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    Note


    Throughout the book, there are sections directed toward either influencers or brands.


     


    
      Influencer sections will have a light gray line along the top and bottom of the paragraphs.

    


     


    
      Brand sections will have a dark gray line along the top and bottom of the paragraphs.

    

  


  
    FOREWORD



    Over the last decade I’ve provided marketing strategy and data-driven insights for countless global brands. And while I’ve had the privilege of working with many talented marketers in supporting those brands, one thing has proven to be fairly consistent: marketers continue to struggle with the complex and volatile landscape that is social media. The fickle tastes of consumers are difficult to nail down. What’s “lit” today will be “cancelled” tomorrow. We recognize that authenticity has to be the currency to stay relevant on social media because fake news and contrived memes have taken over feeds. Constantly changing algorithms have turned marketing on these platforms into a never-ending marathon, with brands desperately trying to keep pace.


    While there is no complete antidote, the guidance shared throughout this book is a soothing balm for what ails in social-media marketing. This book unpacks the core concepts, providing step-by-step guidance in approachable language that isn’t bogged down by marketing buzzwords. For example, readers are taken through the process of brand-campaign creation, and each step is articulated in just the right amount of detail—starting with defining campaign goals, establishing a budget, and choosing a media platform, and ending with identifying key performance indicators (KPIs) and secondary metrics to effectively measure the campaign’s success.


    Selecting the right social influencer and negotiating the terms of your relationship requires forethought and careful execution to protect the interests of the brand and the influencer. The process is not without risk, and this book’s guide on how to handle that risk correctly is essential for avoiding common pitfalls. Throughout the book, the authors carefully delve into important aspects of working with a social influencer, including thoughts on budget transparency, FTC compliance, and non-compete agreements.


    As a digital marketing and analytics thought leader, I’ve read many books that attempt to tackle the topic of social marketing but none so in depth as Will Post for Profit. The authors approach each aspect with a deft hand, their guidance clearly rooted in extensive experience from both sides of the work. Marketers and would-be influencers alike will benefit from reading this book and putting its concepts into practice.


    Reese McGillie


    Senior Director, Insights and Analytics, Tinuiti

  


  
    INTRODUCTION



    Since 2016, the term influencer has become one of the most buzzed-about terms in marketing and social media. Influencer Marketing has become an alternative option to traditional marketing channels that may be out of reach or underperforming. This is an opportunity for some brands and many influencers.


    Billions of dollars in revenue are generated each year through the power of social-media influence. With the millennial generation making more than half of all their purchases online, Influencer Marketing is prime real-estate for most brands today. Influencer Marketing relies heavily on an emotional connection between the product and the advertisement. For this reason, Influencer Marketing appeals directly to the millennial and Gen Z populations.


    At the most basic level, influencers are people who can cause others to change their opinions and/or actions. On the surface this sounds simple. But in terms of social marketing, it is important to understand exactly how influencers operate and how they can best be optimized. To do that, we must uncover who influencers really are and what types of influencers are out there. This book will examine what it means to be an influencer, how to become one, and how to use the influence of others to build a powerful and profitable brand.


    According to the State of Influencer Marketing 2019, Benchmark Report, Influencer Marketing is still on a rapid incline and has continued to grow as an industry over the last few years, from a $1.7-billion industry in 2016 to $4.6 billion in 2018, and was projected to grow to $6.5 billion in 2019. And there has been a 1,500 percent increase in searches for “Influencer Marketing” during the same time frame.


    Ninety-two percent of B2B marketers believe Influencer Marketing is an effective form of marketing, and 86 percent intend to dedicate a portion of their budget to Influencer Marketing this year—a sharp increase from 37 percent in 2017. Smart businesses that understand and follow Influencer Marketing and its trends gain up to eighteen dollars in earned media-value for every dollar spent.


    There are just under 3.3 billion people worldwide (43 percent of the global population) using social media, and that number is quickly growing. While Facebook still has the largest user base, Instagram is rapidly catching up as the fastest growing social network, as of 2019. Instagram sees ninety-five million posted photos and videos each day, with over 4.2 billion likes. With Influencer Marketing as the fastest growing method for reaching customers, it makes sense to use the platforms that reach almost half of the world’s population.


