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i. Abstract

This paper highlights the necessity for fashion and lifestyle brands to adopt
the modern digital world of marketing, including one of the forefront methods,
influencer marketing. Beginning with an overview of the development advertising
has seen to reach the point where influencer marketing has become one of the most
effective ways to promote products and services to a targeted audience, the paper
illustrates why brands should be engaging and investing in campaigns. The different
forms of campaigns are then discussed with insights as to which are most beneficial
for various business scenarios, followed by the four 4 M’s of influencer marketing,
offering a structure for companies to achieve optimum results. Common issues are
bought up for which solutions are then provided later in the paper. Methodology
subsequently covers strategies surrounding data collection and considerations. The
results of the study are observed and reflected upon with critical analysis of the
topic in the discussion section, which concludes the paper answering the question
as to how this method is beneficial to brands wishing to directly engage their
audience.
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1.0 Introduction
1.1 General Introduction
The sweep of globalization across our planet has occurred through many
channels, including the digital realm. With social media rising in popularity
following the creation of blogs in the late 90’s, there are now 3.397 billion active
social media users who spend an average of 116 minutes on their channels per day
(BrandWatch, 2019). This leads to accounts with large amounts of followers able
to influence the opinions, lifestyles, and purchasing habits of their fans. Marketing
expert Jay Baer recently said; “Social media changes the relationship between
companies and customers from master and servant, to peer to peer.” (Baer, 2013).
This demonstrates the sentiment many members of the Instagram community are
experiencing as trust has built up to an extent not many had previously predicted.

1.2 Need and Justification
With the increase of influencer marketing campaigns run by various brands,
it is essential now to deep dive into the advantages this type of new-found marketing
provides, as well as exploring the potential issues behind it so that companies can
learn how to create the most effective influencer marketing strategies, engaging the
largest audience possible and simultaneously increasing the awareness of the brand.
Studies have shown that 74% of potential customers trust these opinions to
make their purchases of products or services, which indicates that companies not
yet using influencer marketing could be missing out to their competition who are
already involved with content creator’s campaigns (Ysasi, 2018). As Instagram in
particular tackles the subject of fake followers and bots creating the appearance that
an account is more popular than in reality, fans are increasingly trusting members
and the clothes, shoes, and other fashion lifestyle products that made them so
popular. Additionally, tools created by platforms and agencies are becoming ever
more accurate in calculating key performance indicators in order for future
campaigns to target an even more specific audience that the brands are most focused
on.
The future of influencer marketing is looking bright and for these reasons
and more, it is crucial to address this topic in order for fashion and lifestyle brands
to make the most out of this marketing opportunity while the concept is still young.
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1.3 Research Aim
The objective of this research paper is to explore the impact of social media
advertising through influencers on Instagram and to understand from a brand’s
perspective the advantages of this new type of advertising. Touching on some of
the most common and threatening issues for fashion and lifestyle brands, this study
will also point out the disadvantages so that companies are fully equipped with
knowledge on the subject. Additionally, case studies are used to illuminate the highs
and lows for a learning experience before firms begin to invest in their own
influencer marketing campaigns.

1.4 Research Questions
1: Why should companies in the fashion and lifestyle industry use influencer
marketing as a tool to increase brand awareness and foster a more engaged
audience?
2: How is influencer marketing able to target a more specific pool of potential
customers through Instagram campaigns?

2.0 Background
Before diving into the recent introduction of influencer marketing, it is
crucial to see how far marketing has come and developed over the previous years.
The term marketing encompasses the larger idea of any activity performed to sell
products or services from one entity to another, be it business to business, business
to customer, or customer to customer (Wroblewski, 2018). Traditional marketing
relies primarily on the four “Ps” of marketing, a structure created by E. Jerome
McCarthy in the 1960s to explore specific aspects of creative and successful
marketing strategies. These are; Product, Place, Promotion, and Price. The correct
combination of the application of these four concepts can create a marketing mix
with the highest potential for a brand to maximize sales (Standberry, 2018).
There were five main types of traditional marketing which categorized the
channels used before digital marketing was introduced. However, despite modern
age marketing taking over the business world, these methods are still used and can
be successful, but are ideally used in combination with a modern technique. The
right mix is hard to find and is different for every firm depending on the business
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and its goals but can be discovered through testing and optimizing through
achievement or failure (Wroblewski, 2018).
The health of traditional marketing systems is dependant on the newer, more
digital types of marketing, and the aging population who are not as familiar with
using the internet for digital transactions and purchases. With these classic
techniques, it is additionally difficult to measure, gain quantitative insights on, or
receive feedback regarding the advertisements (Standberry, 2018).

2.1 Wave of Digitalisation and the formation of Online Marketing
With the creation of the internet in the early 1990’s in the rough form of
how it is known today, the world wide web sent businesses into a new era of
digitalisation (Andrews, 2013). Digital marketing is commonly mistaken for being
purely online, however there is also a category of digital marketing which is offline
and includes methods such as SMS (text messaging) methods. Naturally, the focus
tends to fall on the online marketing methods which are constantly evolving. Until
now, the modern marketing trends are; website marketing, search engine
optimization, pay-per-click advertising, content marketing, email marketing, social
media marketing, affiliate marketing, mobile marketing, video marketing, and
influencer marketing (Chris, 2018).
One of the marketing concepts rising most in popularity is the idea of
influencer marketing which demonstrates the shift not only from traditional
marketing to digital, but also from mainstream celebrities to influencers (Swan,
2018).

2.2 Instagram, and how it can be used for brands
Instagram has become a platform for brands to display their image and
promote themselves and their products to the world through social media.
Influencer marketing can occur through many social media channels; however,
Instagram is proven to be the more successful and easiest to navigate (Statista,
2018).
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(Statista, 2018)

A staggering 80% of accounts on the platform follow at least one business
profile, which is a huge number when put into perspective that 500 million accounts
are active every day worldwide. Firms can use this huge potential to connect with
the people who are truly interested in the product or service for sale internationally.
Through a brand account, it becomes possible to attract followers who are genuinely
passionate for the content produced and have a higher chance of converting into
customers (Instagram, 2019).
There are numerous ways a business can use Instagram to lift off through
marketing activities. One is by strengthening the tie between customers and brand
by joining talks on comment sections, sharing follower’s content and engaging with
the audience to humanize the firm. It is proven that building this community feeling
provides a stronger brand image and creates a great reputation (Ward, 2018).
One of the key ways that the platform itself is becoming more brandfriendly is by adding methods to encourage purchase. With the introduction of
swipe-up links, the viewers have a chance to redirect from the story snippet of a
brand or influencer’s account to the website of the business and straight to the item
in the story that caught their eye. From this swipe-up link, they even have the
possibility to immediately purchase the particular product (Scherer, 2019). With a
new feature introduced in March 2019 called Instagram Checkout, customers now
all have the opportunity to purchase and pay over the Instagram App without ever
leaving the platform. With checkout information saved for next time purchases and
notifications about shipment and delivery, the app is becoming a symbol of easy
4

buying and encourages sales for the businesses with accounts (Instagram Press,
2019).
Content-wise, business accounts should be consistent with their postings
and stories with their individual mood, colour schemes, and personality being
portrayed. Using images of products or services in action gives the account’s
followers an inside into how life could be after purchase (Ward, 2018). Posts that
show the location of the photo with a Geo-tag procure 79% more engagement,
which only 5% of the Instagram community utilize (Daley, 2018).
Tracking and measuring is crucial as a business, and Instagram has the
option to be a “Business Account” on the platform, meaning that metrics and
insights such as demographics of followers and reach or engagement are visible.
Brands should use this to consider which posts are receiving the highest views and
responses and why. Through this data, it becomes clear how to adjust posting
schedules and content to be most appealing and create more sales amoung followers
(Daley, 2018). Any account can be a business account, and most influencers use
this option to be able to confirm their audience data as displayed in the figure below
(Appendix e);

(Instagram Insights, 2019)

Through these insights, whether communicated directly through the influencer or
through an agency or platform, brands can target the audience with the highest
potential and interest in their products or services.
5

A powerful way to actively promote via Instagram at a reasonable cost is
through reposting or sharing of fan’s images. These can be influencers or regular
profiles of anyone who posts with products clearly in sight. Such testimonials are
effective as unbiased sources verifying how great the brand is, which can be
successful in achieving higher sales as the marketing is virtually peer to peer then.
Naturally, a shared post of an influencer would reach a larger audience which leads
onto the topic of influencer marketing (Scherer, 2019).

