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This book is for YOU!


Are you a CEO, managing director, or do you simply want to work in influence marketing? This book is made for YOU.


Your team keeps telling you that you need to include influence marketing in your strategy, but you don’t understand why and when you do influence marketing, the campaign results are often very different to your typical business indicators (we talk about reach, engagement and EMV (Earned Media Value) rather than sales, notoriety or brand preferences). However, larger corporations have hugely reoriented their communication budget to include this new type of media (Estée Lauder declares to dedicate 75% of its communication budget to influence) as they have correctly recognized that people from 15 to 40 years old no longer spend their time watching television and that influence is an extremely powerful method of communication.


This book will reveal why influence marketing is THE type of media that has been growing the most in the last 5 years as well as how to measure the impact of your campaigns on consumers.


You will be able to know if your teams and agencies are really reaching your growth targets. You will also be able to find a common language with your influence manager to respond to your challenges/targets as a CEO, managing director or marketing director.


Perhaps you are not a CEO, but you work in the influence marketing team? This book is also for you: it will help you to improve how you measure influence and highlight your achievements and expertise, to your CEO.


In short, this is a book for everyone who wants to incorporate influence marketing into their strategy and measure the true business impacts.






Preface by Hervé Bloch, founder & CEO of LESBIGBOSS





Why influence marketing? The term influence comes from the latin influencia, which means ‘to exert an action on someone’. It is about capturing attention, arousing interest and triggering positive action.


We need to go back to the fundamentals of neuroscience to understand influence. The human brain is organized in three parts that form the whole: the cortex (Cartesian), the limbic (the emotions) and the reptilian (reflex and survival).


The influencer activates these 3 parts by getting the right messages (both cartesian and emotion as well as action oriented) across to his/her community in a peer-to-peer manner. That’s why it works.


But how do you measure the results of influence marketing, and most importantly the change in consumer behavior?


This is the objective of the book, which will use both BtoC and BtoB examples.


Regarding BtoB in particular (my special field), the impact of influence marketing depends on the editorial creativity of the influencers and their perfect integration into the internal and external ecosystem of the company. So BtoB influence marketing is a key tool of modern selling, in the same way that BtoC influence marketing has become an indispensable method of communication for the majority of consumer businesses.






Introduction





“Amazing, my campaign achieved a reach of 4 million and an engagement rate of 3%... The EMV (Earned Media Value) of my campaign is €280k and it only costed me €100k!” declares the head of influence to the marketing director.


“Ok, but I’m not sure about measuring the impact of it. How can we tell that it is a success? Have we attracted more clients? Have we gained market share?” asks the marketing director.


The influence manager settles back down at his desk, thinking about how the campaign has been a huge success but he doesn't know the correct language to get this across, and therefore get the budget that he deserves. Meanwhile his colleague has just spent 5 times the amount on social ads, not even including the considerable extra production costs… all for less impressive results!


Influence marketing has been nowadays developing hugely and allows businesses to obtain, often, highly impressive results, but which are poorly understood by marketing directors. So despite its success, there remains a gap between the perception of the main decision makers- “yes influence marketing is a key lever, especially when it comes to reaching 15-35 year olds who no longer watch TV and are addicted to social media” - and the measurement of this perception, “I feel that works, but the indicators that I’m given, differ too much from our normal business indicators. I also need to compare influence marketing campaigns to my TV campaigns, adwords etc. and I cannot cross check the figures. It’s like I’m comparing apples and oranges!”


Influence4You was one of the very first influence marketing agencies (2012). Like the majority of agencies, we supply our clients with thorough campaign reports, including information on the reach, engagement, sociodemographic profiles of the influencers’ audience, as well as the Earned Media Value of the campaign.


However, these days, we have to look beyond these statistics in order to enable marketing directors to REALLY measure the business impact of their influence campaigns, which now represent increasingly large parts of marketing budgets (hundreds of thousands or even millions of euros for large corporations). The CEO of Estée Lauder, Fabrizio Freda, admitted to having dedicated 75% of the marketing budget to influence in 2019.
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