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Daniel Wellington sponsored pos t from Kendall Jenner, one of the mos t sought after celebrity influencer.

 
By BRIELLE JAEKEL

Social influencer marketing has grown in popularity and this year has become an established tactic, but now brands
need to fine-tune their practices.

According to a survey and report from Influencer Intelligence, social media influencers have impacted 61 percent
of those aged 18 to 34 in regards to purchasing decisions. These marketers believe that relevance is the most
important aspect of influencer marketing, with 100 percent agreeing.

"If we compare the Influencer Marketing 2020' report to similar research we've published in the past two years, it is
clear that influencer marketing is a more established practice within the marketing function," said Priyanka Mehra
Dayal, senior content marketing manager at Centaur Media PLC. "Now the approach marketers take towards it from
identifying influencers right through to measuring success, also needs to evolve.

"The report clearly demonstrates the need for better metrics, complete transparency and more meaningful
partnerships," she said. "Marketers, within the report, unanimously agree that relevance is the most sought-after
attribute in influencers today.

"In fact, 65 percent of respondents consider this a critical factor when selecting which influencers to work with.
Three quarters of industry respondents say influencers should already be a fan of the brand prior to collaboration,
with 43 percent of those claiming it is  important for influencers to have organically endorsed their product before
without payment."

In collaboration with Econsultancy, Influencer Intelligence surveyed 1,173 marketing specialists and 500 consumers
on influencer marketing.

Influencers' influence
Consumers are looking for social media influencers who produce authentic and engaging content, and 90 percent
of marketers say that proving authenticity is crucial.

However, with this new tactic of branding also come dangers.
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The top concern for brands partnering with influencers is the possibility of "fake followers." Often, inauthentic
influencers will pay for fake followers to increase their social following numbers, rendering sponsored posts less
helpful for brands.

Furla works with influencers. Image credit: Furla

Eighty-five percent of marketers use engagement data the most to measure the success of their influencer
campaigns.

The majority of brands are manually searching for influencers, but this could be better done through automation and
data.

Micro-influencers, those with less than 100,000 followers, are still very popular with brands. Since relevancy is a key
factor in influencer campaigns, the niche audiences that micro-influencers pull in yield fruitful results.

Virtual influencer Noonoouri stars in a new Buccellati campaign. Image credit: Buccellati

These influencers are also considered to be more authentic.

Even though guidelines are in place to ensure that influencers are properly labeling posts that are sponsored and
more than half of consumers state that disclosures do not take away from the post, a large portion of marketers
admit to avoiding doing so.

Additional insight
While social media and digital forms of advertising are becoming a more integrated part of luxury brand's
strategies, traditional media still plays a part in the West.

In Asia, social influencers are even more important than in Western culture, because of consumers' distrust of
brands and reliance on peers and influencers, said the chief strategy officer at Launchmetrics. In a discussion at the
New York Times International Luxury Conference on Nov. 13, he explained how platforms such as WeChat and
Weibo soar in China, as these consumers seek an increasingly integrated life (see story).

Many may associate luxury items with a particular price point, but a new group of up-and-coming affluents cite
quality and reputation over price in terms of declaring what is luxury.

In a survey by Engel & Vlkers, the real estate firm focused on the group of consumers who are not yet rich but are
high earners, nicknamed HENRYs. Eighty percent of this group associates quality with luxury, followed by excellent
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reputation at 64 percent, with price point coming in last with 47 percent (see story).

"The most surprising finding was that 33 percent of marketers confess to avoiding sponsorship disclosure when
possible as they believe doing so will diminish consumer trust in the post," Ms. Dayal said. "A further 15 percent also
admit to regularly circumventing the rules.

"That's despite 77 percent of marketers saying they are fully aware of sponsorship guidelines," she said."This goes
to show the ambiguity that still persists when it comes to sponsorship disclosure.

"What's encouraging however is that within the consumer survey, 54 percent say sponsorship disclosure such as
#spon and #ad does not actually take away from the credibility of a post providing the partnership is genuine,
proving that marketers need to focus on the keeping the content relevant and authentic."
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