2.2.1 What does it take to be an Influencer?
Anyone with the right resources could theoretically be an influencer in
today’s digital world, which begs the question; what makes an influencer appealing
to brands, and interesting enough for thousands or even millions of people to follow
their life? Through an interview with an employee from leading German influencer
marketing agency, Collabary, the requirements for an attractive influencer on
Instagram was explained;
“We’re always looking for content creators with 3000 followers or more,
less than this doesn’t really make sense since the brands normally book even
micro-influencers with at least 5000. Collabary has technology built up that
also shows what percentage of the followers could be fake called the
credibility score, for influencers on our platform this is minimum 85
percent, which is still decent, even if the person hasn’t bought followers,
there will always be a small amount of bot accounts. Engagement rate of the
followers needs to be at least two percent, and they should be mainly from
Europe. We also check the profiles and screen them to make sure the content
of the account is regularly updated and see if the photo quality is good
enough to work with brands.”
From this explanation, it is visible that a few statistics play a large role in the
platform’s definition of an influencer. The employee mentions engagement rate
meaning how much activity, whether likes, comments, shares, followers, or reposts
an average image/video generates. Through Instagram’s insights, it is possible to
see the distribution of followers and key demographics about them such as age
range, geographical locations, and gender split. These all play a role for Collabary
while deciding whether to accept a profile onto their platform for brands to work
with, as most brands want a target audience in Europe (Appendix b,e).
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A micro influencer can be defined as a person or account with between
3,000 and 15,000 followers and usually have a higher engagement rate as they are
able to interact with their fans on a more personal level than an account with
millions of followers. Macro influencers have 15,000 to 100,000 followers,
celebrity influencers are usually classified as having 100,000 to half a million, and
finally, star influencers have more than half a million and are sometimes run by a
manager (Hatton, 2018).
These are basic requirements for most brands and agencies to work with an
influencer on Instagram, although the exact statistics vary for other channels such
as YouTube or blogs, but all platforms insist on a certain number of active, verified
followers. Additional to achieving these numbers, becoming an influencer requires
extra effort for brands to really show an interest. By using a niche category to
specialize Instagram profiles, it helps attract individuals who are genuinely
involved and captivated by the topic, and therefore appeal to brands in a similar
field. One feature that makes an influencer account stand out is the content, which
should be fresh and out of the ordinary, and through specializing in a niche matter,
the subject of the page is valuable to the audience, aligned, and consistent to hold
the follower’s interest.
Fans should be updated on a regular basis, so that they feel involved and
informed about the influencer’s life. This gives even more authenticity to the page
and builds the necessary trust to gain and maintain more followers. Through the
above-mentioned approaches, it is possible to organically grow an Instagram
account in a way that is most appealing to brands, and once the basic minimum
requirements are then met, individuals can begin working with businesses to
promote products or services (Urbaniak, 2017).
A combination of expert knowledge in the chosen field and salesmanship is
most interesting to brands. Influencers not only need to be able to sell themselves
as genuine and living lifestyles their followers can relate to, but also be able to
explain products or services they are selling in a convincing way, highlighting their
opinions and displaying the promotion in an attractive but natural manner (Dada,
2017).

3.0 Literature Review
3.1 What is Influencer Marketing?
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The concept of influencer marketing stems from each of the two words
separately. If an individual has an effect on another which inspires an action or
particular behaviour, they are influencing them. This could be on a personal level,
if a friend or family member recommends a coffee shop or gives their opinion on
an item of clothing before purchase, they are swaying a judgement, which in turn
affects a behaviour, and possibly a decision. Some people have a larger community
over whom they have such an impact, and a prime example of these individuals
over the last century are celebrities such as actors, singers, or models. When regular
consumers see the new fashion trends, hair styles, restaurants or dinners that
influencers have, they mimic it in an attempt to live similar lifestyles or to portray
themselves in a comparable light. For many years before social media was founded,
fans would only see their favourite actress in magazines or on television, but now
they can follow their every move through social media channels. The topic itself of
marketing through celebrities is not new, sport personalities for example were
sponsored and photographed holding specific drinks or wearing branded training
clothes (Appendix c). However, the shift from offline to online has taken influencer
marketing to a different level (Yodel, 2017).
Anyone with access to social media and the internet has the opportunity to
influence others. By sharing inspirational content representing opinions, all profiles
can impact their followers on social media. From wearing a particular brand of
clothing or showing off an accessory to videos inside luxurious hotels or
participation at special events, anything can affect a follower’s purchasing habits.
Naturally, the more people paying attention and interested in the lifestyle of specific
accounts, the larger reach of influence is present, which is why businesses tend to
target accounts with larger followings. Through well established and trustworthy
accounts, a virtual “word-of-mouth” marketing occurs and has proven to be very
successful over recent years (Yodel, 2017).
The act of influencer marketing is defined by CEO Lee Odden as; “the
practice of engaging internal and industry experts with active networks to help
achieve measurable business goals”. This could be through images or videos in
posts, snippets in their Instagram Stories, or longer videos over IGTV (Appendix
c) (Nite, 2016).
As displayed in the diagram below, Fisherman’s Influence Marketing model
summarizes the most ideal way to convert followers into customers through
utilizing influencer marketing;
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(Fisherman, 2016)

Fisherman claims that although influencer marketing can be a risky method to
convert follower to customer, firms should follow the model of; “Identify the fish
you’re trying to catch; choose the right body of water; and then cast the widest net
possible and hope for the best”. This suggests that finding an influencer with the
largest reach with particular interests adherent to the company’s products or
services, will create the most brand awareness and in turn, the largest potential for
a purchase (Brown and Fiorella, 2013).
The reason influencers are so trusted by their followers, is because many
Instagram posts show “real life” situations where products or services are promoted
in a way that seems as though the individual uses it on a regular basis. Compared
to print advertising where it is often clear that photoshop or a production set was
used, an Instagram or YouTube account takes admirers through the lives of the
popular individual, which makes the advertisement more genuine. For example, a
page reviewing different coffee shops around one particular city will be followed
by café enthusiast, as well as newcomers or tourists who are looking for new places
to experience. This Instagram page implies a strong knowledge of the city, it’s local
teashops, and a good taste in beverages. Additionally, with many followers, it is
deemed a credible source and trustworthy based on how educated the audience
believes it to be on this subject. Naturally, younger audiences are more active on
Instagram, making a purchase through an influencer rare with older generations.
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This is displayed in the following graph demonstrating purchase behaviour through
influencer’s posts;

(Statista, 2016)

This makes influencer marketing more interesting, for when the influencer loves
the product or service they are promoting, they will often go above and beyond and
be very honest in reviewing it and using it day to day, meaning that the brand not
only gets the initial publicity, but potentially recurring depending on the quality and
usefulness (Dada, 2017).
In recent years, influencer marketing has blossomed, and the global market
has increased from 1.7bn USD in 2016 to 4.6bn USD in 2018. This market is
expected to grow even further and reach approximately 6.5bn USD in 2019. When
influencers post images or videos that are sponsored, they are legally required to
announce that it is a paid partnership, which usually occurs through the hashtags
#sponsored, #paidpartnership, or #ad possibly making the post less effective in
some cases. The appearance of these sponsored hashtags on Instagram has
increased over time from 1.1 million in 2016 to an estimated 4.4 million in 2019
(Kleinman, 2019).

