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Model Kendall Jenner is  a top driver of branded content actions . Image credit: Es te Lauder

 
By SARAH RAMIREZ

More brands are turning to influencers to authentically connect them to new audiences as influencer engagement
increases, with more room to grow.

When it comes to influencer marketing, brands face concerns dealing with selecting trustworthy influencers and
measuring ROI. According to a webinar presented by Shareablee, influencers drive an overwhelming 72 percent of
social media actions.

"The reason why brands are looking to partner with influencers is really because they're providing a brand with
access to new audiences," said Tania Yuki, CEO at Shareablee, New York. "With an influencer, you get tactics like
creative development.

"So they know their audiences and they grew to these audiences because they know how to create specific pieces of
content that really resonate with the users who follow them," she said. "So in partnering with them, [brands] are
getting to use their voice."

Engagement insights
While engagement with U.S. brands fell 0.5 percent from 2017, influencer engagement grew 2.6 percent.

Eighty-three percent of social media engagement occurred with an influencer, numbering more than 122 billion. The
ten most popular influencers alone have more than 242.6 million followers and drove 1.2 billion social actions a
like, comment or share, depending on the platform.
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Chiara Ferragni's partnerships have included Lancme. Image credit: @chiaraferragni

Despite social media networks Facebook and Instagram investing more in video, photos still represent the most
popular type of content on both platforms, both in terms of amount of content shared and engagement level.

Each type of influencer presents brands with different pros and cons. Shareablee categorizes influencers into tiers
based on their audience size and availability.

For instance, there are only hundreds of celebrities with more than 20 million followers while there are hundreds of
millions of "micro" influencers with followings of 250,000 and less. Celebrity influencers and macro influencers
who have an average audience size of 2 million followers create 43 percent of content but drive 96 percent of
engagement.

The Kardashians feature heavily in a recent Fendi campaign. Image credit: Fendi

With more than 180,000 posts of branded content online, brands need to be selective and work with influencers who
are authentic, trustworthy and engage with their audiences. These traits also need to coincide with campaign goals
to make the partnership valuable.

Nearly half of those surveyed, 42 percent, confirmed they tried something recommended by an influencer and 26
percent made a purchase. Influencers especially made an impact on younger adults ages 18 to 24, with 48 percent
making a purchase inspired by an influencer.

Influencer evolution
In addition to working with traditional celebrity influencers, luxury marketers have increasingly been embracing
virtual influencers as ambassadors. However, the use of these computer-generated models tends to drive more
attention to their novelty than their brand partners.

While virtual personalities may be more cost-effective and eye-catching than their human counterparts, they tend to
lag behind real influencers in driving brand goals such as awareness and engagement, according to a new report
from Fashionbi. As luxury brands seek newness and differentiation, these personalities' lack of authenticity and
transparency may hold them back (see story).

Beyond celebrity influencers, micro influencers and even more "everyday" individuals can still have significant
sway on consumers.

Sprout Social found that 61 percent of consumers would be apt to look into a product after a friend recommended it,
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compared to only 35 percent who would consider a purchase after hearing about it from an influencer. With
consumers responding more to their peers, Sprout sees a big potential for the budget-friendly tactic of using a
brand's own employees as influencers (see story).

"We're still at the beginning of really being able to leverage influencer marketing on social,"said Ann Sciandra,
product manager at Shareablee. "This area has not reached saturation yet and will continue to grow."
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