INFLUENCER
MARKETING
A GUIDE TO RECOGNISING YOUR BRAND’S
IDEAL INFLUENCER MARKETING PARTNERS

Influencer Marketing Guide

WHAT PEOPLE SAY...
...is just as important as how much they say it, hence so much attention
being placed on getting the right people to say the right things to the
public, on behalf of brands.
Influencer marketing can work so well, figures show for every $1 spent,
companies get $6.50 back in return [SOURCE 1]. But while there are plenty of
examples of great campaigns, those that have gone awry often stay in
public memory far longer. So how do companies establish relationships
with influencers and make these successful?

In this guide we’ll explain.
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1Understand what an

2
Know why you

You need to know what the term
‘influencer’ really means. Thankfully,
it’s pretty simple; influencers are
public figures who have a voice
heard by either a large (macro) or
specialised (micro) audience.

The question shouldn’t be ‘who do I want?’ but
rather ‘what do I want to get from this?’ An
influencer is only as good as the campaign, overall
concept, and relevance, so you need a watertight
idea of how this is going to work.

influencer actually is

They could be celebrities, sports
personalities, actors, musicians,
scientists, bloggers, vloggers,
journalists…
In fact, influencers are best
described as anyone who has
control over an audience. This could
include both negative and positive
voices.

want an influencer

Ultimately, you’re probably looking to drive new
business and sales, the fundamental aims of
marketing. But is this a case of simply wanting as
much exposure as quickly as possible, or building a
strong, long-lasting relationship that is more about
ongoing, subtle promotion as oppose to huge, but
short-lived, exposure?
One of the most important decisions you will need
to make at this point is whether to use macro,
micro or mega influencers. The difference is pretty
straightforward:
MACRO
Large followings on social media, macro often
refers to a generalist or someone who is influential
about a big subject like fashion, sport or music.
Usually best for consumer products and services.
MICRO
Specialists in their field, they carry plenty of sway
with what they say but don’t command the
same breadth or size of audience as you would
want from a macro. Usually best for B2B or niche
consumer products and services, or when working
on a tight budget.
MEGA
With followers of over 1 million, they tend of have
celebrity status and mass public appeal. Suitable
for larger budgets and brands looking to create an
impactful social punch.
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3
Find your

4
Analyse the

All press teams compile media lists
of campaign targets, you need to do
the same with influencers that may
be suited to your aims. Their status
alone isn’t enough to select them,
though. You need people who are
aligned with the company message,
ethics, and personality.

It’s important to try use all the data you can get
your hands on to assess whether someone can be
considered a suitable influencer or not. It’s also very
wise to use good judgement and instinct.

potential influencers

Don’t worry, this doesn’t mean you
necessarily have to spend hours
trawling social networks looking
for willing experts. Here are some
shortcuts:
• Traackr - A comprehensive
analytics and search platform, find
key spokespeople, track their actual
voice, reach and engagement, and
analyse the resulting sentiment. A
professional offering used by the
pros.
• Followerwonk - At the other end
of the scale, this free tool looks
solely at Twitter, and acts as a search
engine, letting you discover the best
candidates in your sector, offering
competitive comparisons, data
visualisations, authority filters, and
in-depth reports.
• Buzzsumo - Want to know which
content is working best, in terms
of social engagements and links,
for any topic or brand name? No
problem. Effectively giving you an
overview of the most influential
voices in the world, you can manage
an entire influencer marketing hub
from here, including active outreach
lists to make the first approach.

possible influencers

Are they prone to unpredictable social media
posts? Is the tone of their voice the same as yours?
Does their audience feel like a genuinely good fit
for your brand, or is there a difference in terms of
attitude?
It’s also essential to ascertain if an influencer’s
followers are genuine, and therefore worth
tapping into, or fake. This is easy to do with your
own account - TwitterAudit lets you root out false
accounts following you. When it comes to other
people’s accounts, it’s more difficult. Try checking
their feed to see how interesting their tweets are,
and use common sense to decide whether their
output would warrant high follower counts. Or
head to TwitterCounter.com to check the pattern of
their follows - a steady increase over three months
would suggest followers are legit, a sudden spike
implies the opposite.
Have you seen any evidence they would accept
free products or attend events hosted by brands?
You might be a hardware store, but that doesn’t
mean every DIY influencer’s fans will be interested
in what you have to say.
These are just some of the points you’ll need to
consider once you have a shortlist. Think broad
metrics and visible evidence, and not just the
number of fans or followers.
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5
Approach your

6
Consider

You’ve got a great product, they are
interested in the sort of thing you’re
selling, and they have a respected
voice. A match made in heaven,
then? Maybe not.

