Executive Summary

Human Influence
inthe Al Era

What makes voices worth listening to
when they are sharing the stage with
bots

Since 2017, the Tyto Tech 500 has sought to track

and understand not just who the biggest voices
in technology are, but the underlying cultural
shifts which are pushing them into the spotlight
and the changing strategies that make influence
tick across an increasingly complex media and
influence landscape.

Over the years, that landscape has changed
significantly. Influence has shifted between
figures spanning the interconnected worlds of
media, business, academia, and politics. New
platforms and formats have emerged, and
innovative approaches to building and sustaining
influence have flourished.

More recently, Al has diverted that story onto
adifferent track. It is changing how contentis
created, how information is discovered and what
it takes for an individual voice to stand out.

40.9%

of technology discussion among

Tech 500 influencers focused
on Allast year, according to the
2026 Tyto Relevance Index.
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What hasn't changed is what it means to have
influence. At afundamental level, it is simply
sharing information in ways that affect attitudes,
and that is something that human voices have
always done. But digital channels keep changing
how influence is built and exercised, while
generative Al can now perform many of the same
functions as moderninfluencers.

It can find out which ideas are relevant, distil
complex concepts into simple terms, and adopt a
more humorous, serious, casual or authoritative
tone to match an audience’'s needs. It can also do
this at a scale, speed and level of personalisation
that human voices cannot match.

And it can work across the same mix of channels
that human influencers have spent the last
decade learning to navigate — from social media,
podcasts and newsletters to books, events and
earned media.



But if polished content is becoming easier to
produce, what makes someone genuinely worth
listening to?

The tenth edition of the Tech 500 gives us

little reason to believe that human voices are
becoming any less important. On the contrary,
this year’s ranking is as lively as ever. While there
are fewer new entrants in 2026, influential voices
are showing far greater staying power, with 235
new names still joining the ranking alongside
significant shifts in who makes the rankings for
each country.

953%

of the 2026 Tech 500 also
appeared in 2025’s ranking.

Human influence isn't becoming less important.
But when polished, relevant content is easier to
produce, the qualities that are harder to automate
become more valuable.

This builds on a pattern we have seen developing
over the last few years. In 2024, we identified 82
‘Super Influencers’ who had maintained a place in
the Tech 500 every year since 2021. Last year, we
saw therise of the ‘multi-hyphenate influencer”:
people whose influence stretches acrossroles,
channels and formats.

This year, the question is how those portfolios
of content continue to cut through when there is
more competition for attention than ever.

Moving away from a general informing role that
audiences canincreasingly self-serve through
generative Al, influential voices can increasingly
win attention through idiosyncratic, provocative,
and emotive content. They can be more human
and more flawed, less disciplined and less
polished, demonstrating their distinction from
the Al-generated content now flooding the
information environment.
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And - vitally for businesses and brands — their
spokespeople and the influential people they
partner with must be able to do this across
different channels and formats, from the written
word to conferences and podcasts, where their
personality can really come through.

For PR and communications leaders, this raises
practical questions. Which voices are genuinely
worth building influence around? What can they
credibly own? Where are they at their best? How
much freedom should brands be prepared to
give them? And how should their channels work
together to build that influence over time?

Because, if we're right that the value of human
influence is going up, there will be enormous
competition to rise to the top of that conversation.
We see a growing role in this ecosystem for the
‘Tastemaker’: someone who doesn’t simply add
more information to the mix but helps people
decide what is worth their attention.

Three themes from this year’s Tech 500 explain
what it now takes to stand out: individual taste
itself, the personality to sell it,and the ability to
build a sincere community around it.

Rebecca

Donnelly
Managing Director
of Client Services






CYAWENES

Taste Becomes
a Superpower

Why good taste matters more when more
content occupies the middle ground

The idea of information overload appeared very
early in the history of the internet, as the torrent of
websites and conversations quickly surpassed
anyone’s ability to keep up.

Over the years, algorithms, filters, and content
consumption habits have made that torrent more
manageable: just part of the subtext of our online
lives. But anincreasingly Al-flavoured internet

is now making this subtext of our information
environment once again its loudest feature, in two
ways.

First, Al-powered search and answer engines
are changing how people discover and navigate
information, bringing together material froman
ever broader range of sources. And second, of
course, Al's almost-free production of content
(though not necessarily good content) threatens
to flood the web with exponentially more stuff.

That means that one of the key things influential
people now do is curate the information
environment for their audiences. Developing an
idiosyncratic view of what's out there and pointing
people towards things actually worth their time
can be as valuable as creating new content.

More broadly: if anyone can make or consume

anything, having good taste about what to make
or consume is what matters.
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| listen to people who have done the
work and are honest about what they
are stilllearning. Al makes polished

opinions easy to produce; credibility
comes from experience, evidence
andjudgement.”

Ritu Mohanka
CEOatVONQ

However, ‘taste’ is not simple. It's not the same
thing as preference: evenif they like the movies,
for example, few would describe being a Marvel
fan as ‘good taste’ because the films are so
obvious and well-known. It's also not the same
thing as appreciation: if someone tries oysters for
the first time and loves them, their choice didn't
come from a place of ‘good taste’ because their
motivation wasn't well-informed.

Taste comes from selecting something rare,
unexpected, or distinctive, and doing so from
aplace of expertise, insight, and confidence.
A Tastemaker puts that judgement to work for
others, helping their audience decide what is
worth their attention.



Impactfulinfluence has always involved

taste. Journalists judging what makes a story.
Academics and technical experts deciding which
developments deserve scrutiny. Policymakers
determining which issues move up the agenda.

In an environment that favours taste, business
leaders too can help decide what conversation
their industry should have next, not just comment
on what's already happening.

For comms teams, that echoes a familiar problem.

If every spokesperson responds to the same
news agenda with a polished version of roughly
the same opinion, producing more of it is unlikely
to create moreinfluence. The task is to identify
the areas where aleader has the experience and
conviction to say something genuinely useful or
unexpected.

20.2%

of the 2026 Tech 500 publish

across two or more digital
platforms of their own.
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Truth and authenticity are

more important than ever,
creating areal opportunity for
communicators to deliver value.

A well-articulated perspective

no longer suffices - real subject
matter expertise, traceable across

every touchpoint is essential. A
credible and differentiated point
of view will cut through so experts
must be more than a talking head
or awell-written quote.”

Katherine Janes
Senior Director, EMEA Communications
at Snowflake
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Al can produce and curate content at enormous
scale, but without distinctive human input, the
output can gravitate towards the middle of

the bell curve, reproducing familiar ideas and
deploying clichéd language and conventions.

In response, brands will need to become braver
about empowering their spokespeople and
influencers to be outliers.

That will affect some deep assumptions about
brand influence work. It means that catching the
big, viral discourse moments of the day needs
to be balanced with amplifying new, different,
more obscure trends and ideas. And, relatedly,

it means that brands and influencers might
optimise less for the social media algorithms
that enable virality.

Last year’s Tech 500 highlighted the rise of the
‘multi-hyphenate influencer’: people combining
their established professional roles with

their own publishing platforms — from CEO-
podcasters to journalist-YouTubers.

This year, we've taken a closer look at

those personal platforms, focusing on the
outlets influential people own and maintain
themselves rather than those they contribute
to through their professional roles. What
emerges is aninteresting counterpoint to the
rise of Al-generated content. When creating
and repurposing content across multiple
platforms has never been easier, influence may
increasingly be about knowing where —and
when —you have something worth adding,
rather than simply trying to be everywhere.

There will be a sense of liberation for many
influencers now emboldened to stray from

the centre point of the cultural conversation,
applying their discernment to find, make, and
share what suits their taste. Brands will have

to follow quickly to better understand who
their spokespeople are and what they can
meaningfully contribute to the edges of the bell
curve.
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What it means for comms leaders

= Not every news story needs your
spokesperson’s opinion. Focus their
time on the conversations where they
have the acumen to add something
genuinely different —where they can say

what others can't.