    In many cases, YouTubers are more popular than some celebrities. This group of influencers are authentic, gaining them three times more views and twelve times more fan comments than celebrity videos. This is just one example of why Influencer Marketing is a new and exciting opportunity for many brands to increase their exposure, and also an opportunity for individuals who seek to monetize their interests on social media.

  


  
    1. HISTORY OF INFLUENCER MARKETING



    While the current use of the term Influencer Marketing began in the mid-to-late 2010s, influencers have been around for hundreds, even thousands of years. In the past, these people were called prophets, philosophers, teachers, storytellers, and authors. As marketing took off in the twentieth century, brands began to make use of fictional characters to promote their products. From Coke repurposing Santa Claus into its personal mascot, to Tony the Tiger selling us frosted cereal, advertisers have long understood the power of connecting with their audiences through Influencer Marketing. Today, we call these characters Virtual Influencers. This is a new genre of Influencer Marketing, where computer-animated people recommend Maybelline lipstick, Gap apparel, and the latest Marvel movie at the cineplex.


    Real people got in on the game too. The Marlboro Man and Dos Equis’ Most Interesting Man in the World are examples of the kinds of influencers that can change consumer behavior and earn their respective brands untold millions in profit. As individual fame rose in the twentieth century, celebrities—whether athletes, musicians, actors, or socialites—began to cash in on their influence. For many, endorsement revenue now exceeds that of their primary source of fame.


    Each of these past forms of influencers share a common trait: they all have a conflict of interest. They earned their living by promoting ideas or products. In ages past, philosophers, prophets and storytellers moved from village to village, banking on a free bed and meal in exchange for what they were selling as wisdom. They had a self-serving interest in ensuring their audience trusted what they said, regardless of their personal beliefs. Their livelihood depended upon the collection and retention of eyes and ears. Today, celebrities are selling products they don’t use or perhaps even stand behind, just to collect a paycheck. Because of this, past influencers’ impact has always been limited. Audiences are aware of this conflict of interest, so naturally their trust in influencers is quite limited.


    The introduction of social media has generated a new marketplace of influence. In this new world, regular people have become famous for opening toys on video, revealing their daily makeup routine, or merely inviting the masses into their seemingly entertaining lives. Those who follow these influencers have a strong personal connection to them. They feel as if they know the person they are following, because in many ways they do. People today may know more about a blogger or vlogger they follow than they know about some of their own family members.


    The power of today’s form of Influencer Marketing is built entirely on trust. Consumers trust influencers much more than they ever trusted celebrities or animated characters. This is mainly due to influencers’ relatability, which they achieve by candidly sharing their feelings and opinions, despite being paid to talk about a product. As these influencers share their daily lives and the products and services they use and love, they offer brands a unique and rich opportunity to advertise. As a result, consumers are more willing than ever to purchase what these new influencers recommend.


    Examples of Influencer

    Marketing Campaigns


    Influencer Marketing campaigns can take nearly any form and are limited by little more than your imagination. Creating a successful campaign is discussed in greater detail in chapter 8, but here are a few successful Influencer Marketing campaigns1 as examples.


    Marriott & YouTube


    Marriott was one of the first tourism brands to effectively utilize Influencer Marketing. For one campaign in particular, the hotel chain worked with YouTube influencer Jeana Smith, one half of a popular couple pranking channel (@PrankVsPrank), to celebrate reaching one million check-ins on the Marriott app. The video features a surprise dance party for the mobile user who completed the milestone check-in. The video went viral and currently has nearly four million views.


    BECCA Cosmetics & Instagram


    Professional model Chrissy Teigen (@chrissyteigen) is famous for her bold personality, which she shares through Instagram and Twitter. Because of her impressive following, BECCA Cosmetics collaborated with her to create a new makeup palette. Chrissy announced the new palette in an Instagram video that generated just under five million views.


    Tom’s of Maine & Micro-Influencers


    Tom’s of Maine (think natural deodorant and toiletries) wanted to increase brand awareness among health-conscious buyers. So, they encouraged people to try their products and share their experiences on social media. Tom’s worked directly with micro-influencers, who asked their followers to publish their own posts about their experience with Tom’s. This strategy created a snowball effect that reached 4.4 million potential customers in the first three months of the campaign.


    Buick & Pinterest


    Buick was strategizing about how to appeal to a new, younger demographic. So they asked ten design, fashion, and food bloggers to create Pinterest boards illustrating how the Buick Encore could help them express their personal style. These bloggers then published posts about the experience and promoted their boards on Facebook, Twitter, and Instagram. The “Pinboard to Dashboard” campaign drove more than seventeen million unique site-visitors.


