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Foreword by Neal Schaffer






Congratulations on your purchasing of this book, Ultimate Guide to Influencer Marketing.


You are embarking on a journey into what I like to call one of the most powerful yet least understood marketing channels: influencer marketing.


There are no better guides to have at your side on this journey than Eric Butow and Stephanie Garcia.


Eric is the author of literally too many books to count with two hands, but most importantly, he is the author of The Ultimate Guide to Social Media Marketing as well as Instagram for Business for Dummies. Influencer marketing has become, as you will learn, synonymous to social media marketing for many businesses, and although TikTok has emerged as a prime competitor, Instagram is still the number one social network where influencer marketing budgets are being spent.


I have personally known Stephanie for almost a decade, running into her at marketing conferences and seeing her on live streams over the years, and more recently having the pleasure of seeing her on stage on multiple occasions at VidSummit, the largest conference for video content creators and influencers. Stephanie brings the important experience and perspective of an influencer to this book, giving much-needed balance and advice on how to approach, engage, and ultimately collaborate with influencers in real life.


I wrote a similar guidebook to influencer marketing called The Age of Influence back in the midst of the coronavirus pandemic in 2020, but the world has changed since then and tactics have evolved. It is great to see the authors of this book making invaluable contributions to our understanding of influencer marketing, and more importantly for you, easier to understand and practically actionable for every entrepreneur and small business owner that consumes this book to the end.


It’s important to have trusted guides when talking about influencer marketing. A lot has been said about fake influencers and money wasted collaborating in order to chase vanity metrics, but just like any other marketing channel, without the proper knowledge and strategy, you can easily be spending a lot of money for unintended outcomes.


Many also see influencers as only being bona fide celebrities, meaning that only big brands can truly afford to work with them. This misunderstanding prevents many small businesses from leveraging influencer marketing, an opportunity cost that is huge.


If you think about it, the smaller the business, the more you have to gain from influencer marketing. The reason is that people buy from brands and businesses they know, like, and trust, but if you are not known how do you get the word out about your business and thus become liked and trusted?


Until now, many businesses have focused their digital marketing on Google and Facebook ads, but we know as time goes by that we trust ads less and less, and these ad expenses can add up very easily. On the other hand, we realize that people spend most of their time online on social media, so there has to be a better way to engage with people where they are and convert them into customers.


In the world of social media, it is the content creators and other influencers who truly have the ears and eyes of communities that every small business should be tapping into. People don’t necessarily trust ads, but they trust the creators that they follow and the communities that they are a part of. Being recommended by a community leader is the shortcut to generating massive brand awareness that will lead to increased sales in whatever niche you are selling your product or service into.


Understanding the immense value that influencers can have in your business, however, is only the beginning. Just like Rome wasn’t built in a day, it takes time to truly develop deep and long-lasting relationships of value with influencers. Too many businesses look for shortcuts and, unfortunately, treat influencers as if they were programmable ad units. This can actually cause more harm than good, so you always want to be entering relationships with mutual trust and value. This is the secret to having sustainable success with your influencer marketing.


Like anything else in business and in life, the true ROI of relationships are long-term. Just as you will learn that we are shifting from the mega celebrity influencer to someone on the opposite end of the spectrum who we would call a nano-influencer, the business world is also beginning to understand that influencer marketing ROI can be exponentially greater when we develop longer-term relationships with influencers, treating them as brand ambassadors and ideally converting them into becoming our brand advocates.


While this book will equip you with all you need to begin or positively revise your influencer marketing strategy, I hope you’ll remember that there are tremendous benefits to working with influencers outside of the additional eyeballs and clicks that your brand or content will receive. These community leaders have their finger on the pulse of your industry and can provide invaluable feedback to you on your products and company that alone might be more valuable than any type of sponsored content they produce.


Above and beyond that, however, I believe the biggest benefit of collaborating with influencers might just be the content that they create and your reused user-generated content across your digital presence. I remember a marketing consultant client of mine with whom I helped run an influencer campaign targeting mommy bloggers. What struck me most from that collaboration was the quality of visual content that these bloggers, many of whom were also nano-influencers on Instagram, were creating. I found that the content was better than my client’s internal team was creating, and, more importantly, just seemed more authentic and relatable.


