
Sharpen your 
influencer marketing

A data driven approach to an optimal and measurable program.
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The interest for influencer marketing is booming 

Source: Google Trends



How many have worked with influencers? 

• I work frequently with influencers

• I work less frequently with influencers

• I do not work with influencers, but have plans to do so in the near future 

• I do not have plans to work with influencers





The employee The expert The business
practioner

The journalist The celebrity

Many faces of influence

Icons: Yu Luck @The Noun Project

The blogger



Identify Track Evaluate

The three steps of influencer marketing



IDENTIFY 
INFLUENCERS



How do you normally go about choosing influencers for your 
activity? 

• I get recommendations from my agency 
• I go through a lot of profiles and get a sense of the right brand fit 
• I use data to asses which influencers adhere to my criteria
• All combination of the above
• Something else 



Identifying an influencer

relevance resonance reference reach



Number of posts on a relevant topic

These influencers are likely to have more expertise in their 

topic and more sustained influence over your market. 

Look for individuals who post frequently and have a high % of 

total content output on your specific topic. 

Relevance



Engagement through social networks

This demonstrates that the influencer is creating an impact 

with their audience, rather than having a large audience 

that they fail to engage. Look for typical resonance opposed 

to resonance across all of their content. 

Resonance



Peer validated authority

A good metric for identifying thought leaders, consultants 

or conference speakers that are respected as an authority 

by their peer influencers.

Reference



Size and characteristics of audience

Gives you an indication of the size of their audience and what 

their audience is made op of. Most importantly, look for the 

audience makeup of geography, gender, age and interests. As 

size goes, it is the most widely used metric as people 

mistakenly associate reach with influence in the absence of 

better data. 

Reach



Which influencer fits your objective?

The employee The expert The business
practioner

The journalist The celebrity

Icons: Yu Luck @The Noun Project

The blogger



Your personal assessment follows

Style
Language
Formats



TRACK INFLUENCERS



Primary objectives

• What activities work well?

• What needs to change?

• Are the KPIs set out achievable? 

• Are your influencers respecting regulatory and contractual obligations? 

• Are you paying the right people for the right outputs?



Secondary benefits

• Find new influencers

• Measure derivative effect 

• Uncover new sub topics

• Detect crisis 
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Tracked brand, product, campaign and influencer mentions



89%

Twisted

Beach Matt

Guardian Angel

Happy Hour

Fresh It Up

Oil-licious

Phenomenal

Volumaniac

Glued

Identified top performing product 



Uncovered unknown sub topic leading conversation



Discovered new product use case and identified new audience



Embraced new use and audience in earned and owned content 



DAILY WEEKLY MONTHLY/QUARTLERLY CAMPAIGN/ACTIVITY PEAKS

Monitor brand mentions, divided 
by influencer and public 

conversations

Review trending hashtags and 
trending topics 

Analyse overall
performance

Check monitoring feed 
throughout the day

Competitive organisation analysis
Run searches for new influencers 
mentioning your brand/campaign

Run searches for new influencers 
mentioning pertinent topics

Run analytics by channel to 
understand where most activity 

happening
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EVALUATE 
INFLUENCERS



Define your objectives

Raise product
awareness

Recruit top talent in 
new field 

Drive lead
generation 



Inputs Outputs Outcomes

Program 
activities

Activated and 
engaged

influencers

Advocacy
and action



Raise product awareness Drive lead generation Recruit top talent in new field 

Inputs:

Nr. of influencers invited to join program 

Nr. of internal employees trained

Nr. of influencer product sends 

Outputs: 

Influencer content pieces around new product 
benefits 

Nr. of influencer posts containing 
content/product URL

Social shares of job postings

Outcomes: 

Increase in product SOV

Influencer referred site traffic / downloads / 
subscriptions 

Applicant-to-hire conversion rate for social 
employee referrals



Key take aways

Identify Track Evaluate

• Think of what type of 

influencer that fits with 

your objective 

• Quantify their fit and 

impact via relevance, 

resonance, reference 

and reach metrics  

• Track to stay abreast on 

objectives and to 

uncover new tactics for 

future activities 

• Implement a tracking 

framework that can fit in 

to any busy routine 

• Evaluate your success in 

meeting your objectives

• Create a framework for 

measuring input, output 

and outcomes