    Influencer Marketing Compared

    to Other Forms of Advertising


    In many ways, Influencer Marketing is similar to other forms of brand exposure. Most advertising is simply a person or company selling access to the public’s attention. The owners of real estate along a large highway can sell commuter messaging space by erecting a billboard. A TV host can be paid to promote canned chili in the middle of a segment. Someone who has gained a following on Instagram, YouTube, Pinterest, or any other social network can lease space in their feed to whomever they choose.


    However, there are several key differences that can enable Influencer Marketing to provide a higher return on investment than these other forms of advertising.


    Easy to Get into at Any Budget


    One of the key benefits of Influencer Marketing is the ability for brands to test campaigns without significant investment. Because influencers range in audience size, cost, experience level, and ability, they can generate certain results within various contexts. A brand that focuses on building relationships and investing in small, up-and-coming influencers can benefit from the flexibility and extra effort of someone who is motivated to break into a particular market. Besides cash payment, brands can offer payment through a variety of means to entice influencers to participate in a campaign.


    For example, brands can offer free product in exchange for exposure and promotional content. A company with a sizable following can pay influencers in the form of exposure to their audience by simply reposting or tagging influencers in their own posts. Brands can also negotiate better terms by offering access to valuable resources, connections, industry events, or simply the cachet of working in the industry.


    In this way, a business that isn’t sure if Influencer Marketing will work for it can test it on a smaller scale, then scale up its investment based on return.


    Accurate Trackable Metrics


    Before the introduction of digital advertising, tracking advertising campaign results was costly and largely inaccurate. Businesses might have used a custom phone number for each TV commercial or billboard to track the number of phone calls they received. They might have asked customers how they discovered their brand and hoped that enough people responded to get an accurate sample. But with digital marketing, a smart operator can create campaigns to churn out 100 percent accurate data on the results of an ad spend.


    Influencer Marketing can be designed to provide this high level of accuracy, or it can be as ambiguous and inefficient as flying a blimp above the Super Bowl. This largely depends on the skill and knowledge of those executing the campaigns. Methods for setting up campaigns to provide these kinds of valuable metrics are discussed in greater detail on page 115.


    Higher Level of Trust with Audience


    A key benefit of Influencer Marketing is a brand’s ability to leverage the high levels of trust that influencers have gained from their audience. Of course, not all influencers have the same level of trust with their audiences. However, those who do have trust are in a unique position to change the opinions and actions of thousands, or even millions, of people. They can do this on a larger scale than ever before.


    Because some influencers share everything about their daily life, their audiences feel a personal connection to them. Some may even consider an influencer they follow to be like a friend or family member. Teenagers discuss the daily lives of influencers between classes. Soccer dads and moms debate every move of their favorite online personalities. Conversations around the water cooler have moved from politics and sports to social media.


    Trust is the key ingredient in transferring information from one person to another. Without trust, we naturally guard ourselves. However, that guard begins to fade the more we get to know someone. Consider your reaction to meeting a stranger in a dark alley, versus meeting a friend. When new information comes from an unknown source, we treat it like a stranger in a dark alley. We pull our coats tighter. We avoid eye contact. We increase our pace. This is how consumers behave around brand messaging that comes through a channel they don’t know or trust. But when that same message comes from a friend, we react differently. We lean into it. We consider it carefully. We are far more likely to act on their recommendations. The only difference is trust.


    Influencer Marketing is built on what academics refer to as social capital. This is not unlike the type of capital one would typically find in a bank. It’s a resource that one can use to make money, sway public opinion, or even accomplish massive public projects. Social capital is trust between people. It’s the free flow of ideas and information within networks. Researchers who study this topic have found that those with more social capital are ideal candidates for disseminating ideas. This means they are connected in meaningful ways with more people, and perhaps with more well-connected people.


    Traditionally, social capital has been limited to the time it takes an individual to build trusting relationships. This was only possible through personal, one-on-one interaction. Now, networks like Instagram and YouTube have broken the barriers to building social capital. These new means of communicating simulate real relationships in such an effective way that we subconsciously feel just as close to a blogger or vlogger we’ve never met in person as we do to people with whom we work or even live. Perhaps the most powerful benefit to marketers is that influencers are not bound by the number of hours they have in a day to network with people. They can communicate at once to millions of people. In doing so, influencers are building trust with their audience members. Each time an influencer posts, their audience gains more knowledge about them. Influencers can have millions of friends without actually spending any time with them.