It’s unlikely you’ll win the heart of a real influencer
without some sort of compensation offer on your
part. If you do then congratulations, that’s organic
influencer marketing at its best. Let’s park that
dream for a second, though.

By following the previous
steps there should be no risk
of approaching inappropriate
influencers, but that doesn’t mean
it’s a done deal.

Paying influencers is really a ‘piece of string’
question. Money may not be necessary, depending
on what gifts could be offered. Whether financial
or other, you need to gauge the inherent monetary
value of what they can offer before negotiating
what the fee is. Influencers with between 10 and
50,000 monthly impressions can earn up to £100
per blog post from brands, which is hardly a drop
in the ocean for small businesses, especially when
amplified.

influencers

• Understand that quality influencers
have worked for their status - some
may be cautious about getting
involved with brands in the first
place.
• Be patient and don’t push - if
this is to be the beginning of a
beautiful thing let the stars align
without chasing your prospective
spokesperson out of the room.
• Be realistic - there’s no point
aiming for top level personalities if
they are never going to work with
you. As much as their size and
clout matters, so does yours. Look
to partner with people who can
amplify you but don’t expect A-list
support when you’re still in the little
leagues.

payment carefully

That may seem expensive, but it’s important for
the influencer to feel properly compensated. The
media is a notoriously difficult place to get paid,
especially for those working independently. Usually,
once someone has started making a comfortable
living they don’t take too kindly to being asked to
work for a pittance. And if people are happy with
an arrangement, they perform better.
Contracts are definitely advised, and should
stipulate everything from total output and peraction fee, to who signs off each piece of content
(clue - this last bit should be you). Ensuring all
content is appropriately marked to comply with
ASA guidelines is also crucial.

Influencer Marketing Guide

7
Collaborate on the campaign
details and be creative

By now you know what you want to achieve,
have a good idea of who’s jumping in with you,
but shouldn’t know the exact details of how the
campaign will play out.
This is because strong examples of influencer
marketing are usually the product of a collaborative
process in which the influencer has had direct
input into the concept. You’re getting involved with
them because of who they are, so it’s vital you let
them be themselves; as such, listen up when they
make suggestions and work together to come up
with a plan everyone feels comfortable with.
Creativity is everything, too. These are not
advertorials or banners, you’re paying for the
delivery of content designed to be engaged
with, not just clicked on. As such, this has to be
something that would encourage conversation,
absent of blatant salesmanship.
Which is harder than that may sound.
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Monitor every

outcome and result
Measurement is the backbone of all modern marketing. Whether
you’re using the programmes we mentioned previously [Step 3]
or not, there’s no excuse for not tracking what happens once the
campaign begins.
Gauging success will depend on what your original goals were,
but you’ll know if the plan is working when you start digging
into data relating to how much traffic has been landing on your
website which can be linked back to the output of the influencer.
And the sales conversions. And wider social engagement.
You get the point.
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Don’t forget about all

the other marketing jobs
Brands that know how the media
works today understand that when
it comes to marketing you need a
multi-channel, integrated approach,
which takes into consideration real
world, social, press, and advertising.
It’s no use coming up with a great
influencer marketing campaign
if the rest of the disciplines lack
representation. Never completely
ignore all the potential methods of
marketing a company just because
one campaign is particularly
prominent. Variety is the spice of
life, after all.

Speak to an influencer
marketing specialist today to
help plan your campaign.
CALL US
0161 839 1986
OR EMAIL
ingeniouscomms@smokinggunpr.co.uk
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