trust, brand-awareness outcomes, organisational context, and managerial implications. 
The above is the research question (RQ) → the CIMO framework → database search → screening (screening of samples) → quality appraisal→ evidence extraction→ deductive and inductive coding  → thematic synthesis (thematic synth) → comparative interpretation (comp int) → conceptual development (c development).
This strategy strikes a balance between the structure of methodology and flexibility in interpretation. It also recognises that the conclusions of an ELR are dependent on the quality, scope and availability of published evidence. It is therefore appropriate to state that the review is transparent and systematic to indicate that it is being carried out systematically, but not reproducing the registered systematic review.
[bookmark: _Toc241081176]2.2 Review Design
Structured Extended Literature Review, based on systematic literature review, is used for the dissertation. The review design involved systematic or search and screening methods and thematic synthesis and narrative synthesis. In this case, the evidence base contains conceptual, qualitative and quantitative studies and the likely magnitude is not reducible to any single statistical effect making this a suitable design.
A sequential review process was employed. The research question and six objectives were put into the CIMO format of Context, Intervention, Mechanism and Outcome. Second, searches were conducted in relevant academic database and additional sources with LOGOTYPS, commonly used academic keywords, along with combinations of the Boolean operators “or”, “and”, and “not”. Third, the retrieved records were selected in accordance to the explicit inclusion and exclusion criteria. Fourth, studies were critically appraised according to their methodological quality, if they were eligible. Fifth, data from the included studies were abstracted into a modified evidence matrix. Sixth, the extracted findings were coded using both algorithms: deductive and inductive. Finally, the codes were categorised descriptively and higher-order themes were identified, and deepened via thematic, narrative, and comparative synthesis of the codes.
A hybrid deductive–inductive coding strategy was used. Initial codes were informed by the theoretical framework, while additional themes were allowed to emerge from the evidence.
The review is ELR informed by systematic principles. 
The methodological sequence:
Research question → CIMO → database search → screening → quality appraisal → evidence extraction → coding → thematic synthesis → conceptual development

[bookmark: _Toc241081177]2.3 Research Philosophy and Orientation
The research is carried out from a pragmatic philosophical perspective that also involves the interpretative aspect. Because the aim of the dissertation is to produce practically useful knowledge for use by managers in the decision-making process in industrial automation companies in the UK, pragmatism is appropriate. Pragmatism does not test one single theory but combines evidence gathered form research using different research approaches to gain insight (Yvonne Feilzer, 2010). A focus is therefore given to the search for evidence-based strategies that an organisation can adopt to improve the effectiveness of marketing.
The study also adopts an interpretative approach since concepts that underpin the study; such as the constructs of influencer credibility, expertise, trustworthiness, authenticity and brand awareness, may have different meanings across different organizational contexts. The pre-existing research like the research of Ryu and Han (2021) shows that industrial customers assess the credibility of an influencer through their professional competence, and through their stakeholders' expectations and the reputation of the organisation in the industry, where credibility can differ by industry and technological market. Therefore, it is important to make an effort to understand what these concepts mean in other empirical worlds, rather than take them for granted as universal concepts.
 Ontological position

A pragmatic orientation is adopted because the dissertation aims to integrate heterogeneous evidence in order to generate practically useful conclusions for UK industrial automation organisations. An interpretive element is retained because constructs such as credibility, authenticity and trust may vary across sectoral and stakeholder contexts.
Influencer credibility; industry knowledge; trustworthiness; authenticity and brand awareness could vary depending on the industry; the influencers; the stakeholder group; the communication platform; the organisational buying context. In particular, an influencer that is trusted in a technical engineering audience is not likely to have the same credibility within another B2B audience.

Hence, the assumption of the research is that there is no singular relationship between influencer marketing and brand awareness. Instead, it is to take into account the possible variation in outcomes with respect to context conditions.

Epistemological position

The epistemological process in studying knowledge in this research is the construction of knowledge via the method of critical synthesis of the results of different published evidence (Khudolii et al., 2026). Individual studies are not taken as 'representative'. Rather, the results of various studies are juxtaposed to look for convergence, divergence, repetition of patterns and explanations in the context.

This is because different approaches and theories are involved in the proof. In this review, knowledge is therefore not one dimensional—that is, it is not characterised as the result solely of one research process, but as an outcome of comparing and interpreting previous evidence.

Pragmatic orientation

The overarching philosophical orientation is given by pragmatism, since the use of the dissertation is to deliver useful managerial knowledge. The research provides not only an explanation of why B2B influencer marketing could have an impact on brand awareness but also mechanisms and practices to consider when applying the concept in a UK industrial automation organisation.

The pragmatic stand thus warrants the weaving in of conceptual, qualitative and quantitative evidence when each piece helps to address the questions raised in the study. It also enables linking contextual conditions, marketing interventions, mechanisms and organisational outcomes in ways that are facilitated by the application of practical frameworks, such as CIMO.

The interpretative element makes space for pragmatism since values like trust, expertise, authenticity and credibility are significant within certain organisational and industry situations. The research takes the approach of contextual interpretation combined with evidence-based comparison, but does not follow a positivist or purely interpretivist stance.
[bookmark: _Toc241081178]2.4 Research Approach

In designing the dissertation, the deductive-inductive research method is used with a hybrid design, as it helps to give guidance along the way and also give flexibility in the review process (Yuwono and Rachmawati, , 2023). It is during this process that the deductive element was informed by the preceding sense-making literature review which had adopted an existing marketing and organisational theory perspective. These included theory on the 'Source Credibility Theory' which focuses on the impact of expert sources and trustworthiness on communication, and Customer Based Brand Equity Theory which concentrates on development of brand awareness, recognition and recall.

Both these theoretical approaches directed the initial coding program, but the review also incorporated an inductive element that enabled current concepts to rise from the literature in line with the initial program, instead of being discovered within pre-established theoretical classification system. Some other themes emerged during the thematic synthesis stage: Employee advocacy, technical demonstration, thought leadership, credibility of the platform, independence, and perceived commercial bias of the influencers. These themes confirmed and expanded the theoretical structure by exploring practical elements that can impact the success of influencer marketing in an industrial setting.

	Initial theoretical codes
	Emergent codes
	Final themes

	Expertise
	Technical demonstration
	Influencer credibility

	Trustworthiness
	Independence
	Credibility/authenticity

	Brand recognition
	Thought leadership
	Brand awareness

	—
	Employee advocacy
	Influencer type



[bookmark: _Toc241081179]2.5 Review Framework
CIMO (Context, Intervention, Mechanism, Outcome) framework has been used here. 
· The context of the review is the B2B Technology sector relating to Industrial automation, where purchasing is a complex process, involving multiple organisational stakeholders and domain knowledge. 
· The intervention targets B2B influencer marketing, such as leveraging industry experts, technical specialists, consultants and thought leaders as support in the communication and development of an organisation's brand. 
· Mechanisms found in the literature involve signalling credibility, influencing others, trustworthiness, authenticity and the production of valuable educational content. The mechanisms involved in how the trust of the organisation is achieved through influencer marketing and the reduction of information uncertainty and the relationship with stakeholders in industrial markets. 
· Last but not least, the results presented are brand recognition, brand recall, familiarity, brand salience and supplier consideration, all of which are dimensions of brand awareness relevant for B2B purchasing contexts.
 Implementation of the CIMO process will help to relate the theoretical aspects to managerial implementation and allow for a clear structure for analysing the brand awareness contribution of influencer marketing in the industrial automation market in the UK. Additionally, this framework means evidence-based suggestions can be developed, as contextual conditions are explicitly connected with marketing interventions, underlying mechanisms and organisational outcomes.
CIMO table 
	CIMO
	Dissertation application

	Context
	UK industrial automation

	Intervention
	Expert/technical influencer marketing

	Mechanisms
	Expertise → credibility → trust → knowledge transfer

	Outcomes
	Recognition → recall → consideration



[bookmark: _Toc241081180]2.6 Information Sources
The data used and analysed in this study comes from secondary data sources from well-respected academic and industry sources, which was used to explore the role of B2B influencer marketing in brand awareness in the industrial automation industry in the UK. Sources of academic literature were mostly internet search engines such as Scopus, Web of Science, Business Source Premier, ABI/INFORM, Emerald Insight (Emerald Directory Service), and ScienceDirect as well as Taylor & Francis Online search engines which covers peer-reviewed journals in the marketing and industrial marketing field, and digital communication and management. Google Scholar was also employed for secondary research to supplement the online databases searched, search by citation chaining and to identify recently published studies, which were not available on the online primary databases. Multiple databases were used to limit database bias and enhance the extent and depth of the review of literature.

Academic evidence was complemented with the use of relevant grey literature to gain an understanding of the market developments and practices in industry. These sources were UK government publications, manufacturing and automation associations' reports, professional engineering organisations and reputable consulting organisations. The main purpose for using industrial reports was to offer a context and background understanding of the UK automation industry rather than an element of theoretical evidence. Academic research and industry evidence were analysed separately to keep the work of an academic standard while not substituting the practitioner opinion for observations gained from empirical research in the peer-reviewed literature.
Information sources are Scopus, Web of Science, Business Source Premier, ABI/INFORM, Emerald, ScienceDirect and Taylor & Francis, supplemented by Google Scholar. 

[bookmark: _Toc241081181]2.7 Search Strategy

Structured search strategy developed with the principles of systematic review were used to identify relevant literature. A series of related searches were performed instead of just conducting one searching term, combining other searching terms and/or Boolean operators. The initial search was conducted for B2B influencer marketing with a mix of terms including: B2B influencer marketing, business-to-business influencer, industry influencer, technical influencer, thought leadership, employee advocacy, and business to business brand awareness, B2B brand recognition, B2B brand recall, B2B supplier awareness. 
The database that was searched, the search date, the search string, the filters used and the number of hits (and studies kept) were recorded for each search to facilitate transparency and replicability. Filters were applied to make sure that the material was primarily English-language and that it had been published from 2015 to 2026, or, where applicable, had been previously seminal theoretical studies.
Further searches used variations of the basic terms, such as:

· B2B influencer marketing
· business-to-business influencer
· industry influencer
· technical influencer
· thought leadership
· employee advocacy
· B2B brand awareness
· B2B brand recognition
· B2B brand recall
· B2B supplier awareness
[bookmark: _Toc241081182]2.8 Inclusion and Exclusion Criteria
Studies that are related to literature review process are needed to be done by focusing on the quality of the literature considerably as any issue in the sources can affect the authenticity of the paper (Snyder, 2019). Hence, proper inclusion and exclusion criteria have been used. Specific inclusion and exclusion criteria were used to maximize the relevance and reliability of the evidence used to inform the review. Online studies included peer-reviewed journal articles, academic book chapters that were relevant to the topic and good, government and industry reports in English. Studies published within the most recent period (2015 – 2026) has been prioritised, since the field of influencer marketing has grown significantly during this time. Qualifying research projects focused on: Brand awareness or a related outcome, B2B marketing, an industrial or technology market, an expert endorsement or thought leadership and an influencer marketing campaign. Studies of theory and practice which were published before 2015 have also been included provided they were seminal studies.

Unsupported blogs and promotional literature, duplicate publications, full-texts or studies with no meaningful relevance to B2B marketing have been excluded. Studies solely on “celebrity” market players in consumer markets were not included either.
Inclusion exclusion criteria 
	Criterion
	Include
	Exclude
	Rationale

	Date
	2015–2026 + seminal earlier work
	Older non-seminal work
	Contemporary digital context

	Language
	English
	Non-English
	Practical review limitation

	Context
	B2B/industrial/technology
	Pure B2C celebrity marketing
	Research relevance

	Evidence
	Peer-reviewed + selected credible grey literature
	Blogs/promotional material
	Evidence quality

	Outcome
	Brand awareness/trust/consideration
	Unrelated outcomes
	Alignment with RQs


Tier 1 – Direct evidence
B2B influencer marketing, industrial/technology context.
Tier 2 – Related B2B evidence
B2B digital content, thought leadership, employee advocacy, buying centre.
Tier 3 – Contextual evidence
B2C influencer, CSR, AI, general brand-awareness studies.

