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Two years ago, we conducted our first influencer marketing survey. We thought it was

time to update our statistics and discover how perceptions about the industry have
changed between 2017 and 2019. We surveyed 830 marketing agencies, brands and
other relevant professionals to determine their views and build insight into their
thoughts on the industry in 2019.

A key finding of our Influencer Marketing Report 2019 is that the outlook for influencer
marketing is still extremely positive. Despite naysayers claiming that influencer
marketing is dying, our respondents made their positives views for the practice strong.

Here are the key results from our Influencer Marketing 2019 Study, along with a few
other relevant recent statistics we found on Neoreach, Instagram, and Google Trends.

Instagram’s Popularity has Grown Phenomenally

over the Last Few Years

Instagram is the fastest growing social network in 2019, continuing its phenomenal
expansion in 2017 and 2018. Its older sibling, Facebook, may still have the largest user
base, but Instagram is rapidly catching up. One notable difference is that Instagram is
beloved by the young, whereas that demographic are now leaving Facebook because
they perceive it as now being for their parents.

In mid-2018 Instagram announced that it had reached 1 billion monthly active users, and
is now well on its way to the second billion. These users post 95 million photos and
videos per day, along with uploading 400 million Instagram Stories a day. Instagram
users “like” an incredible 4.2 billion posts every day.

Instagram has genuinely become the powerhouse platform of late, particularly

amongst younger social networkers and influencers.
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https://influencermarketinghub.com/the-rise-of-influencer-marketing/
https://medium.com/swlh/influencer-marketing-is-dying-and-you-killed-it-cda180832bc8
https://medium.com/swlh/influencer-marketing-is-dying-and-you-killed-it-cda180832bc8

320 More Platforms and Influencer Marketing
Focused Agencies Created Last Year

As influencer marketing has matured as an industry, it has attracted support companies
and apps to simplify the process for both brands and influencers. Organic influencer
marketing can be a slow and tedious process, particularly when it comes to finding and
wooing influencers to promote your company’s products or services.

320 new influencer marketing focused platforms and agencies entered the market over
the last 12 months. Back in 2015, there were just 190 influencer marketing platforms and
agencies. This grew to 335 in 2016, 420 in 2017, and 740 in 2018 — more than twice the
number that existed just two years previously.
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High Average Earned Media Value per $1Spent on

Influencer Marketing

Earned media is publicity a firm gains from promotional efforts other than paid
advertising. Earned media value is a monetary representation of this publicity.
Businesses who understand influencer marketing gain impressive returns, up to $18 in
earned media value for every dollar they spend on influencer marketing.

Even average firms achieve impressive results, with an average earned media value of
$5.20 per dollar they spend on influencer marketing.

Of course, some firms lose. Indeed, 25% of businesses either lose money or just break
even. These are predominantly firms who don't understand the mechanics of influencer
marketing, often businesses who select the wrong influencers for their brand. They
often fail to choose influencers who have followers similar to the people who make up
the target market for the brand’s product.

Influencer Marketing in 2019 Predicted to Grow to

More than Double 2017 Figures

Influencer marketing has continued to grow as an industry over the last few years. It
was a S1.7 billion industry in 2016, increasing to $3 billion in 2017. Growth continued to
$4.6 billion in 2018 and is expected to continue its upward trajectory this year to
potentially become a $6.5 billion industry.
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Instagram Users Grew 5X Over 5 Year Period

A year ago, we reported a massive 325% increase in Google searches for the term
“influencer marketing.” Searches rose from 3,900 searches per month in 2015, to 6,460 in
2016 and then 21,000 in 2017. Astoundingly this rate of increase continued. In 2018
searches for the phrase “influencer marketing” rose to 61,000.

That’s an incredible 1,500% increase in searches for “influencer marketing” over just three
years.
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Instagram Usage Grew 10x Over 5 Years

Back on February 2013, Instagram was a comparatively small player in the social network
sector, with a mere 100 million users. It reached 200 million in March 2014, the user base
that Pinterest enjoys today. By December that year, Instagram reached the 300 million
milestone (SnapChat has that today, and Twitter has only slightly more at 335 million).
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By June 2016, Instagram could claim 500 million 1 "

monthly active users — as TikTok, formerly r O’l

Musical.ly can today.

