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An influencer, as the name implies, is someone who can persuade their followers to change their behavior, giving them some control over their audience's purchasing power on any given social media platform. There are three types of influencers on the internet today, and their size is determined by the number of followers they have.

	Micro influencers have fewer than 10,000 followers and can assist in reaching out to a specific niche audience. Although this is a small club, the audience is very loyal.

	Power middle influencers have fewer than 250,000 followers but more than 10,000. They are not as well-known as international celebrities, but they wield significant power over their followers. These influencers have also previously collaborated with brands and have some commercial experience.

	Macro influencers are the third type, with over 250,000 followers. They are usually YouTube or Instagram celebrities with a large following. However, they may not have the same level of credibility as power middle influencers, which means their impact on changing buyer behavior will not be directly proportional to the size of their following.


To begin with, influencers were created because it is extremely difficult for brands to capture and maintain the attention of social media users. This "theatre of short attention span," as Aaron Sorkin puts it, is difficult to capture.

It is also due to the fact that there are numerous brands with an online presence, and the competition is fierce. With everyone bombarding customers with their products and services, users are finding it difficult to make a decision. And the amount of self-promotion that brands engage in hasn't helped their case much either, as it has only made customers skeptical.

As a result, an innovative marketing strategy that did not include them talking about themselves became necessary. In a nutshell, they needed someone who customers could rely on to give them a thumbs up. While celebrity endorsements have long been used for the same purpose, some influencers are more genuine with their followers for the sake of their own credibility. As a result, brands and influencers have banded together to make the best of the situation.

However, every marketing strategy requires a plan, and no matter how popular or effective an influencer is, they are not an exception to this rule. Influencer marketing has the potential to achieve some very specific goals that benefit both parties.
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Chapter 1: What Is Influencer Marketing
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We've discussed what an influencer is and how your brand can benefit from working with them. But first, let's take a moment to understand the concept of influencer marketing in general. To begin with, this is not a novel idea. If you are a well-known brand with a large marketing budget, you have most likely been doing this all along in the form of celebrity endorsements.

You pay a person to give their stamp of approval to your brand and compensate them for it. It is one of the oldest methods of marketing a product or service. But here's the catch: It differs from influencer marketing in several ways.

Customers are shifting away from traditional marketing because they understand that celebrity endorsement is a marketing strategy and does not imply that the celebrity recommends or has even used the product or service being endorsed. As a result, they are more likely to seek out new voices on the internet. Voices that discuss the product or service after trying it out. This channel of voices was previously represented by reviews on platforms such as Yelp.

However, they have started making the same associations with their favorite influencers on these platforms over time because that follower base is often filled with people who have the same questions as the individual or the answer to their questions. Influencers are also perceived to be ordinary people, as opposed to celebrities, who are more likely to come from a different social class than the average Joe.

So, when it comes to collaborating with an influencer on a social media platform, here are a few ideas for any brand's starter kit.

	Paying the person for sponsored posts that are clearly marked as such.

	Giving them exclusive access and making a deal with them to post a certain number of reviews, which raises brand awareness and reach.

	Give influencers merchandise or discounts on merchandise in exchange for an honest review.


This is a huge financial savings when compared to traditional advertising channels, not only because the terms and conditions can be tailored to the goals of a specific campaign, but also because influencers are all about flexibility. Even when their primary goal is to make money, they strive to maintain authenticity with their followers. This is why your (potential) customers may be skeptical of big celebrities but will put their trust in social media influencers who appear to be more like themselves.

Now, keep in mind that some collaborations will not yield tangible results, implying that they will only help you improve your brand recognition, which cannot always be measured. Instead of a short television ad, you might end up making ten videos with an influencer. However, you can be confident that your influencer will generate more engagement than a television advertisement.

In the introductory chapter, I also discussed the significance of selecting the right influencer for your brand. This is an intriguing feature of influencer marketing. These minor celebrities can now be found virtually anywhere on the internet. Finding them is part of the thrill and challenge.

The size of their social media following is typically what qualifies them as a "influencer." However, the number of followers can range from hundreds to millions. So, don't get too caught up in the numbers. Don't expect their accounts to be particularly jazzy.

Some of them are well-known for maintaining their anonymity. Faceless internet entities, such as content creators Dream and Corpse or the hacker group Anonymous, are extremely popular and influential among their followers. They have a large following at times, and a small but extremely loyal, cult-like following at other times. If you can tap into that, you've got something special.

Influencers are more than just individuals who talk about your industry. They could be photographers, bloggers, or industry insiders who are known to reveal trade secrets in order to help the audience make better purchasing decisions.

The bottom line is that influencers have a phenomenal ability to deliver your message to their followers while remaining true to both parties, regardless of the subject of the content they create. They are similar to double agents in that they try to be true to both parties while everyone (you and the audience) is aware of what they are up against.
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How Does It Work?
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When you want to move away from traditional marketing channels in order to reach a larger or different set of audiences, you look for influencers who not only have the right kind of follower base, but also individuals who are trendsetters. Individuals who can recommend your brand to potential customers in a way that makes it more appealing to them.

Influencers interact with brands in this manner. They are essentially content creators who want to create things that people will like and share. They create content that you can repurpose for your traditional promotional channels, such as email marketing, to name a few. Influencer marketing, however, is not limited to social media posts and videos.

Consider the following:

	Product reviews

	Product placements in their content

	Unboxing videos 

	Promoting your campaigns and new launches

	Sharing discounts and coupon codes

	Announcing giveaways

	Partnerships that go for more than one video or post

	Supporting influencer causes (because it’s a give and take) by taking part in their events

	Planting your product in their events


These are just a few of the ideas available to any brand that works with an influencer. What else you can do depends on your brand and the influencer you engage with. So, let's go over that again.
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Here are five ideas to get you started.

1. Contests

You can set aside a portion of your budget to organize contests and giveaways, depending on your pricing. This can be a monthly event, but if you can afford it, you can make it more frequent.

Announcing contests via video is an excellent way to engage your audience with your product. It is original content from the influencer, and you can track audience interest through likes, shares, redirected followers to your social media pages, more newsletter sign-ups, and viewers tagging their friends who might be interested in your product.

You can ask your influencer to create unboxing videos for your product and post them on their social media channels. This will draw attention to your offer and may result in a price reduction for viewers who come through the influencer.

Giveaways are also an important part of influencer marketing, which means they can dedicate a day each week or month to unboxing the product and giving it away to contest winners. This is an excellent way to include your product in their content; write a few lines for a review if you don't want to do a full unboxing video.

2. Create Sponsored Content

This is another popular method for getting users to engage with influencers and, as a result, with your brand. It is also a common marketing technique. It allows you to request that the influencer endorse a specific product or service through their blog posts, images, or videos.

You












	Increased brand credibility

	Bring in a new audience

	Repeatedly promoting your content helps the audience remember your brand.

	Through the influencer, your brand gains credibility.
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