Visibility still matters, but the aim
should be to build a reputation for
judgementrather than volume. The
strongest spokesperson platforms
will give people reasons to seek that
individual’s unique view.

1



CYAWENES

Personality
Beats Polish

Why Al has triggered demand for a new,

unexpected skillset to enable effective
influencing work

In the late 1920s, Hollywood was rapidly
transformed by newly-invented sound films

playing in theatres with dialogue synchronised

to actors'lips. Overnight, established film

actors used to silent films needed new skills to

match the technology —and many fell by the
wayside, to be usurped by a new generation.

Today’s influence landscape shows signs of
achanging of the guard, too. The top ranks of
the 2026 Tyto Tech 500, particularly inthe
UK and the US, are tilted towards a new set of
influential business leaders: names like Demis
Hassabis, Mustafa Suleyman, Sam Altman,
and Dario Amodei have rapidly emerged

over the last few years as a near-permanent
presence in news cycles and cultural
conversations.

Partly, of course, that is a simple effect of

the broader Al hype curve, as these figures
became the go-to voices for the big business
and technology story of our age. But their
visibility also shows how influence can be built
across different settings and formats.

The option was there for the Altmans and
Amodeis of the Al revolution to take a back seat
to their businesses and their technologies, letting
their companies — or indeed their own chatbots
—domost of the talking. Instead, they are highly
visible across mainstream media, social platforms
and longer-form channels, communicating both
through established outlets and more directly
with their audiences.

Their influence does not come from any one
channelinisolation, but from the cumulative effect
of being recognisable and familiar across different
platforms and formats, while also having a visible
presence in earned media.

13% of the 2026 Tech 500 are Al influencers — 4.3 times as many as in 2023.
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Empathy and humanity [are what
now makes someone intech
worth listening to]. There's so much
anxiety right now; tech leaders

need to drop the jargon, talk like
people andrelate to peoples
concerns.”

Ben Wyskida

Senior Communications and Brand
Advisor at Mozilla

It builds on the ‘multi-hyphenate’ trend we
identified in 2025: influence increasingly plays out
across different settings, each asking something
different of the person communicating.
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That's because polished summaries and broadly
applicable insight — the kinds of content we

are most likely to produce when speakingina
nameless ‘brand voice’ - are now effectively

free. What's much harder to replicate is personal
experience: what someone has learned, seen

or discovered for themselves. In a world of
abundant content, that has luxury value.

Thereis a parallel move happening in the news
mediaitself. Newspapers once saw the ‘editorial
leader’ —a column written in the name of the
paper, collectively backed by the editorial staff —
as the focal point for intervening in national and
international conversations.

Now, journalists are also working across social
media, video, podcasts and newsletters, putting
their faces at the forefront of the publications
they work for.

If that is the new model of success for journalism,
it will obviously suit some more than others. Like
the development of the talkies, it means that the
same job suddenly requires a different skillset.



The same is increasingly true for corporate
spokespeople. A tightly controlled three-minute
broadcast interview, a 45-minute podcast
conversation, an on-stage discussionand a
written opinion piece all ask different things of the
person delivering them.

The ability to be controlled and disciplined
remains important, particularly in crisis situations.
But spontaneity, curiosity, storytelling, and the
confidence to explore anidearather than simply
recite an established position are now equally
important tools.

The challenge of pivoting spokespeople towards
anew way of speaking and thinking is also,
however, an opportunity for brand guardians to
pursue a different, more fulfilling approach to
communications.

Realising the value of personality also means
being less risk-averse and more strongly
prioritising creativity, originality, and funin B2B
communications —and those are ingredients that
can lead to great campaigns we are passionate
about building.

The aimisn’t to manufacture a personality. It is to
give the right people the right space for the one
they already have to shine through.

| look for people who stay real,
transparent, and humble. Alisa
great tool, but when someone hands
their voice over to it just to churn out
content faster than before, | stop
tuningin.”

Meghan Fintland
Head of Global PR at Rubrik
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With the increasing amount

of Al-generated content, the
real artis making it not sound
Al-generated. That means
conveyingaunigue and
authentic perspective shaped
by personality and experience.

From my point of view, it's not
only acceptable but can be
beneficial to express emotions
and demonstrate humanity,
something Alis not yet able to
do.”

Saskia Stahle-Thamm

Senior Director, International
Communications & PR at Zendesk

What it means for comms leaders

= Don’t expect every spokesperson
tosucceedin every format.
Identify where each personis
naturally strongest —whether that's a
broadcast interview, podcast, stage,
social platform or written opinion —
and build their influence from there.

Preparation and message
discipline remainimportant,

but leave room for personality,
curiosity and spontaneity. Too
much preparation can strip away the
very qualities that make someone
worth listening to.




CYAWENES

Gather Round
and Share

Why bringing people together matters
when we’re craving human connection
more than ever

One of the secrets of good communications is
recognising how, while culture and technology
might evolve incredibly rapidly, human instincts
and desires are much more reliable. One of the
most powerful things a brand can dois fulfil
familiar needs in unfamiliar territory.

Consider the campfire. Gathering around
afire with people to share space, time, and
stories would be familiar in any part of human
history. That sense of community is powerful,
and creating something like it can turn brief
intellectual engagement with anideainto a
more durable, emotional investment.

For influence, creating a campfire means
creating useful, sharable, and repeatable
stories. Of course, this has been relevant
since long before Al's emergence as an
economic phenomenon. Communications
professionals know well that engagement
starts with awareness, that awareness starts
with memorability, and that people remember
stories far more easily than technical details or
product names.

Al adds anew dimension toit, however.
Information is becoming easier to produce
and retrieve, facts can be summarised, and
explanations generated on demand.
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But when they are not coming from people, those
answers give less of a sense of participatingina
shared conversation with others who have the
same concerns, interests, hopes and pressures.

Authenticity and a unique point

of view [are what make someone
worth listening to]. With Al making
it so easy to talk about practically
anything, deep, authentic,and
differentiated perspectives matter
more than before. Authenticity

requires you to express your
perspectives in your own words,
in your own ways. A unigue point
of view requires you to apply
critical and systemic thinking,
eliminating Al slop.”

Petra Neiger
Technology Marketing Executive



That makes community an increasingly important
part of building influence. Creating that emotional
sense of being together around a campfire with
like-minded people is something that Al doesn't
fulfil.

This doesn’t necessarily mean building a branded
online forum or running large-scale in-person
events. You certainly don't need to runa camping
retreat to cast the fire’s glow on your audience. It
can simply mean creating with a clearer sense of
your in-group.

Newsletters, podcasts and other subscription-
led formats matter here because they change
the relationship between influential people and
their audiences. Last year, we described digital
platforms as reaching ‘critical mass'’: rather than
replacing established media, they became part
of abroader ecosystem in which people actively
assemble their own mix of trusted sources.

This takes many different forms across the Tech
500. Journalists build audiences that follow them
as well as their publications. Executives become
recognised voices around particular business or
technology questions.

WO | Tech 500

How the 2026 Tech 500 connect
with their audiences

|
=
¢

19%

write blogs

18.4%

publish newsletters

14%

host podcasts

10.2%

run YouTube channels

71.8%

publish on Substack
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Academics and technical experts convey
specialist knowledge to wider audiences.
Policymakers engage their public outside of
conventional political channels. And employees,
meanwhile, can collectively extend acompany’s
reach through their own professional networks.

None of this means established media becomes
less important. If anything, these channels
canreinforce one another. A strong media
appearance can introduce someone to anew
audience; a podcast can give them space to
develop anidea; a LinkedIn post can continue
the conversation; a newsletter or event can give
interested people areason to return.

However, to nurture a community without
becoming vulnerable toitis a notoriously
difficult task that few brands have mastered.
Given a shared identity, communities can
also move in directions that work against a
business’s goals or plans.

There is inevitably a degree of control that
has to be surrendered. Communities form
around people and ideas, not messaging
frameworks, and influential figures need enough
independence to develop arecognisable
relationship with the people who follow

them. That doesn’'t mean handing over the
keys. It means being clearer about where the
boundaries genuinely need to be —and where
people can be trusted to exercise their own
judgement.