3.2 Best fit Campaigns and choosing the best for a brand
The most promising people to work with are a brand’s biggest fans, as they
will often provide accidental influencer marketing just by genuinely believing in
10

the brand or product. However, such accidental marketing does not occur often and
cannot be measured, and therefore is not categorized as a type of campaign (Dada,
2017).
There are multiple ways a collaboration between a brand and an influencer
can take place and each can be appropriate for different scenarios Bhat has
narrowed it down to six main types of influencer campaigns that are most
commonly seen today;
1. The method considered by most to be most effective and beneficial for
both parties is Sponsored Social Media Content. Here, social media content creators
are gifted a product or service and then paid a fixed amount to create and post photos
or videos featuring and promoting it (Appendix c). Since monetary compensation
is involved, the post usually has to be approved by the brand first so that the
influencer displays a high-quality, accurate image. This method is good for brands
who have the budget to pay an influencer for their service and are perhaps looking
for a more specific image or video for which they provide guidelines or ask the
influencer to use a professional photographer. Depending on the compensation
amount, the brand can then demand more or less from the influencer’s content
provide stricter guidelines for the images representing them.
2. The second method identified by Bhat is through gifting campaigns where
items are sent to the influencers for free. These are also known as product seeding
campaigns and normally are collaborations with micro-influencers who are more
likely to accept a promotional task without monetary compensation. These can be
very effective as they are virtually free for the brand and because the influencer is
receiving something as a gift, they are less likely to critique.
3. A host giveaway has become one of the most popular types of campaign
set ups, where the individual creates a competition-like post which gives followers
an opportunity to win something that the influencer is donating. This can be
misleading, as the influencer sometimes never owns the product or service, and they
are merely giving it away for the brand to attract more attention to their own, and
the company’s Instagram pages. The profile promoting the brand will often include
requirements such as the following of both brand and their own channels,
commenting and tagging friends (to increase the number of people who will see the
post), or even answering certain questions to get feedback on products or services.
The participants are then pooled together, and a winner is chosen at random to
receive the gift. Give-aways ensure a high response rate, very high reach if people
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are sharing and tagging friends and increase brand awareness making them a good
way to begin influencer marketing if the budget set aside is limited.
4. A less regular occurrence is through social media takeovers in which
influencers receive access to the log in data for a particular brand and they run the
Instagram stories, live videos, and posting for a short period of time (usually one
day). This is often in collaboration with individuals who have previously worked
successfully promoting the company’s branding and who accurately represent the
vision of the firm. This is effective at large events where numerous photo and video
opportunities present themselves. Considering the influencer runs their channel
simultaneously and publicizes the collaboration beforehand, many of their own
followers are then drawn to the brand page during the takeover. This engages an
audience who is strongly interested in similar products and images, thereby
encouraging purchase behaviour.
5. An alternative trend predominantly for micro influencers with lower
amounts of followers is affiliate marketing. In this instance, content creators are not
necessarily sent product samples to advertise in their images or videos, but they
might just receive a special promotional code created by the brand giving users a
discount of up to 20% off when shopping. Since these discount codes are normally
personalized, the company can then see how many people are purchasing using the
discount and from every purchase, the influencer then receives commission. This is
beneficial as the individuals promoting the code will work hard to stimulate sales
and encourage purchases, since their pay-out depends upon the number and value
of the transactions. A disadvantage of this technique is that only accounts with
lower reach and impressions will be interested in participating on a commission
basis, as the majority of Instagram pages with more than 15 thousand followers will
only work in exchange for a fixed monetary pay out.
6. The final type of campaign which is very important on the Instagram
platform is brand ambassador programs. These are longer term commitments which
brands create with influencers who represent their image and can be trusted to post
multiple images and videos without constant maintenance. This is done via product
gifting or monetary compensation over many months leading to a strong
relationship between both parties (Bhat, 2018).

3.3 Why collaborate with Influencers on Campaigns?
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One of the key words mentioned around influencer marketing is
“measurable”, and this is what truly sets influencer marketing apart from many
traditional and modern marketing techniques.
Online engagement can quite easily and accurately be measured for
influencers who are using Instagram business accounts, a free service which allows
the users to see statistics such as likes, saves, impressions, and reach (Appendix e).
These indicators can then be sent to the brand whose products or services
were promoted in the image or video and can then be analysed to determine how
beneficial this particular post was. Through data about swipe up links and purchases
with discount codes, companies can get an accurate idea of how well the
campaigned performed in order to learn from it in the future and these data points
clearly depict the sales increase. However, there are likely many more products sold
through viewers of the post who follow the more traditional method of online
purchasing, through a webpage and not through the Instagram App. These
additional purchases cannot be recorded or traced back to the campaign, suggesting
that influencer marketing campaigns undoubtably create many more sales than
documented. Online engagement through Instagram not only illustrates the sales
increase created by the campaign, but also more accurately can measure the brand
awareness (BlogScrunch, n.d.). Through the metric “Reach” which shows the total
of unique users who have viewed the campaign, and “impressions” demonstrating
the number of times the post has been viewed in total, it is clear to see how many
accounts the image or video has potentially influenced (Appendix d) (Collabary,
2017). This recognition can be mutually beneficial for both parties as attention can
be drawn to the influencer’s page through the tagged brand’s fans, and vice versa
(BlogScrunch, n.d.).
A pointer which is often used today is the media value which shows
publicity gained. Brands who are familiar with influencer marketing and have
utilized this tool well, have managed to achieve an average of 6.85 US Dollars in
Media Value for every 1 US Dollar spent on a campaign (Nite, 2016).
Another key success indicator is firm’s experience. In 2017, 86% of
marketers participated in influencer marketing and from these, 92% agreed that it
was an effective marketing method (Swan, 2018). Additionally, the return on
investment numbers are staggeringly high and a study from 2015 showed that
influencer marketing has the potential to generate eleven times more return on
investment than some traditional marketing methods (Woods, 2016). In 2018, this
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amounted to an average ROI of 5.20 US Dollars per Dollar spent (Kleinman, 2019).
Whilst sometimes difficult to calculate accurately, the ROI tends to be calculated
based on reach, engagement, and sales. The influencer marketing platform
Collabary uses the formula for ROII (Return on Influencer Invest) and can either
be expressed as a monetary unit or percentage;
Media Value (€) – content creator invest (€) / content creator invest (€) = ROII in €