Instagram reached the 600 million milestone in
December 2016. LinkedIn hasn’t reached that figure
yet but is approaching it with 590 million users.

Instagram proudly announced that it had reached
1 billion daily users in June 2018, with only YouTube
(1.9 billion) and Facebook (2.27 billion) being the

only virtual communities with more active

members.

Instagram Engagement Rates Much Higher than

Those on Twitter

Although it is more difficult to find recent engagement rate data on comparable social
networks, it is clear that the average engagement rate on Instagram was much higher
than on Twitter in 2017.

There are two clear trends evident from a survey of more than 100,000 influencer
profiles in that year. Firstly, engagement rates fall the more followers you have.
Secondly, engagement is much higher on Instagram than on Twitter, at all follower

levels.

For example, nano-influencers with fewer than 1,000 followers enjoy an engagement
rate of 8% on Instagram, compared with 1.5% on Twitter. At the other extreme,
influencers with over 100,000 followers have 1.5% engagement on Instagram, compared
to a mere 0.3% on Twitter.
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69% of Those Surveyed Target B2C

Of our surveyed 830 marketing professionals and
brand representatives who run influencer marketing
campaigns, 69% focus on the B2C sector, with the
remaining 31% running campaigns for firms in the B2B
sector.

This could be one of the reasons why so many of our
respondents use Instagram, which is less prevalent in
B2B marketing. According to statistics reported by
Blue Corona, Facebook (89%), LinkedIn (81%]), and
Twitter (75%) are the three most used social media

channels by B2B marketers, and only 33% of B2B

businesses use Instagram.

% Have Increased Content Output in Past 2 Years

In many ways, influencer marketing can
be thought of as the best delivery
mechanism for content marketing. The
two go hand in hand, so it should be
no surprise that the phenomenal rise in
influencer marketing is matched by an
increase in content output. 77% of our
survey respondents stated that they
had increased their content output
over the past 2 yrs.
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Majority Have a Standalone Budget for

Content Marketing

60% of those surveyed admit to having a standalone budget for content marketing,
compared to 57% in our 2017 survey. This is perhaps lower than expected, considering
91% of B2B marketers use content marketing, and 86% of B2C marketers believe content

marketing is a key strategy. Presumably, most of those without a dedicated standalone
budget for content marketing fund their content activities from a general Marketing fund.

Most Think Influencer Marketing is Effective

It should come as no surprise, considering all of the other positive statistics relating to
influencer marketing, that our survey respondents were highly positive about the
effectiveness of the activity. Indeed, 92% believe influencer marketing is an effective
form of marketing. It would be interesting to know whether the 62 respondents (8%)
who disbelieved in the effectiveness of influencer marketing, had had bad experiences,
or whether they had never tried it.

Large Majority Intend to Dedicate a Budget to

Influencer Marketing This Year

With such support for the effectiveness of influencer marketing, there should be no
surprise that 86% intend to dedicate a portion of their budget to influencer marketing
this year. It will be interesting to see whether this increases the percentage of firms with
a dedicated budget, or whether businesses continue to pay for influencer marketing
from their general marketing budgets.

This compares to 37% of the marketers surveyed in our 2017 report who admitted to
having a dedicated budget for influencer marketing.
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63% Intend to Increase Their Influencer Marketing

Budget Over the Next Year

Nearly 2/3 (63%) of businesses who do budget for
influencer marketing intend to increase their spending
over the next 12 months, with 17% expecting their
influencer marketing spend to remain the same.
Allowing that 15% of respondents were unsure about
what would happen with their influencer marketing
budget, this means that only 5% intended to decrease

‘ their budget.

This is consistent with the expected increase in influencer marketing over 2019 and the

percentage of people who believe in the effectiveness of the marketing delivery medium.
Of course, not all respondents will have control over their budgets, and this is probably

reflected in the relatively high percentage of those unsure about how their organizations’
spending will change.

Nearly Half of Respondents Intend to Spend at Least

20% of Their Marketing Budget on Influencer Marketing

Influencer
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Influencer marketing is, of course, just one part of marketing — predominantly the
delivery mechanism for content marketing. Businesses have a wide variety of marketing
activities for which they need to budget.

