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Advocate Marketing for B2B

10 Best Practices Every Marketer Should Know and Use

When deciding on the best approach to acquire new customers, one thing is clear to marketers: A referral lead is
far more likely to convert than a lead gained through inbound marketing. After all, most people would be more
likely to purchase a product if a trusted friend recommended it to them, rather than after reading a stranger’s
testimonial on the web.
This holds true for many types of purchasing decisions, even more complex ones in a B2B buying process.
Therefore, every B2B company can benefit from adding advocate marketing to the mix, for the sake of both
customer acquisition and customer retention.
While many people assume that customers have no interest in advocating their brand, studies have shown that
83 percent of satisfied customers are willing to become brand advocates. However, in reality, just 29 percent of
them do.
Obviously, recruiting people for your advocate marketing isn’t easy. If you’re new to advocate marketing for B2B,
you might be trying to figure out a good place to start and how to plan a long-term strategy. Thankfully, the
following 10 tips will guide you through everything you need to know.
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Brand Advocates are prolific
content creators — they write
and share more than 2x as
many online communications
about brands

#1. Recognize
Why Brand Advocacy Works
First, it’s important to understand the underlying reasons for why people

Influencing Opinions
& Purchase

become brand advocates, in order to capitalize on it successfully.

Brand Advocates talk about the
products they use EVERY DAY

Although people won’t endorse your company purely out of kindness, they

3х

more likely to discuss
personal care products

2х

as likely to discuss
children's products

2х

as likely to discuss
household products

won’t do it just for money, either. Rather, a brand advocate is someone
who goes out of their way to promote your company because they gain
personal or business value from your services or products.
Once you’re able to provide that value, you’ll be on the right track to
winning over trusted brand advocates. How you go about this process
depends on many factors—such as your industry and type of business—

75%

more likely to share
a great experience
about a product

that determine which advocate personas to target.
(Source: Marketing Charts)

#2. Set Up Business Objectives
Similarly to other marketing strategies, you can’t approach advocate marketing without first identifying clear
business objectives.
Once again, brand advocates are helpful for referring new customers. One study found that a referral from
a brand advocate is 50 percent more likely to convert than a referral from a non-advocate. Furthermore,
86 percent of B2B buyers consider word-of-mouth to have the greatest impact on their purchasing decisions.
Despite this more common use for brand advocates, there are other uses to consider, too. For example, content
marketing and demand generation are two areas where brand advocates have a lot of power. Another smart
approach is to use advocate marketing during the product development phase. Sincere feedback from brand
advocates, who know your company and its products better than most people, could be insightful.
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#3. Understand Your Advocate Personas
When you first launched your inbound marketing strategy, you undoubtedly
put a lot of thought into understanding your buyer personas—who they are,
what their pain points are, and how your products and services can solve
their problems.
Likewise, you should invest the same amount of time into understanding
your brand advocate personas. The importance of defining advocates’
motivations has already been covered on a general level, but people who
are willing to vouch for your company have a vested interest in it because
of problems they’re solving thanks to your products. Recognizing these
will put you in a position to approach them with an offer.
Of course, you also need to take into consideration your advocate personas’ job titles. A senior level executive
and an HR manager, for example, would have different reasons for becoming brand advocates. This series of
eBooks from Influitive demonstrates how you can engage different types of advocate personas based on their
positions and levels of seniority.

#4. Prepare Your Team
The success of your advocate marketing strategy depends not only on those who will become brand advocates,
but also on your employees.
More than anyone else, your content team should be in close communication with your brand advocates, as your
content should allow them to easily convey your message. It could be a piece highlighting your product’s best
features and unique selling propositions, or a how-to guide revealing little-known tips on how to use it.
Given advocates’ aptitude for providing honest product feedback, you could also get your product
development team involved so they can quickly respond whenever brand advocates identify patterns of
actionable customer feedback.
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#5. Narrow in on Individuals
Now that you’ve done your homework, how do you find an advocate?
Start with the low-hanging fruit. Target satisfied customers who’ve given
positive feedback, or who’ve already provided your sales team with
customer testimonials and references. When contacted with the right
proposal, they’re the most likely to become brand advocates.
Other potential brand advocates could be people who’ve mentioned your
company on social media or bloggers who’ve featured you in a post. Keep
in mind that these people may not be as ready to become brand advocates
as loyal customers would, so you’ll need to put in more effort to convince
them to join your advocate marketing program.
Here’s another eBook that goes into more depth on how to identify potential
brand advocates.