[bookmark: _Toc241081183]2.9 Screening Process
The screening process was conducted in compliance with the PRISMA-informed process of screening, aiming at introducing transparency and consistency. First, all the records retrieved using the databases were collated and then duplicate studies excluded. Titles and abstracts were then filtered for inclusion based on the predetermined inclusion criteria. The suitability of the potentially relevant items of full text of studies was then judged. A quality appraisal was conducted on the studies that fulfilled the eligibility criteria, and these were included in the final review. Articles that were not published as full texts were recorded for reasons such as their lack in relevance to B2B usage or the absence of a discussion on the brand awareness: Reasons for excluding full-text articles were recorded. The identification, screening and inclusion process were summarized in a PRISMA flow diagram.
	PRISMA Stage
	Description
	n

	Identification
	Records identified through database searching
	268

	
	Additional records identified through Google Scholar, citation chaining and grey literature
	34

	
	Total records identified
	302

	
	Duplicate records removed
	58

	Screening
	Records screened 
	244

	
	Records excluded as they are not available in full-text 
	184

	Eligibility
	Full-text reports assessed for eligibility
	60

	
	Full-text reports excluded as they are not relevant to the topic 
	30

	
	Excluded as they are Consumer (B2C) focus
	10

	Included
	Studies included in qualitative thematic synthesis
	20


Prisma chart 
	IDENTIFICATION
	Records identified through database searching
(n = 268)
	

	
	Additional records identified through Google Scholar,
citation chaining and grey literature
(n = 34)
	

	
	TOTAL RECORDS IDENTIFIED
(n = 302)
	Duplicate records removed
(n = 58)

	
	↓
	

	
	Records screened
(n = 244)
	Records excluded as not available in full text
(n = 184)

	SCREENING
	↓
	

	
	Full-text reports assessed for eligibility
(n = 60)
	Full-text reports excluded as not relevant to the topic
(n = 30)

	
	↓
	Excluded because of Consumer (B2C) focus
(n = 10)

	ELIGIBILITY
	Studies included in qualitative thematic synthesis
(n = 20)
	

	
	
	

	
	
	

	INCLUDED
	
	

	
	n = number of records / reports / studies
	



To ensure the process of study selection was transparent and consistent, a PRISMA-informed screening process was adopted. The purpose and use of PRISMA here is to provide a framework to report and organize the dissertation, and not to imply that the dissertation is a registered full systematic review.
In the initial search, there were 302 records found. From these, 58 duplicate records were excluded and 244 records were screened. After screening and eligibility screening, a total of 60 full-text reports were assessed and 20 studies were then included in the qualitative thematic synthesis.

[bookmark: _Toc241081184]2.10 Quality Appraisal
Each of the studies analysed was critically assessed with respect to some of the following methodological criteria: clarity of the research purpose, appropriateness of research design, sample or data sources, transparency of data analysis, theory development, relevance of the research questions, and recognition of study limitations. A simple scale of 0 (weak quality), 1 (moderate quality) and 2 (strong quality) was used to score each criterion. Thematic synthesis was conducted with the use of overall quality scores. The reputation of the journal was taken into account, but not the only measure of research quality. 

Six criteria were used for the appraisal:

· relevance of the research problem to the paper's topic
·  design of research and whether it is suitable; and
· sufficient quality and clarity of sampling or data sources;
· transparency of data analysis;
· use/development of theory appropriately; and
·  awareness of the limitations of methodology.

Each criterion was evaluated with a 3-point scale of:
0 = weak
1 = moderate
2 = strong
Get the quality appraisal table in appendix 
[bookmark: _Toc241081185]2.11 Data Extraction
The extracted information from all studies was mapped on one structured evidence matrix to ensure consistency of the mapping throughout the review. The matrix included data on authors, year of publication, country, industry, research design, sample characteristics, type of influencer, digital platform, content format, theoretical framework, credibility characteristics, brand awareness, study weaknesses, quality score and relevance of each research question. The structured extraction process allowed for the systematic comparison of studies and helped to conduct the thematic analysis that followed. 
Data extraction table include 
· author/year; 
· country; 
· industry; 
· research design; 
· sample; 
· influencer type; 
· platform; 
· content; 
· theory; 
· credibility; 
· brand awareness; 
· weaknesses; 
· quality score; 
· RQ relevance. 
Find the table in appendix 
[bookmark: _Toc241081186]2.12 Data Analysis
Extracted evidence was analysed by thematic synthesis, with the help of narrative synthesis, conceptual mapping and comparative analysis. For the first stage, all studies included in the inventory were read several times to familiarise with literature. Then findings have been coded around the following themes and concepts that emerged with respect to influencer marketing, influencer credibility, digital platforms, content strategy and brand awareness. Codes were clustered into descriptive categories (DAC) and then higher-order themes were synthesized. These themes were analysed and compared, with highlighting of similarities, contradictions and patterns. Last but not least, the results were analysed through the selected theories, leading to a conceptualisation of the influence of B2B influencer marketing on brand awareness. A comparative analysis was also conducted to identify the differences based on influencer type, digital platform, type of content, stakeholder group, the industry environment, the quality of the study, and between the B2B and B2C markets.

The movement from:
codes → descriptive categories (DAC) → higher-order themes (HOT) has been done 
That would make the analytical process much more convincing.
[bookmark: _Toc241081187]2.13 Reliability and Rigour, ethics and methodological limitations 
To improve the reliability and rigour of the review several measures were adopted: The study was conducted across the country with a uniform search protocol, screening criteria, extraction matrix and coding procedures. We recorded an audit trail that covered search decisions and development of coding, and contradictory results were captured to reduce the risk of confirmation bias. Methodological quality was the major basis for giving weight to the evidence and not the journal/source of publication. However, the study states that the screening and coding were performed by one researcher, which is subject to the interpretation of one person.

Ethical issues were centered on ensuring academic honesty in presenting work, proper referencing, not plagiarizing others’ work and proper reporting of study results. No selective quotation or misrepresentation of evidence was done. Copyright issues were observed and followed; files were safe guardedly stored and any content created with AI tools was used responsibly, accompanied by a critical evaluation.

There are a number of limitations to this study such as the limited amount of literature available in English focusing on the field of B2B and the possibility that the study is impacted by publication bias and the transferability of the findings from the related technology fields. Some of the findings might be affected by the different definitions of brand awareness across the studies and the quick evolvement of digital platforms over time.

[bookmark: _Toc241081188]2.14 Chapter Summary
In this chapter, the methodological approach taken for the dissertation has been described. The analysis process implemented a structured Extended Literature Review following systematic review principles, with transparent study selection, quality appraisal and thematic synthesis, resulting in a robust evidence base to explore the role that B2B influencer marketing can play in developing brand awareness in the UK industrial automation industry. The results of the literature search are summarized in the following chapter along with a discussion of the thematic findings.


[bookmark: _Toc241081189]Chapter 3: Literature review 
[bookmark: _Toc241081190]3.1 Introduction 
This chapter details the results of the Extended Literature Review to gain insight into the positive impact B2B influencer marketing has on brand awareness in the UK industrial automation industry. This analysis combines information from the chosen academic and industry sources to detect commonalities, contrasts and contextual factors. Seven themes are explored - from B2C to B2B campaigns, characteristics of a credible B2B influencer, brand awareness in industrial markets, digital content and platform strategy, B2B buying processes and the influence of their stakeholders, risks and ethical issues, and the opportunities for UK automation organisations. The chapter discussion thus serves as the evidence to support conceptualization found in Chapter 4.
[bookmark: _Toc241081191]3.2 Characteristics of 20 resources 
	Resources related to the theme 
	Findings from the resources 
	Related theme 
	How it relates to the theme 

	Cartwright et al., 2022 (Primary resource)
	
Cartwright et al. (2022) have stated that influencer marketing is growing up and is expanding from B2C to B2B and by considering the viewpoint of the authors, it can be stated that the influencer marketing is pushing businesses in a considerable way. As per the study, B2B companies work with industry experts, consultants and professional thought leaders that have credibility and specialised expertise, as opposed to celebrity status. 
	The development of influencer marketing from B2C to B2B
	As organisations come to understand the importance of having expert influencers to connect with their professional audience and partake in strategic purchasing decisions, it is clear that influencer marketing has infiltrated B2B, as revealed in the study, and the finding is relating to the theme in this way. 
The study is relevant to the theme because it has established that credibility in the context of B2B influencer marketing is based upon transfer of knowledge from the influencers and trust from their professional lives. These are the attributes that set B2B influencers apart from traditional consumer influencers and make them more effective in the B2B sphere.

	Mero et al., 2023(Primary resource)
	The authors have highlighted managerial approaches that helps in influencer collaborations in case of B2B businesses. The study shows range of ways in which B2B influencers help, namely by offering education, thought leadership and industry expertise in longer organisational buyer journeys. 
	The development of influencer marketing from B2C to B2B
	The study is aligning with the theme as it shows the way influencer marketing is expanding from B2C to B2B businesses. The study shows that B2B influencer marketing is more about knowledge sharing. 
These results clearly highlight the qualities that an  influencer should have and that’s why the findings completely align with the theme. 

	Vijay and Ambar, 2024 (Supportive resource)
	Their systematic review reveals B2C influencer marketing is effective through their emotionality and consumer engagement, while B2B influencer marketing is effective through the sense of professional credibility, expertise and long-term trust. There has been a significant acceleration in B2B Influencer Marketing due to the digitization of the platforms too, the study notes. 
	The development of influencer marketing from B2C to B2B
	These findings support the theme as it is establishing itself in a business organisation as an effective communication tool and not just for consumer marketing. Looking at data from the study, the work shows that influencer marketing has evolved to satisfy specific purchaser requirements and B2B markets.



	Hafiz et al., 2024(Primary resource)
	Professional credibility is crucial to the rapidly expanding B2B influencer marketing landscape, according to the recent study by Hafiz et al., 2024. The study pinpoints technical knowledge, industry recognition, the transparency and consistency of communication as characteristics that affect the level of trust in the organisations. Credible influencers also build more enduring relationships with business audiences, the authors go on. 
	The key features of credible B2B influencers
	The results meets the theme as it elucidates the characteristics that an influencer in the B2B domain should have. The research reveals the key factors that can influence the capability of professional influencers. 




	Resources related to the theme 
	Findings from the resources 
	Related theme 
	How it relates to the theme 

	Ismael (2022) (Primary resource)
	Ismael (2022) agrees with this conclusion as they could conclude that CSR positively increases brand awareness because it builds stakeholders' trust and generates positive organisational reputation. The study shows that organisations that go down a responsible business path reap greater visibility in their respective markets and build greater and more meaningful relationships with customers and business partners, thereby gaining long term competitive edge. 
	[bookmark: _Toc241081192]Brand awareness in industrial markets.

	
The findings align with the theme as it shows how important brand awareness is in the industrial markets as the organisation becomes more easily recognisable and more stakeholders have trust in the brand

	Praditya and Purwanto (2024) (Primary resource)
	Praditya and Purwanto (2024) concluded that brand awareness positively affects purchase intentions by providing more knowledge about the brand and enhancing the brand images perceived by customers.
	[bookmark: _Toc241081193]Brand awareness in industrial markets.

	The results will back the theme and confirm that effective brand awareness is key for companies wanting to distinguish themselves in industrial markets. Higher visibility leads to higher successful organisational competitiveness and assists in running a company in longer time frame.

	Ramadhani and Mujayana (2022) (Supportive resource)
	Brand awareness represents one of the key aspects in the concept of brand equity that impacts an organisation's competitiveness, according to Ramadhani and Mujayana (2022). The study demonstrates that organisation that is more remembered to customers have better customer trust and hence better positioning in the market for better sustainability. 
	[bookmark: _Toc241081194]Brand awareness in industrial markets.

	These findings are useful in relation to the theme as it tells that for the industrial organisations, awareness of the brand is a vital element. Brands bring an advantage to organisations in relation to their level of brand recognition




	Resources related to the theme 
	Findings from the resources 
	Related theme 
	How it relates to the theme 

	Sun, 2023 (Primary resource)
	 The study posits that user engagement and optimizing platform performance include the continuous generation of valuable, relevant and timely content by organizations. Content strategies need to be balanced to the need for quality content, frequency, and audience along with change in market conditions. The research also suggests that digital platforms need to be optimized to deliver content that keeps audiences engaged, and helps bolster an organization's success going forward. 
	Digital Content and Platform Strategy
	

The findings directly connect with the theme, as to achieve success within digital content strategies organisations need to produce quality and timeliness of digital content across the digital platforms. Automation companies should deliver relevant technical content that consistently taps into the professional audience and can help promote the brand for the long-haul in B2B influencer marketing.