    Marketers can use these relationships to their advantage by paying influencers to talk about their products and services. The consumers who follow those influencers absorb these product recommendations in much the same way they would from a trusted friend. While we seemingly ignore countless marketing messages daily, we tend to listen to our friends—even if we’ve never met them in person.


    Access to Young and Talented Storytellers


    An often-overlooked benefit of working with influencers is the relatively low-cost access it can provide to young and talented storytellers who are tapped into current marketplace trends. The degree to which young people better understand the up-to-date trends of social media cannot be overstated. The latest trends, preferences, and platform uses are predominantly defined by people under the age of twenty-two. Our knowledge of the internet and social-media trends begin to deteriorate as soon as we graduate college and enter the workforce, regardless of the time we spend on social media. So working with young influencers is a great way for marketers to leverage their knowledge of social networking.


    Savvy brands give these young influencers wide latitude to generate their own ideas. Although some may be vetoed, cutting-edge and profitable approaches to communicating with the next generation can emerge from these kinds of relationships. Given that influencers have already been vetted by the internet, marketers can rest assured that the influencers know how to communicate with their audience. Marketers can learn a thing or two from the influencers they hire.


    Influencers are Different

    Than Celebrities


    In many ways, influencers and celebrities share similar traits. They are both known by many people. They are both paid to promote products and services. They both might even be interrupted at dinner for a picture with a fan. However, there is a key difference between influencers and celebrities when it comes to marketing. Celebrities earned their fame by doing something outside of social media. They may be a professional athlete, author, movie star, or musician. They may even have a large and engaged social following, but celebrities tend to be more private about their personal lives. They already earn millions from their claim to fame, so they are less inclined to accept money for a product they already use that might reveal something about their personal lives.


    Influencers, in the context of this discussion, build their audience through social media. In most cases, they form a strong connection with their audience through sharing their daily lives. They defend their reputation by only promoting products and services they actually use and enjoy, rather than selling out to the highest bidder. Of course, this isn’t always the case. Some influencers don’t have a high level of trust with their audience, so it’s important to discern between the two before deciding on who to work with. Plus, even if celebrities have a large social-media following, they are likely too expensive and out of reach for most brands. Even if obtaining a celebrity for a brand is within reach, it may not be advisable. The high cost of working with celebrities does not always return as good a value to the brand when compared to a group of smaller influencers who have more sway with their audience.


    This isn’t to say that working with celebrities is never a good idea, but paying for celebrity campaigns is risky and expensive, which typically means that only large brands can afford it.


    TYPES OF INFLUENCERS



    The term influencer has become synonymous with names like Kylie Jenner, Jeffree Star, or Shawn Johnson East. While these are influencers by their most basic definition—people who hold influence—they likely aren’t the type of influencer one can just become or that companies would want to approach as a brand. In fact, there are four types of influencer and each has its own unique characteristics that make it ideal for different brands in various situations. These four categories are: content creators, makers, public figures, and virtual influencers.


    Content Creators


    Content creators are arguably the most sought-after type of influencer to approach as a brand or to aspire to become as an influencer. These are people who have built influence because of something they have created, something they have made from nothing. Content creators are unlike public figures who hold influence simply because of who they were prior to their social media or digital presence.


    Content creators come in different forms, but they have gained influence because of something they have created on their own. They might be:


    Platform-Independent Blogger/Vlogger—Someone who specializes in a certain niche, such as fashion, lifestyle, skincare, hair, etc. These content creators often share carefully thought-out updates and posts through social channels such as an online blog, vlog, Instagram, Facebook, Pinterest, etc., all with the goal of educating, promoting, or delivering something to their audience. Examples: @hellofashionblog, @gypsea_lust, @theskinnyconfidential.


    YouTuber—Someone who can fit into the category of blogger but specializes in producing video content over written content. These are typically your DIY, educational, or instructional people, who value in-depth content over the static and short-text content typically found on other platforms like Instagram or Facebook. Examples: @shanedawson, @pewdiepie, @sarahsday.