In aworld where Al delivers more-or-less
average content and style at animmeasurable
volume, to be forgettable will be unforgivable,
while crafting a story-led identity that people
can genuinely grasp will offer a secure anchor
to build real communities of engagement and
influence around a brand.

WO | Tech 500

Al has made content easy to
produce, but not worth reading.
The people worth listening to bring
real expertise, evidence, and a
defensible point of view. They use

Alto sharpen their thinking, not
replace it, and take responsibility
for what they put into the world
eachtime.”

Petrus Malherbe
Head of Content at Powerfleet

What it means for comms leaders

® Think beyond the individual media
hit or social post. How can momentary
attention seed alonger relationship?
A mediainterview mightintroduce a
spokesperson to a new audience; a
podcast can deepen the conversation;
anewsletter, event or social channel
can give people areasontoreturn.

Over time, the aimis to build a
recognisable body of ideas around
that person -while giving them
enough freedom to develop a genuine
relationship with the people who follow
them.

17
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Distribution of Influencers by Sector and Country

Sector UK Germany France Netherlands
General Technology (B2B) 75 74 52 47
Artificial Intelligence 27 13 15 10
Cybersecurity, Risk & Digital Trust 1 8 1 13
Financial Technology (FinTech) 19 9 8 75
Cloud, Infrastructure & Platform Services 1 5 8 7
Emerging Technology 9 6 2 3
Digital Commerce & Supply Chain Management 6 5 3 4
Workforce Technologies (HR & People Management) 5 2 2 4
Marketing Technology & Customer Experience 5 2 2 3
Data Management & Advanced Analytics 1 5 0 1
Distribution of Influencers by Type
Sector Total Share UK Germany France Netherlands
Journalist 229 45.5% 87 67 38 37
Entrepreneur A1 18.2% 24 18 25 24
Business Leader 77 15.4% 22 29 16 10
Academic 31 6.2% 12 1 3 5
Creator 25 5.0% 5 3 10 7
Government 23 4.6% 9 5 6 3
Venture Capitalist 19 3.8% 10 7 1 1
Trade or Business 5 10% 3 1 0 1

Association Leader
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UK Top 100

Top 100 Technology Influencers in the United Kingdom

Rank Influencer Type of influencer Techsector Organisation
1 Demis Hassabis Entrepreneur Artificial Intelligence Google DeepMind, Alphabet and Isomorphic Labs
2 Mustafa Suleyman Entrepreneur Artificial Intelligence Microsoft Al
3 Harry Stebbings Venture Capitalist General Technology (B2B) 20VC
4 Chris Stokel-Walker Journalist General Technology (B2B) Freelance
5 Azeem Azhar Entrepreneur Artificial Intelligence Exponential View
6 Rowland Manthorpe Journalist Cybersecurity, Risk & Digital Trust Sky News
7 Alexander Martin Journalist Cybersecurity, Risk & Digital Trust Recorded Future News
8 Chris Mellor Journalist Cloud, Infrastructure & Platform Services Blocks and Files
9 Simon Taylor Entrepreneur Financial Technology (FinTech) Fintech Brainfood, Tempo and others
10 Mati Staniszewski Business Leader Artificial Intelligence ElevenLabs
1 |zabella Kaminska Journalist General Technology (B2B) The Blind Spot
12 Tom Blomfield Entrepreneur Financial Technology (FinTech) Anthropic and Y Combinator
13 Mark Scott Journalist Cybersecurity, Risk & Digital Trust Tech Policy Press, Digital Politics and Atlantic Council
14 Tim Berners-Lee Academic Avrtificial Intelligence University of Oxford
15 Matt Clifford Entrepreneur Artificial Intelligence Entrepreneurs First and Anthropic
16 Zoe Kleinman Journalist General Technology (B2B) BBC News
17 Zahra Bahrololoumi Business Leader General Technology (B2B) Salesforce UK
18 James Wise Venture Capitalist General Technology (B2B) Balderton Capital
19 Olivia Solon Journalist General Technology (B2B) Bloomberg News
20 Faisal Islam Journalist General Technology (B2B) BBC News
21 Bernard Marr Creator General Technology (B2B) Bernard Marr & Co
22 John Thornhill Journalist General Technology (B2B) The Financial Times
23 Alex Kendall Entrepreneur Artificial Intelligence Wayve
24 Rory Sutherland Business Leader Marketing Technology & Customer Experience Ogilvy Consulting and The Spectator
25 Katie Prescott Journalist General Technology (B2B) The Times
26 Jeremy Kahn Journalist Artificial Intelligence Fortune
27 David Meyer Journalist General Technology (B2B) Freelance
28 Kanishka Narayan Government General Technology (B2B) UK Government
29 Nikolay Storonsky Entrepreneur Financial Technology (FinTech) Revolut
30 Ben Wood Academic General Technology (B2B) CCSinsight
31 Mike Moore Journalist General Technology (B2B) TechRadar Pro
32 Shona Ghosh Journalist General Technology (B2B) Bloomberg News
33 Ed Newton-Rex Journalist Artificial Intelligence Fairly Trained
34 Madhumita Murgia Journalist General Technology (B2B) The Financial Times
35 Jack Clark Entrepreneur Artificial Intelligence Anthropic
36 Jade Leung Government Artificial Intelligence Al Security Institute
37 Adrian Bridgwater Journalist Cloud, Infrastructure & Platform Services Freelance
38 Amy Lewin Journalist General Technology (B2B) Sifted
39 Victor Riparbelli Business Leader Artificial Intelligence Synthesia
40 Tim Danton Journalist General Technology (B2B) PC Pro and TechFinitive
41 Michael Hill Journalist Cybersecurity, Risk & Digital Trust LeadDev
42 lan Hogarth Venture Capitalist Artificial Intelligence Al Foundation Model Taskforce
43 Aidan Gomez Entrepreneur Artificial Intelligence Cohere
a4 Arjun Kharpal Journalist General Technology (B2B) CNBC
45 Alison Kay Business Leader Cloud, Infrastructure & Platform Services Amazon Web Services
46 Matt Burgess Journalist Cybersecurity, Risk & Digital Trust WIRED
47 George Osborne Business Leader Artificial Intelligence OpenAl
48 Neil Saunders Business Leader Digital Commerce & Supply Chain Management GlobalData Retail
49 Saskia Koopman Journalist General Technology (B2B) City AM
50 Kai Nicol-Schwarz Journalist General Technology (B2B) CNBC (Tech Download)
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Rank Influencer Type of influencer Techsector Organisation
51 Spencer Kelly Journalist General Technology (B2B) BBC
52 Florian Douetteau Entrepreneur Artificial Intelligence Dataiku
53 Joe Baguley Business Leader Cloud, Infrastructure & Platform Services Broadcom
54 Tim Bradshaw Journalist General Technology (B2B) The Financial Times
55 Matthew Field Journalist Artificial Intelligence The Telegraph
56 Charlotte Trueman Journalist Cloud, Infrastructure & Platform Services DatacenterDynamics
57 James Titcomb Journalist General Technology (B2B) The Telegraph
58 Brent Hoberman Entrepreneur General Technology (B2B) Founders Forum
59 Dan Swinhoe Journalist Cloud, Infrastructure & Platform Services DatacenterDynamics
60 Niklas Zennstrém Venture Capitalist General Technology (B2B) Atomico
61 Suzanne Ashman Venture Capitalist Artificial Intelligence Sovereign Al
62 Graham Cluley Creator Cybersecurity, Risk & Digital Trust Smashing Security
63 DanMilmo Journalist General Technology (B2B) The Guardian
64 Sally Ward-Foxton Journalist Emerging Technology EE Times
65 Tom Warren Journalist General Technology (B2B) The Verge
66 Mike Butcher Journalist General Technology (B2B) Pathfounders and Techfugees
67 Christopher Bishop Academic Artificial Intelligence Microsoft Research Al for Science
68 Verity Harding Academic Artificial Intelligence University of Cambridge and Formation Advisory
69 Dan Robinson Journalist General Technology (B2B) Freelance
70 Ciaran Martin Academic Cybersecurity, Risk & Digital Trust University of Oxford, CyberCX and Others
4l Sonali De Rycker Venture Capitalist General Technology (B2B) Accel
72 Professor Sue Black Academic Workforce Technologies (HR & People Management) Durham University
73 lan Cutress Creator General Technology (B2B) More Than Moore
74 Joe Tidy Journalist Cybersecurity, Risk & Digital Trust BBC News
75 Patrick Vallance Government Emerging Technology UK Government
76 Stephanie Flanders Journalist Financial Technology (FinTech) Bloomberg News
77 TomAllen Journalist General Technology (B2B) Computing
78 Ewan Spence Journalist General Technology (B2B) Forbes
79 Bob Coecke Business Leader Emerging Technology Relational Intelligence
80 Lindsay Clark Journalist General Technology (B2B) The Register
81 Julian David Trade or Business Association Leader General Technology (B2B) techUK
82 James Ball Journalist General Technology (B2B) The New World, The i Paper and Others
83 Jonathan Swift Journalist Cloud, Infrastructure & Platform Services Infopro Digital
84 David Wilson Business Leader Workforce Technologies (HR & People Management) Fosway Group
85 Chris Price Journalist General Technology (B2B) Shiny Media
86 Christine Horton Journalist Cloud, Infrastructure & Platform Services Freelance
87 Greg Jackson Entrepreneur General Technology (B2B) Octopus Energy
88 George Lawton Journalist General Technology (B2B) Freelance
89 James Smith Entrepreneur Financial Technology (FinTech) Elliptic
90 Martin Coulter Journalist General Technology (B2B) Sifted
91 Thomas Macaulay Journalist General Technology (B2B) Freelance
92 Zac Bowden Creator General Technology (B2B) Future, Windows Central Podcast
93 Tom Bristow Journalist General Technology (B2B) The Morning Intelligence
94 Julia Lopez Government General Technology (B2B) UK Government
95 Martin Arnold Journalist Financial Technology (FinTech) The Financial Times
96 Paul Brackley Journalist General Technology (B2B) Cambridge Independent
97 Joanna Shields Business Leader Artificial Intelligence Precognition
98 Jonathan Symcox Journalist General Technology (B2B) BusinessCloud
99 Richard Branson Entrepreneur General Technology (B2B) Virgin Group