Therefore, it is interesting that 11% of respondents intend to allocate more than 40% of
their marketing budget to influencer marketing in 2019. A further 12% will allocate
30-40% of their marketing budget to influencer marketing, and 24% will devote 20-30%
of their budget to the practice.




The most common percentage of marketing devoted to influencer marketing comes in
the 10-20% range.

Finally, the remaining 19% of firms have allocated less than 10% of their marketing
budget to influencer marketing this year.

Every firm has a different marketing mix, and even influencer marketing’s staunchest
supporters acknowledge that they need to allocate some budget for other marketing

activities.

Most Recognize the High Quality of Customers from

Influencer Marketing Campaigns

It is one thing to attract “customers” through marketing campaigns, but not all
“customers” are of as much value to a business. Different customers spend varying
sums of money, and the amount they spend may be low compared to the cost of
attracting new clientele. This is particularly the case when you run campaigns for
awareness, hoping to attract paying customers in the future.

Our survey respondents, who were generally positive about the value of influencer
marketing overall, agree that influencer marketing attracts high-quality customers. 82%
believe that the quality of customers from influencer marketing campaigns is better
than from other forms of marketing.
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More than 2/3 Measure the ROI on Their

Influencer Marketing

One of the more impressive results from our survey was the finding that 70% measure
the ROI on their influencer marketing campaigns.

One of the initial complaints we heard in the early days of influencer marketing was
that businesses found it difficult to determine an ROI on influencer marketing. Indeed, it
was only a year ago, when we published 9 Mind-Blowing Influencer Marketing

Statistics, that we discovered that 76% of marketers in a Lingia study said that the most
significant influencer marketing challenge for 2018 would be determining their
campaign ROI.

Clearly, with influencer marketing now mainstream, businesses now understand the

need to customize your ROl metrics to match your needs and have developed a range
of suitable ROI measures for different organizations.

Firms Use a Variety of Metrics to Measure the

Success of Their Influencer Campaigns

Businesses now appear to understand that the best way to measure you influencer
marketing ROI is by using a metric that measures the goals of your campaigns. For
example, a business focusing on awareness should use a different measure of ROI
success than a firm using influencer marketing to increase its sales.

This comes through clearly in our survey results. 34% of our respondents clearly have
awareness in mind, focusing on view, reach, and impression. 35% want their influencers’
followers to do something, and thus use engagement or clicks as their ROl measure. The
remaining 31% have a more hard-nosed approach, and use their influencer marketing to
generate sales. Their ROI relates to conversions or sales numbers.
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Most Respondents Consider Earned Media Value

a Good Measure of ROI

We have previously written about Influencer Media Value, which is NeoReach’s version

of earned media value, adapted to influencer marketing. Influencer (Earned) Media
Value provides a proxy for the returns on the posts that an influencer has historically
given the firms he or she has worked with. It gives an indication of what an equivalent
advertising campaign would cost for the same effect. EMV calculates the worth you

receive from content shared by an influencer.

The calculation of EMV can be complicated, and as such, it can sometimes be difficult
for marketers to explain the concepts to their managers.

However, it is clear that the respondents to our survey, as a whole, believe in the value
of the idea. 78% stated that they considered Earned Media Value to be a good measure
of ROI on influencer campaigns.

A Large Majority of Firms Take Their Influencer

Marketing Spending from Their Marketing Budget

It will be little surprise to discover that 81% of the

respondents in our survey take their influencer marketing v
spending from the budget of their Marketing Department. Q
The remaining 19% (presumably relatively large (¥

organizations) take their influencer marketing spending from

their PR Department’s funds. Q
//

Presumably, those firms in the minority group use influencer
marketing predominantly for awareness purposes, rather than
as a direct means to sell their products or services.
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About % of Influencer Marketing Campaigns

are run In-House

77% of our survey respondents claimed that they ran their influencer campaigns
in-house, with the reaming 23% opting to use agencies for their influencer marketing.

While some of these in-house campaigns will be developed gradually and organically,
many will use available tools, such as influencer platforms to help streamline the
process. This will be particularly so for influencer selection.

Many brands prefer to use agencies when working with micro-influencers because the
agencies are more experienced at working with influencers at scale.