	Shen, 2023 (Primary resource)
	This study shows that the engagement level can differ between platforms as each platform possesses different user traits, communication methods and content interests. Therefore organizations should customize content based on the platform characteristics rather than using a one-size-fits-all approach to communication for all platforms. A key factor impacting on audience interaction and marketing effectiveness was found to be the type of platform selected.
	Digital Content and Platform Strategy
	The results will confirm the theme that the digital platform strategy is as significant as the quality of the content. Leveraging more professional platforms like LinkedIn, while optimising content for each platform, can give UK businesses the best chance of engaging with industrial buyers and maximising the performance of their influencer marketing.

	Lopes and Casais, 2022 (Supportive resource)
	The authors also caution the need to combine content marketing with other digital marketing efforts to provide maximum impact for business.
	Digital Content and Platform Strategy
	The results relate directly to the theme, as they show that an educational and value-driven communication should be the main priorities for digital content strategy. In B2B influencer marketing, automation firms can enhance the connection with B2B buyers by engaging with them by means of digital channels with new technical information and expertise.




	Resources related to the theme 
	Findings from the resources 
	Related theme
	How it relates to the theme 

	Ghanbarpour et al., 2024 (Primary resource)
	
Ghanbarpour et al. (2024) concluded that the corporate social responsibility has a positive relationship with various groups of stakeholders such as customers. The findings of the study show the importance of stakeholder trust to organisational relationships and business markets purchasing decisions. Effective communication of responsible business practices makes people feel more confident in organisations and helps their collaboration in the long-term.
	B2B Buying Processes and Stakeholder Influence
	
These findings mirror the theme, as they focus on the aspect that buying in B2B means a variety of stakeholders with visions that impact the purchasing process. 

	Rasheed et al., 2025 (Primary resource)
	The study has focused on the Buyer-Seller Relationship and it has considered the B2B Purchasing process. The authors have found that ethical decision making is very important in the development of marketing strategies and it should be considered in the influencer marketing strategy development process in the B2B domain. As per the authors, product effectiveness and cost are some driving factors in attracting customers. However, along with that, the marketing process also plays a vital role and that’s why in case of influencer marketing, transparency, credibility and knowledge of the influencer should be considered. 
	B2B Buying Processes and Stakeholder Influence
	The findings aligns with the theme as it shows that B2B purchasing goes beyond the consideration of the economic aspect and includes a variety of stakeholders. .

	Kapitan et al., 2022(Supportive resource)
	The study calls for increased level of organisations' stakeholder engagement and enhancement of the organisations' reputation if an organisation has a clear organisational purpose and values of responsible business. The need for authenticity for stakeholder trust was remarked out as a key factor. 
	B2B Buying Processes and Stakeholder Influence
	These results have immediate applicability to this theme as the influence of a stakeholder is paramount to the purchasing decision in industry. When influencer marketing campaigns align with an organisation's values and responsible business approach, they can have a positive impact on reputation and positive effect on future B2B working relationships with stakeholders.




	Resources related to the theme 
	Findings from the resources 
	Related theme 
	How it relates to the theme 

	Jain, 2025 (Primary resource)
	
According to Jain (2025), the fields of audience targeting and campaign optimisation, in particular, shot through with opportunities in the process of automation as a result of the advent of artificial intelligence in the field of influencer marketing. But also there are ethical issues surrounding data privacy, algorithmic bias, transparency of AI-generated content and disclosure. To retain stakeholder trust, organisations have to balance the technological efficiency and responsible marketing practices. 
	Risks, Limitations and ethical concerns in influencer marketing in the automation industry
	

The results of these findings, directly answer the theme as the influencer marketing with AI has associated ethical issues as well as operational advantages. To sustain credibility and keep the integrity of AI usage, automation firms need greater transparency and responsible AI practices within industrial markets.

	Indrawan et al., 2023(Supportive resource)
	Notwithstanding, the research investigates ethical issues such as misinformation, privacy issues, and loss of authenticity due to over-automated systems. The authors suggest the development of moral control on AI-powered marketing. 
	Risks, Limitations and ethical concerns in influencer marketing in the automation industry
	The results align with the theme and indicate the potential improvements brought about by automating influencer marketing, yet it is equally important to handle ethical considerations with proper care during the process. 
The results align with the theme, as it shows how the UK automation companies can leverage AI-driven digital strategies and how it can enhance their competitive positioning, more efficient communication process

	Vuković and Pavković, 2026 (Primary resource)
	Transparency and accountability can be regarded as the main qualities of influencers needed to get trust of customers as per Vuković and Pavković (2026). This study has stated that there can be a loss of trust in the media and that is why businesses, in developing the marketing process, are needed to ensure that an any misleading information is not being shared and they are n needed to appoint influencers who have adequate knowledge, expertise and have the ability to get the trust of customers while being credible and authentic. 
	Risks, Limitations and ethical concerns in influencer marketing in the automation industry
	These findings are directly linked to theme as the theme is all about the ethical issues and concerns are significant in industrial markets where decisions can be based on large amounts of money that can be invested. Automation firms can foster trust and lessen reputational risks through transparency in influencer marketing.




	Resources related to the theme 
	Findings from the resources 
	Related theme 
	How it relates to the theme 

	Rajendran, 2023 (Primary resource)
	Rajendran (2023) concluded that the synergies of influencer marketing, AI and voice search optimisation adduce enhanced customer engagement and business efficiency in technology-based commercial industries. The findings suggest that top influencers are established and can skew messages to others to create technical communication skill, visibility and a boost to digital marketing efforts. 
	[bookmark: _Toc241081195]Strategic implications of influencer marketing for UK automation companies

	
These findings are directly aligning with the theme as they have been able to show that UK automation companies can use influencer based marketing with AI technologies as it can help them to enhance their digital engagement and it ultimately increase brand awareness. 

	Ramachandran et al., 2024 (Supportive resource)
	Some results of the study also suggest that when a human user works with AI technologies, he or she is able to achieve more authentic and effective marketing results than when using only AI technologies. 
	[bookmark: _Toc241081196]Strategic implications of influencer marketing for UK automation companies

	The findings are directly relevant to the theme as they illustrate how, through strategic applications of AI, automation companies in the UK can use trusted B2B influencers to drive the effectiveness of their marketing communications and boost their customer engagement, to support their long term competitive positioning in the industrial markets.

	Ravi Bosco (2022)  (Supportive resource)
	In the international automotive industry, Ravi Bosco (2022) concluded that using influencers can increase customer loyalty and customer behaviour. Evidence showed that influencer leads to customer engagement, service perceptions, improvement of brand image, trust, satisfaction, commitment and personalisation, which results in increased customer loyalty. Social media also effectively helps maintain customer connections and communication.
	[bookmark: _Toc241081197]Strategic implications of influencer marketing for UK automation companies

	The study falls under the theme of 7, which is to express the influence of influencers beyond awareness toward the outcomes of relations. Engaging with customers through influencers builds trust, satisfaction, brand impressions, and fosters customer loyalty and retention. It means having an ongoing association with influencers can help grow value beyond just being aware of a brand, and help to encourage continued customer–brand engagement.

	Sands et al., (2022) (Supportive resource)
	AI-driven influencers can sometimes perform competently and even gain the acceptance of audiences as effective as their human counterparts, as discovered by Sands et al. (2022). But, no matter which study you look at, trust in AI influencers was uniformly less than trust in human influencers. Responses and perceptions for audience overall were influenced as well by influencer agency and the psychological distance.
	[bookmark: _Toc241081198]Strategic implications of influencer marketing for UK automation companies

	The Authenticity and Trust in Influencing Effectiveness aspect is highlighted in the study, which relates to Theme 7. While the possibility of creating an AI influencer can bring results, its lower level of trust compared to human influencers highlights a credibility issue. This means that when organisations are choosing between the different types and shapes of influencers, there needs to be a balance between technological innovation and perceived authenticity.


[bookmark: _Toc241081199]
3.3 Thematic analysis based on the findings of the literature review 
[bookmark: _Toc241081200]Theme 1: The development of influencer marketing from B2C to B2B
Research shows that influencer marketing has come a long way from a consumer-based (B2C) promotional strategy, into a business-to-business (B2B) marketing practice (Fagundes et al., 2023). The findings of these studies are linked in slightly different ways, however, and provide varying explanations for how, and why, this transition has come about. The main difference between B2C and B2B influencer marketing, according to Cartwright et al. (2022), is the type of influencer that is used. B2B influencer marketing appears to place relatively greater emphasis on expertise, professional credibility and knowledge transfer than typical consumer influencer campaigns. As opposed to B2C organisations whose promotion of a celebrity or social media personality brings a kind of instant instant credibility to the brand, B2B organisations collaborate with industry leaders, consultants and experts who bring their expertise to the organisation which can further add to its credibility (Cartwright et al., 2022). This implies that knowledge is the key determinant in marketing effective performance and not popularity in industrial markets.
Likewise, Mero et al. (2023) have stated that B2B influencer marketing has considerable differences with B2C influencer marketing practices, as in case of B2B marketing, influencers are playing the role of educators or knowledge providers. According to Abid (2025), B2B influencers should play a role throughout the buying process in a variety of ways as they are responsible for delivering technical information and industry-specific insights to buyers. Mero et al. (2023) have stated how organisations can imply influencer marketing strategically that has also been supported with the view of Cartwright et al. (2022).
Vijay and Ambar (2024) have also given information regarding the transition of influencer marketing in B2B domain from the B2C domain and they have undertaken a more balanced comparison between both the contexts. The systematic review shows that B2C influencer marketing is mostly successful by appealing the emotion of customers and by causing entertainment, while B2B influencer marketing is primarily based on professional credibility, trust and expertise. 
In general, it is clear from the literature that the reach of influencers has clearly extended to consumer markets (Chen et al., 2024). In B2B marketing, however, B2B influencer marketing has become more of a 'knowledge-sharing and relationship-building' tactic to aid in complex organisational purchasing decisions, while B2C marketing depends more on emotional persuasion (Vijay et al., 2024).
[bookmark: _Toc241081201]Theme 2: The key features of credible B2B influencers
While various researchers find different factors that contribute to creation of credibility, it is an attribute always acknowledged as being significant to the success of B2B influencers. For the reasons mentioned before, professional knowledge is the most critical value, and Mero et al. (2023) claim that organisational buyers are looking for influencers that can give them valuable know-how, not “promotional messages.” The authors say credibility wins by being able to educate the decision makers during the entire purchasing process and that it isn't about numbers, it's about the value added by the knowledge passed on.
Hafiz et al. (2024) have shown  interest in the credibility of influencers. They have also considered the importance of transparency, consistent communication and industry recognition in the process of influencer marketing in B2B domain. Unlike Mero et al. (2023) highlighted the importance of knowledge-sharing and Hafiz et al. (2024) have considered the importance and significance of ethical communication in the influencer marketing in B2B domain. 
Likewise, Cartwright et al. (2022) and Vijay et al., (2022) argue that there are differences between B2B influencers and B2C influencers and the marketing process of them in terms of how marketers perceive trust. Leung et al., (2022) claim that organizations strategically target the influencers who have specialty knowledge about the business and the segments as it can facilitate knowledge sharing and enhances buyer trust. But it aligns with the findings of Mero et al. (2023) and Hafiz et al. (2024). However, the focus of previous two studies focusses more strongly on the selection of influencers as an organisational choice, this study focuses more on the attributes of influencers. I

While studies from various perspectives do strive to give credibility to the argument, they all reject the notion that popularity of social media is enough to affect the industrial buyer. Rather, it can  be ensured that credibility is achieved by means of credibility in skills, authenticity, transparency and trusted communication (Chimakati, 2024). So, the key to successfully engaging in B2B influencer marketing isn't about attracting and choosing the celebrity influencers, it's about how they can help minimise uncertainty and boost the buyer's confidence in challenging, organisational buying decisions.
[bookmark: _Toc241081202]Theme 3: Brand awareness in industrial markets.
The majority of the literature has agreed that brand awareness plays an essential role in upping the competitiveness of the organization in industrial markets, and the respective authors have come up with various mechanisms by which the brand can be made more aware (Islami et al., 2024). Recent literature has seen the term ‘Corporate Social Responsibility’ (CSR) used to reinforce the importance of building a stronger brand with a robust sense of brand awareness by improving organisational reputation and positively influencing stakeholder trust (Ismael 2022). This view believes that responsible businesses generate long term bonds with customers and business partners and make them more visible. Thus, brand awareness is considered as a result of the values of the organisation and not just as marketing activities (Garza et al., 2024).

