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Chanel appeals to cons umers with mas s ive reach through Ins tagram video

By BRIELLE JAEKEL

Beauty marketers have been early adopters of digital and influencer marketing, which have now proved to be
effective for 98 percent of the industry.

Eighty-four percent of beauty brands have claimed to work with an influencer online in the past year, according to a
survey from Celebrity Intelligence. T he report says that for every 1 pound, or $1.34 at current exchange, brands
earned 8.81 pounds, or $11.81, for an average positive return on investment.
“We have entered a more considered age of influencer marketing where beauty brands are looking for stronger
metrics across each social media platform, to help them differentiate between the influencers and celebrities who
are achieving the highest levels of engagement, and ultimately delivering the best ROI,” said Megan Falconer-T aylor,
director of product at Celebrity Intelligence.
Influencing the beauty industry
YouT ube has been dethroned as the number one source for beauty promotion by Instagram, according to the
Influencing Beauty report.
Digital influencers have also replaced celebrity spokespeople as the top preference for collaborations and
partnerships. More than 80 percent of brands believe that these influencers are vital to appeal to millennial
customers.
For upcoming projects, 83 percent of beauty brands are working with influencers as their top choice.

Aimee Song, fashion influencer and founder of the blog Song of Style. Image credit: SK-II.
T ransparency is also an important factor for these brands, particularly as Gen Z gains more buying power, since this
age group greatly values this characteristic.
Choosing which influencers to work with has become more technical, as artificial intelligence makes data analysis
more sophisticated. Seventy percent of survey respondents claimed that social media analytics was the most helpful
strategy in discovering the best influencers to partner with.
Sixty-seven percent of brands believe that a data-led strategy is the best approach.
While the ROI is effective, beauty brands are more concerned with brand awareness rather than sales when it comes
to influencer marketing.
Social media engagement is also becoming more important to brands as a term of success measurement, rather
than site traffic and column inches, with 80 percent believing so.

Nordstrom selected six influencers to act as anniversary ambassadors. Image credit: Nordstrom
Marketing budgets for influencers are set to grow for 70 percent of the beauty industry.
T hese findings and beauty brands’ behavior are showing the dramatic shift in the sector and how
the industry operates as a whole.
Additional insight
Aside from having an engagement benefit for brands, influencer marketing could also lead to sales, according to
other 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 (see story).
Seventy-eight percent of marketers working in fashion, luxury and beauty report leveraging influencer campaigns,
marking a 13 percent increase in the past year.
According to a new 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).
“I think the report findings prove that when collaborations are well thought through, there is the potential for
influencer marketing to deliver ROI that easily surpasses traditional forms of advertising," Ms. Falconer-T aylor said.
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