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Why influencer 

marketing is moving 

to the heart of the 

marketing mix 

Quantifiable brand 

benefits from working 

long-term with 

influencers 
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Authentic connection 

enjoyed by nano 

influencers 

From advertising to 

selling: the rise in 

social commerce 

and live-stream 

shopping 





plan ID & select contract execute measure 

Understand & define 
objectives. Be realistic 

with timelines, Set KPIs 

Co-create written 

influencer agreement & 

creative brief 

Measure against KPIs. 

Beyond vanity metrics 

to intent & impact 

metrics 

Select most appropriate 

influencer to work with 

via data & insight 

Content which 

resonates with target 

audience, is compliant, 

on message 

https://sabguthrie.info/influencer-marketing-workflow-service/#phase1




 

 

 

 

 

 

Respondents were 13% 
more likely to feel a 
strong positive emotion 
after three phases of 
exposure 

Top of Mind Awareness saw uplift of 
338% demonstrating the power of 
continued exposure combined with a 
well told narrative. 

Whilst the impact on awareness is 
immediate, ambassadors 
demonstrate a long term pay off 
in intent to purchase as followers 
become more invested along the 
journey. 

As exposure to ambassador content increased over time, 
respondents became more invested in their journey. This resulted 
in it being 56% less likely for respondents to feel bored, as the 
connection between the influencer and brand feels more 
genuine. 

As ambassadorships 
continue, relationship 
becomes more authentic; 
brand opinion improves, 
increasing by 27.5% across 
the three phases. 



1. Enable brands to take customers on a 
journey with someone they trust.  

2. Strengthens positive emotional 
connection with brand leading to 
increasing intent to purchase. 

3. R&D dept. focus groups on steroids new 
products. 

4. Creators feel invested in your brand. 
Leads to more authentic content. 

5. Capitalise on micro cultural moments. 
6. Cheaper pro rata. 
 

 





TRESemme launched in Greece in 2019. 
Searched for a long-term ambassador who 
embodied the brand’s values. Selected 
Iliana Papageorgiou, a model, TV 
presenter & judge of Greece's Next Top 
Model. 
 
Iliana fronted all TRESemme brand 
activations between Jan 2021 and Feb 2022.  
New York Fashion Week, Fashion shows, 
masterclasses, designers’ Q&As,TV 
campaigns and social media campaign via 
FB, IG and YT. 
 
Posted content to her own IG account 
throughout the year. Inc. How-to videos 
and informative IG Stories. 
  
Activations over indexed in terms of reach, 
impressions and engagement. 
 

 



Our memory of a TV ad 
increases if we’ve first 
seen related influencer 
content.  

We’re less likely to skip 
through YouTube ads if 
we’ve first watched the 
influencer-led campaign.  
 

We become more emotionally 
invested in an Instagram 
influencer’s content if we’ve 
already been primed to the 
content via TikTok. 

‘The Science of TikTok’ study by Whalar Sept 2021 





Word-of-mouth and Social were 
biggest drivers of getting viewers 
watch The Great British Bake Off. 
Influencer content played a pivotal 
role in the success. 
 
 

Target age group said they were 
more likely to watch First Dates 
after first seeing the influencer-
generated content, compared 
with those who had not been 
exposed to the influencer 
campaign. 

More likely to recommend 
watching Married At First Sight if 
they saw an influencer they 
follow talking about it. 
 



No longer a bolt-on influencer marketing is 
considered part of the marketing channel 
mix. 
 
The discipline is moving from the 
peripheries to the centre of channel 
planning for marketers. 
 
Influencer content has a priming effect on 
other channels. 
 
Influencer marketing industry 
represented 9.7% of social media 
advertising spend in 2021 and 2.3% of total 
advertising.  
 
The global influencer marketing market size 
has more than doubled since 2019. In 2021, 
the market was valued at a record $13.8 
billion. Ours is an industry growing at speed 
enjoying a growth rate of 35.3%. 
 

https://www.statista.com/outlook/dmo/digital-advertising/social-media-advertising/worldwide#ad-spending
https://www.statista.com/statistics/1174981/advertising-expenditure-worldwide/
https://www.statista.com/statistics/1092819/global-influencer-market-size/:~:text=The%20global%20influencer%20marketing%20market,record%2013.8%20billion%20U.S.%20dollars.
https://www.statista.com/statistics/1092819/global-influencer-market-size/:~:text=The%20global%20influencer%20marketing%20market,record%2013.8%20billion%20U.S.%20dollars.
https://www.researchandmarkets.com/reports/5415530/global-influencer-marketing-platform-market-size#rela0-5231211
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1K - 10K 
followers: 4% - 
5% 

10K - 100K 
followers: 1.4% - 2% 

100K - 1M followers: 
1.3% - 1.6%  

>1 million 
followers: 0.8% - 
1.6% 

https://get.later.com/influencer-marketing-report-selling-power/ 

https://hypeauditor.com/whitepapers/state-of-influencer-marketing-2021/ 
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More relatable, more authentic, and 
more responsive to their audience. 
 
Often know their audience 
personally. Carries added weight 
when reviewing a product or service. 
 
Jim Lin EVP Golin: ‘Alpha 
consumers’. Their friends and family 
turn to them because they find the 
coolest things first. They have sway 
over their social group.  
 
Over index on engagement rates. 
 
Activation costs are usually lower. 



Benefits may be a drawback, too. 
Side hustle: not always understanding 
of briefs and deadlines. 
Reminded about disclosure 
regulations. 
 
Campaign impact > Marshalling at 
scale. 
Not without hidden costs. 
Discover, Select, Recruit. 
Manage deliverables & relationships. 
Ensure ads are effectively disclosed. 
 
Depends on campaign objectives and 
budget. 





The Covid-induced lockdowns 
meant we were stuck at home 
unable to physically shop. 
We moved online to purchase. 
 
Bored at home we turned to 
social media to alleviate that 
boredom. We turned to 
influencers to entertain, 
inspire and inform us. 
 

 



Social commerce enabled us 
to move from browsing to 
buying without leaving the 
app.  
 
Social commerce is more 
convenient with less friction 
than buying stuff through 
other means.  
 

 

 



Influencers play a core role 
here. 
Often previously considered at 
the upper fringes of the 
conversion funnel, gathering 
awareness. 
Or at the consideration phase. 
Now influencers play a role 
throughout the conversion 
funnel. 
 

 

 

 



collision 
creative 

 commerce 
content 



"everywhere commerce" where 
commerce and content are closely 
woven together across every touchpoint 
of the customer decision journey. 
 
Business models for social media 
platforms will start to pivot from being 
advertising led to become ecommerce 
led. 
 
 
 



Enabled by the trifecta of rapid growth 

in online video, influencer marketing 

and social commerce, live-stream 

shopping could fast-become the QVC-

ification of influencer marketing. 

https://twitter.com/i/status/1359239054194323460


Blending entertainment with live 
commerce is a new push for western 
hemisphere-dominant apps. It's a 
mainstream business in Asia, 
however. Alibaba’s Taobao Live 
launched in May 2016. 
 
Shoppable live streaming wins over 
QVC as influencers bring: 
 
1.Community - Distribution via their 
engaged online communities 

 
2.Creativity - in the content they 
produce 

 
3.Competency - Subject matter 
expertise 



Look out for the upstarts. 

Yes, Facebook, Instagram, TikTok have 
all been promoting their live-stream 
shopping capabilities. As does Amazon. 
Look for the upstart entrants, too.  
 
NTWRK 
Popshop Live 
Supergreat 
Talkshoplive 
Whatnot 
Bambuser 
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