At the end of the day, an influencer’s content, which is dripping with authenticity and relatability, is the gift that keeps on giving when leveraged strategically as part of your digital marketing.


Just like talking to a friend who has already seen the movie that you want to watch, I will stop here so that I don’t give away the entire plot line of this book. I hope you share in my genuine excitement for you and your business as you begin to increase your collaboration with influencers to bring your sales to new heights.


Neal Schaffer


nealschaffer.com












Introduction






If attention is the most valuable currency, then influencer marketing is the ultimate asset for building a powerful brand. In the HubSpot 2023 State of Marketing Report (hubspot. com/state-of-marketing), influencer marketing grew into a $16.4 billion industry with the second-highest return on investment (ROI) behind only short-form video marketing.


So, it’s no surprise that you picked up this book to learn the fundamentals of how to find and incorporate influencers into your marketing to supercharge your sales. But an online search quickly exposes a task that appears overwhelming. The list of results includes influencers on TikTok, on Instagram, on YouTube, top influencers for Generation Z, and top influencers in various industries. Where do you begin and how do you tailor your approach to reach your target audience effectively?


Once you’ve created a valuable relationship with one or more influencers, we’ll show you how to create compelling and successful campaigns. How do you know if they’ll be successful? We’ve got you covered with methods for measuring and analyzing performance so you can tweak your message over time and keep the momentum going.


What’s more, we’ll give you plenty of best practices for working with influencers and tips throughout every chapter about finding success in the ever-evolving world of influencer marketing.





What You Can Expect from the Ultimate Guide to Influencer Marketing



As you browse this introduction to The Ultimate Guide to Influencer Marketing in your local bookstore, you may feel skeptical about influencer marketing. Perhaps you know it’s important for your business but don’t know how to convince your doubtful boss or business partner. Rest assured, this comprehensive guide will teach you everything you need to incorporate influencer marketing successfully. By the end, you’ll have a firm grasp on proven strategies and know exactly what to do to see real results.


You’ll discover:




	Life is largely about finding the right match, so knowing where to find influencers and how to select the right ones to market your brand globally is key.


	You’ll understand why using micro-influencers is often better for your budget and for attracting more engaged customers to your product or service.


	You’ll learn strategies for crafting clear agreements to ensure you and your influencers share expectations, as well as best practices for maintaining open communication throughout the campaign.


	Discover how influencer marketing campaigns can complement your broader social media strategy, integrating seamlessly with your other channels. This guide provides effective methods to track campaign performance beyond leads by measuring your social media impact and calculating your overall return on investment.





Use this book as a reference guide for working with influencers. It contains a comprehensive resources list and glossary. However, you’ll first need to understand why influencer marketing is worth the investment of time, effort, and funds. Let’s go to Chapter 1 and find out.
















Section 1

GETTING READY TO INTRODUCE YOURSELF


















CHAPTER 1

All the Reasons to Invest in Influencer Marketing







Influencer marketing is huge. And it’s growing bigger and evolving each year with new algorithms, content types, and engagement strategies. Brands need to stay ahead of the curve by partnering with influencers and content creators who can help them expand their reach and boost their bottom line. You can’t have separate content, social media, and influencer marketing strategies anymore because each strategy feeds off the other to build trust, followers, and, ultimately, sales. In 2024 and beyond, you need to have an integrated online marketing strategy that combines all three components into a unified system.


Content, social media, and influencer marketing have become three intertwined strategies. It’s no wonder we can no longer think of them as distinct paths. Each step builds on the success of the one before: content sells with trust; social media deepens that trust through transparency; influencers leverage that trust to influence B2B and B2C purchasing decisions. Together, they form a circuit of authority and appreciation—the shared currency that grows any brand.


According to Sprout Social, an influencer has specialized knowledge, authority, and/ or insight into a topic or industry that gives them sway over their audience. (sproutsocial. com/glossary/influencer/) Influencer marketing is a key component in that system because influencers help people find, be inspired by, and learn about new products and services. They help you reach a larger and more relevant audience and stand out in a crowded marketplace. When you work with influencers who share the same values as your brand and your target customers, you can increase engagement, brand recognition, and (most importantly) sales.