    Everything Else—With free reign of posting comes endless possibilities for influencer niches. This can include topics such as memes, babies or children, pets, or anything and everything else under the sun. Examples: @kcstauffer, @fashion_laerta, @sukiicat.


    Makers


    Makers are another category of influencer. This may be the most niche form of influence, but at the same time, it can have a very large impact. A maker is someone who has a following based on something they created that can usually be purchased. For example, these items can be something crafty, educational, or physical. These influencers impact their community and influence the growth and direction of a particular market. Makers hold a unique position, from which they can directly push a brand that they use and that their followers would also be interested in using. Makers can transform into other forms of influencers, but their basic categories are:


    Artists—They are on the edge of what is right now! Their following is often striving for what is next. A brand can integrate with artists to demonstrate to a large following how their product is used in real time. Examples: @anotherseattleartist, @tierrawhack, @banksy, @yanpalmer.


    Brands—Cutting edge, growth focused, rule breakers who are bursting out of the box. Usually driven by filling a gap in the marketplace, these makers can often be aligned with a social or environmental purpose. They are considered the next generation of change. Examples: @scottthepainter, @pyneandsmithclothiers, @abeautifulmess.


    Celebrity Makers—These makers are known for having a large social presence across social media, print, and TV. Examples: @marthastewart, @inagarten, @zacposen.


    Public Figures


    Public figures are generally larger accounts that belong to well-known people. They hold influence because of who they are outside the digital world. They are optimal for Influencer Marketing partnerships for brands with large budgets. Public figures, while often overlapping in categories, are:


    Celebrities—Best known as actors, musicians, athletes, authors, television hosts, etc. People follow them because they’ve seen them in real life and want to keep up with their career or daily life. Examples: @jenniferaniston, @shawnjohnson, @taylorswift.


    Skilled Professionals—Someone who has a job with a specific set of skills they like to post about. They may be dancers, chefs, artists, etc. You follow them to gain insight into their craft and to keep up with their journey. Examples: @jonboytattoo, @violetta, @stevemccurryofficial.


    Models—Best known for their reputable image in high fashion, with campaigns well known across multiple, non-digital sources (print, television, runway, etc.). Examples: @gigihadid, @kendalljenner, @angelcandices.


    Power Brokers—Well-known activists, politicians, etc. Examples: @ocasio2018, @gretathunberg, @janetmock.


    Virtual Influencers


    The latest trend in Influencer Marketing is the rise of virtual influencers. These are computer-generated characters, complete with backstories, preferences, and cheeky captions. There is considerable debate around the merits and dangers of virtual influencers. Soon, this could develop in ways we don’t yet fully understand. Currently, however, virtual influencers appear to be the same as fictional characters of the past. There are several benefits to using virtual influencers, including not having to pay them. Also, they will never age, go on strike, ask for a raise, or cause a PR storm. However, virtual influencers are extensions of a brand. They are run by a committee. Their opinions are the opinions of their creators, who may have an agenda or a conflict of interest. All these factors make virtual influencers fun and novel, but nowhere near as impactful as a real person sharing their life.


    Nonetheless, savvy marketers can ride the wave of interest in trends such as virtual influencers to generate a healthy return on investment. Just keep in mind that they are not the same as influencers, but are more akin to fictional, company owned, and trademarkable assets of the present and past.


    Examples of virtual influencers include:


    @Shudu.gram—Shudu is a digital fabrication that her creator modeled on the Princess of South Africa Barbie. She has become the jumping-off point for many virtual models across the world, influencing fashion, style, and social media.2


    @lilmiquela—Lil Miquela, who has 1.6 million Instagram followers, is a computer-generated character introduced in 2016 by a Los Angeles company backed by Silicon Valley money.3


    @Noonoouri—Noonoouri is “cute, curious and couture and is one of the fastest growing influencers on Instagram,” according to Itp.live.4


    @Imma.gram—Imma was created in Japan by CG company ModelingCafe and was officially launched in 2018. She is so lifelike that she is often thought of as being a real person. Her images are truly uncanny, and frankly, unnerving.5


    @Liam_Nikuro—Liam is yet another virtual influencer on Instagram. Developed by 1Sec in Japan, he focuses on popular culture and AI. Images are created by superimposing a CG head, made with the use of 3D tools, on a body filmed in live action. He is also on Twitter.6


    


    


    Influencers can be any type or combination of public figures and content creators—essentially anyone who can harness a strong following. However, for the purposes of this book, and for understanding the details of how to become an influencer and how to utilize influencers from a brand perspective, the focus will be on content creators.