100 Bill Buchanan Academic Cybersecurity, Risk & Digital Trust Edinburgh Napier University
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Germany Top 100

Top 100 Technology Influencers in Germany

Rank Influencer Type of influencer Techsector Organisation
1 Roland Busch Business Leader General Technology (B2B) Siemens
2 Frank Thelen Venture Capitalist General Technology (B2B) Freigeistand TEQ Capital
3 Markus Beckedahl Journalist General Technology (B2B) Center for Digital Rights and Democracy
4 Jakob Jung Journalist Cybersecurity, Risk & Digital Trust Freelance
5 Sebastian Matthes Journalist General Technology (B2B) Handelsblatt
6 Eva Wolfangel Journalist Cybersecurity, Risk & Digital Trust Freelance
7 Holger Zschépitz Journalist Financial Technology (FinTech) WELT
8 Michael Kroker Journalist General Technology (B2B) WirtschaftsWoche
9 Tobias Litke Entrepreneur Digital Commerce & Supply Chain Management Shopify
10 Dr.Karsten Wildberger Government General Technology (B2B) Fede;anl inisqg%fr%rélaigital Trar;ss;%gnation
1 Don Dahlmann Journalist General Technology (B2B) Grlinderszene and Mobile.de
12 Thomas Kuhn Journalist General Technology (B2B) WirtschaftsWoche
13 Carsten Maschmeyer Venture Capitalist General Technology (B2B) Maschmeyer Group
14 Christian Klein Business Leader General Technology (B2B) SAP
15 Claudia Plattner Government Cybersecurity, Risk & Digital Trust Federal Office for Information Security
16 Simon Berlin Journalist General Technology (B2B) tbd / Zetland
17 Stefan Hajek Journalist General Technology (B2B) WirtschaftsWoche
18 Matthias Bastian Journalist Artificial Intelligence The decoder
19 Larissa Holzki Journalist General Technology (B2B) Handelsblatt
20 JensEisert Academic Emerging Technology Freie Universitat Berlin
21 Oliver Vo3 Journalist General Technology (B2B) Verlag DerTagesspiegel
22 Alexander Hiising Journalist General Technology (B2B) Deutsche Startups
23 Felix Holtermann Journalist General Technology (B2B) Handelsblatt
24 OlaKallenius Business Leader General Technology (B2B) Mercedes-Benz Group AG
25 Jonas Rest Journalist General Technology (B2B) Manager Magazin
26 LuisaBomke Journalist General Technology (B2B) Handelsblatt
27 Dr. Marcell Volimer Business Leader Digital Commerce & Supply Chain Management MV Procu GmbH
28 Jonas Andrulis Entrepreneur Artificial Intelligence CNTR
29 Jarostaw Kutytowski Entrepreneur Artificial Intelligence DeeplL
30 Timotheus Hottges Business Leader Cloud, Infrastructure & Platform Services Deutsche Telekom
31 Robin Rombach Entrepreneur Artificial Intelligence Black Forest Labs
32 Dr.Ralf Wintergerst Trade or Business Association Leader General Technology (B2B) Bitkom
33 Verena Pausder Entrepreneur General Technology (B2B) German Startup Association
34 Roland Lindner Journalist General Technology (B2B) Frankfurter Allgemeine Zeitung
35 Alexander Graf Entrepreneur Digital Commerce & Supply Chain Management Spryker
36 Matthias Hohensee Journalist General Technology (B2B) WirtschaftsWoche
37 Svea Eckert Journalist Cybersecurity, Risk & Digital Trust Freelance
38 Lubomila Jordanova Business Leader Emerging Technology PlanA
39 Dorothee Bar Government General Technology (B2B) German Government
40 Frank Karlitschek Entrepreneur Cloud, Infrastructure & Platform Services Nextcloud
M Bernhard Scholkopf Academic Artificial Intelligence Max Planck Institute for Intelligent Systems
42 Christoph Frohlich Journalist General Technology (B2B) Das Investment
43 Solveig Gode Journalist General Technology (B2B) Handelsblatt
44 Peter Welchering Journalist General Technology (B2B) Deutschlandfunk and CUT
45 Hannah Schwar Journalist General Technology (B2B) Manager Magazin
46 Lisa Ksienrzyk Journalist General Technology (B2B) WirtschaftsWoche
47 Christof Kerkmann Journalist General Technology (B2B) Handelsblatt
48 Adam Bien Creator Cloud, Infrastructure & Platform Services Airhacks Podcast
49 Sascha Lobo Creator General Technology (B2B) Freelance
50 Hanno Renner Entrepreneur Workforce Technologies (HR & People Management) Personio