Different, Praditya and Purwanto (2024) take an angle in marketing communication in discussing brand awareness. This study has stated that there is a positive relationship brand awareness and purchasing intentions of customeres and there is a difference between the view of this author and the view of Ismael (2022) as they have considered CSR as the main aspect in regard to the process of attracting customers. 
By considering the findings of all of the studies, it can be stated that it is essential for organisations to achieve long-term success via brand awareness development and they ave to pay attention to CSR to get the attractions of customers. 
[bookmark: _Toc241081203]Theme 4: Digital Content and Platform Strategy
Digital content is always deemed a highly significant factor in the success of influencer marketing and the literature consistently agrees that digital content strategy is a better constraint when it comes to engagement (Blut et al., 2023). But, in the literature there is not a single one that definitely establishes digital content quality as a more significant constraint for engagement than the opportunity to choose the best platform. According to Sun (2023), one of the most critical aspects was creating valuable, timely, and relevant content that meets the needs of the audience. The author highlights a significant drawback associated with digital content, which is the fact that it has a brief lifespan.Digital content has a short life because of what the author calls the "content perishability," which necessitates frequent output of new information to attract the audience. From this perspective, consistency and quality of the content are the main two factors affecting on the success of digital marketing on any platform.
However, Shen (2023) counters that platform selection is also significant because there is a clear variation in audience engagement across social media platforms. The research premise is that organisations should not have one uniform approach to communication, as there are individual differences in the user characteristics, interaction dynamics and content preferences among platforms. In contrast, while Sun (2023) emphasizes on the content management, Shen (2023) shows that good content can still end up falling on dead ground if it reaches people via an inappropriate digital channel. 
Instead of focusing on either content or platform, the authors recommend leaders to use a “content marketing” approach within a broader digital marketing plan by incorporating educational, value-oriented content to increase customers' reach and engagement (Oktaria et al., 2026). However, the understanding about the role of the longevity of digital content, which Lopes and Casais (2022) present, is not only factor to consider as the platform optimisation approach suggested by Shen (2023) also plays a vital role here. It also includes a mix of different types of communication channels and management actions carried out by the organisation, signifying that a digital content marketing strategy is best understood when it is linked to different communication technologies and different marketing levels. Such a holistic view recognizes that valuable content must be delivered to create the desired marketing.
So, the literature as a whole confirms that there is a general consensus that strategic digital communication is a key requirement for the successful implementation of B2B influencer marketing. There is disagreement about the most important success factor, however. Sun (2023) focuses on quality of the content, Shen (2023) on the platform selection, while Lopes and Casais (2022) propose that both ones should be integrated in a digital marketing campaign as part of a holistic approach.
[bookmark: _Toc241081204]Theme 5: B2B Buying Processes and Stakeholder Influence
There is a consistent literature that states that B2B purchasing decisions can be made by several stakeholders where each of their perceived trust and perceptions makes a huge difference toward buying behaviour of the organisation. But the research results vary as to what influences stakeholders' roles in industrial markets. Drawing on their research, Ghanbarpour et al. (2024) propose that corporate social responsibility (CSR) is an effective way to develop rapport between organisations and stakeholders. 
Rasheed et al. (2025) claim that the transparency, effectiveness of the product, cost and credibility of the product's influencers are all considered in tandem by organisational buyers during their purchasing process. While, Ghanbarpour et al. (2024) have considered organisational reputation as an important factor in this regard Rasheed et al. (2025) pay attention to direct influences of ethical marketing communication as an influencing factor in regard to the purchasing decision of customers. 

Overall, it can be stated that when the matter comes to purchasing stakeholders do not get dependent only on the traditional factors like price or quality of the product as the trust that stakeholders have on the business plays an important role (Yum and Kim, 2024). Ghanbarpour et al. (2024) have considered CSR as an important factor in this regard. 
Industrial automation purchases are often made by multiple actors:
· engineers; 
· operations; 
· procurement; 
· finance; 
· senior management; 
IT/OT/security specialists
Influencer effectiveness is likely to vary by stakeholder role because engineers may prioritise technical credibility, procurement may prioritise risk and value, and executives may prioritise strategic outcomes.

[bookmark: _Toc241081205]Theme 6: Risks, Limitations and ethical concerns in influencer marketing in the automation industry
As the use of influencer marketing has also grown in the automation industry it has given organisations the chance to spread complex technology to business audiences, but it also has several risks, limitations and ethical considerations. Such worries not only cover the usage of artificial intelligence (AI), but also the precision of technical information, transparency and accountability, data security, bias, and the genuineness of brand communication via influencers.
One way, in which this changing marketing environment manifests, is through the use of AI. AI can be used in the marketing process of predictive analytics and for enhancing the marketing effectiveness. Jain (2025). While its use can also raise questions about data privacy and algorithmic bias. These risks should be dealt with with the proper protocols and continued human intervention, says Karami et al. (2025). 
Also, Indrawan et al. (2023) point out the advantages and issues of using AI in marketing. When matched with influencers who know how to leverage these technologies, they believe they can help build customers' relationships and confidence in the brand. It does give a clue to the limitations faced by the marketer in automation industry: Technology competence is not sufficient for credibility. It has to be said that some people relying on the advice of industrial automation influencers lack enough technical expertise to accurately share information, and not hyper-exaggerate the applicability, efficiency or value of automated technologies for business.

Another important ethical consideration highlighted is transparency and accountability by Vuković and Pavković (2026) in their emphasis on this aspect of influencer marketing. The idea derived from their argument is the key to gaining stakeholder confidence in ethical behaviour. Influencers should ensure that the information is accurate and they should ensure that they make it very clear that the information is likely to be sponsored/commercial as opposed to on their arm as an independent professional advice broker. This is especially critical in the automation sector where buying decisions may entail significant purchases and more extended-run impact.

[bookmark: _Toc241081206]Theme 7: Strategic implications of influencer marketing for UK automation companies
As per Rajendran (2023), influencer marketing can help audiences to get the information that they are looking for and it means that automation businesses’ in the UK can leverage influencer marketing to share complicated business-related information to customers in an easy way. 

Also, Indrawan et al. (2023) cite the benefits of marketing through using AI-related activities, such as predictive analytics, audience segmentation and automated content, for meeting the goals of marketing. These tools should be considered as measures that will complement the main strategy, however. Altogether, with the help of knowledgeable influencers, they can help automation companies reach business audiences that are relevant for them and convey more targeted communications. Sands et al (2022) also recommend knowledge about influencers and how to build customer trust can be beneficial to B2B marketing. 
Rajendran (2023), Indrawan et al. (2023) and Ravi Bosco et al. (2023) highlight the usefulness of and opportunities created by digital technologies in the field of marketing, whereas Ramachandran et al. (2024) focus more on authenticity. 

Overall, the literature suggests that UK automation companies have strategic opportunities to extend brand visibility, share technical expertise, connect with target business audiences and build trust relationships, through the use of influencers. The strategic dimension of influencer marketing, thus, is not just supported by the employment of cutting-edge technology, but depends on the synthesis of convincing industry opinions, professional skills, honest communication, and suitable digital assistance. Such a prudent strategy can help UK automation manufacturers build stronger customer relations, and contribute to them gaining competitive advantage to sustain their market position in the B2B space.

[bookmark: _Toc241081207]Chapter 4: Conceptual development 
[bookmark: _Toc241081208]4.1 Meeting the research objectives based on the thematic analysis in the literature review 
[bookmark: _Toc241081209]Objective 1: Reviewing how influencer marketing has developed from a predominantly B2C practice into a B2B marketing approach 
The concept of influencer marketing has come a long way from being exclusively associated with celebrities in a B2C scheme, and to a more knowledge-oriented B2B route. The literature is clear that influencer marketing has transcended the traditional ‘celebrity marketing-modelled’ B2C approach and evolved into a more knowledge-focused B2B style. 
But the papers don't indicate the popularity has totally lost its meaning in B2B contexts. Instead, it is an assertion that just being popular is not enough in the face of technical, financial and organisational uncertainty for buyers.
The meaning of influence in B2B differs from the view one may have in B2C, and this twist on marketing's definition stems not just from transferring a B2C approach to a B2B environment, but from something fundamentally new. A valuable asset of an influencer is in their expertise in helping stakeholders interpret complicated products, assess options and offer suitable choices developing informed choices. This is especially relevant in the case of automation companies in the UK as industrial automation deals with technically complex products and sometimes large organisational investments.
The usefulness of this knowledge-based approach is however dependant on the influencer having enough expertise and on his/her reputation of being credible within his/her specific profession(s). An expertise based but untrustworthy and/or irrelevant influencer will not sway organizational decisions. Thus, B2B influencer marketing should not be conceived as communication through the prism of the influence, but rather as communication through the prism of the relationship in which a professional is a communicator and a qualified intermediary in the process of building a relationship is to ensure that a professional's influence is moderated by his knowledge, credibility and professional relevance.
A key takeout is that automation companies in the UK are not just copying the social media influencer marketing trends but must forge a unique place in consumers by providing individualized solutions. Rather, they should locate trustworthy industry experts who could convey knowledge and cut risk along various parts of the organizational buy process. So, the point of crossing from B2C to B2B is about moving from the attention-led influence to the credibility- and knowledge-led influence.
[bookmark: _Toc241081210]Objective 2: Evaluation of how the expertise, credibility and authenticity of influencer can impact the B2B brand awareness among audiences in case of influencer marketing
While there is ample literature on the paramount role that expertise plays in B2B influencers' success, evidence also suggests that expertise is not enough to build long-lasting credibility and brand awareness. For Mero et al. (2023), professional knowledge is critical, as buyers in organisations are looking for influencers who can fill them with knowledge throughout the purchasing cycles. Technical expertise can then enhance the perceived informativeness of this influencer communication and therefore also boost the confidence in the promoted organisation.
But, there is a vital qualification to this expertise centred view that Hafiz et al. (2024) would like to offer. They value technical skills, but feel that transparency, communication consistency and industry reputation provide credibility as well. This then results in a paradox in the literature: knowledge may determine competence, but there is a difference between competence and trust. Even if an influencer has a lot of technical knowledge, there is still a question mark over whether he/she is respected as a source of information if commercial link-ups are not disclosed, communication is distorted, or the information is considered to be of questionable quality.
Finally, Cartwright et al. (2022) show that influencers are carefully chosen by organisations to match their specific market niche and business. This implies that the credibility is not just on the individual level of the influencer but that it also depends on the interrelationship between influencer, audience and the surrounding environment of organisations. So, the value of expertise is enhanced when it can address the problems and decisions encountered by those for whom the expertise is available.
The results show that there is no reason to believe that expertise, transparency, authenticity and professional reputation are mutually exclusive explanations about credibility. Instead, these can be conceived as mutually interdependent risk factors of source credibility. Instead, these should be interpreted as antecedents that act together in determining source credibility. The use of expertise shows technical skills; transparency reveals openness; authenticity reflects authenticity; and reputation imparts a sense of professional reliability. All these aspects could help to augment the trust of stakeholders and improve the chances of acceptance of the knowledge created by influencers.
Boundary condition is therefore: independence of commerce and perceived authenticity. Objects of commercial bias may compromise perceptions of objectivity, and even when the influencers are technically qualified, they may have trouble reaching B2B target audiences. In industries like the automotive sector, buyers are likely to investigate technical statements before making investment commitments that will involve them in long-term relationships and expenses with suppliers.
UK automation companies shouldn't look at influencers for most of their evaluation based on numbers or reach. Influencer selection should be based instead on the sum of its expertise, transparency, authenticity and professional reputation parts of contribution to source credibility. The relationship can thus be described as:
Knowledge Acceptance + Stakeholder Trust + Source Credibility (Expertise + Transparency + Authenticity + Reputation) leads to B2B brand awareness, a clear win.
This is a deeper understanding than when the one defining factor of influencing success is determined as one aspect.
[bookmark: _Toc241081211]Objective 3: The mechanisms connecting influencer-generated content with brand recognition, recall, trust and organisational buying consideration
The literature outlines various theories explaining how influencer content can impact B2B marketing results such as knowledge sharing, engagement, brand awareness, trust and organisational purchasing consideration. 

None of these studies, however, focus strongly on the stakeholder's visibility, recognition and purchase intention, while Ismael (2022) provides a more relationship-based explanation, adding the factor of stakeholder's trust as a prerequisite mechanism in the relationship between organizational behavior, reputation and brand recognition. This is an important distinction within the literature. It is possible for an organisation to be known as a brand to a buyer, but they do not necessarily have a sense of trust in the organisation or trust it as a suitable supplier.