  


  
    
      Influencer Spotlight


      Sarah Simon


      Artist and Author, TheMintGardener


      www.themintgardener.com


      Instagram: @themintgardener


      Sarah Simon is the designer, artist illustrator, and author at TheMintGardener. With a continually blooming following of botanical and art lovers alike, Sarah shares her teaching talents locally in Seattle, where she regularly instructs watercolor classes to students of all skill levels.


      Q: Do you want to be an influencer?


      A: Even hearing that name kind of makes me go uhhh—I’m not 100 percent sure, but that’s probably just part of my personality. My primary goal is to be an artist, but I looked it up and it defined social media influencer as a user on social media who has an established credibility in a specific industry.7 So by that definition, I’d absolutely love that. I have an established credibility in the watercolor world, the artistic community, as well as the Instagram community. I am seen as authentic, and I am approached by a lot of brands that want me to use their product or show their product. A rule I like to follow is that I don’t post about something unless I absolutely love it. If I love it, I would post about something even if I am not getting paid! In a way, I believe that helps me to be true to myself. I let people know when they reach out that if I am not a fan, and if it doesn’t feel like a good fit for my audience, then I am not going to share about it. For example, Winsor & Newton is a fabulous brand of paint. They are hundreds of years old, from England. I have been using their paint as props in my stylings since the very beginning. They have never paid me, but they have just recently started sending me products and they are actually becoming sponsors for my book tour in 2020. On the national book tour, they have offered to create a custom set of color palettes that’s going to be amazing, and basically every attendee that comes to my workshop will get this custom palette. Yes, I do want to be an influencer in a way that it establishes credibility, and I do have access to a large audience, and I do like to share with others because of the virtue of products that I believe are good for the art.


      Q: What is your least favorite part about brand collaborations?


      A: I feel like my least favorite part about social media or brand collaborations is that things can feel too salesy! It feels inauthentic. So again that’s why I only like to collaborate with brands or people that I really enjoy, and that probably means that I don’t make as much money with my social media as I could. But I think that my favorite part is that I can choose to engage with the people that are doing the things I support and can get behind. Sometimes brand collaborations tempt people to either go out of their genre or they tempt people with money. They think, ‘Oh this looks really cool,’ and then you get a lot of money, but a whole bunch of followers see that you are kind of being salesy or inauthentic and you lose a lot of your street credit.


      Q: Is blogging your full-time job/source of income?


      A: My husband is a full-time financial advisor, so that is our full-time job. For me, I’m doing this part-time. I am also a mom to two little kids. If not for all my busyness, I would probably share my YouTube to a point where I would be making more. I just don’t have the time right now. So maybe one day it might be, but for now it’s more part-time.


      Q: What is the number-one tip or piece of advice that you would give an influencer starting out?


      A: I would say you never hope harder than you work! You never dream harder than you work. I believe a lot of the work has to be done on yourself first. You need to figure out what you are interested in and pursue that. Don’t quit your day job before you invest and work hard to build a platform. For example: I love to garden and I also love to paint. My husband also happens to love to garden, so that’s something that was already naturally built into our lives. The mint gardener was a very natural way to transition from planting in our garden, what I love to do already, combined with my passions and interests. Sharing feels very natural, and sure, sometimes social media feels like work. I show up because that’s what you do for work, but it does make the job a lot more enjoyable because I am already sharing about things that I absolutely love.


      This complete interview is available in Appendix E on page 202.

    

  


  
    AUDIENCE SIZE CATEGORIES



    
      For Influencers


      As influencers grow and evolve, they will reach many milestones. They will inevitably experience several changes, stigmas, and requirements. On the journey from zero to one million followers, influencers will pass through various phases. While some influencers start out as nobodies, they can grow to become nano-influencers, micro-influencers, mid-level influencers, large-level influencers, mega-influencers, and even brand-worthy influencers. If they become really successful, they may even evolve into public figures.

    


    



    
      For Brands


      Don’t make the mistake of assuming bigger is always better. Yes, companies can widen their reach through influencers with millions of followers, but the cost per post will also be significantly higher. This is one of the headaches that can come from working with celebrities. On the other hand, influencers with fewer followers can provide a much better service. They may also be more likely to build a relationship that can expand as they grow. This can ultimately create a better return on investment.