WO | Tech 500

23



Rank Influencer Type of influencer Techsector Organisation

51 Philipp Westermeyer Entrepreneur Marketing Technology & Customer Experience OMR

52 Stefan Krempl Journalist General Technology (B2B) Heise Online

53 Christian Stocker Journalist General Technology (B2B) Der Spiegel

54 Florian Roth Business Leader Cybersecurity, Risk & Digital Trust Nextron Systems

55 Christoph Keese Journalist General Technology (B2B) HY - The Axel Springer Consulting Group

56 Benedikt Fuest Journalist General Technology (B2B) WeltN24 GmbH

57 Daniel Jung Creator General Technology (B2B) Daniel Jung Media GmbH

58 Tanja Ruckert Business Leader General Technology (B2B) Robert Bosch GmbH

59 Rolf Schumann Business Leader Cloud, Infrastructure & Platform Services Wire, Dyn, Aleph Alpha and Others

60 Christian Meier Government General Technology (B2B) German Government

61 Alexander Rinke Entrepreneur Data Management & Advanced Analytics Celonis

62 Kai Waehner Business Leader Data Management & Advanced Analytics Kai Waehner GmbH

63 Philipp Justus Business Leader General Technology (B2B) Google

64 Volker Quaschning Academic Emerging Technology HTW Berlin

65 Martin Knobbe Journalist General Technology (B2B) Handelsblatt

66 Philipp Alvares de Souza Soares Journalist General Technology (B2B) Handelsblatt

67 Thomas Jahn Journalist General Technology (B2B) Handelsblatt

68 Stephan Scheuer Journalist General Technology (B2B) Handelsblatt

69 Matthias NieBner Academic Artificial Intelligence Technical University of Munich

70 Nadine Schimroszik Journalist General Technology (B2B) Handelsblatt

4l Alicia von Schenk Academic Artificial Intelligence University of Wirzburg

72 Felix Beilharz Creator Marketing Technology & Customer Experience Felix Beilharz

73 Sabine Elsasser Journalist General Technology (B2B) StartupValley Magazine

74 Jessica Holzbach Business Leader Financial Technology (FinTech) Bank of Entrepreneurship

75 Christian Miele Venture Capitalist General Technology (B2B) Headline

76 Miriam Meckel Business Leader General Technology (B2B) Ada Learning

77 Judith Dada Entrepreneur Artificial Intelligence Langdock

78 Sara Weber Journalist General Technology (B2B) Freelance

79 Christina Kyriasoglou Journalist General Technology (B2B) Bloomberg News

80 Wolfgang Wahlster Academic Artificial Intelligence German Research Center for Artificial Intelligence

81 Susanne Dehmel Business Leader General Technology (B2B) Bitkom

82 Andrian Kreye Journalist General Technology (B2B) Stiddeutsche Zeitung

83 Heinz-Roger Dohms Journalist Financial Technology (FinTech) Finanz-Szene.de

84 Bastian Nominacher Entrepreneur Data Management & Advanced Analytics Celonis

85 Miriam Partington Journalist General Technology (B2B) Sifted

86 Andreas Wallraff Academic Emerging Technology ETH Zirrich

87 Christian Rickens Journalist General Technology (B2B) Brand Eins

88 Richard Socher Entrepreneur Artificial Intelligence You.com and Recursive

89 Stewart Rogers Journalist Artificial Intelligence Dataconomy

90 Daria Saharova Venture Capitalist Emerging Technology World Fund

91 Benjamin Bilski Business Leader Financial Technology (FinTech) TruelLabs

92 Clara Thier Journalist General Technology (B2B) WirtschaftsWoche

93 Claudia Nemat Business Leader General Technology (B2B) Deutsche Bérse AG, Daimler Truck and ABB

94 Gregor Schmalzried Journalist General Technology (B2B) Bayerischer Rundfunk, Freelance

95 Philipp Depiereux Business Leader General Technology (B2B) Scaled Innovation Group

96 Fabian Vogelsteller Entrepreneur Financial Technology (FinTech) LUKSO

97 Andreas Weck Journalist General Technology (B2B) Freelance

98 Jochen Krisch Business Leader Digital Commerce & Supply Chain Management K5, Fure Capital, Agmentic and Others

99 Dr. Michael Spehr Journalist General Technology (B2B) Frankfurter Allgemeine Zeitung
100 Kilian Thalhammer Business Leader Financial Technology (FinTech) Deutsche Bank

WO | Tech 500

24



France Top 100

Top 100 Technology Influencers in France

Rank Influencer Type of influencer Techsector Organisation
1 Jéréme Colombain Journalist General Technology (B2B) Monde Numérique
2 Jonathan Chan Creator Marketing Technology & Customer Experience La Brigade du Web
3 Arthur Mensch Entrepreneur Artificial Intelligence Mistral Al
4 Octave Klaba Entrepreneur Cloud, Infrastructure & Platform Services OVHcloud
5 Thierry Breton Entrepreneur General Technology (B2B) Bank of Americaand Others
6 Damien Bancal Journalist Cybersecurity, Risk & Digital Trust ZataZ
7 Jean-Marc Manach Journalist Cybersecurity, Risk & Digital Trust Next
8 Marc Rees Journalist Cybersecurity, Risk & Digital Trust lInformé
9 Stéphane Séjourné Government General Technology (B2B) European Commission
10 YannLeCun Entrepreneur Artificial Intelligence AMI Labs
1" Jean-Charles Samuelian-Werve Entrepreneur Financial Technology (FinTech) Alan
12 Emmanuel Vivier Entrepreneur General Technology (B2B) Hub Institute
13 Nicolas Lellouche Journalist General Technology (B2B) BFM Business, Numerama and Télématin
14 Christel Heydemann Business Leader Cloud, Infrastructure & Platform Services Orange
15 Xavier Niel Entrepreneur Cloud, Infrastructure & Platform Services lliad
16 Gilles Babinet Entrepreneur Emerging Technology Café Al Mission
17 Clément Delangue Entrepreneur Artificial Intelligence Hugging Face
18 Frédéric Cavazza Creator General Technology (B2B) Acculturation Numérique
19 Alain Clapaud Journalist Cloud, Infrastructure & Platform Services Freelance
20 Frédeéric Filloux Journalist General Technology (B2B) Episodiques, Lec Echos and Others
21 Emmanuel Paquette Journalist General Technology (B2B) I'Informé
22 Guillaume Serries Journalist General Technology (B2B) ZDNet
23 Jean-Noél Barrot Government General Technology (B2B) French Government
24 Aiman Ezzat Business Leader General Technology (B2B) Capgemini
25 Damien Licata Caruso Journalist General Technology (B2B) Le Parisien
26 Bertrand Lemaire Journalist Cloud, Infrastructure & Platform Services Républik IT
27 Nicolas Babin Entrepreneur General Technology (B2B) Babin Business Consulting
28 Mounir Laggoune Business Leader Financial Technology (FinTech) Finary
29 Pascal Gauthier Entrepreneur Financial Technology (FinTech) Ledger
30 Anne Bouverot Government Artificial Intelligence France's Al and Digital Council and others
31 Yasmine Douadi Entrepreneur Cybersecurity, Risk & Digital Trust Riskintel Media
32 Philippe Dewost Business Leader General Technology (B2B) Jolt Capital
33 Laura Tenoudii Journalist General Technology (B2B) France TV and Europe 1
34 Laure Closier Journalist General Technology (B2B) BFM Business
35 Xavier de La Porte Journalist General Technology (B2B) L'Obs and France Inter
36 Roxanne Varza Business Leader General Technology (B2B) Station F and Sequoia Capital
37 Chris O'Brien Journalist General Technology (B2B) The French Tech Journal and French Crossroads
38 Nicolas Dufourcq Business Leader General Technology (B2B) Bpifrance
39 Thomas Clozel Entrepreneur Artificial Intelligence Owkin
40 Laurence Devillers Academic Artificial Intelligence Sorbonne University
M Alexandre Piquard Journalist General Technology (B2B) Le Monde
42 Jéréme Marin Journalist General Technology (B2B) CaféTech
43 Théophane Hartmann Journalist General Technology (B2B) Euractiv
44 Raphael Grably Journalist General Technology (B2B) BFMTV
45 Julien Khaski Journalist General Technology (B2B) Maddyness
46 Benoit Raphaél Journalist General Technology (B2B) Flint
47 Philippe Latombe Government Cybersecurity, Risk & Digital Trust French Government
48 Bertrand Duperrin Creator Workforce Technologies (HR & People Management) Bertrand Duperrin's Notepad
49 Guillaume Poupard Entrepreneur Cybersecurity, Risk & Digital Trust Orange and France's Al and Digital Council
50 Olivier Ezratty Entrepreneur Emerging Technology Quantum Energy Initiative
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51 Cécile Dejoux Academic Workforce Technologies (HR & People Management) CNAM