As we also saw in the survey, 320 additional influencer marketing platforms and

agencies came into existence in 2018. It will be interesting to see if more firms choose
to work with influencer agencies over the next few years.

Majority of Firms Use In-House Tools to Execute

Influencer Campaigns

A surprisingly large number of respondents, 58%, admit to using tools developed
in-house to execute their influencer marketing campaigns. This suggests that despite a
considerable increase in the number of influencer platforms over the last few years,
there are still opportunities for entrepreneurs to develop tools to simplify further the
influencer marketing process.
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Instagram is the Most Important Channel for Influencer

Marketing By Far

Elsewhere in this report, we have seen the recent growth and popularity of Instagram as
a social network. Indeed, it is now the network of choice for influencer marketing
campaigns. 79% of our survey respondents consider Instagram important for their
influencer marketing campaigns.

Instagram’s dominance is even more apparent when you look at the raw figures. 653
respondents state that they predominantly tap into Instagram for influencer marketing.
Compare this with the question asking whether people intended to dedicate a budget
to influencer marketing in 2019 — answered positively by 708 people. It is fair to say that
most people planning to engage in influencer marketing this year will be using
Instagram.

The other social networks are all popular with some respondents — probably
depending on the target markets for brands wanting to engage in influencer marketing.
46% of the respondents tap into Facebook for their campaigns, 46% YouTube, 24%
Twitter, 12% LinkedIn [presumably those involved with B2B companies), and a further
12% spread across the less popular or more specialist social networks. Presumably, the
Other category also includes influencer marketing on blogs.

Most Common Objective for Influencer

Campaigns is Awareness

We have regularly referred to the fact that businesses undertake influencer marketing
for differing reasons. The first step in any influencer campaign is to determine your
goals and objectives. Therefore, it should be of no surprise to find that our survey
respondents have three very different main objectives for their influencer campaigns.
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The most popular reason is to create a campaign for awareness purposes — 37% of our
respondents engage in influencer marketing for this purpose. The second category, at
32%, has the more clear-cut objective of increasing sales.

Slightly less popular, at 31%, is the group of respondents who engage in influencer
marketing to build up a library of user-generated content. The perceived value of
user-generated content is growing over time, and it will be interesting to see if more

firms make this a prime objective in future surveys.

Influencer Fraud is of Some Concern to Respondents

A big topic of late in the news is a concern about influencer fraud. We have even
written an eBook on the topic recently.

Luckily there are now plenty of tools to help detect fraudsters, and this should reduce
the effects of influencer fraud. Hopefully, it will soon merely be a chapter in the history
of the industry.

Influencer marketing fraud, including the effects of fake influencers, is a concern to 64%
of our survey respondents.
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Nearly 2/3 of Respondents Have Experienced

Influencer Fraud

One reason that just under 2/3 of the respondents admits to having some concern
about influencer fraud is that most of them have been bitten in the past. 63% of our
respondents have personal experience of influencer marketing fraud in their past
campaigns.

Hopefully, with greater publicity regarding influencer fraud, and more robust fake
influencer tools now available, fewer brands will have first-hand experience of

Majority Find Discovering Appropriate

Influencers Moderately Difficult

As we have stated in our previous article on Influencer Marketing Challenges, past

research has regularly indicated that most marketers believe that finding and selecting
the best, most relevant influencers to be the most challenging part of influencer
marketing.

This is probably the main reason that so many platforms and tools have sprung up to
assist brands and marketers in their influencer search. As we reported above, 320 new
platforms and influencer marketing agencies opened in the last 12 months, 550 over the
past three years.

As a result, influencer selection is no longer seen as the major conundrum that it was in
the past. Only 18% of our respondents consider finding appropriate influencers to work
with in their industry to be very difficult.

However, that isn’t to say that they consider it easy, either. Only 20% of respondents
consider influencer selection easy.
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The bulk of respondents consider the problem of finding suitable influencers to be of
medium difficulty.