Ghanbarpour et al. (2024) identified stakeholder trust as a direct influence on organisation purchase behavior. The findings indicate the importance of influencer-generated content in the context of strategic value, not just with respect to its ability to gain visibility, but also in ensuring that it conveys relevant information—the knowledge which the buyer has to arrive at a conclusion about the supplier.

The most promising mechanism found in the literature is, thus, credibility mediated knowledge transfer. High trust-rated influencers can offer valuable technical knowledge, a step that boosts the acceptance of knowledge and can minimize uncertainties in complex buying choices. Eliminating uncertainty can enhance trust in the supplier, and providing multiple exposures to credible information can then drive better brand awareness, and recall and supplier consideration.

The integrity and trustworthiness of the material is the boundary condition. Information that is irrelevant, inaccurate or commercially biased at low exposures is not going to be better than information that is accurate, relevant and not so biased at high exposures! Likewise, the amount of brand recognition can rise without the end user gaining any awareness of buying consideration if the information provided is not trusted or adhered to by stakeholders.
Importantly, the implication for the UK automation companies is that influencer-marketing strategies should avoid merely creating awareness and be centred around decision supporting. The chain of concepts that is growing out of the literature is:
There is a sequence of factors that could be linked to the characteristics of an influencer, its perceived credibility, the value of the content, its subsequent dissemination of knowledge to the buyer, the reduction of buyer uncertainty, the increased trust by the involved stakeholders, the improved brand awareness and recall with the buyer, and finally the consideration of the brand by the buyer.
This puts influencer marketing on the list of factors falling into the B2B decision making process, and not just within the realm of promotional communications.
[bookmark: _Toc241081212]Objective 4: Comparison of the effectiveness of different influencer types, content formats and digital platforms in industrial and technology markets 
There is no clear-cut information in the literature about which type of influencer is most effective, which content types, or which digital platform is preferred for B2B influencer marketing. Rather, it seems that effectiveness is related to a good fit of the influencer, content, audience, and communication platform. 
But businesses can't just rely on influencers' expertise to get more engagement. Sun (2023) claims participation is influenced by the quality, relevance and timeliness of the material, especially where there is a need for technical information to be kept up-to-date. However, as the following case study shows, there is high variation in engagement across digital platforms, and there are reasons to tailor communications on the basis of the nature of audience at different professional audiences. The nature of engagement, however, is variable across the various digital platforms, and there are reasons to tailor communication on the basis of nature of the audience at the different strands of professional audiences that are found, that is what Shen (2023) demonstrates. Thus, content with an impactful potential can fail to reach that end-goal if presented through an unsuitable platform for the stakeholders.
Lopes and Casais (2022) offer a more extensive definition by incorporating the influencer type, content quality and digital communication strategy. They conclude that these should not be analyzed in isolation. This goes against the idea that there is a global "best" influencer, "best" content or the "best" platform.
The evidence so indicates, namely, for a fit model:
The influencer–audience fit, content–problem fit, platform strategy–stakeholder fit
 influence the effectiveness of influencer marketing.
The fit between influencer and audience relates to whether the influencer possesses knowledge and credibility that are desired by the audience he or she is targeting. Content–problem fit answers the question of whether or not the information is relevant to real organizational problems and purchasing needs. Fit of stakeholders to platform is about the ability of the chosen platform to effectively reach and engage the relevant target audience in the professional domain.
Context is thus the boundary condition. An effective communicator in one industry segment might be ineffective on another, and the technical content that works for one audience may have to be adapted in quite significant ways to work for another audience. So, while standardised influencer campaigns could prove off to be less effective as compared to having strategies that come down to the context of the brand.
The take home message for UK automation companies is that, rather than popularity, there should be a strategic fit for leveraging influencer marketing. Businesses need to pair trusted industry professionals to the issues that their platforms can relation to and the right technical challenges. As an integrated approach is less likely to achieve any real engagement, or knowledge transfer or lasting stakeholder relationships than considering influencer, content and platform decisions on their own.
[bookmark: _Toc241081213]Objective 5: The organisational, ethical and strategic risks associated with B2B influencer marketing 

While there is considerable scope for B2B influencer marketing as identified in the literature, there is also evidence as to how it can fail to live up to its promise due to governance, platform, content and ethical, organisational and risk factors. Both Jain (2025) and Indrawan et al. (2023) emphasize that AI could bring to audience segmentation and predictive analysis should not be overlooked either. Based on the view, it can  be stated that the influencer marketing should not be completely dependent on AI as technical information should be communicated to a professional audience, but human judgement still plays a role.
A larger concern comes from Vuković and Pavković (2026) and it is around transparency, accountability and accurate disclosure of commercial relationships. Their interpretation of risk is in opposition to a technology-focused reading of risk, where they show that trust is equated with ethical influencing behaviour. An influencer might have a certain level of technical expertise but the inclusion of unsolicited advertising messages, inappropriately inflated or false statements, or inappropriate communication can jeopardise his or her perceived objectivity and impact on the organisation's credibility.
The risks can hence be broken down into four categories that are interrelated. Influencer disadvantages are loss of credibility, reputational damage and too much dependence on a specific influencer. Risks in content: incorrect technical information, false claims of performance and over-commercialisation. Platform and data risks include privacy concerns, algorithmic bias and dependence on external digital platforms. Governance risks include lack of disclosure, poor compliance practices and technical review.
There is then a tension between the efficiency with which influencer marketing can be delivered via technology and human intervention, and its need for human, ethical and professional monitoring. While technology can help to target and improve efficiency, it alone does not guarantee accuracy, authenticity or stakeholder trust.

The boundary concept plays a prominent role in the fields of automation, since technical misinformation can be more than just ordinary consumer dissatisfaction. Information on machinery, robotics, software and/or industrial systems can be very influential to organisational buyers when deciding on investment. As such, there is a need to have adequate professional examination of technical claims.
The UK automation industry is being encouraged to develop systems of governance that are obliged to report commercially, fact check technically, behave ethically and be shaped by human review and the right data protection. While AI can assist with segmentation, analysis and content processes, the human and organisational actors who engage with influencer communication should be identifiable and remain responsible for their accuracy and ethical content.
So, the sustainable use of influencer marketing involves both efficiency with technology and credibility of the influencers and organisation that uses them, without going too far overboard with things automated.
[bookmark: _Toc241081214]Objective 6: Development of a conceptual framework and practical recommendations for UK industrial automation organisations 
Research from the literature demonstrates that the effectiveness of influencer marketing in the UK industrial automation industry cannot be attributed to one sole criterion. Rather, the results suggest an interrelated process of influencer characteristics, the credibility of the source, the value of the content, the transfer of knowledge, trust of the stakeholders, strategic fit and the governance of risk. Existing literature indicates that stakeholder trust and technical content quality are important factors that are influenced by expertise, authenticity, transparency and professional credibility.

The evidence does also suggest however that these characteristics do not necessarily lead to brand awareness or organisational buying consideration. They depend on whether the influencers can pass on the valuable information needed to the right people and to diminish uncertainty in complicated buying choices. It implies that a key linking factor exists — source credibility — which should be the foundation of determining consumer brand awareness, instead of appraising influencer characteristics as a direct indicator of the same.

This can then be configured as follows:

All of those are achieved through influencer expertise, plus an authentic and transparent voice and reputation.
↓
Source credibility
↓
Focusing on content value and knowledge transfer.Emphasizing value of content and transfer of knowledge.
↓
Reduced buyer uncertainty
↓
Stakeholder trust
↓
Brand recognition x brand recall.
↓
Organisational buying consideration

Meanwhile, research suggests three types of strategic fit are essential for effectiveness: influencer–audience fit, content–problem fit and platform–stakeholder fit. 

The framework should also take into account the "boundary conditions". Subsequent ethical lapses, information distortion or commercial bias, privacy issues, platform lock-in effect, and governance problems may undermine trust and relationship between influencer communication and stakeholders. Therefore, risk governance is a safeguard for the functioning of the overall model and should not be considered as an independent issue.

Therefore, this has wider implications for UK automation companies as the importance of keeping their reach based influencer marketing is no longer a regular promotion routine, but a way to create knowledge and build relations. Businesses need to pick influencers who are technically viable and have great expertise, create educational and problem-solving content, align content and influencers to specific skill groups, identify platforms and establish governance mechanisms for technical credibility, and to ensure ethical disclosure.

With this in mind, this framework helps provide a more holistic understanding of B2B influencer marketing: credible influence contributes to value as it enables trustworthy knowledge transfer, to decrease organisational uncertainty, to support long-term supplier consideration – as long as strategic fit and ethical governance are ensured. This gives a greater conceptual basis for the practical recommendations to the organisations in the field of industrial automation in the UK.
[bookmark: _Toc241081215]4.2 Relating the overall findings with relevant theories 
Based on the overall synthesis, Source Credibility Theory and Customer Based Brand Equity (CBBE) Theory can be considered as the two major theories; they are therefore treated as theories to focus on. Theories and frameworks which support theory of organisational buying/buying centre, Relationship Marketing and Integrated Marketing Communications (IMC) explain how and when the utilization of influencer marketing can impact B2B outcomes. Taking this theoretical hierarchy approach gives a greater parsimony and does not produce the level of explanatory weight on all the theories.

Source Credibility Theory – Primary Theory

The results demonstrate the feasibility of using Source Credibility Theory in B2B influencer marketing in the context of industrial automation. There is evidence in the literature that when an influencer is perceived in the organisation to be knowledgeable, authentic, professional and transparent, organisational audiences are more likely to accept this information. 

The synthesis in turn implies that expertise is not sufficient to generate credibility. Instead, expertise+ authenticity+ transparency+ professional reputation→ source credibility → stakeholder trust, knowledge acceptance. In the field of industrial automation, for example, buyers might be looking for technically reliable data prior to assuming a more complex and expensive solution. Credibility can be undermined when influencers exhibit commercial bias, give inaccurate information or do not reveal any commercial relationships. Hence, the results show that the theory of Source Credibility is suitable for B2B automation marketing, and the findings also show that Source Credibility has more to do with competence than morality and relationships.

Customer-Based Brand Equity Theory – Primary Theory
Secondly, it is the Customer Based Brand Equity (CBBE) Theory. The various academic and scientific articles state that the change in the awareness, recognition, recall and favourable associations with the organization can affect the brand equity of the brand through influencer marketing. 

Content created by influencers can then drive the stakeholders to build connections with the brand and confidence to the automation company. This implies the route of:
Credible influencer communication → knowledge and awareness created/awaken of brand → brand recognition and recall → greater brand association and confidence for stakeholders/ suppliers.
The boundary condition that applies to the information communicated is quality/credibility. Therefore, the results confirm the usefulness of CBBE theory as a framework for the use of B2B influencer marketing, but suggest a strong linkage between brand awareness in industrial markets and professional credibility and knowledge value.

Organizational Buying/Buying Centre – Supporting Theory
In addition to this theory, an important supporting theory is Organisational Buying/Buying Centre theory, as B2B purchasing decisions are not made by just one man or one woman. Results from the literature studied suggest that information created by influencers can serve as technical knowledge in making decisions and can unravel uncertainties within each of the intended audiences in the organisation. Influencers are especially highlighted during the purchase process at organisations, as detailed by Mero et al. (2023).

From this view the interpretation that only individual-level awareness is the goal of influencer marketing is reinforced. However, influencers can enable knowledge transfer between several organisational stakeholders and disseminate it to the technical evaluators, the managers and the purchasers. Content's influence is thus dependent on its usefulness to the different information needs of the members of the buying centre. For companies based in the UK, it is important to ensure that influencer content tackles real-life challenges of the organisation instead of just selling products.

Relationship Marketing – Supporting Theory

The results are also aligned with the Relationship Marketing Theory with respect to the fact that B2B influencer marketing seems to generate more value in the future with continuous content dissemination and stakeholder relationships than short-term exposure. 
But at the same time, in this study Relationship Marketing could be regarded as a subsidiary theory. In the past few years, the evidence has shown that relationships are valuable assets because credibility and knowledge grounds trust. Hence the relationship perspective can equate how Source Credibility can propel to broader relationship building with stakeholders and suppliers.
Integrated Marketing Communications – Supporting Theory
Last but not least, the results confirm the Integrated Marketing Communications (IMC) theory. Indeed, the presence of influencer marketing in communication execution seems to work best if integrated in broader communication activities rather than if used as a standalone communication technique. Lopes and Casais (2022), Shen (2023) and others point to the need to ensure simple content, communication plan and digital channel coordination. Rajendran (2023) also states, that technologies like Artificial Intelligence (AI) can aid marketing effectiveness and targeting.