This allows brands to estimate their ROII to demonstrate just how successful an
individual influencer, or a group for an entire campaign were (Appendix d)
(Collabary, 2017).
Benefits of influencer marketing can also be seen below the surface as
content creators are known to create impressive brand fitting, photos and videos.
When such campaign results can be reposted on the company’s own Instagram
channel, the brand comes across as more authentic and in touch with their customers
and influencers in a friendly atmosphere, encouraging a strong brand image further.
(Nite, 2016).
Not only can the results created by an influencer be used on the brand’s
Instagram, but if agreed upon, it may also be used in all other marketing channels
such as print media. Recently, one of Berlin’s famous sporting influencers managed
to secure a Nike poster promotion. This means that the content was produced by the
influencer free of charge instead of the brand paying for photographer, creative
director, models, and a location scouter who would have to be hired alongside their
crew to produce an arguably less authentic image or tv advertisement. Brands can
save money and time by paying a lower initial fee whilst retaining the right to use
the influencer’s content. (Collabary, 2018).
Influencer marketing can be such a powerful tool if the influencer has
adequate engagement rates and credibility, which makes it clear that the audience
has been receptive to previous messages and opinions of this individual. Therefore,
they are trusted to bring across a new firm’s message and image, managing to win
over more audience and potential customers than a staged photoshoot found in
many traditional marketing techniques (Brown, 2013).
Now that the generation known as millennials (born between 1981- 1996) are the
largest consumer demographic, studies indicate they will likely have an estimated
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1.4 trillion US Dollars in buying power by 2020. This will increase the need to
target this group (Swan, 2018).
3.4 Four M’s of Influencer Marketing
The traditional marketing mix created by E. Jerome McCarthy of the 4P’s
served its purpose well for the time before the digital age, and in many cases can
still be applied in modern marketing methods, however, in Influence Marketing by
Danny Brown and Sam Fiorella, they developed the 4M’s of influencer marketing.
By following an ideal mixture of these M’s, businesses can expand their reach and
engagement, and, most importantly, convert followers to customers through the
guidance of influencers (Panno, 2017).

3.4.1 Make
Despite having hundreds of thousands of followers and the amount of
engagement expected to see at this following base, celebrity or macro influencers
may not generate a sale, as supposed to awareness. This must be taken into
consideration when planning and setting goals of a campaign. The Make factor
implies identification and then activation. By identifying the individuals with the
ideal audience data and content fitting to the brand, as well as the right time to reach
out to them and for them to post, a business can significantly increase their chances
of getting the right message across. By piecing this data together, it becomes clear
which personalities will cause communities to react positively to the brand.
Following identification of the target audience and thereby core influencers for a
specific campaign, activation comes into play by making influencers feel like
customers themselves (Brown, 2013). Longer term collaborations may evolve if the
bond between the influencer and brand is visible. This first M also allows thoughts
on secondary or even tertiary influencers (Panno, 2017).

3.4.2. Manage
This encompasses the managing of the influencers, their impact, and their
relationship to the brand. As with any project or campaign, it will not be successful
unless managed well from beginning to end to achieve the set forth goals (Panno,
2017). There are six main details to consider, all of which are interdependent;
1. Product- The product being promoted must be readily available in stock
for the predicted demand and should be a highlight of the collection, as
15

either a best-seller, or new release. If the product is not appealing, an
influencer will not advertise it, nor will their customers show interest.
2. Knowledge- Provide an in-depth knowledge of the item or service, and
the company to the influencer as they will often be asked questions
regarding quality, production, ethical stance of the brand etc. It is also
important for an influencer relations manager to be readily available to assist
with answering any queries potential customers may have.
3. Calendar- Each campaign should have an agreed timeline with clear
deadlines, such as shipping products to the influencers, uploading their
content, and sending the brand the results of the engagement per post.
4. Message- The wording and execution of the campaign plays a crucial role
in each post yet still needs to come across in the influencer’s language. Make
clear any words or phrases that should or should not be used from the
beginning.
5. Alternatives- In a fast-changing digital world, marketers should be
flexible and keep alternative influencers, products, campaign messages, and
channels in mind. Purchasers can sometimes be unpredictable, so it is
advisable to plan for this.
6. Feedback- No one knows their own audience better than the influencer
themselves, so it is crucial to listen to how they felt the campaign ran and
what came across positively vs. negatively.
These steps assist in managing a campaign and leave opportunities to identify
lessons learned (Brown, 2013).

3.4.3. Monitor
Observing the campaign in order to reach one of the three main end goals,
namely awareness, reaction (such as reposting, or giveaway participations), or
action (purchase) is essential. By checking in on how the campaign is running
through sentiment analysis via the comment section for example, a brand can keep
up to date with how the audience is perceiving the campaign. Monitoring the posts
will give an idea as to how the influencer is talking about the product or service, as
well as which page’s audience is best reacting to the campaign and the insights to
adjust for the current and future campaigns (Panno, 2017).

3.4.4. Measure
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This is the last and some claim most important M. As a key advantage over
traditional marketing methods, brands should calculate their results per campaign
to improve for the future. Collabary, alongside most other platforms have
algorithms and formulas to measure the success of their client’s campaigns, which
fall under four main categories; awareness, return on influencer investment,
reactions, and engagement. Included in their result summary for brands is an
overview of the campaign showing the number of influencers chosen, budget, and
requirements (Appendix d). Based on the calculation for ROII stated in section 3.3,
it is clear how successful influencer marketing campaigns can be even with a lower
budget (Collabary, 2017).
Based on Brown and Fiorella’s assumptions that customers are often at a
“ready-to-buy” stage in the purchasing process while online, brands can actively
use the 4 M’s of influencer marketing to learn about consumer behaviour and create
best fitting campaigns (Brown, 2013).

3.5 Potential Issues
Various matters pose as potential concerns as presented in the graph taken
from a survey of 170 B2C marketers in 2016. Some of these issues have been solved
in the following sections of this paper;

(Statista, 2016)
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3.5.1 Discovery and Selection
One challenge that is intimidating brands into avoiding influencer marketing
is the task of finding most appropriate influencers for each campaign. There are
now so many accounts of micro and macro size that the mission feels
unmanageable.
Choosing influencers based on follower counts or content alone is a risky
and ill-advised practice, as the influencer themselves should be less of a concern
than their audience data. For example; a bikini model with 50,000 followers may
seem like the best candidate for a female swimwear collaboration, however after
extensive research, the brand will likely find that 80% of her following is male and
therefore, not strong potential customers. In this case, a 70+% of female following
is preferable to ensure maximum conversion rate (Geyser, 2018).
If in-house research is done, it needs to be thorough and will often involve
asking the individual to send their insights enabling viewing of the page’s statistics.
Influencers are not always keen to do this, unless they really want to work with the
brand, however, without an agency, it is one of the few ways to discover crucial
audience data (Fishkin, 2018).

3.5.2 Response Rate
Once an influencer is selected, the next potential challenge is to measure the
response rate from the influencers. With companies making collaboration enquiries
daily, many celebrity- and macro-influencers only respond via an agent or manager.
A company is more likely to receive an answer from a micro-influencer, but many
of these are also over-looked unless the offer is more appealing than normal.
Simply offering products or monetary compensation is sometimes not
enough anymore, the profile owner will want to collaborate with companies that
they believe will boost their own message and promote products that would fit to
their content. One campaign that seems “fake” can loose an influencer credibility
and potentially a large percentage of their followers, so they often accept paid
partnerships only when they really believe in the brand (Geyser, 2018).