Mixed Views on Whether Brand Safetyisa

Concern in Influencer Campaigns

Another headline-making issue over the last couple of years has been influencers acting
in a way deemed inappropriate by the brands they represent. For example, PewDiePie’s
anti-Semitic videos in 2016-2017, upset some of the companies he worked with, and
some like Disney deliberately distanced themselves from him. More recently, Logan
Paul caused an internet storm over a tasteless video, and brands wondered whether

they wanted any connection with him. Delmundo CEO Nick Cicero has observed,
"There are more people to keep track of than ever before, and it's harder to do quality
control. So you have to do the research to make sure some YouTube kid won't put your
brand in a bad light."

The key to a successful influencer marketing campaign is matching up with influencers,

whose fans are similar to your preferred customers, and whose values match your own.

Nearly half (49%) of our respondents believed brand safety could occasionally be a
concern when running an influencer marketing campaign. 30% gave a more definitive
belief that brand safety is always a concern.

The remaining 21% believe that it is not really a concern. Presumably, this last group has
mastered the art of finding appropriate influencers for their brands, and they have little
concern about a values mismatch.
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Majority Believe Influencer Marketing Can be

Automated, although Significant Numbers Disagree

A contentious issue in influencer marketing is the amount of automation you can
successfully use. Some people believe you can automate virtually the whole process
from influencer selection through to influencer payment. Others value the personal
touch and think influencer marketing is a hands-on process.

Even the specialist influencer platforms and agencies vary in their approaches. Some
will only work with a select group of verified and handpicked influencers. Others swear
by the algorithms they use to create massive databases of potential influencers, which
you can sort by multiple criteria to find the influencers most suitable to any particular
campaign.

Therefore, it should be no surprise to see some considerable variation in views on
whether influencer marketing can be automated. 57% believe in the automation
process. However, a sizable minority, 43%, don't think that automation can result in
successful influencer marketing.

me
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Audience Relationship Considered the Most

Valuable When Partnering with Influencers

48% of the survey respondents believed audience relationship to be the most valuable
factor when considering collaborating with a particular influencer. They see little value
in working with somebody who doesn't have a real influence on his/her audience, or
perhaps has an excellent relationship — but they are the wrong audience for that brand.

The second most important factor is content production. This will be particularly so for
the group (31%) who named user-generated content as being their primary objective
when running an influencer campaign, in our earlier question on influencer campaign
objectives.

The third popular reason favored by 23% our respondents found for working with
influencers is distribution. Although this seems low, it clearly connects with audience
relationship — influencers use their audience to distribute content relating to a brand.

2/3 of Influencer Marketing Campaigns

are Campaign Based

Amongst our recent predictions of Leading Influencer Marketing Trends for 2019, we

saw a trend towards brands cultivating more long-term relationships with influencers.

We noticed that brands have traditionally thought in terms of influencer marketing
campaigns. Once they completed one campaign they would plan, organize, and
schedule another campaign. “Either the brand or the influencers create the campaign,
depending on the amount of control the brand requires. The brand then (hopefully)
analyses the results of their campaign, and then moves onto something else. Often, the
next campaign repeats the whole influencer identification process.”
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“As influencer marketing becomes more popular, there is a danger that influencers will
pick and choose the brands with whom they wish to work. Good influencers are likely
to fill up’ their calendar with paid promotions. If a brand isn’t careful, they will lose their
best influencers because of short-term thinking.”

However, brands are now discovering the advantages of cultivating relationships on a
longer-term basis. Brands are finding that influencers they have worked for on previous
campaigns come across as more genuine. “If an influencer continues to display support
for a product through multiple campaigns, it emphasizes synergy between the
influencer and the brand.”

It is notable that although 65% of our respondents’ influencer marketing is
campaign-based, the remaining 35% is “always on,” suggesting that these influencers
are in long-term relationships. It will be most interesting to see how this statistic changes
over the next few years.
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Large Majority Consider Influencer Marketing to

be a Scalable Tactic in their Marketing Ecosystem

One of the most significant advantages of influencer marketing over social activity using
official company accounts is the ease with which you can scale the activity. If you want
to create a bigger campaign, all you need to do is to work with more influencers with
larger followings — as long as they remain relevant to your niche.

While organic influencer marketing may be difficult to scale, because of the time
needed for influencer identification and wooing, there are now over 740 platforms and
influencer agencies that businesses can use to help scale their efforts.

57% of our respondents believe that influencer marketing is definitely a scalable tactic

in their marketing ecosystem, and a further 37% think that it is somewhat of a scalable
tactic. Only 6% disagree with the sentiment.

