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Influencers  now play a major role in how consumers  shop. Image credit: Lancome

 
By DANNY PARISI

NEW YORK - Love them or hate them, influencers are without a doubt one of the most important factors in
advertising today, particularly when it comes to luxury cosmetics.

At the French-American Luxury Exchange held in New York on June 7, a panel of experts from the worlds of luxury
cosmetics and influencer marketing spoke about how important it is  that brands develop relationships with
influencers today. One of the most important things spoken about during the panel was that brands need to make
sure the relationship is authentic and more than just a transaction.

"You develop an authentic relationship by working with people who genuinely like the brand, not just because you're
paying them," said Tara Liggins, director of social and influencer marketing at Lancme USA. "The authenticity is in
building a relationship that is personal but also professional."

Organic relationships

Influencers are incredibly important to the luxury market today.

Luxury has always been aspirational, driven by consumers' desire to live a certain lifestyle epitomized by their idols.
That used to mainly be celebrities and movie stars, but now that role is increasingly taken up by social media
influencers.

For wealthy consumers, the type who are the main audience for luxury goods, influencers are more effective than
typical advertising.

"Advertising is a tax on poor people if you have money you can avoid ads," said Scott Sassa, chairman of Milk
Makeup. "We need to market to people differently.

"There was a survey of millennials about TV advertising that said they don't care about TV advertising anymore," he
said. "You have to go out and reach to consumer directly."
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Brands are driving influencer marketing growth with bigger budgets. Image credit: MyTheresa

Even brands who elect not to work with influencers, though the wisdom of doing so is questionable, are advised to
keep track of what they are saying about their brands.

Audiences hold influencers' opinion in high regards. While the brands they love will see a boost from the
influencer's audience, the brands they dislike could suffer the opposite fate.

"Influencers represent these brands," said beauty blogger and influencer Maryam Maquillage. "Whether we say
something is good or not so good, we are still representing them.

"It's  important to find out who these people are," she said. "Watch their channels, consume their content."

It is  no question that brands must learn how best to work with influencers, especially given their increasingly
prominent roles in the consumer purchasing process.

Seventy-eight percent of marketers working in fashion, luxury and beauty report leveraging influencer campaigns,
marking a 13 percent increase in the past year.

Brands must select influencers carefully. Image credit: Lancome

According to a report from Launchmetrics, brands are also investing more heavily in this tactic, with 60 percent of
marketers expecting their budgets for influencer efforts to grow in 2018. With millennial and Generation Z
consumers driving much of luxury's growth today, influencer marketing has become a key component of marketers'
outreach to these digitally-native individuals (see story).

But one thing brands must understand is that influencers are not employees.

They have their own thoughts and opinions, which should be respected. Brands should not expect them to always
use pre-approved language and speak about the brand in glowing terms.

"If you try to restrict their content or only select people who don't talk about any other brands, it can be really
detrimental to you in the long run," said Conor Begley, co-founder and president of Tribe Dynamics. "It's  important
that Maryam has the freedom to talk about whatever brand she wants."
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