
CHAPTER 10

Analyst Relations and
the Influence Layer
Pragmatic Remix: Analyst Relations • Industry Relations • Influencer Relations

A single Gartner Magic Quadrant RFI consumed 120 person-hours. We completed six to eight per year —
the equivalent of half a full-time employee doing nothing but answering analyst questions. We built an agent
to handle the mechanical retrieval and first-draft generation, reducing effort by 50–70% while improving
quality.

Gartner alone influences more than $100 billion in enterprise software purchasing
decisions annually. A Magic Quadrant placement can make or break a sales
quarter.

This chapter covers RFI automation, the fragmenting influence landscape, the PMM as influence architect,
and a practitioner’s playbook for transforming AR from a Gartner relationship into full-spectrum influence
strategy.



Figure 1: The RFI Automation Impact

Agent-powered RFI workflow: automate retrieval and first-draft generation, keep strategic judgment human.

Dimension Agent Handles Human Owns

Source retrieval Draws from curated knowledge base of past
responses, product docs, customer stories.

Curates knowledge base. Adds new
responses after each evaluation cycle.

First-draft
generation

Generates first-pass response for each
question from relevant sources.

Reviews, edits, strategically adjusts. Decides
emphasis and positioning.

Staleness
detection

Flags stale responses and where new
capabilities need incorporation.

Positions emerging capabilities not in previous
evaluations.

Consistency More consistent at pulling latest capabilities
under deadline pressure.

Strategic judgment on references to cite for
this specific evaluation.

Figure 1. 120 person-hours per RFI, reduced by 50–70%. Quality improved because the agent was more consistent under
deadline pressure.



Figure 2: The Influence Landscape

Four layers of influence that shape buyer evaluation. Traditional AR covers one. The influence architect covers all
four.

LAYER 1: Traditional Analysts

Who
Gartner, Forrester, IDC

What’s changing
Using AI to synthesize vendor data.
Vague claims filtered.

PMM implication
Structured, evidence-backed
communication matters more than
ever.

LAYER 2: Independent Voices

Who
Practitioners on Substack, LinkedIn,
YouTube

What’s changing
Content shared in buying committees
alongside analyst reports.

PMM implication
Earn attention by building a product
worth writing about.

LAYER 3: AI Influence Layer

Who
Perplexity, ChatGPT, Claude, Gemini

What’s changing
AI responses shaped by same
content that shapes analyst opinions.

PMM implication
GEO optimization becomes an AR
discipline.

LAYER 4: Peer Communities

Who
G2, TrustRadius, Peer Insights, Slack
groups

What’s changing
Peer reviews now weighted signal for
humans and AI.

PMM implication
Customer advocacy programs feed all
four layers.

Figure 2. Four layers of evaluation influence. Every layer feeds the others. A Leader placement is a signal for every AI agent.



Figure 3: The Influence Architect

The skill set shift from traditional AR manager to influence architect.

Capability Traditional AR Influence Architect

Relationship
mgmt

Know the analyst. Build rapport. Manage
briefings.

Extends to independent voices, community
moderators, and how AI systems weight
sources.

Structured
delivery

Clear RFI responses. Polished briefing decks. Story evaluable by AI and AI-augmented
analysts. Evidence-backed across every
channel.

Content
strategy

Analyst-facing: briefing slides, RFI responses. Right content in right channels for independent
voices, AI search, and communities.

Evidence mgmt Customer reference list for analyst requests. Continuously updated proof points deployable
across any channel on demand.

Figure 3. From AR manager to influence architect. Relationship management is now one of four capabilities.



Figure 4: The AR Practitioner’s Playbook

Three moves that transform AR from a Gartner relationship into full-spectrum influence strategy.

01 Build the RFI Knowledge Base
The foundation everything draws from

Create a curated repository of past RFI responses, organized by topic, tagged with recency and accuracy.
Every completed RFI adds to the corpus. Over 2–3 cycles, you have a foundation an agent can draw from
effectively.

02 Map Your Influence Landscape
Every entity that shapes buyer evaluation

List every entity: major firms, independent analysts, review sites, AI systems, community forums. Assess
your presence in each. This map becomes your prioritized influence strategy.

03 Make Briefings Two-Way Intelligence
The briefing as intelligence gathering

What are analysts hearing from buyers? What criteria are shifting? Which competitive narratives gain
traction? An analyst who shares candid feedback gives you intelligence worth more than the placement
itself.

Figure 4. Build the knowledge base, map the full influence landscape, transform briefings into two-way intelligence channels.



Key Takeaways

■ RFI automation reduced response effort by 50–70%. Quality improved because the agent was more
consistent under deadline pressure.

■ The influence landscape has four layers: traditional analysts, independent voices, AI systems, and peer
communities.

■ A Gartner Leader placement is a data point AI agents weight heavily when filtering vendor shortlists — AR
ROI has a multiplier.

■ The influence architect role: relationship management + structured info delivery + content strategy +
evidence management.

■ Analyst briefings should be two-way intelligence channels. Candid analyst feedback is worth more than the
placement.

■ Reframe AR as a discoverability investment, not just credibility. Think influence holistically across all four
layers.

The CMO Perspective

The traditional model treats analyst relations as a tax. In the agentic era, that framing is even less appropriate.
When a buyer’s agent evaluates vendors, it draws on analyst evaluations as a high-credibility signal.

■ RFI automation — the most tangible agent-powered workflow win with real, measurable ROI.

■ The multiplier — AI agents cite the Gartner report when filtering shortlists. AR ROI isn’t just human readers.

■ Discoverability — AR is now a discoverability investment, not just credibility.

■ Holistic influence — analyst placements + GEO + review sites + independent voices = the full evaluation
spectrum.

The PMM who thinks about influence holistically will outperform the PMM who treats AR as
a Gartner relationship.
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