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The rise of the influencer

Over the last couple of years, influencer marketing has seen explosive growth and taken the 

marketing industry by storm. 

It’s by no means a new concept. In the past, brands may have focused on celebrities and models. 

Today, however, the rise of social media and consumers’ increasing preference for ‘authentic’ trusted 

opinion has given everyday individuals the opportunity to create their own personal brands. As a 

result, they have earned huge followings and high levels of engagement.

According to a study by Linqia, almost 86% of marketers use 

influencer marketing and 94% have found the strategy effective. 

Consequently, influencer marketing budgets are rising. Marketers 

are predicted to spend £40,000 - £80,000 per campaign this year 

(doubled from £20,000 - £40,000 in 2016). This increased investment 

is indicative of the opportunities influencer marketing offers 

marketers to engage and reach consumers in a way that feels genuine 

and personal, and yet is achievable at scale.

Creating an influencer marketing strategy

To develop a successful influencer marketing strategy, you need to consider the following components: 

Campaign goals and KPIs

First and foremost, you need to determine the objectives for your influencer marketing programme 

and how they will fit into your overall marketing strategy.

84% of the revenue driven by content publishers (including influencer bloggers) is from new 

customers†, indicating that influencers are particularly effective at helping brands attract sales  

from new audiences. However, an influencer marketing strategy can also help to achieve the  

following objectives:

• • Increase awareness and sales of new products

• • Grow brand awareness and exposure

• • Promote and distribute content

• • Boost sales – both online and offline

• • Improve customer retention 

86% Use influencer marketing

94% Find it effective

https://rakutenmarketing.com/
http://www.linqia.com/wp-content/uploads/2016/11/The-State-of-Influencer-Marketing-2017_Final-Report.pdf


© Copyright PerformanceIN 2017 – All rights reserved. PerformanceIN grants you permission 

to store and print from this material for your own personal and commercial use. No part of 

this publication may be reproduced without prior permission from the publisher.

ADVERTISER’S GUIDE 04

Identifying the right influencers

Whilst the reach of an influencer is important, brands must also focus on how relevant they  

are to their target audience to ensure partnerships are both authentic and profitable.

Research has found that ‘micro-influencers’ with between 10,000 and 

100,000 followers – rather than millions – have the most engaged 

audiences, with a 60% higher engagement rate. You need to look 

beyond follower numbers and identify influencers highly relevant to 

your brand with engaged, loyal followings.

There are several ways you can identify influencers who may be 

suitable for your brand:

• • Use social media monitoring tools to identify:

• • Influencers who are already posting about your brand 

through branded searches

• • Influencers who are relevant to your industry, but not yet 

talking about your brand, through non-branded searches

• • Use an influencer marketing platform or management service

• • Ask existing influencer partners for new recommendations 

Content creation

Allowing influencers the freedom to explore your brand’s products and choose items they feel work 

with their own aesthetic and personal brand is very important. A TapInfluence and Altimeter study 

found that influencers consider restrictive content guidelines to be the second biggest mistake 

brands make when working with them. 

You can, and should, give guidelines, but restricting content won’t allow the influencer to use their 

creativity to resonate with their audience. They know their followers best.

Disclosure 

As influencer marketing has become more prevalent, the Advertising Standards Authority (ASA) and 

the Committee of Advertising Practice (CAP) have issued guidelines to protect consumers before they 

engage with sponsored content. Brands and influencers alike need to ensure any influencers they 

work with are complying with these ever-evolving guidelines.

60%^
ENGAGEMENT 
WITHIN
10–100k
FOLLOWERS

https://rakutenmarketing.com/
http://www.adweek.com/digital/micro-influencers-are-more-effective-with-marketing-campaigns-than-highly-popular-accounts/
http://www.businesswire.com/news/home/20160726005961/en/
https://www.asa.org.uk/advice-online/affiliate-marketing.html
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Payment

Unlike other marketing channels, there is no standard payment system for influencer marketing. 

Therefore, costs can vary from influencer to influencer and are often indicative of the number of 

followers an influencer has.