3.5.3 Deciding Control
One of the next obstacles from the brand’s perspective is to determine the
level of involvement they have in the content posted. The more control guarantees
a post directly representing what the firm wants, however might come across as
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fake to the influencer’s followers and few individuals will let the company dictate
what they should be posting on their personal accounts as they want the image or
video to encompass their vision.
This issue is often solved by first negotiating on do’s and don’ts; for
example, do take photos outside in daylight, don’t show competitor brand or
cigarettes in the image. Once this is clear, the content creator could be left to
produce a few options for a post, which would be sent to the brand for final
authorisation (Geyser, 2018).

3.5.4 Fake News
In an attempt to gain more followers at any expense, many people are buying
followers online. These are often bots and do not interact or engage with the profile
they are bought to follow, which results in false data. Therefore, it can be a
challenge to base influencer selection solely on content and follower count, and
why some brands are not seeing their expected results. Some websites such as
influencerdb.com are offering credibility scores so that companies can see the
approximate percentage of “real” followers for specific pages, however there are
often limitations as to how many Instagram profiles can be searched (Fishkin,
2018).

3.5.5 Fyre Festival- Case Study
If the recent Fyre Festival scandal taught society anything, it was that even
trusted influencers could be promoting false information. This case study exposed
the main faults in influencer marketing and what started as a festival get-away for
the Instagram elite celebrities, caused huge embarrassment for the company and the
influencers alike. Fyre turned out to be fraudulent and the founder’s dishonest
methods of false advertisement and scamming of $27.4 million resulted in his
incarceration in 2016. Very popular influencers promote the festival without them
knowing many details surrounding it and they often did not mention that the
partnership was paid, which also caused backlash surrounding honesty and
authenticity. A lesson learnt for brands is that after such an embarrassment,
influencers may be warier to join campaigns, and should be given information
regarding the company and products so that they can not only answer any fan’s
questions, but also feel ethically comfortable with the promotion.

19

4.0 Methodology
4.1 Research Strategy
As influencer marketing is a current topic with new tools and modern
technologies being developed every day, research strategy for this paper was
challenging, and during the exploration phase, it was difficult to cut off researching
at a certain point.
To ensure data was reliable, statistics, case studies, and interviews were all
taken from dependable and well recognized sources in the field. The methodology
was carefully considered, and an inductive approach was taken, basing research off
previous works and expanding upon the topic through new interviews and case
studies. The research performed was primarily qualitative, with minor quantitative
data points taken from Instagram Insights to illustrate the visible statistics. Most
literature reviewed was published in the past five years to ensure up-to-date
information and was pieced together with additional research to answer the research
questions. Data graphs and charts were taken from credible online sources such as
Statista, enabling to observe surveys in a comparative form (Dudovskiy, 2018).
Whilst literature formed the backbone of this study, semi-structured
interviews relying on non-specific outlines assisted in understanding the topic in
greater detail and helped to obtain different opinions on the matter. This strategy
proved successful as it was possible to adjust questions slightly based on the
previous responses and yet still provide a solid structure. Pieced together then with
the author’s own knowledge of the subject following a six-month immersion into
the field, the results provided an answer to the research questions (MacMillan, n.d.).

4.2 Sample Considerations
The subjects chosen to participate in the interviews were selected based
primarily on their knowledge and experience with the subject. Influry Employee
had worked for at least half a year in the firm, a new and upcoming influencer
marketing agency start-up in the department of Influencer Relations collecting
much in-depth knowledge through an internship. Collabary Employee works in a
slightly different, larger influencer marketing company connected to Zalando SE,
where she has collected years of experience in working as an influencer relations
manager. Through interactions with both content creators and brands on a daily
basis, these two interviewees are well accustomed to the processes behind creating
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the perfect campaign, how brands can benefit from influencer marketing, and
potential issues surrounding the topic.

4.3 Limitations and Restrictions
Whilst the interviews with the chosen candidates were generally successful,
they were hard to quantify and analyse as little numerical data was provided. Only
once the case study was explored, did the figures match the dialogue. Effort was
made to reduce partiality, however with convenience sampling, personal
experience, and connections to the interviewees, bias was inevitable. The standard
of education with the interviewees was very high and unless the author would have
known specific terms or concepts, the conversation could have been hard to follow
(Crossman, 2018). Since the survey data shown in this paper was from an online
source, it is difficult to know if any biases played a role into the answering of
questions.

5.0 Results
5.1 Summary and Reflection of Interviews
For the interview conducted with the Influry Employee, he was able to
answer most questions, providing a strong overview of the influencer marketing
scope in Berlin. As Influry worked with brands from many different industries, they
also offer the opportunity for influencers to not only promote products, but also
services or even events. With free membership for brands with a possibility of
creating campaigns and only paying commission fees if campaigns proceed, it is
attractive to start ups and businesses with slightly less marketing budgets. The
employee stated his opinion that influencer marketing operations will only increase
in the upcoming years after seeing such success rates at Influry and very satisfied
clients. He additionally claimed that the celebrity status influencers are only
becoming more popular and with the constant increase of Instagram users
imagining their ideal lifestyle through the images and videos of their idols, more
and more accounts will be classified as influencers (Appendix a).
Throughout the interview with Collabary’s influencer relations manager,
she demonstrated a high level of industry understanding and provided valuable
insights into the topic. She claimed that key advantages over traditional marketing
were how accurately the marketing message could be distributed as well as
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influencer authenticity. Looking towards the future, it was predicted that credibility
rates becoming more exact and that longer-term collaborations will grow while
short-term campaigns will lessen. An increase in influencer marketing is inevitable,
however, the Collabary employee recommends this marketing method to run
parallel to additional strategies (Appendix b).
Throughout the literature review, data analysis, and interviews conducted,
the opinion there is a positive correlation towards influencer marketing being a
positive way to increase brand awareness and in turn, increase sales.

5.2 Quantitative Data
Results from the Gore-Tex collaboration Collabary managed with only six
influencers and a 12k EURO budget proved that influencer marketing can be a very
effective marketing method based on the data collected from this campaign. The
summary of the results following the cooperation is displayed below;

(Collabary, 2018)

Observations led to the confirmation that this was not a one-off occurrence, but that
most campaigns achieved a ROII higher than 120%. Finally being able to accurately
measure key performance indicators such as Earned Media Value and the Actual
Engagement compared to benchmarks has led to evidence demonstrating just how
successful this marketing technique is for fashion and lifestyle brands (Appendix
d) (Collabary, 2018).
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Additionally, a personal case study was undertaken in collaboration with
Uber Germany to demonstrate the values not only from an influencer’s perspective,
but also for a lifestyle brand. The following insights were procured through the
author’s Instagram campaign;

(Instagram Insights, 2019)

These statistics demonstrate how one image can reach 2,642 different accounts
through hashtags alone, and what is most interesting is that 86% of the reach is
through accounts who were not yet following the influencer. This illuminates the
benefits of a campaign for the brand and content creator who both increased
awareness to their pages (Appendix d).

