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By SARAH JONES

Aside from having an engagement benefit for brands, influencer marketing could also lead to sales, according to
new research.

Many luxury brands have adopted influencer marketing strategies, but it is  not always easy to connect partnerships
with personalities into conversions. A report from Olapic proves the commercial potential of these content
collaborations, showing that 31 percent of consumers have bought a product or service because an influencer
posted about it.

"Influencer content is significantly motivating purchases in the U.S. and in Europe, and authenticity and
personalization are critical to their level of influence," said Pau Sabria, co-founder of Olapic, New York. "That is,
influencer content is more resonant and powerful when influencers insert their own expertise, style and creativity.

"Olapic's extensive work with brands, coupled with insights from this 'Psychology of Following' report, underscores
the importance of working with influencers to help build brand equity, engagement and sales," he said.

"Influencers also have the ability to permeate the retail funnel and influence consumer purchasing habits...As
consumers continue to place their trust in authentic and relevant influencers, luxury brands will need to tap into their
reach to truly connect and engage with consumers in a deeper, more meaningful way."

Olapic's "Psychology of Following," conducted by CITE Research, polled 4,000 consumers who are active on social
media between the ages of 16 and 61. The respondents came from the United States, United Kingdom, France and
Germany.

Creating a following
Consumers have differing views on the definition of the term influencer. About half saw it as someone with at least
10,000 followers, with about four in 10 defining an influencer as someone employed by brands to help with
promotion.

Only 21 percent linked influencers with being "famous."
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Influencer marketing is a tactic to reach the young, with the majority of those 45 and older stating they did not follow
any influencers.

Younger consumers are the most apt to follow influencers. Image credit: Lancel

When asked to compare influencers' feeds to those of non-influencers, consumers believe they have a
predisposition to share more, have higher quality posts and publish more ads.

Consumers' reasons for following a particular influencer vary depending on the topic the personality posts about.

In the beauty space, consumers value the aesthetic of the visuals published and information the most, while both
fashion and lifestyle followers want to be inspired by influencers.

A third of consumers have a preference for content in the form of videos with sound, while a quarter prefer still
images. However, still images have an audience with younger consumers, with 35 percent of those age 19 to 24
listing them as their favorite type of post.

With this focus on imagery, visual platforms were popular. Women are more apt to follow influencers on Instagram,
while men prefer YouTube. Those 19 to 24 follow influencers on Instagram, while Facebook is the top platform for
consumers 25 to 34.

 

Across the board, 43 consumers place the most importance on authenticity when deciding whether to trust an
influencer. An influencer's expertise is key for building trust for 39 percent, while 39 percent said they want to see
products in use to believe an endorsement.

Men are more apt than women to desire expertise, with 41 percent calling that the most important aspect for
establishing trust.

"When it comes to evaluating potential influencers for brands to work with, content is king," Mr. Sabria said.
"Originality, authenticity and personalization all come into play, which means marketers have to give influencers a
certain level of creative freedom. They can't be too prescriptive, otherwise, they will end up hurting a product more
than helping it.

"Keep in mind, influencers offer more objectivity than a latent piece of branded content," he said. "It's  a more
balanced approach to endorsement than latent endorsement.

"That being said, luxury brands should also ensure the influencers they tap for content can serve as an extension of
their brand voice. The influencers should be strongly aligned with their brand and understand what you're the brand
is trying to accomplish so that they can communicate that clearly to their following."

Influencer marketing for luxury brands is not always tied directly to a product itself. Particularly for products with
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high price tags, these influencers are tasked more with raising the brand profile than moving a specific SKU.

However, entry-level items have sometimes been pushed via this marketing method.

Beauty marketer Lancme is on the hunt for a mysterious man in the French Riviera to promote a personified product
line.

@Taylor_Hill and @LisaEldridgeMakeup aren't  the only fans of Monsieur Big - our influencers love him too so you'll
have to hurry to get your hands on him! ;) Meet Monsieur Big - and forget all the others! #Lancome #MonsieurBig
#FrenchRiviera #MakeItBig

A post shared by Lancme Official (@lancomeofficial) on May 20, 2017 at 3:22am PDT

The brand invited a handful of influencers to the Cte d'Azur in search of Monsieur Big, sharing clues as to the
character's whereabouts and personality in a string of Instagram posts. The playful effort leaves the follower in
suspense, encouraging repeat interactions with the brand's account (see story).

In good news for marketers using influencer marketing to drive conversions, 44 percent of consumers have thought
about making a purchase following a personality's post, and 31 percent have bought an item based on an
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endorsement. Additionally, 24 percent have recommended a product to someone else based on an influencer's
word.

Posts and purchases
Celebrity endorsements have been a longtime strategy for luxury marketers, but today's increasingly interactive
climate has shifted the manner in which these campaigns are created.

Social media has become a vital component of brand endorsements, with pressure put on celebrities to be more
engaging. According to the "Age of Social Influence" report from Celebrity Intelligence and Fashion & Beauty
Monitor, only 8 percent of brand survey takers claim to work with celebrity influencers who do not have a social
media presence (see story).

One platform is working to connect influencer content and commerce.

Fashion ecommerce site Modalist has created a new tool designed to connect its shoppable platform with social
media influencers.

The Modalist Social Runway will allow influencers on popular social media platforms such as Instagram to easily
create shoppable sponsored content. With the increasing power that influencers hold in the fashion industry, this
tool will allow brands to remove much of the friction between seeing an influencer post and purchasing the featured
product (see story).

"Consumers today are always-on, always connected, splitting their time and attention between smartphones, smart
TVs, smartwatches and the apps within," Mr. Sabria said. "With this explosion of devices, consumers are being
bombarded with even more marketing messages than usual, and that marketing 'noise' gets even louder during the
holiday season.

"Social influencers offer a way to help brands cut through the clutter to drive engagement and transactions."
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