As influencer marketing has grown and evolved, marketers are increasingly moving away from flat-fee 

payments towards performance-based pricing models. Linqia’s report found that 50% of marketers 

believe that cost-per-click (CPC) and cost-per-engagement (CPE) pricing models are most effective for 

driving results. Only 17% of marketers think that pay-per-post or ‘flat-rate’ pricing is effective.

The right payment model will depend on your campaign objectives. There are a number of models  

to consider:

• • Flat rate/pay-per-post 

Influencers are paid a flat rate for creating sponsored content for a brand. 

• • Free products/services 

Brands will offer influencers free products or services instead of payment.

• • Cost-per-engagement  

Influencers are compensated based on the number of engagements their sponsored content 

generates – e.g. the click-through-rate to a brand’s website.

• • Cost-per-acquisition 

Influencers are compensated based on the number of sales they drive from their sponsored 

content via affiliate marketing. Brands can also increase the commission with key influencers 

to help build closer partnerships.

Measuring influencer marketing success 

With influencer marketing budgets increasing, it is becoming critical for marketers to measure the 

impact of their campaigns. However, this is proving problematic, with 78% of marketers stating that 

measuring return on investment (ROI) on their influencer initiatives is the biggest challenge for 2017.

Having access to granular data that allows you to understand the full user journey is essential 

to determining ROI. The data and key performance indicators (KPIs) you use to measure the 

performance of your influencer marketing will depend on your goals and objectives.

https://rakutenmarketing.com/
http://www.linqia.com/wp-content/uploads/2016/11/The-State-of-Influencer-Marketing-2017_Final-Report.pdf
http://www.linqia.com/wp-content/uploads/2016/11/The-State-of-Influencer-Marketing-2017_Final-Report.pdf
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Goal: Brand awareness 

Measuring brand awareness has always been tricky. However, new tools have been developed to 

help quantify KPIs such as sentiment and share of voice, which will allow marketers to gain a deeper 

understanding of an influencer’s performance beyond their potential reach.

Goal: Reaching new customers

Logically, brands want to increase brand awareness among their target audiences in the hope that 

those people will become customers. Rakuten Marketing data shows that 84% of the revenue driven 

by content publishers (including influencer bloggers) is from new customers, indicating that they are 

highly effective at reaching new audiences. 

By measuring how much of the referral traffic driven 

by your influencer campaigns is from new users, you 

can generate KPIs such as cost per new user. Across 

our affiliate network, we have found that the cost of 

driving new users to a retailer’s site using an influencer 

is just 25p vs £1.12 for all other publisher types.†

Goal: Engagement

Whilst engagement metrics don’t directly correlate with sales, they will give a good indication of how 

your campaigns are resonating with consumers. 

There are two types of engagement metrics to track:

• • Social engagement 

With social platforms such as Instagram being key to influencer marketing campaigns, 

tracking social interactions such as likes, comments and shares helps give an idea of  

social engagement.

• • Website engagement 

Looking beyond amounts of web traffic to the action that consumers take after being referred 

from an influencer will give you more meaningful engagement metrics. For example, duration 

of time on-site, pages viewed and bounce rate. Across our network, we have seen that 

customers referred by content publishers, including influencers, view nearly eight pages  

of an advertiser’s site. This data suggests that customers referred by an influencer are  

highly engaged.

25p £1.12VS
All other publisher typesInfluencers

Cost per new user

https://rakutenmarketing.com/
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Goal: Sales and revenue

Generating sales and revenue is likely to be a high priority for marketers for any campaign. 

Combining your influencer marketing campaign with affiliate marketing is one of the most effective 

ways to track ROI from influencers. Affiliate links will provide all-important data around the number 

of clicks to your website, number of sales and the average order value driven by your influencer 

marketing. 

However, influencer marketing is particularly effective at raising awareness earlier in the buying 

journey and generating sales further down the line through aspirational content. Content publishers, 

including influencers, start more converting customer journeys than any other affiliate publisher type. 