Amplify Your Marketing



That’s a very high-level description of what influencer marketing does, but to help home in on how it can help your business and justify the time, money, and effort needed to implement a strategy, we have seven reasons that combine to form the acronym AMPLIFY that explains how you can leverage the trust and relationships influencers have built to benefit your brand.




1. ALLOW YOUR BRAND TO TARGET CUSTOMERS


This is a big one. Through relevant influencers, your content is placed in front of social users that are already interested in your niche. You don’t have to spend additional funds on testing and finding your audience, because the influencer has already fostered this audience on social media.







2. MULTIPLY NEW OPPORTUNITIES


When your small business begins working with influencers, try not to think of them only as channels through which you can broadcast your message. Instead, look at them as partners in creativity and marketing who can help you create unique content that will engage your target audience. Influencers are valuable assets, not just because they can help reach more people effectively and quickly, but also because they enable you to create content that adds value to your brand’s story.







3. PROVIDE VALUE TO YOUR AUDIENCE


Influencer content can provide a ton of value to your audience—when it’s done correctly. For example, Espin, which is an e-bike startup, partners with influencers to develop evergreen videos to teach viewers about their bikes. From reviews that share the products’ benefits to videos that show how to assemble each bike, shoppers will find a ton of useful information from Espin’s creators. Influencers deliver content that solves problems, educates, and inspires your intended audience.




TIP


You may consider partnering with influencers on a commission basis, because when more people see their branded content, that means increased earnings for them—and that may make influencers more interested in working with you.












4. LEVERAGE TRUST AND RELATIONSHIPS


By sharing an influencer’s content, you’ll soon gain their attention, and they’ll begin sharing your company content with others and putting your message in front of an actively engaged audience in return..


Annabelle Nyst, Senior Content Manager for Brand Social, said, “Think of it this way: on the one hand, you have a brand telling you how cool it is and how its product is far superior to anything else on the market. On the other hand, you [audiences] have an individual who you’re already familiar with and whose opinions you trust and respect, telling you they love this brand’s product. Which are you more likely to trust?” (blog.hubspot.com/marketing/benefits-of-influencer-marketing)







5. INVOLVE INFLUENCERS IN YOUR CONTENT STRATEGY


Repurposing influencer content can help fill in the gaps of your own content schedule. This works well in situations where you’ve run out of content ideas or simply need some quality content to publish on your website and/or social media pages.


Engaging with influencers means you can easily add interesting, relevant content to your page without spending hours creating your own material. You can also utilize influencers as a source of ideas and inspiration. If you’re stuck for content ideas, connect with an influencer and ask them to come up with a few topics they think your audience would be interested in. This is particularly effective if the influencer has experience in your industry or niche so you know their content will be of high quality and relevance to your brand.




TIP


Ross Brand, a well-known live video host and strategist at Livestream Universe (livestreamuniverse. com/), said business owners need to realize that influencers are very busy people. To get their attention, he said, “make it as easy as possible for them to contribute. Prepare graphics, email and social copy, and anything else they will need to share your work quickly and effortlessly with their audience.”










6. FOLLOWER GROWTH


By leveraging influencers’ existing audiences to expand your company’s social media reach, you expose your company brand to a wider audience that’s targeted for your brand. An influencer’s endorsement establishes trust in your business with that targeted audience, which can drive traffic to your website or landing page allowing you to capture email addresses. When an influencer endorses joining your email list, followers perceive your brand as reliable and valuable, and are more likely to join your list so they can get more information. You can further leverage this new list for other marketing efforts and campaigns


Some key ways influencers can help drive sales include raising awareness among their own followers who may not yet be familiar with the brand, generating interest by showcasing the product’s benefits through reviews and stories, building trust by conveying their own positive opinions, and promoting special offers to motivate purchases on the brand’s e-commerce sites such as Amazon and/or through the shopping cart on their website. The influencer leads by example, demonstrating how they use the use the product in their daily lives, which inclines followers to purchase it themselves to achieve similar results.