Engagement or Clicks is Most Important Criteria

When Evaluating Influencers

We have regularly seen that businesses have a variety of objectives when they create
influencer marketing campaigns. While the criteria by which our survey respondents
evaluate influencers, does not precisely match their differing objectives, there is some
clear correlation.

43% of our respondents rated engagement or clicks as being their most important
criterion compared with 33% who opted for views/reach/impressions, and 24% who
consider content type/category to be the most important.

The fact that firms give so much credence to engagement is probably a reflection on
issues caused by fake influencers. Many businesses have come to distrust less concrete
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such as views, reach, and impression due to so-called “influencers” who have inflated
their stats in the past.

Although only 25% claim that content type/category is the most important criteria, this
percentage may be understated. Most brands start their influencer search by narrowing
down the possibilities to just influencers in a particular niche — a beauty brand is unlikely
to work with a home improvement influencer, no matter how engaged he is with his
followers.

Monthly is Most Common Frequency for Running

Influencer Marketing Campaigns

Although there is no set way to run an influencer campaign, monthly is the most
common frequency for our respondents.

In an earlier question, we discovered that 65% of the survey respondents preferred to
execute campaign-based influencer marketing, while the remaining 35% now run
“always-on” campaigns.

Of those who operate discrete influencer campaigns, 39% prefer to run them on a
monthly basis. A further 28% run quarterly campaigns, and 14% prefer to organize
campaigns on an annual basis. The remaining 19% take a different approach, and only
run campaigns whenever they launch a new product.
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Majority of Firms Set Aside a Higher Percentage

of Their Influencer Budget for a Set Time of Year

With a mix of different campaign timings, across a wide range of industries (many of
which will be seasonal in nature), it comes as no surprise that the majority of firms (62%)
vary their influencer marketing budget allocation across the year.

If anything, this percentage seems low. Although some of the 38% who budget evenly
across the year will run ongoing campaigns (and may pay their influencers consistently
across the year), and some will reflect those contracted for annual influencer
campaigns, some of this 38% may be firms with simplified accounting systems, who
don’t budget in detail on a month-by-month basis.

First Quarter Most Popular Time for

Influencer Campaigns

Interestingly the budget for influencer campaigns drops as the year elapses. The
average brand budgets 32% of its influencer spending in the First Quarter, 28% in the
Second Quiarter, 21% in the Third Quarter, and 19% in the Fourth Quarter.

In many ways, this comes as a surprise. While marketing costs naturally precede sales
revenue, you would expect more marketing in many industries later in the year, in the
lead-up to Black Friday, and the Christmas shopping period.

Likewise, as we have seen, 19% of businesses restrict their influencer marketing to new
product launches. You would think that there would be more product launches in the
period leading up to the end-of-year holidays, than at the start of the year. According to
The S100 MBA, “the product itself will determine when the best time of year is to launch.
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January, for example, can work well for fitness equipment or other self-improvement
products that may help fulfill New Year’s resolutions. Spring and summer are best for
outdoor products. Statistically, May and June are the top months in which cookware
and other home goods sell, given that so many weddings take place in the summer.
August is best for laptops and other things students will need come September.

Could this just be a statistical anomaly? It will be most interesting to see if these results

are replicated in our next influencer marketing survey.

Majority of Respondents have to Justify Their

Influencer Marketing Spending

As much as influencer marketing has improved in popularity over the last few years,
many people outside marketing do not know the term. Many traditionalists in business
struggle to understand the concept of influencer marketing. Indeed, there are still firms,
who have not embraced online marketing in any form, continue to rely solely on
traditional marketing methods.

57% of our respondents have faced obstacles from their colleagues or managers when
justifying their speeding on influencer marketing.

Primary Reason for Having to Justify Influencer Spending is a

Lack of Understanding of Influencer Marketing Metrics

The fact that there has never been a single clear-cut ROI calculation of influencer
marketing has muddied the waters, with some accountants and senior managers
demanding to view clear-cut ROI figures, proving the value gained from influencer
marketing activity.
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39% of our respondents stated that the main reason they had to justify the use of
influencer marketing was that senior management did not understand influencer
marketing metrics.