#6. Move Beyond Customer References
While a reference or testimonial proves that someone is satisfied with your
company, it doesn’t make them a brand advocate automatically—you’ll
need to be proactive.
Once you have several potential candidates in mind, it’s time to think
about how to approach them. Appeal to each individual with a unique
proposal based on their interests. And start small: If you approach too
many people at once, you won’t have the resources to connect with all of
them in a personalized way.
The key is to offer rewards and incentives, but not money. It’s widely
recognized that offering to pay threatens to formalize the relationship
and makes it feel more like a business transaction. To learn more about
transitioning from customer reference programs to brand advocacy, check
out this eBook on the topic.
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#7. Launch a Customer Rewards Program
One example of an incentive that’ll resonate with most customers is a rewards program. Gift cards and
discount coupons are a good start, but you’ll want to reward them with more than just a giveaway. Think of
creative ways to make them feel like they’re part of the team, like publicly recognizing their achievements or
providing bonus features before they’re available to anyone else.
Whichever approach to customer rewards you choose, it makes a big difference to express gratitude for their
input. Sometimes even a thoughtfully written thank you note will do the trick.

#8. Engage Employees as Brand Advocates
Why should you offer someone an incentive to become your brand advocate when you already have your
own team of potential ambassadors? Of course, brand advocating shouldn’t be their primary task, but
employees can be just as powerful advocates as your clients.
Still, it’d help to offer more of an incentive beyond what you already pay them. Google offers perks to its
employees that motivate them to talk positively about the Google culture. Granted, not every company has
as many resources to spare as Google, but most can do something to boost their employers’ loyalty and
encourage them to become brand advocates.
One advantage your employees have over your clients is a better understanding of your company from the
inside, including its strengths and weaknesses. However, be careful not to oversell it to them, like you would
to a customer: your employees would probably prefer the opportunity to express their concerns honestly.
Once your employees feel like they’re part of the company and personally connected to it, brand advocacy
will follow naturally, instead of just seeming like an obligation. And what’s more, it’ll pay off in the end—
41 percent of business owners regard employees as the most valuable sources of information about their
company.
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#9. Support the Process with Software
Given the amount of effort needed to get an advocate marketing strategy off the ground, you might assume
that you’ll need to dedicate a whole team to the task. Thankfully, an effective software solution can replace
manpower and streamline the process.
So what should you be looking for, and how do you pick the right one? For starters, the best software
solutions are able to combine all aspects of your advocate marketing strategy into one solution. It should
provide the option to automate and gradually upgrade your rewards program, which becomes useful as your
brand advocate list begins to grow. With software, you also should be able to find more references across the
web, generate buzz, receive feedback, and ultimately build a bigger group of brand advocates that helps to
boost sales.
With everything else in place, implementing a software solution like Influitive can help optimize your
advocate marketing by measuring the results of your strategy.

#10. Measure the Results
As with any marketing strategy, the inability to measure ROI renders your brand advocacy strategy useless.
Fortunately, Influitive tracks not only metrics that relate to your bottom line (such as the number of
referrals), but also metrics related to brand advocate recruitment (such as the engagement rate).
Influitive also integrates with your CRM, so you can easily see the number of leads referred by each
advocate, along with their conversion rate and average value.

In addition, you can choose an attribution model to see which channels bring in revenue. If one is performing
better than the others, you’ll know where to increase your budget. If not, Influitive can help you identify weak
spots so you can improve them.
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Bonus Practice: Deepen Your Relationships
You’ve established a working advocate marketing strategy and recruited a number of influential brand
advocates—but it doesn’t end there.
Don’t let your relationships with your brand advocates become stagnant, or you’ll risk losing contact with them.
Consistent communication is the best strategy, but it may not be possible with every brand advocate. If this is
the case, pick the most committed ones and maintain communication with them on a regular basis. The return
on investment will be worth it.
Treat your brand advocates the way you would a loyal employee. Even within the more formal B2B industry,
there’s no better motivation than genuine appreciation.
You’re now equipped with the steps you need to launch a successful advocate marketing strategy—from
identifying brand advocates, to engaging and retaining your relationships with them, to automating and
measuring your work with Influitive.
Over time, you’ll begin to realize the value of a successful advocate marketing strategy and see your brand
advocates as one of your company’s most important assets.
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