7. YIELD MEASURABLE RESULTS



You need to set clear objectives and key performance indicators (KPIs) for influencer marketing campaigns, track your progress, and continually optimize your strategies to achieve higher return on investment, better known by its acronym ROI.


Setting clear objectives and key performance indicators (KPIs) for influencer marketing campaigns is essential for small businesses for several reasons:




	
Focus and Direction: Clear objectives provide focus and direction to your influencer marketing efforts. They help you define what you want to achieve and guide your decision-making process. Without clear objectives, you may end up running campaigns without a specific purpose or desired outcome, resulting in wasted resources and ineffective strategies.


	
Measurement and Evaluation: Objectives and KPIs allow you to measure and evaluate the success of your influencer marketing campaigns. By setting specific goals and metrics, you can track your progress and determine whether your efforts are yielding the desired results. This data-driven approach enables you to make informed decisions, optimize your strategies, and allocate resources effectively.


	
Return on Investment (ROI) Analysis: Clear objectives and KPIs help you measure the ROI of your influencer marketing campaigns. By tracking metrics such as the number of email sign-ups, conversions, or revenue generated, you can assess the effectiveness and profitability of your campaigns. This analysis enables you to identify the most successful strategies and allocate your budget wisely, maximizing the return on your investment.


	
Alignment with Business Goals: Setting objectives and KPIs for your influencer marketing campaigns ensures alignment with your overall business goals. Whether you aim to increase brand awareness, drive website traffic, boost sales, or grow your email list, clearly defined objectives help you tailor your influencer collaborations and content to achieve those goals. This alignment ensures that your influencer marketing efforts contribute directly to your business’s growth and success.


	
Accountability and Optimization: Clear objectives and KPIs hold you accountable for your influencer marketing campaigns. By establishing specific targets and metrics, you can assess the performance of your campaigns and identify areas for improvement. If you fall short of your goals, you can analyze the data, understand the reasons behind the underperformance, and make necessary adjustments to optimize your future campaigns.


	
Efficient Resource Allocation: Small businesses often have limited resources, including time, budget, and manpower. By setting clear objectives and KPIs, you can allocate your resources more efficiently. You can identify the most effective influencer partnerships, focus on channels that yield the best results, and allocate your budget based on the campaigns that align with your objectives. This ensures that you invest your resources where they are most likely to generate a positive impact.





In conclusion, setting clear objectives and KPIs for influencer marketing campaigns is crucial for small businesses. It provides focus, allows for measurement and evaluation, enables ROI analysis, aligns with business goals, ensures accountability, and facilitates efficient resource allocation. By setting specific goals and metrics, small businesses can optimize their influencer marketing strategies and maximize the success of their campaigns.


You’ll learn how to create an effective KPI and ROI tracker for your influencer marketing in Chapter 11.











The Impact of Influencer Marketing



The impact of influencer marketing on consumer behavior can be seen in the results of recent studies. Here are some valuable statistics that speak volumes about the power of influencer marketing and how it transforms customer acquisition and advertising strategies.




	Research has shown that online influencers are better able to change their followers’ attitudes and behavior toward a brand because they are perceived as more accessible, trustworthy, and intimate than mainstream celebrities. (Advances in Social Science, “Education and Humanities Research”, volume 655, 2022)


	One big reason why influencer marketing has momentum is because of ad blocking. Not only do people prefer to hear from influencers, but those people also actively block online ads. (insiderintelligence.com/insights/ad-blocking/)


	Consumers are more likely to trust peer recommendations, as they’re generally considered more trustworthy than claims made in brand ads, and social media influencers can be very powerful in this respect. Influencers are able to establish trust with their community of followers because they are viewed as experts. According to Nielsen, in its global Trust in Advertising Study in 2021, which surveyed 40,000 across 56countries, 88 percent of consumers said that they trusted recommendations from people they know, above all other forms of marketing messaging. (nielsen.com/wp-content/uploads/sites/2/2021/11/2021-Nielsen-Trust-In-Advertising-Sell-Sheet.pdf)