A further 24% face the issue that the people they report to prefer traditional marketing.
Is this a result of their lack of education about new methods of marketing?

An additional 24% of respondents have had difficulty justifying influencer marketing
due to underperforming campaigns their organization has endured in the past.

As influencer marketing becomes more mainstream, and people begin to understand
the highly respectable ROI figures generated by many firms, we should see a reduction

in managerial resistance to their businesses participating in influencer marketing.

Biggest Challenge to Those Managing Campaigns

In-House is Finding Influencers

One of the most significant advantages of working with a specialist influencer agency is
that much of the difficult work is done for you. You explain your needs to the agency,
and they recommend proven influencers willing to work with you. The agency wiill
usually manage your campaigns, minimizing your day-to-day involvement with the
influencer campaigns.

Although the majority of firms manage their influencers in-house, according to our
survey, most encounter challenges.

By far the most substantial challenge (36%) is finding suitable influencers willing to
participate. This can take a great deal of time, although the platforms provide a useful
tool to streamline the influencer discovery phase.
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24% find their greatest challenge occurs later in the process — the managing of
contracts or deadlines for campaigns. Closely connected with this, 15% see the most
significant challenge as being the processing of payments to influencers once their

work is done.

A further 15% struggle with the logistical constraints of bandwidth or time restrictions.
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Additional Metrics Provided by NeoReach

Earned Media Value Averages 5.2x per $1Spent

NeoReach has analyzed more than 2,000 influencer campaigns. They calculated that
earned media value EMV averaged 5.2x per S1 spent. This means that dollars allocated
to influencer marketing results in more than five times as many impressions and
engagements compared to equivalent dollars allocated towards paid advertising.
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Campaigns Focused on Branding or Engagements Generate 8x ROI

Branding campaigns saw considerably higher ROl compared to paid advertising. On
average, campaigns focused on branding or engagements saw an 8x ROI. This means
that influencer content is more than eight times as effective compared to alternative
methods of brand building, such as paid social ads or television.

Direct Response ROl is 1.8x per $1Spent

Directly trackable ROI gives results that are more balanced. It is highly dependent on the
vertical, Call to Action, and size of campaign. On average, direct response ROI (App
Installs, Signups) was 1.8x per S1. While still very profitable, it is harder to see a directly
trackable return on investment when the goal is to get immediate signup or action.

E-commerce Campaigns Returned Approximately 80 cents per $1spent

NeoReach found that E-commerce ROI fell short on a directly trackable basis, returning
approximately 80 cents per S1 spent. However, this does not consider the additional
branding value, sales that come later in the funnel or sales that happen without clicking
directly on the sponsored link.

The Larger the Influencer, the Lower the ROI

Influencers with 50,000-250,000 followers deliver a 30% better ROI per dollar spent
compared to those with 250k-1M followers, and 20% better ROI than influencers with
Im+ followers. Put simply, the larger the influencer, the lower the ROI.

It is important to note that while the ROI is higher when using smaller influencers, this
ROI does not factor in additional time, management work, or resources required
managing a larger number of smaller influencers.
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The Influencer Marketing Hub saw the value in discovering the state of the influencer

marketing industry in 2019. It was two years since we last conducted a (smaller] survey,
and we felt there was a real need to discover how the industry has progressed.

We surveyed 830 industry professionals — marketing agencies, brands, PR Agencies,
and others in related fields, to discover their views on the industry.

Overall, we can see that influencer marketing is exceptionally healthy as we enter 2019.
Any predictions of its demise are decidedly premature. The vast majority of our
respondents are successfully running campaigns, and have plans to increase their
influencer marketing spending and activity over the next 12 months.

Brought to you by:

Influencer
MarketingHub

in association with:

NE€®REACH VIRAL

ATION

Sources:

Survey conducted by Influencer Marketing Hub with 800+ Brand Managers

Neoreach.com

Viralnation.com

Instagram.com

Trends.google.com/trends/

Crunchbase

Influencer
MarketingHub 28


https://neoreach.com/
https://neoreach.com/
https://www.viralnation.com/
https://www.viralnation.com/
https://influencermarketinghub.com/
https://www.instagram.com
https://trends.google.com/trends/?geo=US