6.0 Discussions
6.1 Implications
Based on the research conducted for this study, it becomes clear that any
fashion or lifestyle brand, no matter the size can benefit from a form of influencer
marketing. With different companies profiting from various campaign types or a
combination, results demonstrate conclusive data that illuminates the need for
brands to begin turning focus to influencer marketing.
Best used in conjunction with another digital marketing technique, influencer
marketing does create a more humanistic outlook on the brand in question and
provides audience with “real-life” images of their idols presenting the products or
services. This authentic value plays a key role in brand imaging and marketing.
23

With such positive results appearing, the following graph demonstrates an increase
in brands using influencer marketing with only 8% of the surveyed firms not
suggesting they will be using this in the next three years;

(Statista, 2017)

6.2 Analysis
6.2.1 PESTEL Analysis
A common business analysis tool used to evaluate the environment is the
acronym PESTEL (political, economical, social, technological, environmental,
legal). Political leaders are currently becoming ever-more involved in social media
appearances, and alongside various political movements, is causing some
influencers to take a stance. Whether they are receiving compensation for their
activism, however, is not always clear and time will tell as to the future of this
combination. The Influencer marketing economy has increased with predicted
spending by 2020 at 8,080 million USD worldwide as displayed below;
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(Statista, 2016)

Socially, this trend has impacted many younger generations and continues
to appeal to other groups as the market widens and more brands look for unique
influencers to reach their target audience. Naturally, as a digital platform, Instagram
is always updating and becoming more user and brand friendly, the technological
future will hopefully bring more visible metrics for campaigns too. Environmental
firms and influencers focused on sustainable fashion and lifestyles are on the rise,
for example veganism being one of the key trends seen on Instagram today. As
society becomes eco-friendlier, so will the desire to promote this concept. Finally,
from a legal perspective, the clean-ups on paid partnerships and forged follower
counts is a constant struggle to stay on top of, however, the more crackdowns occur,
the less likely an influencer will attempt it (B2U, 2016).

6.3 Future
Most professionals in the field agree that the future of influencer marketing
relies heavily on the constant authenticity of the content creators but is generally
only increasing in popularity and use. Platforms or Agencies will be the way
forward, as being a measurable marketing method and enabling targeting of
potential consumers are the key selling points of the entire concept (Brown, 2013).
Future prospects appear to solve many of the issues already presented and the
following graph demonstrates a clear increase in sponsored posts;
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(Statista, 2016)

Additionally, the decrease in print advertising, a key form of traditional
marketing mirrors the increase of influencer marketing as displayed in the following
graph indicating the takeover by new digital marketing methods;

(InfluencerMarketingHub, 2019)

6.3.1 Technological Advances
Collabary employee claimed during her interview that algorithms are
already being built upon to calculate credibility and other key performance
indicators in a more accurate manner. Brands will have the possibility to investigate
these statistics during the search phase of the campaign (Appendix b).
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Metrics such as engagement, resonance, and relevance will be readily
available to agencies and firms which will ultimately be more important than reach
or follower count. Through such technological developments, it will be clearer to
see the effect of influencers (Elliott, 2018). Additionally, it is predicted that tools
will enable qualitative assessment, making it possible to measure the quality of the
influencer-follower relationships. This type of technological development will
mean less in-house sentiment analysis, which is currently the only type of
qualitative examination (DeMers, 2018).
After Instagram Checkout was released in the United States this year,
European brands hope that this will be introduced in Europe relatively quickly in
order to create a smoother path for purchasing as well as a possibility to track sales
from influencer’s promotions (Constine, 2019).
Augmented and Virtual Reality could also become prominent in influencer
marketing in the near future with increasing experiences on Instagram. An example
of how VR is being used for followers to step into their idol’s shoes is with the new
Adidas x Miller and Rueck campaign which shadows experienced climbers on
difficult hikes wearing Adidas gear. This further allows fans to feel involved in their
celebrity’s lives, enhancing the trust element so crucial to influencer marketing
(Mastorakis, 2018).

6.3.2 Influencer Groupings
Instagram is beginning to witness influencer clustering in the sense that
influencers of all size are grouping together to network and increase their following
basis simultaneously. With these relationships increasing, there could be a rise in
campaigns where a brand hires an entire group to product content as the network is
stronger than an individual (Elliott, 2018).

6.3.3 Increase in Regulations
Tightening of regulations concerning honesty when collaborating in a paid
partnership have started to impact the industry. Considering this field emerged from
a need for authentic “celebrity” endorsements, consumers are quick to tear apart
campaigns that are incorrectly labelled or do not seem sincere enough. In the recent
past, advertising laws have ensured that for the future, influencers and brands will
be more honest about their paid partnerships. Crackdowns have already occurred
and will continue to clean up the subject (DeMers, 2018).
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6.4 Recommendations to Firms
6.4.1 Constant Strategy
Through ample research into the topic, conclusions can be made that
influencer marketing is beneficial to fashion and lifestyle brands with 99% of
influencers focused on this area of expertise. This should not be through a one-time
campaign, instead a constant part of marketing strategy with an allocated budget,
and employees focused on campaign and influencer management. With an evergrowing field, the time to integrate influencer marketing into business strategies is
now. Through well-organized long-term partnerships, a brand can continuously
learn and grow into the digital age following one of the biggest current trends
(Fishkin, 2018). It is additionally advisable to focus Brown and Fiorella’s 4 M’s to
ensure the maximum success per campaign. This involves marketers adjusting their
approach to accommodate and the campaigns should tie into the firm’s strategy and
align with the mission statement (Brown, 2013).

6.4.2 Focus
With this form of promotion, an increase in sales should not be the main
goal of influencer marketing as it is harder to measure than other indicators of
success (BlogScrunch, n.d.). Since sales are still crucial to any business, there are
some ways to measure via swipe up links in Instagram Stories and discount codes
specific to the influencer. Sales can then be tracked back to a particular campaign
and influencer for the brand to then calculate the necessary statistics. This
marketing method has been seen to spike revenues, however it is recommended that
the aim should evolve around brand awareness and building a solid relationship to
consumers through influencers which many brands are already concentrated on as
exhibited in the graph below (AdEspresso, 2019).
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(Statista, 2018)

6.4.3 Platforms and Agencies
There are various types of campaigns created between brands and
influencers tailored to fit the match between both parties. These can often get
confusing to follow up on and manage. One emerging market worldwide is
influencer marketing platforms which are either independent firms or attached to a
larger marketing company. Platforms offer various services, from just access to a
database of unscanned influencers from all over the world with basic, easily
attainable statistics, to fully managed service campaign management tools with
teams of employees focused on one campaign at a time. This solves many of the
issues posed in section 3.5. In the US, agencies are more sophisticated and advanced
than those in Europe, and in Germany, there have only been developments in this
area over the last five years. Depending on how a company’s marking budget is
allocated, and how much resource they dedicate to influencer marketing,
determines the type of campaign, number of activities, and whether an agency is
necessary to assist in the promotions (Izea, 2018).
Many smaller brands, or companies just starting to explore influencer
marketing, are hesitant to go “all-in” by contracting an agency to assist them with
their influencer selection and campaign management. This can be a disadvantage
and yield unwanted results. Through agencies, the Instagram profiles are connected
allowing important data to be shared with the brand, facilitating in finding the ideal
influencer based on the target group for the campaign. Managing the process also
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becomes easier via an agency as all content, messages, briefings, and reports are
found on the platform instead of scattered around the social media app. Response
rate will increase from the influencer’s side as they are often notified for specific
campaigns instead of a message potentially getting lost on their Instagram page
(Appendix d) (Geyser, 2018).
As expected, an agency will take a monthly fee and/or commission per
campaign, but it is still highly recommended to use one even for seeding campaigns
where no commission is taken, and budget can stay low. With larger operations,
account managers or tools are often essential as it is impossible to stay on top of
numerous campaigns with different influencers simultaneously.