    


    Nano-Influencers (0–3K Followers)


    
      Everyone must start somewhere. Every influencer has begun with zero followers at some point in time. This is the period when they are beginning to figure everything out. They may not have yet solidified their handle, persona, social platform, or branding. They may still be lacking attention to detail on their content (whether image, video, or text). And they may have yet to take into consideration a theme or content calendar. It’s also the phase of their journey where new influencers start to realize the time, energy, and commitment that comes with running digital platforms, and they decide if the influencer life is right for them. At this point in their journey, it is unlikely that they will interest brands in collaboration. However, there are opportunities to earn money promoting brands through affiliate programs. Nano-influencers can also get discounts on items or brands they wish to promote. In some cases, they can even earn free product as long as they promote it to their audience.

    


    



    
      Some companies may think that an Instagramer or YouTuber with 2,000 followers isn’t worth their time, but don’t underestimate how much can be done through an army of smaller social-media power-users. In general, the smaller the audience, the higher engagement these influencers have with their followers. Social media platforms tend to prioritize friends and family in the algorithms that generate our feeds, so these smaller influencers are more likely to reach more of their audience on a post-by-post basis. They also tend to have a higher level of trust with their audience based on geographic or emotional proximity alone. Brands can often get these nano-influencers to promote their product just by making them feel important. Companies can offer discounts or free product to nano-influencers if it fits within their business model.


      When choosing which nano-influencer to work with, brands should consider more of a shotgun approach. Realistically, it’s impossible to evaluate thousands of small influencers for fit. Instead, companies can set up a program that influencers can opt into. They may have a set of rules they agree to follow, and a staff person who spot-checks for compliance. When executed properly, this can be an ideal way for brands to assess this level of influencer for their marketing campaigns. In some cases, campaigns with many nano-influencers can yield a higher return on investment when compared to working with other levels of influence.

    


    Micro-Influencers (3–20K Followers)


    
      As an influencer’s following begins to increase and they’ve decided this is the path they want to pursue, they will transition into the level of the micro-influencer. Micro-influencers’ audiences can have either the highest or lowest impact, depending on the brand/influencer collaboration. For example, an influencer may only have 10,000 followers, but they are highly motivated to engage with the audience. This could result in a 20 percent engagement rate. At 30,000 followers, the same level of engagement is nearly unheard of. This means that even though a micro-influencer’s following size may be small, brands will likely still be very interested in working with them. At this stage in audience size, the most important thing for influencers is to continue to focus on creating quality content and an engaged audience. Depending on the niche and engagement, micro-influencers might start seeing paid brand collaborations around the 4,000-follower mark.

    


    



    
      Micro-influencers are perhaps the best opportunity for a brand to test out if Influencer Marketing is for them. There are plenty of people to work with, and for the most part they are available at affordable prices. Most micro-influencers tend to be more professional than nano-influencers. Many influencers at this level will work for free or for discounted product. There will be a handful, however, who will insist on some form of payment. Otherwise, many of the same points apply as with nano-influencers.

    


    Mid-Level Influencers (20–100K Followers)


    
      The sweet spot of influencer engagement is between 20,000 and 100,000 followers.8 These might experience a slight decline in engagement over lower-level influencers, which is typical with growth, but this is the level where audience trust and credibility are usually at their highest. Mid-level influencers are still able to maintain an ideal influencer/audience relationship with this following. At this size, brands will begin to reach out more frequently for collaborations. It’s important for mid-level influencers to remember their dedication to their audience and domain. Not all collaborations are good ones. Maintaining honesty and authenticity is key. By this point, influencers should have a solidified name and handle, cohesiveness among platforms, and a concrete content-calendar, which we will discuss later.






OEBPS/Images/cover.jpg
HOW BRANDS AND INFLUENCERS ARE CASHING IN ON SOCIAL MEDIA
JUSTIN BLANEY, D.M. & KATE FLEMING











OEBPS/Images/raw1.jpg
WILL POST
FOR PROFIT

HOW BRANDS AND INFLUENCERS
ARE CASHING IN ON SOCIAL MEDIA

JUSTIN BLANEY, D.M.
& KATE FLEMING

o





OEBPS/Images/1.jpg
Post Hill

PRESS










OEBPS/Images/raw.jpg
2

WiLL POST

ok PROFI

=








