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How is the Market Changing? 

“If you’re sticking with your content approach from three years ago, it’s now 50% less 

effective. Our review of 100 million articles published in 2017 found that social sharing 

has halved since 2015.” BuzzSumo
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Source: Lori Wizdo

Peers and social have a large effect on the Modern Buyer Journey

70%
of the B2B buyer’s 

Journey is complete 
before a buyer 

reaches out to sales  
(Pardot)
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Industry Stats & Influencer Marketing ROI

INDUSTRY STATS

• 23% of B2B marketers considered their content marketing to be ‘minimally successful’ or ‘not at all successful’? 

(Content Marketing Institute) 

• 85% of customers seek out trusted expert content when considering a purchase? (Nielsen) 

• 92% of customers trust recommendations from other people over branded content? (AdWeek) 

• 39% of marketers planned to increase their influencer marketing budget for 2018? (Pardot) 

• 68% of marketers say that identifying influencers is their biggest influencer challenge? (Altimeter Group) 

• 53% of micro influencers have never been paid to promote a post? (Bloglovin Global Survey) 

INFLUENCER MARKETING ROI

McKinsey Study - Influencer Marketing / Word-of-mouth Marketing Generates 2x the sales of paid advertising

• Is the primary factor behind 20-50% of all purchasing decisions

• Can increase brand market share by as much as 10%

• Results in recommendations up to 50x more likely to trigger a purchase

• Generates 3x more “word-of-mouth” messages

• Offers brands a sustainable and significant competitive edge that few other marketing approaches can match

http://contentmarketinginstitute.com/wp-content/uploads/2017/09/2018-b2b-research-final.pdf
https://www.businesswire.com/news/home/20140325005396/en/Nielsen-Consumers-Crave-Real-Content-Making-Purchase
http://www.adweek.com/digital/study-the-public-trusts-expert-content-more-than-any-other-kind/
http://go.pardot.com/l/153091/2017-11-27/jwhp6y
https://mms.businesswire.com/media/20160726005961/en/536548/5/AltimeterInfographicFinal.jpg?download=1
https://www.activate.social/docs/whitepaper/Bloglovin_Global_Influencer_Survey_2016.pdf
http://www.mckinsey.com/insights/marketing_sales/a_new_way_to_measure_word-of-mouth_marketing
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Engage the top 1% influencers to influence 80% of the market

6.2% of key influencers are responsible for 80% of the 
influence in social media - Forrester

40% 80% Market Reach 10% 

1st Degree Network 2nd Degree Network 3rd Degree Network

1% 

Program Influencers
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Humanise Your Brand & Align Your Content Creation

OWNED MEDIA
Traditional Brand Content Creation

SHARED MEDIA
Influencer Generated Content Creation

CONTENT

WEBSITE

Paid Search

CO-CREATE CONTENT

PR

Email Marketing

Paid Social

ENGAGE INFLUENCERS

BUILD RELATIONSHIPS

INSIGHTS-LED CONTENT

Owned Media

PROMOTE CONTENT

TARGET AUDIENCE
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Activate Brand Assets with Influencer Channel to Improve Impact

Brand 

Awareness

Brand 

Perception

Topic Credibility

Brand Handles

Employees

Events

Content

Products

Activate Brand Assets
Partner with 

Influencer Channel

Achieve Desired 

Outcomes

“With influencers you may lose control of your message. But what you lose in 
control, you gain in trust.”

Tim Hughes, Social Selling Influencer & Co-founder of Digital Leadership Associates
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Equal Value Partnership forming between brands and influencers
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The 6 stages to Influencer Relationship Management

• Identify your influencer 
community

• Select engagement targets

• Understand what your 
influencers really care 

about
• Understand market flow 

of influence
• Benchmark your 

current performance 
over last 12 months

• Track influencer posts, on 
Blogs, Twitter & Instagram

• Track most successful 

content
• Surface social outreach 

opportunities 
• Surface content sharing 

opportunities • Engage with influencers on Twitter, Instagram 
and their personal blogs

• Move influencers through pipeline stages
• Create and manage program activity

• Influencer engagement
• Brand awareness
• Brand share of voice
• Brand perception
• Community insights

• Scale and structure your 
program

• Always-on influencer 
program

• Build relationships with 

more influencers

The 6 stages to Influencer Relationship Management
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Topical Relevance, Engagement & Authority over Reach
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Identify your relevant influencers – FinTech Example

FAKE INFLUENCE!
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Topical Influencer Ranking – Insurance, Brexit & Banks

Name Handle Relevance Resonance Reach Location Description

Chris Skinner @Chris_Skinner 11 100 47.4k London Shaping the future of financial services

Joy 

Macknight

@joymacknight 11 95.3 3.1k London Deputy editor @ TheBanker

Glyn Moody @glynmoody 29 68.5 20.8k London writer (Rebel Code), journalist, blogger. on openness, the commons, copyright, patents 

and digital rights. email: glyn.moody@gmail.com; PGP: E4962A75

Mike Butcher @mikebutcher 7 68.5 140.1k London Editor-at-large @TechCrunch + @TechForUK @ThePathfounder @Techfugees @Tech_Vets