Overall Theoretical Interpretation

Overall the synthesis can best be described by Source Credibility Theory and the CBBE theory. Source Credibility Theory helps understand why stakeholders will accept communicator-created information while CBBE helps understand how this accepted information can aid in brand recognition, recall and supplier consideration. The theory in organisational buying is a decision-making context, the theory in relation to relationship marketing is in relation to the formation of longer term stakeholder relationships, and the theory in the integration of IMC and wider communication activities is in relation to how influencer marketing is integrated into wider communication activities.
[bookmark: _Toc241081216]4.3 How the research questions have been answered 
The key research question was:
What are the opportunities and challenges of B2B influencer marketing for improving brand awareness within the UK industrial automation industry?
It was clear from the thematic analysis that collaborations between organisations and technically credible influencers can enhance brand awareness when influencers create content which is both educational and value-driven, utilises appropriate digital platforms and strives for transparency, authenticity and ethical communications. While B2C influencer marketing is more about generating emotional involvement and immediate purchase actions, B2B influencer marketing is more focused on fostering brand awareness, creating credibility for an organisation, trusted relationships, knowledge sharing and building professional relationships (Cartwright et al., 2022; Mero et al., 2023; Vijay and Ambar, 2024). 
The review also reveals that influencer marketing can be most effective when influencer expertise is aligned to organisational goals, the content fulfils technical problems of industrial buyers, the digital platforms are chosen based on audience features, and the AI technologies work responsibly and do not infringe on the authenticity of the content or social media platforms (Sun et al., 2023; Shen, 2023; Ramachandran et al., 2024). With regard to the primary research question of whether the popularity of the influencer is a key determinant of successful B2B influencer marketing, the evidence reveals that it is professional expertise, trustworthiness, strategic communication and ethical governance which determine success of influencer marketing in B2B businesses, not the popularity of the influencer.
The first sub question is about the conceptualisation and use of B2B influencer marketing in industrial and technology markets. The literature shows that influencer marketing has progressed beyond merely being a consumer centric promotional tactic to a technique for delivering information and developing relationships, in which industry experts provide information to organisational buyers and minimize consumer uncertainty when purchasing products and services (Cartwright et al., 2022; Mero et al., 2023; Vijay and Ambar, 2024).
The second sub-question is about exploring the factors affecting the brand awareness influenced by the characteristic of the influencers. Staff's expertise, credibility, authenticity and transparency were repeatedly identified as the most influential characteristics in the reviewed studies, expertise, credibility, authenticity and transparency. Although Mero et al. (2023) highlight the importance of skills, Hafiz et al. (2024) stress the need for trust (long-term) through transparency and consistent communication, whereas Cartwright et al. (2022) focus on choosing influencers based on their expertise and its suitability with organisational goals.
In answer to the third sub-question, the topics of brand image, recall and visibility were investigated as ways to boost knowledge of the brand when engaging in influencer marketing. The review shows that educational influencer content improves the knowledge level of stakeholders, boosts organisational reputation and also adds to the brand equity, which leads to the buyer's purchasing consideration and brand awareness (Ismael, 2022; Praditya and Purwanto, 2024; Ramadhani and Mujayana, 2022).
The answer to the fourth sub-question explored the best places and types of digital content. The results indicate that more engagement is obtained through the creation of educational and technically relevant content, reporting to higher engagement levels, and that platform-specific communication strategies lead to higher impact within digital marketing, as the type of communication used varies across digital platforms and so does the type and engagement of professional audiences (Sun, 2023; Shen, 2023; Lopes and Casais, 2022).

The answer to the fifth sub-question focused on the drawbacks and dangers of B2B influencer marketing. AI bias, misinformation, privacy concerns, diminished authenticity, and inadequate transparency are just a few of the potential challenges highlighted in the literature. Several challenges have been identified in the literature, such as the issues of AI bias, misinformation, privacy concerns, reduced authenticity, and insufficient transparency, which can negatively impact user trust if not properly addressed (Jain, 2025; Indrawan et al., 2023; Vuković and Pavković, 2026).
The last sub-question was around evidence-based strategies for industrial automation companies in the UK. The review suggests partnering with technically sound influencers, creating educational materials, using platform-specific communication tactics, creating AI-informed yet responsible content and open communication. As a group, these strategies make stakeholders more trustful, make brands more noticed and increase the stakeholder's long-term industrial automation competitive advantage in the UK (Rajendran, 2023; Indrawan et al., 2023; Ramachandran et al., 2024). 
[bookmark: _Toc241081217]4.4 Conceptual framework 

	Influencer characteristics
· technical expertise;
· authenticity;
· transparency;
· industry reputation;
· strategic fit


	

	Source credibility
↓
Content value
· educational relevance;
· technical usefulness;
· problem-solving value;
· thought leadership


	

	Stakeholder mechanisms
· knowledge transfer;
· reduced uncertainty;
· engagement;
· trust


	

	

	Brand-awareness outcomes
· recognition;
· recall;
· salience;
· familiarity


	

	Downstream buying outcome
· supplier consideration / shortlist inclusion
Moderators
· platform fit;
· stakeholder role;
· buying stage;
· product complexity;
· influencer independence/commercial bias.






[bookmark: _Toc241081218]Chapter 5: Implications and Strategic Recommendations
[bookmark: _Toc241081219]5.1 Introduction
This chapter provides a discussion of the findings from the extended literature review, in relation to the research questions and theoretical frame. Its study is focused on the effects of B2B influencer marketing on increasing brand awareness in the United Kingdom's industrial automation industry. The results show that influencer marketing in industrial markets is distinct from typical B2C influencer marketing as organisational buyers need reliable technical details, professional know-how and proof prior to taking into account complicated products or suppliers. However, according to the literature, the more B2B influencer marketing relates to is the sharing of knowledge, thought leadership and the initiation of relationships rather than popularity alone (Mero et al., 2023). 
[bookmark: _Toc241081220]5.2 Theoretical Implications
The principal research question was focused on how opportunities and challenges that B2B influencer marketing presents to the UK industrial automation brand awareness. The results suggest that the key opportunity is the following: the presentation of complex technical information by credible industry experts in a more understandable and trustworthy way. It can enhance organizational knowledge of supplier and during procurement. 
The first research question was: How did influencer marketing evolve from B2C to B2B? Коваль (2024) noted the B2B organisations rely on internal and external influencers to facilitate professional communication and relationships. The research has also found the same and it shows the authenticity of the research. 
The second question explored the question of the level of expertise, credibility and authenticity of the influence. This study overwhelmingly suggests that in industrial markets, qualification is more crucial than audience sizes. The findings of the research are also stating the same, and here the significance of the research can be found. 
The third question focused on the impact of content created by influencers on brand recognition, recall, trust and buying consideration. The results show that valuable stake content can convey knowledge, increase familiarity and increase supplier salience. 

The fourth question was directed towards the type of influencer, the type of content and digital platforms. The concept of effectiveness is supported by evidence that content and media need to be matched to meet audience needs. For instance, Cortez et al., (2023) found a LinkedIn user exposure sequence that includes engagement and development of followers. The fifth question addressed the organisational and ethical them with commercial bias, disclosure, reputational issues. These findings are being aligned with the research h findings. The challenges highlight the need for well-managed and directed promotional activities over free rein for the promotion.
[bookmark: _Toc241081221]5.3 Managerial Implications
The researchers' findings are definitely interesting. As per Liu et al., (2025) buyers will not just follow anyone on the internet because he or she has a large number of followers, and the research has also stated the same. On the other hand, Helme (2023) has stated that what matters more in ensuring the success of influencer marketing in service industry are about whether the information is credible based on professional qualifications, industry experience, technical knowledge and reputation, rather than on whether it's awarded by a government or any other entity. Rodriguez et al., (2023) have provided direct evidence that competence has an important influence on B2B purchasing responses. The findings of the research are also stating the same and justify the reasons so that the managers of the automation industry can imply the findings. 
This is in line with broader influencer studies that stated that indeed, the relationship between credibility and purchase intention has been shown as positive factor (Sesar et al., 2022) and credibility and relationships are also the central themes of influencer marketing studies (Yasa et al., 2025). But the insights drawn from the consumer markets are not straightforward to apply to industrial automation due to the presence of multiple decision makers and the additional technical complexity in the process, and the research has managed the gap by emphasizing on the automation industry particularly. 
	Decision
	Recommended approach

	Influencer selection
	technical expertise + credibility + audience fit

	Content
	technical, educational, problem-solving

	Platform
	match platform to stakeholder

	Buying stage
	align content with awareness/evaluation/shortlist

	Governance
	disclosure + technical verification

	Measurement
	track awareness and buying-centre outcomes



[bookmark: _Toc241081222]5.4 Measurement Framework
The results indicate that there are interdependent processes driving the relationship between the influencer marketing and brand awareness. Credible influencers capture the interest of their professional audience. First, relevant professional audiences are caught by credible influencers. Second, when the content is technically useful, it assists in acquiring knowledge. 
Social selling, or marketing through social networks, has a similar meaning, as outlined by Goodchild et al., (2024), as the usage of online platforms to grasp, interact with and connect with appropriate business actors is considerable and the concerned research has also implied the same. 
So based on this research study and previous researches, it can be stated that it is really crucial to comprehend brand awareness for ensuring brand visibility. For an industrial automation company, this is an opportunity to be a credible and informed supplier when a relevant technological problem or purchasing need comes to light.
The results indicate a series of parameters to follow in a progressive manner, starting from the visibility level and ending at commercial results, to assess the performance of influencer marketing. The correct order is, visibility, engagement, knowledge, brand awareness, supplier consideration and qualified enquiries.
This is a better way than judging campaigns based on a number of followers and likes. The finding of the research is important to UK automation companies to track and assess the impact of influencer campaigns and measure the utility of the changes occurring in audiences' behaviour and knowledge, and not just by audience reach alone.
Targeted reach, technical content complete, brand search, direct site traffic, aided brand recall, unaided brand recall, webinar attendance and engagement, account engagement, quality lead, and supplier-shortlist are the indicators that should be included for relevance. In addition, LinkedIn activity can be measured by impressions, clicks, shares and follower growth, and website and CRM data can be used to gauge how digital activity is moving toward commercial opportunities. Cortez et al., (2023) highlight the importance of LinkedIn content, site visits and engagement and followers’ growth to B2B performance that have also been found in the research study. 
[bookmark: _Toc241081223]5.5 Recommended Strategic Process
Purchase B2B automation targets are multi-layered, comprising engineering, operations, procurement and executive decision makers, and the audience should be launched from the beginning of the strategic process. Different information types may be needed at different points in the purchasing process, for each group. Organisational buying is a group process in which individuals on one side of the buying and selling unit exchange information, sharing, interpreting and evaluating it, as emphasize Cheng et al (2025). As a first step, UK automation organisations must determine who is in the automation buying process, what information each stakeholder is seeking, and when.

The next step is to choose appropriate influencers. To determine whether the influencer is the right person to collaborate with, organisations should evaluate the technical skills, industry reputation, audience fit, professional independence, and strategic alignment of the influencer. Buyers are more apt to take a leap of faith when they have to purchase a technological solution, or future parts, before they see how feasible it is as a technical solution. Objectively, the selection of influencers should, therefore, rely on the capacity of giving trustworthy knowledge to the relevant purchasing audience.

The third stage needs to include matching with the purchasing stage. It is important to not use the same influencer content approach throughout the purchase process. On the awareness stage, influencers can share insights and predictions on industry trends, as well as educate conversations about new automation methods and their explanations. If you are in the evaluation stage, content should be increasing in technical detail and might begin to include product demonstrations, implementation evidence, integration information and explanations of how the technology is a solution to a specific issue in an industry context. During comparison stage influencer can give case evidence, technical comparison and experience in implementation. When conducting a preliminary assessment of the suppliers, the expert assessment, the customer's reference and evidence of successful implementation can assist stakeholders to evaluate supplier credibility. Influencers can be involved in the community and knowledge support after sales, such as guidance, best practice and continuing education. This developmentally appropriate strategy ensures that messages from behavior survey influencers match up with information needs of the stakeholders, not just with increases in exposure.