7.0 Conclusion
Following years of traditional marketing techniques, influencer marketing
has heard the call to provide businesses with a form of marketing not only that
makes target audiences easier to reach, but that is also more measurable, which
answers the question as to why fashion and lifestyle brands should be adopting this
trend now. Through a selection of always-on campaigns, ideally managed through
an agency or platform and in coherence with the 4 Ms of influencer marketing,
firms can engage targeted audience, increase brand awareness through cheaper, and
achieve more effective marketing means for longer-term sales success.
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iv. Appendix
a. Interview with Influry Employee

1: What kind of brands do you work with? (lifestyle, fashion, examples?)
1: We were working with every type of company from any type of industry, it could
be like you said lifestyle, fashion, food, products for pets. For example, dog
shampoo, we also worked with Nike which is a lifestyle product like mugs or hats
and so on and we also worked with Hay Natural which provides sports supplements
such as proteins, protein shakers and so on. There was also Crops, they produce
some types of tools and utensils for the kitchen. They also make coffee machines
or bowls for example which cooks by itself after you put the ingredients in it. We
also worked not only with brands that produce goods, but also with services. If there
is a huge event and they want to advertise it with influencers, then we can supply
some to attend the event and they can promote it through Instagram stories and so
on.
2: How many influencers on your platform? Specific type?
2: I don’t know exactly how many influencers, but as its written in the website of
Influry, it claims we have access to 2 million influencers worldwide in 120
countries. Nope, we don’t have a specific type of influencers, but they are
categorized into some sections so that if a company from a specific industry or
sector can find proper influencers for their campaigns easily.
3: How does your platform work? Do the brands get access and then run campaigns
themselves or do you have employees who run the campaigns for the brands?
3: It’s a kind of software or website which has two registration options, one for
brands and the other for influencers. For the brands, they just register as the brand
with their name, their products or services in details and after the register, they can
create a campaign for this specific purpose. Then after the campaign description,
influencers have access to it, of course, only the ones related to this area or direction
(for example fashion bloggers, or Instagram’s reviewing food). For now, it’s kind
of mixed, I mean, actually it’s automated influencer marketing, but it’s still
growing, and they are still building and improving it, so some of the work is
conducted by social media experts or our content experts and so on.
4: What did you use to measure success (which calculations or KPIs)?
4: I don’t know exactly how they measure this or if they do at all, I didn’t work in
this department. But I didn’t see anyone calculating this success so I can’t give you
a good answer for this one.
5: What kind of data could you see about the influencers? Did they need to give
consent for this?
5: Well the Influry platform has some features for the influencers, those are kind of
measures that show their analytics, for example how many influencers they have
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following them or what their engagement rate is. These kinds of measures, I think
there are five or six. Yes, of course they give their consent for this, and they also
can access all of the information found by the software about them for their profiles
and so on. The consent they need to give for us to obtain this information is also
written on this page on the website where they can read about it. If you register as
an influencer, you can see yourself for more details about this.
6: What criteria did you have for an influencer to sign up? Did you also reach out
to influencers as an agency?? (depending on question 3)
6: Actually, we don’t have any of these criteria, the influencer only has to categorise
themselves. What type of profile they have, what kind of content, which products
they are interested in. They can for example say they are into fashion and generally
promoting and using fashion brands and products so that it’s easier for them to be
automatically matched with the products for campaigns. Well we reached out to
them by email and it’s a kind of advertisement or selling pitch offering our services
to them and see if they are interested.
I’m quite sure that we don’t reach out as an agency because as I remember it’s more
exclusive so if an influencer already has an agreement with an agency it’s not a
problem for our company but generally agencies don’t want to the influencers, they
already must collaborate with other campaigns without them getting some of the
cut and knowledge.
We don’t reach out to the influence
7: What data could the brands see on your platform? (depending on question 3)
7: I think that they are not able to see all the data about the influencers. They just
create the campaign and are ensured that the appropriate people will be reached
over the platform for their market and goals. Apart from that they don’t have the
access to see the data.
8: What do you consider the benefits of IM over traditional marketing?
8: I can say that traditional marketing is getting too old day by day since the internet
era is growing, the number of people is also growing, and the population of people
who have access to the internet is too. Since influencer marketing is online, over
the networks like YouTube and Instagram, nearly everybody is on these pages and
sees the content daily. We all have our smartphones and no longer must go out to
see advertisements or buy a newspaper with them in to see what we could want. We
have it in ours hands and we can be influenced by this new type of marketing very
easily honestly. According to one article I read recently, 71% of people who are
using these online social media platforms and following their idols, are influenced
by the way these products and services are advertised and have changed their
buying behaviour. Only because this person they adore is using it.
I think it’s important to say how impactful influencer marketing is for “regular”
people as many generally follow a few influencers and really view them as idols.
Subconsciously I believe a lot of followers really want to be like them, since they
represent the interests of so many and are (for example) fashionable, sporty and fit,
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well-travelled etc. In the follower’s eyes, these people succeeded in life so if this
influencer uses one specific product or service, it can give the impression to the
followers that if they make this purchase, they can somehow be more like this
person they admire.
9: What are potential issues for the brands with IM? Or disadvantages of IM in
general for brands, influencers, and agencies?
9: Communication between influencers and brands can be a huge issue because it’s
not easy to explain their (brand’s) expectations from the campaign description.
Brands are also keen in being part of the campaign and really want it to run exactly
as they want. If something goes wrong, they often want to point blame and know
exactly which influencer is responsible for this (example: not tagging properly).
The element of control is apparent here, and the problems are mostly about the
quality of the content or if their product is somehow badly advertised in the wrong
setting or a bad description. It’s sometimes hard for influencers to get it right every
time, they also want to be themselves in their photos and not too fake and
promoting-y.
Actually, I’m not quite sure how to answer, the brands that don’t use it yet are the
ones left behind because it has already been proven to have such a big impact on
marketing, the customers, and the data.
10: Where do you see influencer marketing leading to in the coming 5 years? Dying
out, any evolutions, getting stronger?
10. I think it will become even stronger and more impactful because as the number
of people using social media, or the number of those who can access it increases
then more and more people will be included in this new type of marketing.
Suggesting that even more people will be under the influence of these Instagram
famous people, so I can only see an increase in the next 5 years as it becomes huge.
11: How much do brands pay to be on your platform? Are agencies also signing
up?
11. It is free to sign up for everyone. There is no cost of being a member of Influry.
They only need to pay the cost of the campaign if they created one.
As far as I know they do not because we were working with the influencers alone.
You can consider it as having a membership on fb. You just need to create your
own page, fill your preferences on which type of account you have, which brands
you work for and so on. Only thing is that sometimes agencies do not want their
own influencers to work with another agency or on a platform. So that when we try
to reach the influencers, sometimes we can get responses from the managers of
these agencies that we need to get in touch with them if we want to work with this
particular influencer. But theoretically, for agencies, it is not possible to take place
in the platform as an agency.
12: So, do influencers apply for the campaigns, or is the brand shown a list of people
who match the campaign description and then the brand makes initial contact?
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12: The platform is still in process of construction. The employees are trying to
create the best possible platform so that the platform is not in service. However, as
far as I know, the platform enables the users (influencers and brands) to be matched
according to their fields of doing business. To give an example, if a campaign
created about fashion industry, the fashion influencers will be notified that there is
a campaign related to their fields. The ones are interested in can click it and
participate to the campaign. But, as I said, it is still on progress so that it is not
certain how it works but planned to be work as I explained.
13: Does Influry find an influencer on Instagram they like and contact them to be a
part of the platform and sign up?
13: It is not the only way to handle its operations, but I can say that it was the part
of it. There are many other ways we had used to reach out to the influencers like
sending email invitations, searching by tags and hashtags and so on. So that
Instagram was not the main or only platform that we were using to reach out to the
influencers.
b. Interview with Collabary Employee
1: How do you feel that influencer marketing benefits brands?
1: The first thing that comes to my mind with influencer marketing is that you can
really know and understand your target group. It’s not as broad or it depends of
course but what I saw in Collabary you can narrow down the audience data even
through the gender distribution and other demographics such as age. Main locations
where the influencers have most of their followers are very important for brands.
You can be specific in distributing your marketing message. Of course, the other
big point that everyone is talking about is that influencer marketing is more
authentic than (for example) a TV spot or something like that because some people
are following these influencers since years so they have this strong bond with them
and can identify with them. Authenticity and the fact that you can really target
people who you want to reach with your marketing method.
2: How do you feel it might change in the next 5 years?
2: I think in general, we know that bought followers and the credibility rates are a
thing, however I feel like all of these algorithms are getting better and better. While
working at Collabary we are currently using Influencer DB and Social blade so
there are clearly more and more tools appearing which can really tell if any of the
data is being falsified and how credible the influencer is. So, I think because you
always hear about this credibility bubble burst, especially when many paid posts
weren’t marked as so with hashtags or paid partnership indicators in the posts.
Today we can already track this better and I think that influencers will continue to
benefit brands if the companies have credible sources, this can be seen at Collabary
how the influencers are still highly trusted, not only with their data, but also because
they get quite a bit of freedom and can work quite liberally because the briefings
for example are more vague and of course it varies, some brands make clear points
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about competitors for example; if you’re promoting Nike then don’t wear adidas in
other photos on Instagram or in the pictures. Or another example of a guideline
would be not to take the photo inside or in a specific location. But generally,
influencers have more freedom again to create their own content, which is also their
language, it’s what makes them authentic. I feel like another point, that doesn’t
however necessarily benefit brands, is that more and more influencers are getting a
sense of their own branding so that they are bringing out their own collections,
creating a line for a fashion store, or even founding their own companies. They are
becoming and shifting to becoming a brand themselves in some ways. This can
definitely benefit brands too, for example the upcoming Nakd, which was nothing
of a brand a few years ago, are now making so many co-creations, co-participations,
and many influencer marketing activities, which has caused this firm to boom and
is now one of the highest grossing online fashion retails on the platform.
4: Any tips on how brands should best be using influencer marketing? Or types of
campaigns you’ve seen that are more successful?
4: For me the best campaigns aren’t necessarily the original ideas, it’s these shortterm collaborations which we could see decreasing in the upcoming years because
influencers are generally going more into long term collaborations because it’s
more credible and their audience then really believes that the influencer is really
into these products or services. So I feel like this is a good tip for all brands (no
matter size or budget) is to somehow reach out into long term collaborations with
people. The biggest challenge that I see today is finding the best fit, for the brand
and the influencer. There are just so many influencers now, which causes this
challenge but also so many brands who are reaching out in the wrong places to the
wrong people. Finding the right person to promote your product/services is def one
of the biggest challenges
5: Is Influencer Marketing better for big or small companies?
5: It depends in my opinion, but I feel like IM should def be in the marketing plans
for bigger firms, but I also feel like it all comes down to the audience of the brand.
If your biggest target group is from 40-60 years old, it doesn’t always make sense
to address these people through influencers, compared to if your target group was
ages 18-35. SO you really have to look who your main customers are. I cant imagine
many people at the age of 50 even using Instagram at all, let alone following
particularly influential people, looking to steal their styles. SO for these individuals,
different marketing tools should be used in conjunction by the companies. Depends,
but of course coming from an IM company like Collabary that works predominantly
with huge brands like Coach, G Star Raw etc. this is likely a bias opinion of mine,
but I think regarding smaller brands, when I think back to companies like Food
Spring or Daniel Wellington, or Gymshark who just came out of nowhere, and
everyone just started seeing their products all over social media. They grew so
quickly in such a short time span from nothing and suddenly everyone was talking
about them. It’s the same with this Fairtrade Sports company called Oceanssupport
or something, I feel like with these smaller online brands, some of them if they are
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focused online as supposed to physical stores, they can really make a break through.
However, it is usually more targeted towards the bigger brands. Other methods
should be considered and used additionally in the marketing mix, but it still depends
on the target audience and what they want to achieve
7: Would you recommend influencer marketing to be used as a sole marketing
strategy or would you recommend a combination of marketing techniques. If
combination, which additional techniques would you recommend?
7: I picked up a little on this in Question 5, I personally would go for a combination
depending if there is budget for the more expensive print and digital advertising
because even; if I can bring the example of NAKD again, they are using insane
amounts of influencer marketing which shows through the amount of discounts and
codes they have put in to place not only promoted through influencers, but I’m also
getting them via email and they just hit 1 million subscribers I think. I always
receive discount codes and newsletters so ofc even though their biggest tool is IM,
I still feel like they’re delivering marketing messages through emails too. So, it’s
about finding the right balance for the marketing mix, but it’s always worth trying
out IM since it can be close to free marketing. I would never solely go for IM
personally, but I feel like this could be my background in other forms of marketing
and based on the kind of person I am. I would go for additional marketing
techniques, but I think it really depends channels a brand is using to figure out which
compliments IM the most for you. IM could also ofc be on YouTube or Pinterest
etc. and this can then also be used in combo to reach the main audience you are
looking to target.
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c. Additional Diagrams
Image 1: David Beckham Celebrity commercial example