52 Philippe Nicolas Journalist Cloud, Infrastructure & Platform Services Storage Newsletter
53 Romain Moulin Business Leader Digital Commerce & Supply Chain Management Exotec

54 Guillaume Champeau Business Leader Cloud, Infrastructure & Platform Services Vates

55 Tarig Krim Entrepreneur General Technology (B2B) Cybernetica

56 Jean-Baptiste Kempf Entrepreneur Cloud, Infrastructure & Platform Services Kyber and VideoLAN
57 Clara Chappaz Government General Technology (B2B) French Government
58 Raphaél Vullierme Entrepreneur Financial Technology (FinTech) Waniwani, Hexa, and others
59 Martin Untersinger Journalist Cybersecurity, Risk & Digital Trust Le Monde

60 Gaél Varoquaux Academic Artificial Intelligence Inriaand Probabl
61 Christophe Auffray Journalist Financial Technology (FinTech) Freelance

62 Patrick Amiel Entrepreneur General Technology (B2B) 321

63 Pascale Davies Journalist General Technology (B2B) Euronews

64 Marina Alcaraz Journalist General Technology (B2B) Les Echos

65 Frédéric Mazzella Business Leader Digital Commerce & Supply Chain Management BlaBlaCar

66 Benjamin Polge Journalist Artificial Intelligence Journal du Net
67 Manuel Dorne Business Leader Cybersecurity, Risk & Digital Trust Korben

68 Flavien Chervet Creator Artificial Intelligence Flavien Chervet and Hypervibe
69 Julien Mousqueton Creator Cybersecurity, Risk & Digital Trust Cohesity

70 Anthony Morel Journalist General Technology (B2B) BFMTV

4l Thibaud Elziére Entrepreneur General Technology (B2B) Hexa

72 Guillaume Princen Business Leader Artificial Intelligence Anthropic

73 Charles Gorintin Business Leader General Technology (B2B) Alan

74 Anne Le Hénanff Government General Technology (B2B) French Government
75 Maxence Fabrion Journalist General Technology (B2B) Maddyness

76 Marc Simoncini Entrepreneur General Technology (B2B) Daphni

77 Stéphane Mallard Creator Artificial Intelligence Stéphane Mallard
78 Jeremy Boissinot Creator Marketing Technology & Customer Experience Favikon

79 Arthur Benchetrit Creator General Technology (B2B) ArtBen

80 Marine Protais Journalist General Technology (B2B) La Tribune

81 Capucine Cousin Journalist Financial Technology (FinTech) L'AGEFI

82 Baptiste Robert Creator Cybersecurity, Risk & Digital Trust PredictaLab

83 Alexandre Bompard Business Leader Digital Commerce & Supply Chain Management Carrefour

84 Frangois Sorel Journalist General Technology (B2B) BFM Business
85 Christophe Payet Journalist Artificial Intelligence ARTE

86 Steve Dent Journalist General Technology (B2B) Engadget

87 Guillaume Grallet Journalist General Technology (B2B) Le Point

88 Chloé Woitier Journalist General Technology (B2B) LeFigaro

89 Carlos Diaz Entrepreneur General Technology (B2B) Silicon Carne, Diaspora Ventures, and Others
90 Nicolas Guyon Creator Artificial Intelligence Comptoir A

91 Pierre-Frangois Thaler Business Leader Emerging Technology EcoVadis

92 Aurélie Jean Entrepreneur Artificial Intelligence In Silico Veritas & INFRA
93 Renaud Visage Entrepreneur General Technology (B2B) SlateVC

94 Arthur Waller Entrepreneur Financial Technology (FinTech) Pennylane

95 Xavier Lazarus Venture Capitalist General Technology (B2B) Elaia Partners
96 Olivier Laborde Business Leader Financial Technology (FinTech) Groupe BPCE
97 Bertrand Garé Journalist General Technology (B2B) L'Informaticien
98 Emile Marzolf Journalist General Technology (B2B) POLITICO Europe
99 Jean Moreau Entrepreneur Digital Commerce & Supply Chain Management Phenix
100 Célia Séramour Journalist General Technology (B2B) L'Usine Digitale
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Netherlands Top 100

Top 100 Technology Influencers in the Netherlands

Rank Influencer Type of influencer Techsector Organisation
1 Marcel van Oost Creator Financial Technology (FinTech) Connecting the dotsin FinTech
2 Alexander Klopping Journalist General Technology (B2B) POMperium
3 Gergely Orosz Creator General Technology (B2B) The Pragmatic Engineer
4 Daniél Verlaan Journalist Cybersecurity, Risk & Digital Trust RTL Nieuws
5 Werner Vogels Business Leader Cloud, Infrastructure & Platform Services Amazon
6 Laurens Vreekamp Journalist Artificial Intelligence Freelance
7 Huib Modderkolk Journalist Cybersecurity, Risk & Digital Trust De Volkskrant
8 Randal Peelen Journalist General Technology (B2B) Met Nerds om Tafel/Bye Bye Big Tech
9 Fabrizio Del Maffeo Entrepreneur Artificial Intelligence Axelera Al
10 Laurens Verhagen Journalist Artificial Intelligence De Volkskrant
1 Kim van Sparrentak Government Cybersecurity, Risk & Digital Trust European Parliament
12 Sebastiaan Brommersma Journalist Cybersecurity, Risk & Digital Trust Follow the Money and Sholes
13 Wouter Durville Entrepreneur Workforce Technologies (HR & People Management) TestGorilla
14 Andrey Khusid Entrepreneur Workforce Technologies (HR & People Management) Miro
15 Robert Vis Entrepreneur Marketing Technology & Customer Experience Bird
16 Sjoerd Hartholt Journalist General Technology (B2B) Sijthoff Media
17 Jobvander Voort Entrepreneur Workforce Technologies (HR & People Management) Remote
18 Max Welling Academic Artificial Intelligence University of Amsterdam and CuspAl
19 Eveline Meijer Journalist General Technology (B2B) Freelance
20 llyaz Nasrullah Journalist Marketing Technology & Customer Experience Trouw
21 Steef-Jan Wiggers Journalist Cloud, Infrastructure & Platform Services InfoQ, Cooperatie VGZ, Microsoft
22 Koen Bok Entrepreneur Marketing Technology & Customer Experience Framer
23 Benvander Burg Journalist General Technology (B2B) BNR Nieuwsradio
24 Sandra Olsthoorn Journalist Cloud, Infrastructure & Platform Services Het Financieele Dagblad
25 Christophe Fouquet Business Leader Emerging Technology ASML
26 Sander Almekinders Journalist General Technology (B2B) Techzine/Dolphin Publications
27 Stijn Christiaens Entrepreneur Data Management & Advanced Analytics Collibra
28 Wilke Wittebrood Journalist General Technology (B2B) MT/Sprout
29 Pieter van der Does Business Leader Financial Technology (FinTech) Adyen
30 Ali Niknam Entrepreneur Financial Technology (FinTech) bung
31 Erwin Blom Creator General Technology (B2B) FMT
32 Aaron Mirck Journalist General Technology (B2B) aaronmirck.com
33 RensBlom Journalist General Technology (B2B) Freelance
34 Constantijn Van Oranje-Nassau Trade or Business Association Leader General Technology (B2B) TechLeap
35 Willemijn Aerdts Government Cybersecurity, Risk & Digital Trust Government of the Netherlands
36 Sander Bijleveld Journalist General Technology (B2B) Met Nerds om Tafel/Cegeka
37 Eugene Danilkis Entrepreneur Financial Technology (FinTech) Mambu
38 Hans Langenhuizen Business Leader Financial Technology (FinTech) in3
39 Adriaan Mol Entrepreneur Financial Technology (FinTech) Mollie
40 Douwe Kiela Entrepreneur Atrtificial Intelligence Contextual Al
M Stu Sjouwerman Entrepreneur Cybersecurity, Risk & Digital Trust KnowBe4
42 Daniél Mol Journalist General Technology (B2B) BNR Nieuwsradio
43 Pimvan der Beek Journalist General Technology (B2B) Jaarbeurs IT media/Computable
44 Jasper Bakker Journalist General Technology (B2B) Tweakers
45 Joost Farwerck Business Leader General Technology (B2B) KPN
46 Sander Hulsman Journalist General Technology (B2B) Freelance
47 Payal Arora Academic Artificial Intelligence Utrecht University
48 Maria Genova Creator Cybersecurity, Risk & Digital Trust Freelance
49 Coenvan Eenbergen Journalist General Technology (B2B) Dolphin Publications and Techzine
50 Jasper Houtman Journalist General Technology (B2B) Het Financieele Dagblad
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51 Dave Maasland Business Leader Cybersecurity, Risk & Digital Trust ESET