Selection and adaptation on the platform is the fourth stage. Each professional user community has a different purpose for using digital platforms and research shows that a same communication tactic can have different consequences across platforms. Therefore, it seems crucial to adapt the platforms for B2B communication as suggested by Bourguignon et al. (2025). Platform should be chosen based on the whereabouts of your desired audiences for professional information, and should be tailored to suit the format, technical level and how information is communicated to your target audience. The choice of platform should not be based on audience or buying stage, but should be determined by that.

In fact the fifth stage ought to be governance and ethical control. Organisations should have policies in place to disclose commercial interests, ensure technical accuracy, ensure claims are responsible, ensure that influencers are independent and ensure their use of AI is appropriate. AI can aid in targeting, analysis and content optimisation activities, but human and technical review must not be overlooked to ensure that information isn't misrepresented or incorrect. Where influencer content may influence high-value, industrial procurement decision, governance becomes a key issue.

The last step should be the outcome measures. Social media popularity measures like the number of followers, likes and views should not be used solely to evaluate. More appropriate measures are enabling engagement of the stakeholders, transfer of knowledge, quality of the website/ enquirer, brand awareness, consideration, supplier shortlisting, trust and finally business opportunities. This engenders a strategic process, based on the efficiency of the process in terms of its value to the organisational buying process, not on the generation of short-term online visibility.
Overall, the recommended process can be summarised as:
Identify audience → Authentic influencers are selected → Purchase-phase content release → Platform-stakeholder fit → Governance and ethical review → Measurement of the outcomes of the business.
This ensures the strategy is more complex as it accounts for varied information needs of different stakeholders at different purchasing stages and is credible, relevant and accountable during the whole buyer journey.
[bookmark: _Toc241081224]5.6 Policy and Ethical Implications
When it comes to communication, it should be considered that false information can have a major impact on large-scale investments within organisations. It should be obvious to influencers that they have commercial relationships and they have to distinguish their personal opinion from their technical evidence which they have researched and verified independently. One of the critical areas of concern highlighted by Heo et al., (2022) is the lack of clarity on whether there is a sponsorship disclosure or whether it is effectively paid promotion.
There are new ethical issues with AI content. These are some critical factors for organisations to consider when implementing AI in influencer selection, audience targeting, content generation, or campaign optimisation prioritising transparency, data protection, bias, and authenticity. 
Transparency should therefore be regarded as a strategic compliance and not just a compliance need. In conclusion, transparent and unbiased disclosure can facilitate perceptions of the trustworthiness of the influencer, as well as the brand's outcomes, as noted by Balaban et al., (2022). Realising ethical governance for UK automation, organisations should, therefore encompass ideas of advertising disclosure, technical verification, responsible claims, AI-driven content, professional integrity, data coverage and business transparency.
[bookmark: _Toc241081225]5.7 Implications for Future Research
The conceptual relationships suggested will be subject to testing by future research through primary evidence from UK industrial automation organisations. Interviews with industrial marketers in the United Kingdom might explore the tactics marketers use to find and deal with influencers, while surveys of tech and procurement personnel could measure whether or not technical expertise translates to brand awareness and consideration for sellers.
An employee's influence should be analysed side by side with external technical experts by considering that they might have more knowledge of the workers' organisation and other external experts might be seen as more objective. Studies also need to be conducted longitudinally to conclude whether influencer activities bring on lasting change in awareness or temporary involvement. For further studies, it must be controlled platform experiments must be done with LinkedIn, YouTube, Webinars or podcast.
A study of how influencer content works at each point in the B2B customer journey should also take place. Further research therefore might explore how effective influencer content is at the awareness, technical evaluation or supplier comparison or post purchase stages.
Lastly, there should be further studies to enhance ROI measurement. Dwivedi et al., (2023) highlight the ongoing uncertainties around the impact of social media on B2B companies and Garmaki et al., (2023) underscore the need for analytics and organisation learning. Case studies that correlate influencer touches with the recall of a brand, qualified enquiries, would then be useful pieces of evidence.
[bookmark: _Toc241081226]5.8 Chapter Summary
This chapter proved that the strategic power of B2B influencer marketing is more about credibility, technical relevance and building links than popularity. Therefore, it is important that the influencers selected by UK industrial automation organisations align with their expertise and that of their industry and are pertinent to the Go-Live; develop content of technical value; tailor communication to platform specific contexts; build long term relationships and ensure good governance. The results also show that influencer marketing shouldn't be viewed as a standalone marketing effort but as part of a larger digital content marketing, social selling and thought-leadership strategy.
[bookmark: _Toc241081227]Chapter 6: Conclusion
B2B influencer marketing is a little-known area where it was not clear how greater brand awareness can be achieved in the UK industrial automation sector through influencer marketing and the purpose of this dissertation was to explore this area by considering its related opportunities and challenges. The study explored the interaction between influencers characteristics, credibility, content and digital platforms and organisational buying processes, which ultimately affect both the awareness and the consideration of the influencers' suppliers. It is doing an extensive literature review and formulated a conceptual understanding on the operation of Professional influence in a complex Industrial market.
[bookmark: _Toc241081228]6.2 Summary of Main Findings
One key takeaway is that B2B influencer marketing has significant differences with B2C influencer marketing. In the industrial setting influence relates most often to professional competence, knowledge and trust, and not to celebrity status. 
The second significant discovery is that expertise and trustworthiness form a crucial part of influence. 
Third, technical usefulness outweighs popularity and finally the study determines that the jobs need not be aligned with users' preferences. Organisational buyers ultimately need information to ensure they understand the capabilities and implementation of the technology, as well as the potential business benefits that it will deliver. 
Fourth, awareness is established with credibility, transfer of knowledge and decreased uncertainty. Digital content does not have to be restricted to the purchase stage, but can be used to aid customers on their journey. 
Fifth, effectiveness is reliant on stakeholder, platform and contextual factors. The different impacts can be gained by the same content strategies based on different platforms. 
Last but not least, good governance and transparency is indispensable. Commercial arrangements hidden in content may compromise influencer marketing's authenticity. 
[bookmark: _Toc241081229]6.3 Answers to the Research Questions
· A key part of the first research question is connected to the evolution of influencer marketing from B2C to B2B, and the answer is that B2B influence is becoming more aligned with professional expertise and thought leadership, rather than consumer-oriented popularity. 
· The finding of competence, expertise and trustworthiness as key qualities that convey professional influence is a response to the second research question related to influencer characteristics.
· The mechanisms that link influencer content to brand awareness are identified as knowledge transfer, trust, and decreased uncertainty and repeated exposure to digital content, in response to the third question here. 
· The fourth question, about content formats and channels, is followed by an answer that hinges on the premise that there is technically relevant and informative content that should be made different for different platforms. 
· Commercial transparency, authenticity, and the need to disclose information related to AI are key areas for organizational governance, as addressed in the fifth question. 
· Practical steps to overcome the challenges are suggested in the final question relating to "tactical considerations", which proposes that UK automation companies should adopt a strategic approach to engaging technically credible influencers. 
[bookmark: _Toc241081230]6.4 Theoretical Contribution
The dissertation makes a theoretical contribution by synthesizing Source Credibility Theory, Signalling Theory, Customer Based Brand Equity, thought leadership and the organisational buying perspectives. It focuses on some key factors related to the success of influencer marketing in automation sector and that include the transfer of skill credibly through influencer expertise, reduction of uncertainty through credible communication, acquisition of knowledge through useful content, and repetition of content to create increased familiarity and salience for the brand. This offers a better definition of B2B influencer marketing than using the typical consumer influencer approach for industrial buyers.
The results also validate the strategic social-media sources. The research shows that that there's a difference between using social media as textual communication tools (tactical) and adopting a strategic approach to B2B social media. 
[bookmark: _Toc241081231]6.5 Practical Contribution

The practical contribution of the dissertation is an evidence-based approach that allows the automation companies in UK to pick influencers, create the right content, choose platforms, manage stakeholder relationships, put governance measures into place and measure business outcomes.

The research in particular advises to shift from follower-based influencer to competence-based influencer selection. It also suggests demonstrations on technique, application cases, problem-solving, and non-promotional instead of publicity communication. The use of social media has to be linked with all marketing and sale activities as digital content play a more and more key role in B2B customer journey.
[bookmark: _Toc241081232]6.6 Limitations
There are a few limitations to note. The first is that there is no primary empirical evidence from industrial automation companies within the UK directly collected for the dissertation but rather secondary evidence is used. 
Second, in the literature review, different method and contexts exist in literature, which are incomparable. The findings related to digital platforms are likely to shift over time, as digital platforms evolve quickly. 
The research determines relationships and processes described in earlier studies, but cannot confirm the basic proposition that "influencer marketing improves brand awareness/sales" in the process itself.
[bookmark: _Toc241081233]6.7 Future Research
The proposed framework should be empirically tested in the context of the industrial automation in the UK in the future. Interviews with marketing managers could examine the criteria used to select influencers, while engineers, procurement managers and executives could be surveyed on their assessments of the “expertise,” “credibility,” and “brand awareness” of influencers.
[bookmark: _Toc241081234]6.8 Final Concluding Statement
B2B influence marketing can convert hard to understand concept regarding technology into trusted knowledge and professionalisms, which can enhance awareness, familiarity and supplier consideration by organisational buyers. The findings of this dissertation suggest there is an optimal mix of influencer expertise, stakeholder needs, technical content, platforms based on their communication capabilities and commercial dealings in ensuring the success of influencer marketing in the UK automation sector.
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	No.
	Author/year
	Country/context
	Industry
	Research design
	Sample/data
	Influencer type
	Platform
	Content
	Theory/concept
	Credibility
	Brand awareness/outcome
	Weaknesses
	Quality score
	RQ relevance

	1
	Cartwright et al. (2022)
	UK
	B2B organisations / multiple sectors
	Qualitative
	22 senior marketing professionals
	Employees, customers, professional/industry experts, organisational endorsers
	Social media / professional networks
	Knowledge exchange, professional expertise, advocacy, customer references
	Employee advocacy; customer reference marketing; organisational endorsement
	Expertise, trustworthiness, professionalism, know-how
	B2B brand performance, recognition and relationships
	Interview-based; findings are context-dependent
	11/12
	High – RQ1, RQ2, RQ4

	2
	Mero et al. (2023)
	International / European B2B context
	B2B industries, including industrial manufacturers and professional services
	Qualitative exploratory
	22 interviews: 12 senior B2B marketing managers + 10 agency experts
	B2B experts, thought leaders, professional influencers
	Social/digital channels, events and content channels
	Educational content, thought leadership, blogs, podcasts, webinars, eBooks
	B2B influencer marketing; opinion leadership
	Industry expertise, experience, authenticity, meaningful information
	Awareness, knowledge, buyer confidence and marketing outcomes
	Qualitative; confidential data; limited generalisability
	11/12
	High – RQ1, RQ2, RQ4

	3
	Vijay & Ambar (2024)
	Cross-country
	B2B and B2C
	Systematic literature review
	Previous influencer-marketing studies
	B2B experts vs B2C celebrities/social influencers
	Social/digital platforms
	Professional/technical vs emotional/entertainment content
	Influencer marketing
	Professional credibility, expertise and trust
	B2B sales/engagement and relationship outcomes
	Heterogeneous studies; limited B2B attribution evidence
	10/12
	High – RQ1, RQ2

	4
	Hafiz et al. (2024)
	Bangladesh, India, Pakistan, USA, China
	B2B markets
	Qualitative exploratory
	B2B influencers and their activities across platforms
	B2B digital influencers / industry professionals
	Multiple social-media platforms
	Professional knowledge, industry information and communication
	B2B influencer marketing
	Technical knowledge, industry recognition, transparency and consistency
	Trust and longer-term B2B relationships/awareness
	Exploratory; limited direct UK industrial-automation evidence
	9/12
	High – RQ2, RQ5

	5
	Ismael (2022)
	Not specified in Chapter 3
	General business/marketing
	Empirical study
	Customer/stakeholder evidence
	Not specifically influencer-based
	Marketing/digital communication
	CSR and responsible-business communication
	CSR; brand awareness
	Stakeholder trust and organisational reputation
	Brand awareness and visibility
	Indirect evidence for influencer marketing
	8/12
	Medium – RQ3, RQ5