@TechHub @Coadec @TheEuropas Insta: mikebutcher Telegram: mike_butcher

Susanne 

Chishti

@SusanneChishti 2 68.5 17.5k London CEO @FINTECHcircle @FTC_Institute @WealthTECHBook @InsurTECH_Book Co-Founder 

@TheFINTECHBook @FTCinnovate #FINTECH Conference Speaker #blockchain #Diversity

Name Handle Relevance Resonance Reach Location Description

Sabine 
VanderLinden @SabineVdL 280 100 11,306 London

CEO @sbcInsurTech. #InsurTech @Rainmaking_io. Co-editor @InsurTECH_Book.  #FinTech 
#InsTech #innovation #Growth

Charlotte 
Halkett💃🏠 @charliehalkett 207 90.5 6,356 London

MD at #buzzvault bringing #tech home #insurance overhaul🏠#Insurtech revolutionary 
#buzzmove #innovation #actuary #blockchain #fintech #IoT https://t.co/eNAlNG2

Nigel Walsh 
🛫🛬🏃 @nigelwalsh 632 84.6 15,560 London

Partner @Deloitte #Insurance. Mentor @sbcInsurance #FinTech #InsurTech #AI 
#connectedcar @princestrust sponsor. Husband, Daddy #Cyclist #running

Paolo Cuomo @pgc_at_work 92 47.6 8,714 London
Consultant in the #insurance and #insurtech space; co-convener of @instech_london - the 
Insurance Innovation Hub. (Comments are my own) #InsTech #London

Ali Paterson @AliPaterson 2 42.2 3,058 London
Host of Fintech Finance looking at all things #Fintech #Regtech #Insurtech Husband, Dad, 
Unprofessional, Scuba Diver, and #PaymentsRace #M2020race creator
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What types of influencer roles should you target? 
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What Influencer Types should you engage?

Everyday Influencers

Brand Advocates

Micro Influencers

Professional Influencers

Macro 
Influencers

Celebrities

• High trust, low reach (1 to 1000 followers)
• Average internet consumers
• Don’t consider themselves influencers
• Small network of highly engaged followers

• High trust, low reach (1 to ∞ followers)
• This type of influencer is earned
• Highly satisfied customers with your product / brand
• Positive word-of-mouth, content and recommendations

• High trust & engagement, good reach (1K to 20K followers)
• Extremely relevant, high quality content creator
• Organic relationship and co-creation of content
• Pay for onerous time, travel and content partnerships

• High authority, high global reach (20K to 100K followers)
• Engages with select group of key influencers
• Organic approach only works if brands offers equal value  
• Paid to attend and speak at conferences / write content

• Massive reach (100K to 300K followers)
• Established Audience built up over many years
• Famous, represented by a manager or a talent agency
• Sometimes untouchable through organic approaches

• Low engagement, massive reach (300K + followers)
• Expensive - paid approach only
• Endorsing products / charitable causes
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What influencer personas best match your program?

Content Creators – create their own original content

Social Amplifiers – share content from influencer community

Industry Experts – professionals who have worked in industry who can 

influence key decision makers on a peer level

Conference Speakers – expert speakers and influential offline

Key Connectors – influencers well connected to your influencer 
community

Media Influencers – influencers driving the media agenda



18

Map your Influencer Community – FinTech Example
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Are your spokespeople driving engagement?
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There are 7 Main Tactics to Engage with Influencers
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Opportunities to Engage Influencers – Insurance Example
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Influencer Program Measurement Framework
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Influencer Relations Maturity Model – Connected to Advocacy

AdvocacyAmplificationConnectedUnengaged

Where most brands 

are now in 2018

Where most brands 

will be in 2025

I know some but not all of our market 
influencers

I don’t have the time or resource to 
engage with influencers

I don’t know how to measure
influencer engagement

I do not have an official influencer 
relations program  

I create content on my owned media 
channels and run paid search & 
traditional PPC campaigns

I know my market influencers and 
engage with them periodically

I am not sure how to best engage my 
influencers

I have a few subject matter experts or 
spokespeople who are engaging with 
market influencers on social 

I have a few social media vanity 
metrics for measurement but these 
aren’t really demonstrating success

I need more internal resource to boost 
influencer engagement

I have an always-on influencer 
relations program 

I have employees throughout the 
company engaging with or key 
influencers on their specialist 
subjects

Influencers are starting to share our 
content and engage with us 

I need more effective measurement
to increase program investment

I struggle to structure and scale my 
influencer relations activity

Influencers are a key part of my 
marketing & comms strategy

We have a regular calendar of 
influencer activity and events 

Our program employee advocates are
engaging with their target influencers 
and driving greater awareness and 
engagement from the community

Influencer Generated content is at the 
heart of our content strategy

We could turn to our influencers for help 
defending our brand in times of crisis

RELATIONSHIP 

LED

BRAND

FOCUSED