As well as this, of all the revenue driven by content publishers, 54% sits in the first position in the user 

journey.†

Therefore, measuring last-click revenue won’t be representative of the full value they have driven. In 

order to measure the value of influencers in relation to sales, you will need to have visibility of the role 

that the influencer may have played in the earlier stages of the user journey by leveraging a robust 

attribution platform.

Looking at data across the full consumer journey will enable the identification of more insightful 

metrics to help marketers understand the impact that influencers have had on sales.

What’s next?

There is no doubt that the influencer marketing landscape will continue to grow and evolve,  

bringing fresh challenges for marketers to get to grips with.

CONNECTING THE DOTS ACROSS THE CUSTOMER JOURNEY

Since influencers also have the ability to drive sales offline, brands will need to start connecting the 

dots and tracking the impact of their influencer campaigns both in-store as well as online. Attributed 

reporting that includes online-to-offline tracking will become more crucial than ever to allow 

marketers to understand the full value influencer marketing is driving.

https://rakutenmarketing.com/
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AUTHENTICITY

There is continued backlash over influencers boosting follower numbers using Instagram bots. 

Brands will need to conduct more thorough research into any influencer they work with. Those 

influencers who stay true to their audiences and focus on providing value while balancing sponsored 

promotions authentically will reap the rewards.

How we do it

The combination of our global affiliate network and data insights and attribution platform means  

we are perfectly placed to deliver effective and targeted influencer marketing campaigns.

We offer comprehensive influencer programme management, influencer recruitment, detailed 

reporting and actionable insights for each campaign.

THE RAKUTEN MARKETING DIFFERENCE

Strategic. Our experienced influencer management team provides consultancy to help define your 

strategy and campaign goals.

Global reach. Our global affiliate network provides access to thousands of influencers with highly 

engaged audiences. We work with you to establish successful partnerships both inside and outside  

of our network.

Bespoke tools. We provide influencers with access to a suite of tools, allowing them to  

seamlessly showcase your products and generate affiliate links on the fly, so they can focus on 

creating great content.

Transparency. We provide frequent updates, reporting and transparency throughout your  

campaign. Our data insights and attribution platform, Cadence provides full visibility into the 

performance of influencers across the entire user journey, ensuring marketers’ contributions  

can be recognised and rewarded.

https://rakutenmarketing.com/
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Lipsy case study: Uncovering the value of 
influencers and content publishers in the path  
to purchase

CHALLENGE 

Lipsy is a young British fashion brand founded in the heart of London. Lipsy wanted to move away 

from a last-click view of performance. Specifically, the brand sought insight into the role its influencers 

and content publishers were having on conversion in the fuller context of the user journey.

SOLUTION

As an existing Rakuten Marketing client, Lipsy was eligible for Rakuten Marketing’s insights and 

attribution platform, Cadence at no cost. Cadence tracks all channels and touchpoints in the path 

to purchase, delivering a fuller view of performance. This view allows Lipsy to uncover the role 

influencers and content publishers are having at every stage of the funnel.

PROCESS

Using the platform, the true value of Lipsy’s content publishers was revealed. The insight delivered led 

to strategic changes to Lipsy’s affiliate programme, boosting partnerships with the best performing 

influencers and content publishers and reducing spend in those which were proven to be less effective.

RESULTS

1. 115% increase in influencer and content publisher ROI when comparing Cadence attributed 

data against last-click data. 

2. Identified key areas where affiliate performance could be optimised, allowing Lipsy to make 

strategic changes to their current partnerships. 

Want to know more?

Please visit our website and get in touch to learn more about our services: 

rakutenmarketing.com•|•+44 (0) 207 427 8120•|•rm-salesuk@mail.rakuten.com

https://rakutenmarketing.com/
https://rakutenmarketing.com/
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ENDNOTES

†  Rakuten Marketing’s Cadence* data for Q4 of 2016.

* Cadence is Rakuten Marketing’s proprietary data insights and attribution platform.

https://rakutenmarketing.com/