52 Jouk Pleiter Entrepreneur Financial Technology (FinTech) Backbase

53 Marc Hijink Journalist General Technology (B2B) NRC

54 Evade Mol Venture Capitalist General Technology (B2B) CapitalT

55 JobvandenBerg Entrepreneur Artificial Intelligence ai.nl

56 Stef van Grieken Entrepreneur Artificial Intelligence Cradle

57 Rogier Fischer Business Leader Cybersecurity, Risk & Digital Trust Hadrian

58 Richard van Hooijdonk Creator Artificial Intelligence Richard van Hooijdonk
59 VanessaEvers Academic Artificial Intelligence University of Twente
60 Roy Jakobs Business Leader General Technology (B2B) Philips

61 Nienke Schipper Journalist General Technology (B2B) Trouw

62 Daniel Gebler Business Leader Digital Commerce & Supply Chain Management Picnic

63 Wilfred Scholman Business Leader Cloud, Infrastructure & Platform Services Oracle/Benenlux/Cloud Infra Growth
64 Robbert Hoeffnagel Journalist General Technology (B2B) Freelance

65 Matthijs Welle Entrepreneur Digital Commerce & Supply Chain Management Mews

66 Marjolein van Trigt Journalist General Technology (B2B) iBestuur

67 Ernst-Jan Pfauth Entrepreneur General Technology (B2B) POM

68 Christian Kromme Academic Artificial Intelligence The Conference Board
69 Jochemvander Veer Entrepreneur Workforce Technologies (HR & People Management) TheyDo

70 Philip Bueters Journalist General Technology (B2B) MT/Sprout/PBO

7 Stijn Goossens Journalist General Technology (B2B) BNR Nieuwsradio/SG:media
72 Witold Kepinski Journalist Cloud, Infrastructure & Platform Services Dutch IT media

73 Elger vander Wel Journalist General Technology (B2B) Freelance

74 Jitse Groen Entrepreneur Digital Commerce & Supply Chain Management Freelance

75 Menno Lanting Creator General Technology (B2B) Menno Lanting

76 Hendrik van Zwol Entrepreneur Artificial Intelligence Al Magician

77 Erik van Klinken Journalist General Technology (B2B) Techzine

78 Alfred Monterie Journalist Cloud, Infrastructure & Platform Services Freelance

79 Mauro Mereu Journalist Emerging Technology M80

80 Berry Zwets Journalist General Technology (B2B) Techzine/Dolphin Publications
81 Bart Groothuis Government Cybersecurity, Risk & Digital Trust European Parliament
82 Herbert Blankesteijn Journalist General Technology (B2B) BNR Nieuwsradio
83 Duco van Lanschot Entrepreneur Cybersecurity, Risk & Digital Trust Duna

84 Vincent Everts Creator General Technology (B2B) Vincent Everts

85 Lucien Engelen Entrepreneur General Technology (B2B) TransformHealth
86 Gillian Tans Entrepreneur Digital Commerce & Supply Chain Management Freelance

87 Donovan van Heuven Journalist General Technology (B2B) MT/Sprout

88 Bryan Onel Entrepreneur Cybersecurity, Risk & Digital Trust Oneleet

89 Laura Jenny Journalist General Technology (B2B) Bright/BigSpark BV
90 Sid Sijbrandij Business Leader Cloud, Infrastructure & Platform Services GitLab

91 Maarten Wegdam Business Leader Cybersecurity, Risk & Digital Trust ReadID

92 Remy Gieling Entrepreneur Artificial Intelligence ainl

93 Basvander Veldt Entrepreneur General Technology (B2B) AFAS

94 Jeroen van Glabbeek Entrepreneur Digital Commerce & Supply Chain Management CM.com

95 Tijmen Blankevoort Entrepreneur Artificial Intelligence NVIDIA

96 Lieke Lamb Business Leader General Technology (B2B) Womenin Tech/Future Expertise Center
97 Olaf Hartong Business Leader Cybersecurity, Risk & Digital Trust FalconForce

98 Ronald Prins Business Leader Cybersecurity, Risk & Digital Trust Hunt and Hackett
99 Arnoud Engelfriet Business Leader Cybersecurity, Risk & Digital Trust ICTRecht
100 Erwin Vogelaar Journalist General Technology (B2B) Freelance
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US Top 100