	If a product is accepted within someone’s social circle, that immediately boosts its reputation and affiliated connection, which means the strongest voices within any group have huge sway over that initial relationship. (socialmediatoday.com/news/how-social-media-influencers-can-impact-your-customers-purchase-decisions/569813/)


	
Social media users tend to be more affluent and more likely to recommend products to family and friends. Blogs and Facebook are by far the most effective outlets for influencer marketing, dwarfing YouTube, Instagram, and Twitter. 37 percent percent said blogs were their most effective platform, while 25 percent said Facebook. (on.emarketer.com/rs/867-SLG-901/images/eMarketer%20Influencer%20Marketing%20Report%202022.pdf)


	The Influencer Marketing Hub State of Influencer Marketing 2023 report showed that 83 percent of their survey respondents cited in the report believe influencer marketing is an effective form of marketing. (influencermarketinghub.com/influencer-marketing-benchmark-report/#toc-6)


	Don’t ignore the impact of influencers. In 2022, 72 percent of consumers said their trust in influencers has increased, 66 percent said their purchasing decisions were often driven by influencers, and 64 percent said that influencers help them discover new brands. (forbes.com/sites/walterloeb/2022/02/03/influencer-impact-on-consumers-increasing--facebook-has-less-power/?sh=35cd0914bad2)





We’ll share more about which social media platforms are best for you to implement your influencer strategy in Chapter 2.








How Much Will You Spend?



On March 30, 2023, Stephanie interviewed Indra Gardiner Bowers, CEO of the marketing agency 62Above, on Stephanie’s recent Lights, Camera, Live podcast episode. (youtube. com/watch?v=6GuguPYyDo4) In that episode, Indra shared her insights not only on navigating the ever-changing landscape of influencer marketing, but also how much you should spend on influencer marketing campaigns.


You may think that one of the benefits of working with nano and micro-influencers is their lower cost. However, Indra noted that some brands think they can trade their product for something, but it’s not the case anymore.








A Starting Point



Indra said that even nano-influencers, which are influencers who work with a smaller but highly targeted audience, have begun to realize their value based on their engagement rates and adjust their pay structure accordingly. As of this writing, clients can expect to pay between $1,000 to $4,000 per engagement for nano- and potentially micro-influencers, even if they provide the influencers with free products. Indra noted that macro-influencers with large audiences are paid way more than that. She added that every influencer is different, so there is no set amount you can count on for different categories of influencers. We’ll talk more about rates and influencer worth in Chapter 7.





SAVING BY DOING IT YOURSELF



If you decide that you want to save money by managing your influencer marketing in-house, Indra suggests a two-step plan to get the most bang for your buck.


First, set a small amount of your budget aside to boost your social media posts, because she said that’s the only way to be seen and find new followers.


Then find an influencer who aligns with your brand and isn’t too big—10,000 followers or less. Be prepared to negotiate compensation with both trades and cash. The minimum budget you need to set for an engagement is $1,000. As you talk with your prospective influencer, be very clear up front about deliverables, including how many posts, stories, or reels there will be, if and how the influencer will use your social media accounts, and desired hashtags to use for the campaign. Stephanie also talked with Alessandro Bogliari, the cofounder and CEO of The Influencer Marketing Factory, to get a good idea of what an influencer marketing agency does. (theinfluencermarketingfactory.com/) Alessandro listed several important considerations when you create your influencer marketing budget:




	The budget allocation for influencer marketing is highly variable, potentially ranging from 5 percent to 90 percent of your total marketing budget. You can’t count on a one-size-fits-all amount.


	It’s advisable to begin with a smaller budget, preferably in the five-figure range, and scale up based on success.


	Diversification is crucial. Choose a variety of influencers across different platforms and with different styles.


	You should customize your content to fit the specific platform and influencer you’re working with.


	Tracking the results of each influencer campaign is essential. Use specific tracking links for each influencer to measure sales, clicks to your landing page, and other metrics.





Yes, we will cover these topics Alessandro listed later in this book.




TIP


Indra suggested an alternative to cash payment: offering travel experiences. For example, instead of paying cash, agencies can send influencers to a destination and cover their accommodations, food, and activities. This can often be more valuable to the influencers than cash.
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