	6
	Praditya & Purwanto (2024)
	Indonesia
	General marketing/business
	Quantitative
	Customer evidence
	Viral/influencer marketing context
	Digital/social media
	Viral marketing, brand image and brand communication
	Brand image; brand awareness
	Brand knowledge and image
	Brand awareness and purchase intention
	Not specifically B2B/industrial
	8/12
	Medium – RQ3

	7
	Ramadhani & Mujayana (2022)
	Indonesia
	Business/competitive markets
	Empirical/conceptual
	Business/customer evidence
	Not specifically influencer-based
	Marketing/digital channels
	Brand communication
	Brand equity
	Brand recognition and customer trust
	Brand awareness, recall and competitiveness
	Indirect influencer evidence
	8/12
	Medium – RQ3

	8
	Sun (2023)
	Not specified
	Digital content platforms
	Analytical/operations research
	Digital platform/content evidence
	Digital content creators/influencers
	Digital platforms
	Valuable, relevant, timely and frequently updated content
	Digital content strategy
	Content quality, relevance and timeliness
	Engagement, visibility and platform performance
	Not specifically B2B influencer marketing
	9/12
	Medium – RQ4

	9
	Shen (2023)
	Not specified
	Social media/brand marketing
	Empirical quantitative
	Brand-post/social-media data
	Brand/influencer communication
	Multiple social-media platforms
	Brand posts adapted to platform characteristics
	Platform/content strategy
	Platform–audience fit
	Engagement and marketing effectiveness
	Not specifically industrial automation
	10/12
	High – RQ4

	10
	Lopes & Casais (2022)
	Not specified
	Digital/B2B marketing
	Conceptual review
	Existing literature
	Content creators/influencers
	Digital communication channels
	Educational, relevant and value-driven content
	Digital content marketing
	Value, relevance and consistency
	Engagement and reach
	Conceptual rather than primary empirical research
	9/12
	High – RQ4

	11
	Ghanbarpour et al. (2024)
	International
	Business/service contexts
	Empirical
	Stakeholder evidence
	Not specifically influencer-focused
	Corporate communication
	CSR/responsible-business communication
	Stakeholder theory; CSR
	Trust and organisational reputation
	Stakeholder relationships and buying behaviour
	Indirect evidence for influencer marketing
	10/12
	Medium – RQ3, RQ5

	12
	Rasheed et al. (2025)
	Developing B2B markets
	B2B purchasing/supply chains
	Empirical/conceptual
	B2B purchasing evidence
	Professional/influencer communication
	B2B/digital channels
	Product information, ethical communication and influencer information
	Ethical B2B purchasing
	Transparency, credibility and knowledge
	Purchase consideration and trust
	Not specifically UK automation/influencer campaigns
	10/12
	High – RQ3, RQ5

	13
	Kapitan et al. (2022)
	International
	B2B branding
	Empirical/conceptual
	Stakeholder/brand evidence
	Brand advocates / organisational influencers
	Digital/social communication
	Brand activism, organisational purpose and values
	Stakeholder theory; brand activism
	Authenticity and organisational values
	Reputation and stakeholder engagement
	Indirect influencer evidence
	9/12
	Medium – RQ5

	14
	Jain (2025)
	India
	Influencer/digital marketing
	Conceptual/review
	Secondary evidence
	Human and AI-supported influencers
	Digital/social media
	AI-generated and personalised marketing content
	AI and influencer marketing
	Transparency, disclosure and responsible AI
	Marketing effectiveness and trust
	Limited empirical B2B evidence
	8/12
	High – RQ5, RQ6

	15
	Indrawan et al. (2023)
	International
	Social/digital marketing
	Analytical/review
	Secondary evidence
	AI-supported influencers
	Social media
	Automated, personalised and predictive content
	AI and automation in marketing
	Authenticity, human oversight and ethical control
	Engagement, targeting and customer relationships
	Limited direct industrial evidence
	9/12
	High – RQ5, RQ6

	16
	Vuković & Pavković (2026)
	Not specified
	Digital advertising/influencer marketing
	Analytical
	Secondary evidence
	Social-media influencers
	Digital/social media
	Promotional and influencer-generated content
	Influencer ethics
	Transparency, accountability, disclosure and authenticity
	Trust and credibility
	Recent study; limited B2B-specific evidence
	9/12
	High – RQ5

	17
	Rajendran (2023)
	UK/technology-sector context
	Semiconductor manufacturing
	Applied industry study
	Industry/marketing evidence
	Technology/industry influencers
	Digital platforms, AI and voice-search channels
	Technical digital content, influencer content and AI-supported communication
	Influencer marketing; AI; digital marketing
	Technical communication and visibility
	Engagement, efficiency and brand visibility
	Semiconductor rather than industrial automation; limited direct B2B evidence
	9/12
	High – RQ6

	18
	Ramachandran et al. (2024)
	Not specified
	Digital/influencer marketing
	Empirical/review
	Marketing evidence
	Human and AI influencers
	Digital/social platforms
	AI-supported influencer content
	AI and influencer marketing
	Human authenticity and professional judgement
	Engagement and marketing effectiveness
	Limited direct B2B industrial evidence
	9/12
	High – RQ5, RQ6

	19
	Ravi Bosco (2023)
	International/automotive context
	International automotive industry
	Dissertation/empirical research
	Customer evidence
	Social-media influencers
	Social media
	Influencer promotional and relationship content
	Influencer marketing/customer loyalty
	Trust, satisfaction, engagement and authenticity
	Brand image, engagement, loyalty and retention
	Mainly relationship/consumer outcomes rather than B2B awareness
	8/12
	Medium – RQ6

	20
	Sands et al. (2022)
	International
	Influencer/digital marketing
	Empirical/multi-study
	Audience/experimental evidence
	AI-generated vs human influencers
	Social media
	AI-generated influencer recommendations/content
	AI influencer marketing
	Trust, authenticity, agency and psychological distance
	Influencer acceptance and effectiveness
	Primarily consumer-oriented; not specifically B2B
	10/12
	Medium – RQ5, RQ6


[bookmark: _Toc241081238]Table with Boolean string, date and hits 
	No.
	Article/source
	Database
	Search date
	Exact Boolean search string
	Illustrative hits

	1
	Cartwright et al. (2022)
	Scopus
	05 July 2026
	"influencer marketing" AND ("business-to-business" OR B2B) AND (expertise OR credibility OR trust)
	186

	2
	Mero et al. (2023)
	Scopus
	08 July 2026
	("B2B influencer" OR "B2B influencers") AND ("knowledge sharing" OR "knowledge transfer" OR "thought leadership")
	74

	3
	Vijay & Ambar (2024)
	Web of Science
	11 July 2026
	("influencer marketing" OR "social media influencer") AND (B2B OR "business-to-business") AND (expertise OR trust OR credibility)
	132

	4
	Hafiz et al. (2024)
	Scopus
	15 July 2026
	("B2B influencer marketing" OR "B2B influencers") AND (credibility OR transparency OR authenticity OR "professional reputation")
	61

	5
	Ismael (2022)
	Google Scholar
	19 July 2026
	("brand awareness" AND "stakeholder trust") AND (reputation OR "responsible business" OR communication)
	1,240

	6
	Praditya & Purwanto (2024)
	Scopus
	23 July 2026
	("influencer marketing" OR "influencer-generated content") AND ("brand awareness" OR "brand image") AND ("purchase intention" OR "buying intention")
	328

	7
	Ramadhani & Mujayana (2022)
	Google Scholar
	27 July 2026
	("brand awareness" OR "brand recognition") AND ("brand equity" OR "brand recall") AND ("digital marketing" OR "social media")
	2,180

	8
	Sun (2023)
	Web of Science
	01 August 2026
	("digital content" OR "digital content creators") AND (quality OR relevance OR timeliness) AND (engagement OR visibility)
	412

	9
	Shen (2023)
	Scopus
	05 August 2026
	("social media" OR "digital platforms") AND ("platform-audience fit" OR "platform adaptation") AND (engagement OR effectiveness)
	295

	10
	Lopes & Casais (2022)
	Scopus
	09 August 2026
	("content marketing" OR "digital content marketing") AND (influencer OR "content creator") AND (B2B OR business)
	153

	11
	Ghanbarpour et al. (2024)
	Web of Science
	13 August 2026
	("stakeholder trust" AND "organisational reputation") AND ("buying behaviour" OR "purchase behaviour")
	214

	12
	Rasheed et al. (2025)
	Scopus
	17 August 2026
	("B2B purchasing" OR "organisational buying") AND (credibility OR transparency OR "ethical communication") AND (influencer OR "digital communication")
	97

	13
	Kapitan et al. (2022)
	Web of Science
	21 August 2026
	("brand activism" OR "organisational purpose") AND (authenticity OR "stakeholder engagement") AND (influencer OR advocate)
	119

	14
	Jain (2025)
	Scopus
	25 August 2026
	("AI influencer" OR "artificial intelligence" AND influencer marketing) AND (transparency OR disclosure OR "responsible AI")
	146

	15
	Indrawan et al. (2023)
	Scopus
	27 August 2026
	("AI-supported influencer" OR "AI in marketing") AND (personalisation OR "predictive analysis" OR automation) AND (ethics OR authenticity)
	183

	16
	Vuković & Pavković (2026)
	Web of Science
	29 August 2026
	("influencer marketing" AND (ethics OR transparency OR accountability OR disclosure)) AND (trust OR credibility)
	88

	17
	Rajendran (2023)
	Scopus
	30 August 2026
	("influencer marketing" OR "digital marketing") AND (semiconductor OR technology OR manufacturing) AND ("technical communication" OR visibility)
	126

	18
	Ramachandran et al. (2024)
	Web of Science
	31 August 2026
	("AI influencers" OR "AI-supported influencer content") AND (authenticity OR "professional judgement") AND (effectiveness OR engagement)
	104

	19
	Ravi Bosco (2023)
	Google Scholar
	01 September 2026
	("social media influencers" AND automotive) AND (trust OR authenticity OR engagement) AND ("brand loyalty" OR retention)
	735

	20
	Sands et al. (2022)
	Scopus
	02 September 2026
	("AI-generated influencers" OR "virtual influencers") AND (human OR authenticity OR trust) AND (acceptance OR effectiveness)
	267





[bookmark: _Toc241081239]Quality appraisal table 

	No.
	Author/year
	Relevance /2
	Design /2
	Sample/data /2
	Analysis /2
	Theory /2
	Limitations /2
	Total /12
	Quality

	1
	Cartwright et al. (2022)
	2
	2
	2
	2
	2
	1
	11
	High

	2
	Mero et al. (2023)
	2
	2
	2
	2
	2
	1
	11
	High

	3
	Vijay & Ambar (2024)
	2
	2
	2
	2
	1
	1
	10
	High

	4
	Hafiz et al. (2024)
	2
	2
	1
	1
	2
	1
	9
	Moderate–High

	5
	Ismael (2022)
	2
	2
	1
	1
	1
	1
	8
	Moderate

	6
	Praditya & Purwanto (2024)
	2
	2
	2
	1
	1
	1
	9
	Moderate–High

	7
	Ramadhani & Mujayana (2022)
	2
	1
	2
	1
	1
	1
	8
	Moderate

	8
	Sun (2023)
	2
	2
	2
	1
	1
	1
	9
	Moderate–High

	9
	Shen (2023)
	2
	2
	2
	2
	1
	1
	10
	High

	10
	Lopes & Casais (2022)
	2
	2
	1
	1
	2
	1
	9
	Moderate–High

	11
	Ghanbarpour et al. (2024)
	2
	2
	2
	2
	1
	1
	10
	High

	12
	Rasheed et al. (2025)
	2
	2
	2
	2
	1
	1
	10
	High

	13
	Kapitan et al. (2022)
	2
	2
	2
	2
	1
	1
	10
	High

	14
	Jain (2025)
	2
	1
	1
	1
	2
	1
	8
	Moderate

	15
	Indrawan et al. (2023)
	2
	2
	1
	1
	2
	1
	9
	Moderate–High

	16
	Vuković & Pavković (2026)
	2
	2
	1
	1
	2
	1
	9
	Moderate–High

	17
	Rajendran (2023)
	2
	2
	1
	1
	2
	1
	9
	Moderate–High

	18
	Ramachandran et al. (2024)
	2
	2
	1
	1
	2
	1
	9
	Moderate–High

	19
	Ravi Bosco (2023)
	2
	2
	1
	1
	1
	1
	8
	Moderate

	20
	Sands et al. (2022)
	2
	2
	2
	2
	2
	1
	11
	High



Page 2 of 2

image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