Image 2: An Influencer Campaign example with VanelliMelli x Bershka
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d. Explanation of Statistics and KPIs directly taken from Collabary

(Collabary, 2018)

CPR: Cost Per ReactionInfluencer Invest (Euros) / # of reactions
CPM: Cost per Mille(Influencer Invest (Euros) / Impressions) x1000
EMV: Earned Media ValueInstagram CPM (Euros) x (Impressions + engagement) x content creator boost
factor
This represents the value of how a similar post would have performed if done
through Instagram advertisement
ER: Engagement Rate(Likes + Comments)/ Followers
Engagement with BenchmarkER- Average ER in the campaign
ReactionsLikes + Comments
ROII: Return on Influencer Invest (Euros)(Media Value (Euros) – Content Creator Invest (Euros)) / Content Creator Invest
(Euros)
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ROII: Return on Influencer Invest (%)Media Value (Euros) / Content Creator Invest (Euros)
BenchmarkProvides a comparison to previous posts of the influencer, normally measured
against the last 90 days
Campaign TimelineThe official time from campaign start to end date.
Content CreatorsNumber of Influencers active in the campaign
ImpressionsNumber of times a post has been viewed
Influencer InvestSum of Influencer pay-out
ReachNumber of unique user profiles that have viewed the post
Re-gramsNumber of times the content posted has been recreated by other social media
profiles
SentimentThe context of comments on each post
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e. Explanation of Results from Personal Instagram Page

Saves: How many people
saved a post to their
personal collection

Number of times the post
was sent via messenger to
another profile
Post Comments
Post Likes
Profile visits directly
from the post
Reach
How many new
followers gained
directly from this post
Number of total times a
post was viewed followed
by the sources of each
view
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The development of advertising to Influencer Marketing in regard to how this particular
method is engaging targeted audiences in today's digital world.
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