Top 100 US Voices Influencing Europe’s Tech Conversation

Rank Influencer Type of influencer Techsector Organisation
1 Sam Altman Entrepreneur Artificial Intelligence OpenAl
2 Elon Musk Entrepreneur Artificial Intelligence Tesla, SpaceX, xAl and others
3 Alexandr Wang Entrepreneur Artificial Intelligence Meta
4 Brad Smith Business Leader General Technology (B2B) Microsoft
5 Dario Amodei Entrepreneur Artificial Intelligence Anthropic
6 JensenHuang Entrepreneur Artificial Intelligence NVIDIA
7 Matthew Prince Entrepreneur Cybersecurity, Risk & Digital Trust Cloudflare
8 Chuck Robbins Business Leader Cloud, Infrastructure & Platform Services Cisco
9 Nikesh Arora Business Leader Cybersecurity, Risk & Digital Trust Palo Alto Networks
10 David Sacks Government Artificial Intelligence White House
1 Eric Schmidt Venture Capitalist Artificial Intelligence Google, Alphabet and Schmidt Futures
12 Marc Benioff Entrepreneur Marketing Technology & Customer Experience Salesforce
13 SatyaNadella Business Leader General Technology (B2B) Microsoft
14 Jack Zhang Business Leader Financial Technology (FinTech) Airwallex
15 Sundar Pichai Business Leader Artificial Intelligence Google and Alphabet
16 Eoghan McCabe Business Leader Marketing Technology & Customer Experience Fin
17 Ethan Mollick Academic Artificial Intelligence Wharton
18 Pascal Bornet Creator Artificial Intelligence IAC
19 Antonio Neri Business Leader Cloud, Infrastructure & Platform Services Hewlett Packard Enterprise (HPE)
20 Dylan Field Entrepreneur General Technology (B2B) Figma
21 Jack Dorsey Entrepreneur Financial Technology (FinTech) Square
22 Lauren Goode Journalist General Technology (B2B) WIRED
23 Michael Dell Entrepreneur Cloud, Infrastructure & Platform Services Dell
24 Logan Kilpatrick Creator Artificial Intelligence Google Al Studio
25 Andrew Feldman Entrepreneur Cloud, Infrastructure & Platform Services Cerebras Systems
26 Daniela Amodei Business Leader Artificial Intelligence Anthropic
27 Bret Taylor Entrepreneur Artificial Intelligence Sierra/OpenAl
28 Rene Haas Business Leader Cloud, Infrastructure & Platform Services Arm
29 Alex Karp Entrepreneur Data Management & Advanced Analytics Palantir
30 Lenny Rachitsky Creator General Technology (B2B) Lenny's Newsletter
31 Ali Ghodsi Entrepreneur Data Management & Advanced Analytics Databricks
32 Joel Kaplan Business Leader General Technology (B2B) Meta/American political advisor
33 Eric Yuan Entrepreneur Workforce Technologies (HR & People Management) Zoom
34 Alex Kantrowitz Journalist General Technology (B2B) Big Technology
35 Sanjay Mehrotra Business Leader Cloud, Infrastructure & Platform Services Micron Technology
36 Peter Thiel Venture Capitalist Financial Technology (FinTech) Founders Fund/Paypal
37 Vinod Khosla Venture Capitalist Emerging Technology Khosla Ventures
38 Reid Hoffman Entrepreneur Artificial Intelligence Manas Al and Inflection Al, Greylock, Paypal
39 Allie K- Miller Creator Artificial Intelligence Freelance
40 Patrick Collison Entrepreneur Financial Technology (FinTech) Stripe
41 Aravind Srinivas Entrepreneur Artificial Intelligence Perplexity Al
42 Rand Fishkin Business Leader Marketing Technology & Customer Experience SparkToro/Moz
43 Christina Cacioppo Entrepreneur Cybersecurity, Risk & Digital Trust Vanta
a4 Kent Walker Business Leader General Technology (B2B) Google
45 Mihir Shukla Business Leader Artificial Intelligence Automation Anywhere
46 Greg Brockman Entrepreneur Artificial Intelligence OpenAl
47 Shyam Sankar Business Leader Data Management & Advanced Analytics Palantir
48 AndrewNg Academic Artificial Intelligence DeepLearning.Al/Al Fund and Al Aspire
49 MiraMurati Entrepreneur Artificial Intelligence Thinking Machines Lab
50 Ben Thompson Creator General Technology (B2B) Stratechery
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51 Cristdbal Valenzuela Entrepreneur Artificial Intelligence Runway
52 Alan Baratz Business Leader Emerging Technology D-Wave Systems
53 Bill Staples Business Leader Cloud, Infrastructure & Platform Services GitLab
54 Aaron Levie Entrepreneur Cloud, Infrastructure & Platform Services Box
55 Todd McKinnon Entrepreneur Cybersecurity, Risk & Digital Trust Okta
56 Pedro Franceschi Entrepreneur Financial Technology (FinTech) Brex
57 Bipul Sinha Entrepreneur Cloud, Infrastructure & Platform Services Rubrik
58 Meredith Whittaker Business Leader Cybersecurity, Risk & Digital Trust Signal
59 Chamath Palihapitiya Venture Capitalist General Technology (B2B) Social Capital
60 Benedict Evans Academic Avrtificial Intelligence Freelance
61 Jay Chaudhry Entrepreneur Cybersecurity, Risk & Digital Trust Zscaler
62 Guillermo Rauch Entrepreneur Cloud, Infrastructure & Platform Services Vercel
63 Rami Rahim Business Leader Cloud, Infrastructure & Platform Services HPE Networking
64 Brendan Foody Entrepreneur Workforce Technologies (HR & People Management) Mercor
65 Casey Newton Journalist General Technology (B2B) Platformer
66 Craig Walker Entrepreneur Marketing Technology & Customer Experience Dialpad
67 George Kurtz Entrepreneur Cybersecurity, Risk & Digital Trust CrowdStrike
68 Pat Gelsinger Business Leader Avrtificial Intelligence Gloo/Playground Global
69 Neil Patel Creator Marketing Technology & Customer Experience NP Digital
70 Fei-FeiLi Academic Artificial Intelligence World Labs
71 Michael Intrator Entrepreneur Cloud, Infrastructure & Platform Services CoreWeave
72 Anand Eswaran Business Leader Cloud, Infrastructure & Platform Services Veeam Software
73 Mark Zuckerberg Entrepreneur Artificial Intelligence Meta
74 LisaSu Business Leader Cloud, Infrastructure & Platform Services AMD
75 Anjney Midha Venture Capitalist Atrtificial Intelligence Andreessen Horowitz/AMP PBC
76 Andy Jassy Business Leader Cloud, Infrastructure & Platform Services Amazon
77 Alex Bouaziz Entrepreneur Workforce Technologies (HR & People Management) Deel
78 Kara Swisher Journalist General Technology (B2B) Pivotand The New York Magazine
79 Mario Gabriele Creator General Technology (B2B) The Generalist Substack
80 Arvind Krishna Business Leader General Technology (B2B) IBM
81 Des Traynor Entrepreneur Marketing Technology & Customer Experience Fin
82 Michael Kratsios Government Emerging Technology of ggzﬂgiﬁg‘?’gzﬁﬁgﬁgfggh_cy_
83 Ryan Petersen Entrepreneur Digital Commerce & Supply Chain Management Flexport
84 Sarah Friar Business Leader Avrtificial Intelligence OpenAl
85 Winston Weinberg Entrepreneur Artificial Intelligence Harvey
86 Jack Altman Entrepreneur Workforce Technologies (HR & People Management) Bechmark
87 Jonathan Levin Business Leader Financial Technology (FinTech) Chainalysis
88 Thomas Kurian Business Leader Cloud, Infrastructure & Platform Services Google Cloud
89 Frangois Locoh-Donou Business Leader Cybersecurity, Risk & Digital Trust F5
90 Taylor Francis Entrepreneur Emerging Technology Watershed
91 Wade Foster Entrepreneur General Technology (B2B) Zapier
92 John Chambers Venture Capitalist General Technology (B2B) JC2 Ventures, Emeritus, Cisco
93 Steven Sinofsky Venture Capitalist General Technology (B2B) Andreessen Horowitz
94 May Habib Entrepreneur Artificial Intelligence Writer
95 Yamini Rangan Business Leader Marketing Technology & Customer Experience HubSpot
96 JyotiBansal Entrepreneur Cloud, Infrastructure & Platform Services Harn?/sesé E%%?%?lﬁg Légusual
97 Eric Lefkofsky Entrepreneur Artificial Intelligence Tempus Al
98 Kate Johnson Business Leader Cloud, Infrastructure & Platform Services CenturyLink
299 Garry Tan Venture Capitalist General Technology (B2B) Y Combinator

100 Shirin Ghaffary Journalist Atrtificial Intelligence Bloomberg News
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Methodology

The Tyto Tech 500 is the only data-driven ranking of B2B technology influencers in Europe
based on in-depth analysis and multiple data points. It recognises those who demonstrate high
levels of influence across the media, social media, and digital channels, regardless of their origin
or location.

Our proprietary methodology evaluates individuals from the interconnected worlds of business,
media, government, and academia across ten technology sectors. These sectors were chosen
for their role at the forefront of technological change and their influence on Europe’s wider
economy and society. The ranking spans the UK, Germany, France, and the Netherlands,
alongside a dedicated US ranking of American voices shaping Europe’s technology ecosystem.

Rankings are determined by assessing an individual's visibility and authority across earned
media, digital platforms, and thought leadership outputs.

For the tenth edition, we have once again partnered with Signal Al to enhance discovery
through Al-assisted analysis, ensuring the index reflects the growing complexity of today’s
media and influence landscape while maintaining the rigour and consistency that has defined
the Tyto Tech 500 since its launchin 2017.

About Tyto

Tytois the only PR and communications agency built to scale high-growth technology
companies faster across Europe. Our unique PRWithoutBorders™ operating model delivers
seamless, integrated campaign management across multiple markets and disciplines.
Designed for the complex needs of global technology companies, our flexible model and
data-driven approach maximises efficiency, helping grow your brand and generate demand
faster. Our borderless team, spanning the UK, France, Germany, Spain, ltaly, Sweden, and
the Netherlands, excels in understanding and navigating the nuances of local markets while
working globally to make animpact for our clients.

Innovation without limits demands PRWithoutBorders™.

Learn more at www.tytopr.com.

About Signal Al

Signal Al is aleading reputation and risk intelligence company helping business leaders make
sense of the outside world. Its Al-driven technology provides real-time insights, from tracking
sentiment to identifying emerging topics, to help you navigate industry trends, manage
reputational shifts, and mitigate risks.

Signal Al is trusted by business leaders of the Fortune 500 with the vision to build an innovative,
inclusive, and enduring company transforming how businesses make decisions.

Learn more at www.signal-ai.com.
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